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ABSTRACT

P , : o

A department.store's future is dependent on its'ability to

define a market strategy, and be guided by this strategy over a period
of time. " This was recognized by the Hudson s Bay Company in Edmonton o
and it was decided by management that a market: strategy‘would havé to be
developed which would ensure that the Bay!' s selected target market would
be provided with the right merchandise, at the right price, at a
-convenient place, and with the appropriate promotional appeal.

This thesis outlines the development of the market strategy
' report. The necessity of. the market strategy report is established
.first and thereafter the steps taken to bring about the report are -

' examined. The importance Wt defining the problem is stressed, and while

".various outlines were prepared in an attempt to define the problem it

-y

A -«

became evident that a market survey was required to,determine where. the

-

o Bay ‘in Edmonton stood in comparison with its competition. At this point

.it was recognized that a market strategy cannot be established from a.

-

vacuum, but must be based on the existing market situation. The market

aurvey would have to be conducted with the utmost care as the results

~ would give management the impetus for immediate action should 1ts results

~

: indicate the Bay 8 position to be either better or worse than what manage-'

iv

"”{-



mernt percelved it to he° Inaccurate results, thereﬁore, could determine o

a/ course of action or. inactibn detrimental to the Bay in Edmonton.»~

‘

The market strategy report was well fecelved by top management

-

-and indications are that it will gu1de management in its future market- ;4‘

ing decis1ons., The results of the market survey prcmpt d management 1nto'
immediate action as: 1t uncovered merchandising probleMB whlch had not

been perceived before.» It can, therefore, be c°nc1uded that the study

~ was necessary and that 1ts findlngs will result in 1ncrea51ng the Bay 8

1

| market share in Edmonton during the next ten years.

Con




‘h ourse of completing the market strategy report it became e
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- The result is that a large numbéy

PR
1 nt stores are selllng the same type of merchandise and prov1d1ng
Ok .

Gl .

ervices.t Consuméré/ therefore, are. not compelled to seek out

specific departmentxstore's credit card. It is, therefore, reasonable to .
I, \ . A - "' ‘:\;J-‘ l‘.n;”

assﬁme thae a particular department store retailer 8 market ghare will

5

i

/ ‘ > ’
is suggested therefore, that a dominant retailer in the future

will have a well defined market strategy catering to a specific target.

market and hav1ng adopted ‘a market mix to ‘ensure that the target market

ﬂ? ' '.selected w111 be provided with the right merchandise, at the rlght price,

+

&t a convenientaplg%e,Hde with the appropriate promotional appeal.
This was recogniied by the Hudson's Bay Company in Edmonton, and
‘1 was asked to define a market strategy which would increase the Bay's

Vo

" market share over a. ten year period. The actual market strategy is 1@%

"attached to thisfthesis as'Appendix Ve The thesis itaelf describes the

-A‘\

method used to complete the market strategy report.

vi
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" CHAPTER I
.o mvmobuergow . <t

Department stqres esuablished their doﬁinénce as retailers during

the first part of the twennieth'century., This dominance came about

e A *e . ’
'-primarily by offering to the consumer a wide varietf of merchandise,

o including import items apd in genera lower prices than other retailers.dgi

T e policy of satisfaction,guaranteed or money refunded the establish—-

.

ent - of credit plans for customers, as well as the establishment of the

ge variety of services te the consumer further enhanced their pos—ition.1

2

; The department store s viability, however, is being challe by

: new retailers with radically different approaches to distribution.; TheQ?‘

‘new retailers have’ been able to adapt to conspmers changing life styles,

shopping habits, and changing attitudes towards certain merchandise N '

b

dtems. They have been ‘able to anticipate changes —vand for°a retakler, "

s * g ‘ S

.1ife or death depends on how soon he can anticipate and respond to
. s . .

marketing revelations.'

Paul Nebenzahl in a newsletter\for retail executives, entitled

(AN

"Hear, There & ﬁverywhere , suggests .that ‘the traditional retaiier is

' faced with four main problems. First, ‘the traditional department store
\ - .
‘has been unable to hstablish any distinctive difference between them=
& .

selves and their competitors. In an attempt to gain a greater share of-

Y

the market department stpres had a tendency to cater. to a ‘broader range
A

M
— [3 . b

. v :

1For an excellent discussion of the growth of department stores ‘
and how todays giant: ‘retailers in North America had their beginning, see '
Philip J.: Reilly, 01ld Masters of Retailing_(New York: Fairchild o
"Publications, Inc., 196&{ -




'

of customers and have virtually offered the same-services and’ merchandise.

