
































































































































































































































Power of Consumer
Analytics- Business
Attraction/Retention

WOODINVILLE
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Buxton

Largest Provider & Expert in Retail Business Intelligence Solutions
* 19 Years Experience
» 250 Databases, including Household Data on 133 million households
¢ Immense Demographic, Psychographic, Behavioral & Financial data
 International Capabilities - 26 Countries
Unparalleled Customer Insights Drive Better Decisions
» Helping Advance get more dollars out of existing customers
« Efficiently & Effectively find new ones
Retail Experience

» Actionable Solutions & First-Class Customer Service
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City’s Goals

City’s Purpose

To identity core consumers the market trade area,
understand leakage/surplus, understand complementary
retail uses, and become a proactive partner to local
businesses

Application

City can now focus resources on helping local business
owners make strategic merchandising and complement the
current retail climate and recruiting specific retailers that
match the market trade area’s consumers.



Key Steps in Strategy Development

Defining Trade Area

Identitying and Profiling Customers

Understanding Retail Potential and Leakage/Surplus
Consumer Propensity Report

Match Retail Concepts

Provide Marketing Material



Buxton’s Core Competency
Providing household level insights.

That means we know each
of your citizens:

— Life Stage
— Finance
— Attitude
— Behavior



Buxton Empowers Cities With Answers

Who your citizens/workforce are
Where they are

What they require

How their needs change over time












How Does Buxton Know?

e More than 250 data sources

¢ Maintain data on over 112 million households
— Up to 7 individuals per household
— Updated every eight weeks



Information Gathering

* Segmentation

e Credit Cards

e Reward Cards

* Subscriptions

e Mail Order

¢ Warranty Cards

e Motor Vehicle Information
e Telechecks




Kyle S.
Hannah S.

2651 Whitemarsh Rd

 Married

* Age 36

e Executive Job
 Salary of $100k
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2653 Whitemarsh Rd
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Kyle S. Greg J.

Hannah S. Cathy J.

2651 Whitemarsh Rd 2653 Whitemarsh Rd

Small Town Success Status Conscious Consumer

* Shops at Target - Shops at CVS
* Use a Public Library . iy e
. . . * Visits City Parks
* Receptive to Direct Mail ,
 Eatat Applebee’ I olUn g
. Sa a d $Iil;0e elf st G : * Spend $250 month on clothing
pen rwiat Lrocery store * Influenced by celebrity endorser
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Define Your Trade Area

9,947

15,715

25,583

S.4E.50 S.7E.50 S1 billion
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Identifying and Profiling Customers

For retailers: It's Customers, Not People

Customers are identified
based on psychographic
characteristics which
include:

e Lifestyles

¢ Purchase Behavior

e Media Habits




e All U.S. households are grouped into types
based on demographics and psychographics




Identifying and Profiling Customers...

Trade Area Segmentation

Trade Area [ Eraaee
Segmentation —
Psychographic
profile of customers
within the trade
area

Dominant Segments —
Psychographic segments
that make up at least 3% of
the trade area



Identify & Analyze Your Customers

Segment B03: 6.33%
Urban Commuter Families

% US

* Gardening, golfing, and bird-watching
* Baby Boomer families and couples Households

e College educated * Home improvement projects

« White-collar jobs ¢ Theater and antique shows

* Upscale incomes

* Luxury cars and homes * Brand-loyal shoppers

« Charitable givers * Comfortable and serene lifestyles

e Conservative investors
* Long hours at work

* Functional clothes over expensive

* Dual-income couples designer labels

* City neighborhoods on the metropolitan fringe * www.moneycentral.msn.com, www.drudgereport.com



http://www.moneycentral.msn.com/
http://www.drudgereport.com/

B Community Profile DXYZ Company

e Consumers Present in Trade
Area
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*Retailer Compared to Trade
Area
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Trade Area “A” Trade Area “B”

Total Households: 10,087 Total Households: 16,540
Morton’s Customers: 8,443 Morton’s Customers:8,940
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Tools to Execute Your Strategy
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Speak the Retailer’s Language







Understanding Retail Potential

Retail Leakage/Surplus Analysis

How many dollars are leaving

What stores attract outside dollars

How strong is our retail sector

What are our retail opportunities

What are the opportunities for local retailers

Example of Major Store Type.
Buxton analysis details:

¢ 74 Store Types
* 36 Product Types






Business Retention

- Allows the City to be a more proactive partner in
continued success of local retail businesses

- Clearly highlights what makes the trade area’s consumers
unique and provides exploitable marketing insights

- Gives existing retailers access to the tools and insights
that are used by major retailers market planning and
merchandising groups



Tools for Business Retention -
Consumer Propensity Reports

CPR Categories
Apparel Food: Baking Home Improvement
Automotive Food: Condiments Household Products
Beverages: Alcoholic Food: Dairy Lawn and Garden
Beverages: Non-alcoholic  Food: Frozen Lifestyle Statements
Cable/TV/Radio Food: General Medicines/Drugs/Ailments
Cleaning Products Food: Meat Pets and Pet Food
Computer/Internet Food: Snack/Dessert Print Media
Dining Health and Beauty Shopping
Electronics Hispanic: Spanish Media Telecom
Entertainment/Leisure Hispanic: Demographic Tobacco
Financial Services Home Furnishings/Appliances

