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Challenges for Tabletop Marketers
& Retailers

= Mature Industry.
= Elat bridall market
= Shopping patterns; shifting
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What Do We Sell?
What Do Consumeyr Buy?

= Retailers sell'things (i.e. Noun)

= Consumers buy experience; feeling,
ideas, happiness (i.e. Verb)




"In the factory we
make cosmetics, but
inmy stores we sell
hope."
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Missing 5th P of Marketing

= Jraditional 4 P's Marketing — Product,
Price, Promotion, Placement

= Missing SthiP.— People




Connecting with
Consumer:
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Big Opporxrtunity #1:
Selling Tools,
Equipment,
Accessories to
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Big Opportunity #2:
Retail Environments

Need to Be
Reconligure
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"Marketing is the
whole business seen
from the point of
view ol its iimal
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result, that is, irom
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Bridal Market: 2.3 Million Strong &
Ready to Grow

= Prime age for marriage is 26-27 years
old

= Newly' marriedsiaccount for' significant
home spending duringfirstiyearc

markage




Prime Age Group for Marriage Is Increasingly Diverse

25-t0-29 year olds in thousands
2000 to 2020

Hispanic

Asian




Married Couples Spend More

Household Furnishings & Equipment
Average Annual Spending

Married Couples $2,024

White & Other $1,537




NNNNNNNSN

Married Couples Spend More

= Married couples are most affluent and spend the most

—51% of households

— Average income: $64,383

—Number persons: 3.2

=% White and other: 92%

— Spending on Home Furnishings & Equipment: $2,024

= Spending/on Food: $5,463
= White & Other

= 88% of pop; $49334 income; 2.5 people; $1537 home; $5463 food
= Black'households negatively impacted by lower marriage incidence

=12% of' households

—Averagelincome: $38,73%

S INUMBErol persons: 227,

SpPeEnding onfHomerurnisnings s Equipment:s 67
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First the rich do it,
then everybody else!
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Affluent market Is

WilNoCCUINMNENMASS
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Affluent Market Is Becoming Increasingly Diverse

Percent Households Income of $100K or more
2001

All 13.8%

White 14.8%




Affluent Market Is Becoming
Increasingly Diverse

= Asian households, although they make up a small percentage of the total population, are
much for likely to be affluent. One-fifth of every Asian household!

= All'trends point to increased participation of all ethnicities to be affluent.
= Regional variations more important when, targeting rich ethnic groups:
= Asian households are major factor on the west coast
— Blacks more likely to be foundiin the south
= Rich Hispanics are more likely to live in the south and west
= Affluent households are married households, regardless of ethnicities
= White 83%:; Black 74%:; Hispanic 75%
flluentihousenoeldsregardiess o ethnicity are:working housenolds; usuallywith 2o
MOKCHNCONMCS
hpldsiarereducatediouseholdsithoughiatiitentiwhitestareumorelikelyto;
JJe Y zJﬁgrea whilewlackeandiFispanicsiareimonelikelytormake donvith
J"JJIJZJJ attainment:
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As Population Becomes More Diverse, our Cultural Fulcrum Will Change
Leading Ancestry of Americans

German 57,947

Irish

English 32,652




Luxury Purchase Incidence
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In past year, did you purchase or influence the purchase of any of these luxury products?

Any Luxury Product

Electronics

Garden

Fragrances & Beauty

Apparel & Accessories

Furniture & Floor Coverings
Linens & Bedding

Jewelry & Watches

Fabrics, Wall Coverings, Window
Kitchen Appliances

Kitchenware, Cookware
Automobiles
Art & Antiques

BN 90%
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Tabletop Purchase Behavior

Purchase Behavior
] PurChase Luxury Tabletop ¥

I n c i d e n ce 8 % About your last tabletop purchase, did you....

Buy after shopping around | 529

H An n u al Shop in one place . | |T8%

. I |
Spending [ wn %
Levels: $500

Pertem
SPENGING
H200)
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Tabletop Purchase Motivations

= Tabletop is polarizing category
= A minority of luxury consumers
expressed considerable enthusiasm.

= Eormostiit Is viewed as only a daily
necessity: andnothing more:
S RUrchased once thentiorgottenin cning
Capinetunuirheliaays
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Tabletop Purchase Motivations

= You get married and you pick what you want. Then you put it away and use it once a year. It s nice to
have for holidays or special occasions, but it is something you do once and then it fades. | was all
excited when I got it, but after the first year, it's no big deal anymore.

