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Permanent Changes
No one denies that retail shopping has 

changed in the past decade. Few dismiss 
these changes as not being permanent. 
But, no sector has undergone more radical 
changes than the clothing retail segment. 
Everyone has challenges as on-line retail-
ing has forced brick and mortar retailers to 
respond to new shopper demands. 

Many see the biggest threat as the Ama-
zon type on-line portals to the established 
store model. But, even responding posi-
tively with a robust on-line presence does 
not solve the problem. After all, brick and 
mortar retailers need to support substan-
tial investments in real estate or long term 
leasing. The entire model is BASED upon 
floor traffic 

Department Stores Are Dinosaurs
Certainly the most challenged retail seg-

ment is the old school department stores. 
They were created over a century ago to 
simplify the shopping experience by com-
bining small independent stores into de-
partments. Everything under one roof was 
the call to arms.

That benefit no longer resonates.
Some stores, like BELKS for example 

have rebranded themselves. But aside 
from a new logo, color palette and theme 
NOTHING changed. Including their sales. 

Rebranding must be more than just a 
change in the look of corporate identity to 
be successful. MACY’S rebranded with the 
iconic star some years back and yet they 
are closing stores right and left. So, let’s 
look at the department store segment and 
see what REAL rebranding might look like.

A New Business Model
Rebranding department stores requires 

a new business model as well as new brand 
themes. By playing the defensive game— 
couponing, sales, Black Friday door bust-
er sales and on-line specials, department 
stores will make Napoleon’s axiom a real-
ity. “The logical end to defensive warfare 
is surrender.”

Let’s face it. The current store model has 
failed. Shoppers, especially female shop-
pers, are choosing to spend elsewhere. 
The retail dollars may increase this holiday 

season (according to predictions) but I am 
sure the department store share of those 
dollars will shrink.

A Complex Problem
The problem is a myriad one. The shop-

ping experience stinks and most shoppers 
find it a boring experience. Racks are so 
overstuffed with merchandise that it is near 
impossible to really look at all the styles 
and offerings cannot be easily considered. 
Even the departments themselves, meant 
to simplify the experience, end up adding 
complexity to the experience. A size 2 shp-
per needs to look in a slew of department to 
find what she is looking to purchase. Is she a 
Petite? Junior? Misses? Sportswear? 

Actually she needs to spend time in all 
the departments. And, by the way, time is 
exactly what she DOES NOT want to spend. 

She has more money than time. The lack of 
consistency in sizing just compounds the 
problem. A size two in one department or 
label might be a size 0 or 4 in another de-
partment or store. It’s not a shopping dream. 
It is a NIGHTMARE. As often as not, a dispir-
ited and disappointed shopper leaves the 
department store without finding what she 
wants. The little ugly secret is that what she 
wants is probably available in the depart-
ment store but she was unable to find or see 
it. 

There Exists An Existing Model
Consider the shoe department. Offerings 

are beautifully displayed. The shelves and 
racks are not crowded. Every style, design 
and color is visible for browsing. It is an ex-
ample of store merchandising at its zenith.

 The reason for this clarity is that every size 
is not on display. Just one size in every shoe. 
Shoppers actually shop for the item they 
covet and then a sales representative goes 
to the back and brings the gal the shoe she 

“There exists a 
succeful model to 

build upon.”
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wants for her to try on in her exact size.
A New and BIGGER Idea

So borrow on that model for just a sec-
ond and follow this shopping experience. 
A first time shopper goes into a private 
dressing room when she enters the store-
where she is then digitally measured (tech-
nology already exists to do this). Her exact 
measurements are stored at the store and 
on the shoppers mobile App. Then she 
shops.

Instead of overcrowded and stuffed 
shelves— every style, color and design is 
on display in a size 6. A flattering size by 
most standards, This allows for better mer-
chandising, Open uncrowded racks, more 
manikins, MORE SPACE. 

The shopper simply scans the barcode 
on the outfit in which she has an interest 
and continues shopping the store. When 
once she has finished shopping she tells 
the App she is finished and is then as-
signed a dressing room. In that dressing 
room all the garments she considered are 
neatly hung on a private rack in HER dress-
ing room. Plus a few surprises that the 
store thinks she might want to consider 
based upon her profile.

A Loyal Shopper
The shopper is loyal because you have 

customized the experience. You are even 
better able to control inventory based 
upon those profiles. 

The store needs to be reconfigured with 
larger warehousing and more dressing 
rooms. You gain first movers advantage 
because only the large chains can afford 
this investment. You sales racks look more 
like Bergdorf Goodman than the standard 
overcrowded department store floors. 
Research will help us reconfigure the de-
partment category names to better reflect 
shooper needs and attitudes.

An Alternative
Do nothing and disappear from the 

scene. Call 336-389-9315 to discuss this 
model more. 