* Reveals opportunities for local businesses

* Provides targeted opportunities for localized recruitment

* Gives prospects the ability to forecast success in your market
* Further define real opportunities for expansion



Economic Development/Business

Retention
Consumer Propensity Reporting

Reports 32 major categories with over 4,800 total line item:s.
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CATEGORY

HEALTH AND BEAUTY AIDS
AFPFAREL

FOOD - GEMERAL

FINANCIAL SERVICES

FOOD - GEMERAL

BEVERAGES - ALCOHOLIC DRINKS
AUTOMOTIVE

AUTOMOTIVE

HEALTH AND BEALTY AIDS
BEVERAGES - ALCOHOLIC DRINKS
FINAMNCIAL SERVICES

FOOD - GEMERAL

HEALTH AND BEAUTY AIDS
BEVERAGES - ALCOHOLIC DRIMES
HEALTH AND BEALUTY AIDS
LA & GARDEM
CABLE/TELEVISION/RADIO
BEVERAGES - ALCOHOLIC DRINKS
BEVERAGES - ALCOHOLIC DRINKS
BEVERAGES - ALCOHOLIC DRIMES
FINAMCIAL SERYICES
BEVERAGES - ALCOHOLIC DRINES
FOOD - GEMERAL

HEALTH AND BEALTY AIDS
HEALTH AND BEAUTY AIDS

BEVERAGES - NON-ALCOHOLIC DRINKS

HEALTH AND BEALITY AIDS
BEWERAGES - ALCOHOLIC DRINKS

HOME FURMNISHINGS & APPLIANCES

HEALTH AND BEALTY AIDS

-7 DESCRIFTION

USE JANE EYE BROWY FEMCIL

USE PAMPERS FIRST STEFS DISF DIAPERS/TRAIN PANTS

USE RO-TEL TOMATO PAZTE

BAMNKING AND INVESTMENTS - CHECK GUARANTEE CARD FROM DISC BROKERAGE FIRM
USE KOSHERABLES PREPARED LUNCHKITS

DRINK ASPEN EDGE LIGHT LOW CAL BEER

MOST RECENTLY ACQUIRED FOREIGN VEHICLE - JAGUAR

MOST RECENTLY ACQUIRED FOREIGN VEHICLE - MERCEDES BEMZ

UEE ALPHA HYDROX FACIAL CLEANSING AND MEDICATED PRODUCTS MOST

DRINK IMPERIAL BLENDED WHISKEY DR RYE

BAMNKING AMD INVESTMENTS - INTEREST BEARING CHECKING ACCOUNT(S) FROM DISC BROKERAGE FIFM
USE BEECH-NUT STAGE 1 BABY FOODS, BABY CEREALS/JUICES

IUSE SCHICK Fxf DIAMONDY SFORTS! TRACK BAZOR BLADES (FOR NON-DISPOSABLE SHAVERS)
DRINK ST IDES MALT LIQUOR

USE FACT FLUS EASY HOME PREGNANCY TESTS MOST

BOUGHT OTHER LAWMN AND GARDEMN POWER EQUIPMENT DURING LAZST 12 MONTHS
LISTEN TO EDUCATIONAL OM RADIO MON-SUN TOTAL (24 HRS)

DRINE MAGNURM MALT LIQUOR,

DRINK OLD GRANDDAD BOURBOMN WHISKEY

DRINK BY (BEAULIEUYINEYARD) DOMESTIC DINMNER WINE

BANKING AND INVESTMENTS - SENIOR CITIZEMS CLUB FROM SAYVINGS BANK

DRINK COCKBURM PORT. SHERRY AMD DESSERT WINES

IUSE EARTHS BEST BABY FOODS/BARY CEREALS/JUICES

UEE NOXZEMA SKIMN FITHNESS K-3 TRIFLE BAZOR BLADES (FOR NOM-DISFOSABLE SHAVERS)
USE AVEDA HAIR STYLING PRODUCTS

DRINK CALISTOGA SPARKLING WATERS/SELTZERS

USE CLARINS MOISTURIZERS/CREAMS/LOTIONS

DRINK HURRICANE MALT LIQUOR

BOUGHT ELECTRIC SLICER/SHREDDER (KITCHEMN APPLICANCE) DURING LAST 12 MONTHS
IUZE BOBEBI BROWMN LIPSTICK AND LIPGLOSS

BEWERAMCES - MORAL COHOLC DRIMES ORIE DERRIFD SEADK] M WATE RS/SF| TS
M 4 » M| Qutput . How To Read
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Deliverables

The Business Retention Package
is delivered in a format that
can readily be circulated
within the business
community:

* An electronic presentation
with all relevant data clearly
communicating core
findings.

* A spreadsheet of Consumer
Propensity indices for over
4,800 line items by category.




Hospitality






Executing Your Strategy
Marketing is not an option — it's mandatory

 Understand customers for local level marketing

e Retail potential (leakage/surplus report)

e Customer profiles and propensity in your trade area
* Target Retail/ Restaurant concepts that fit

e ICSC

e Scout



IDentifying Customerse
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