= |We have holiday: china that | bring out on Thanksgiving till the end of January. ['love it and my kids
love it. It's a tradition. | have three sets of china, one is very fine china that I've never used, then |
have a set of Lenox that | use for every holiday but Christmas.

m [ have three. different sets of china. | use them all a lot, but | don't mix them together. | have the
special china for Christmas and | hiave. difierent things for different oceasions. It makes me feel that |
arm shiowing| rmy. guests that they, are special.

m [ also: iave: Chiristimas: dishies. Wheni unpack theni at Christimas,, my/ Kids; go. crazy. Itis a traditionitor
Hiave thie special Chiristmas chinalior: thierholidays:

u [ always wanted really nicerdining reomi china: Itis hice to have When o U iave company. ior dinner:

=Y OUrevenday dishes getireplacead aillot hult your: dmmg roopriieedsireally Well made chifias ihe
brandwearsiwenerI\wanisemetiingiiiawill\geNaherdishiwvasherranatiieNiicrowaves

m|J Lieiry ISimere oraneelingsimares youNeel diierenilikeryoriare ;,oaom/ Sl L] JOWRNOraNTIEGIWIi
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Tabletop Market Shiit

= Not about casual, it's about live-ability

= Consumers bring things into their
home to work for them, not so that
they have to work for those things.




Future of Consumer Market

= Diverging with
Biggest
Opportunities at
the High-End and
Low-Endi of Market

millions

Consumer Generations

76
71

N

65

41




Luxury Is Power to Pursue Your
Passions

Dimensions of
Luxury

Brands

Power, Time, Freedom, Money
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Luxury Is Ultimately Unattainable

= | uxury is ultimately about the
unattainable

= [he luxury consumeris in a state of
perpetual motlon always movmg

Extraoerainany,




Big Opportunity: Be Best of Class in
Any Class
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= No matter where you are In
price-continuum, you can enhance
luxury value of what you| are selling

. Marketers Influence two key

SimpartingluxtrySeaturesinto;one:s
ProaucCtS
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Key: Infuse marketing
communications with emotional
values

= Hopes, wishes and dreams; of the
consumers when they envision a




"In the atffluent
society no useful
distinction can be
made between
luxuries and

YA GHINAERNEWINGEI AU
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Introducing the New
Luxury Market
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Meet the Butterflies
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Luxury Market Segments

Butterflies
Z 27T%
Luxury Cocooners
44%



Butterilies Have Emerged from
their Luxurious Cocoon

’
’
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Luxury Cocooneyrs Still Wrapped in
the Cocoon
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Luxury Aspirers Still Haven't Reach
Their Desired Level of Luxury
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Luxury Consumers Are Emerging from
Their Cocoon and Reconnecting with the
World Outside

Consumers' Spending on Home
Total Housing Expenditures & Total Household Furnishings
Average for Typical US Household
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Total Spend Total Housing % Housing Tot Home Furnishi % Home Spend
1985 $23,490 $7,087 30.2% $936 13.2%
1990 $28,381 $8,703 30.7% $1,125 12.9%
1995 $32,264 $10,458 32.4% $1,401 13.4%
1996 $33,797 $10,747 31.8% $1,350 12.6%
1997 $34,819 $11,272 32.4% $1,512 13.4%
1998 $35,535 $11,713 33.0% $1,601 13.7%
1999 $36,995 $12,057 32.6% $1,499 12.4%
2000 $38,045 $12,319 32.4% $1,549 12.6%
2001 $39,518 $13,011 32.9% $1,458 11.2%




Luxury Marketers Must Connect
with Consumers
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= We must develop ongoing, meaningful,
two-way dialogues with our customers

= Company website becomes the central
hub for two-way communication with
the customer:

EVEryipontoircontacnetweenitne

04 iny, BranGEaREHEICONSUIMERMUSTNIE

ECONIOURECNOIR rwwwzu
ETCONNECIEWNESS




The challenge becomes
connecting why the
consumer buys with how to
reach them and where to
reachithem, while providing
[IICansS dilGrOpPPOILUIMIT -
therconsumerntorconnect

I ACHILONIIENIIEARCE
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Brands Are Point of Connection
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Influencers on Last Luxury Purchase
Very Important/Somewhat Important

Thinking about your most recent purchase, how important were each of these influences?

Brand or Company Reputation
Store/Dealer Reputation
Recommendations Friends
Salesman's Info
Internet/Website

Articles/Reviews




Branding, building a brand,
communicating its values,
and using the brandias a
conduit tor connect with
customers will'continue: to
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growias thepivoeialraxis on
WhHlChreliecuyvermarieingns

IaSEeu




S\

Product Brand and Store Brands
Are Connected

= The brands you sell define your
store...the store defines the brand




Luxury Marketers Must Infuse
Luxury in All Points of Contact
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= Control every point of customer contact
throughout that cycle andimake sure to
flavor all contact with luxurious
messages

s nternet s primary, media i
consumers use




Ultimate Brand Challenge: Connect
with Consumers
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= How to connect?
— About less talking and more listening

—About giving more value rather than
taking more money.

=IAbout beinginvolvediwith the customer:
atherthan waitingfforcustomentorget
RMVOIVECWITINYOU

SAPoURconNNECHRNOWItINHENCOMMIURITGY
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