‘Second, large retailers, like. Sears and Penney Sy with a large catalogue
"hopping service established rings of suburban ‘stores around center c1ty

department stores, thereby reducing their share~of the market in maJor

O'»

appliances, housewares, automotives, and lower and middle priced .lines of
apparel, and unless the traditional retailer also expanded into the
suburban ‘area he was qu§é§ly 1e;§sbehind Primarily due to the low over=
head of catalogue shopping, these retail glants were able to offer.,f
traditional merchandise aggreduced prices, and sales thrOugh catalogue -
shopping reached immense proportions. .hirdly, the discounter entered

the retail scene by offering, in many instances, brand name merchandise

at 1ower prices The discounter was generally 1ocated away from “high rent !

areas-in - a warehouse building, and dispensed with the traditional retail
BV : . .
b ﬁervices, such as credit, delivery, store decorations,,and expensive

ladvertising. ' This reduced his overhead c0n31derably allowing the .

'

‘consumer to buy merchandise at lower prices through a cash and carry
itype operation. Fourth ‘the traditional department store generally does
not ‘seem. to have a detailed ‘market’ plan or strategy to. guide them in

developing their merchandising effort. While they . have been generally )

<

quick ™ react to new types of merchandise hich catch the'popular taste,

there are very few retailers who have aczaa.ly definei for'themSelves

2
which customer ‘they would like to appeal to and how to go about doing it.

2Pa815Nebenzahl "Hear, . There & Everywhere , A Newsletter for Qetail

‘ Executives, (September, 1972), New vork  Harrison. Services, Inc.

.\-’-_./- i
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&

‘more aggressive retailers-.3 ¢

(Qj\ ) - : ‘ . . s . e ,‘ v ®
< It becomes apparent that in qrder to ‘be successful in the -

.future, the traditiodﬁl retailer musd\continually be aware of consumer &

i

= A,'\ ) \

" and environmental changeg' ThOSe who cannot forecast these changes

»with reasonable accuracy, or cannot meet these changes as they become

s ;
apparert will be unable to surv1ve w1thin the environment of progressiv@ly

v

»

. 3 ‘
It also becomeg obvious, for a retailer to react to consumer

and environmental changes, he must be aware of his comparative~position

among competition and ‘of what trend he is following. The first is

comparatively easy and is determined by a market survey,'the second ‘can

be reinforced or correctéd only by devising -a market strategy plan.
A market strategy plan is.a guide to the retailer in which he
specifies who- his customer is, and how he w1ll direct his afforts to

ensure his customer will shop in his establishment A market plan or

R

market strategy, therefore, "has two-objectives. The first objective is

" to define his target market; to select a particular group of*customers

-

to whom-hehwould 1ik~ to appeal. The second objective is the develop-

ment of a marketir mix which specifies the type'ofimerchandise; the

s

price range, the c,tablishment of retail outlets, and the type of

’

promotion necessary in order to capture the prev1ously selected target

market.4

3 aq c - -

Ibid. o , - A

4Ibid See also a basic marketing textbook for a complete
definition of market strategy and its use. For example,- see E. Jerome
Mcd;rthy, Basic Marketing, A Managerial ‘Approach (rev: ed.. Homewood

' tllinois. Richard D. Irving, Inc., 1964), Chps. II & TII.

- —
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S
: The Hudson's-Bay Company in Edmonton,“mote'commonly~known as
d'The Bay' 1s faced with all of the problems of the traditional depart-

ment store in addition to operating in a wery competitive retail

s
envitonment., In Edmonton,,retail space per capita 1is among the‘highest
' in'Canada;and will»increasevin the next few_zeats as new'shopping
complexesgare built.,’lhe four major retail chains;‘the Bay, Eatons,
" Simpson Sears, and Woodwards are alf‘continuing to expand their retail
_space, ever. though the population is growing at a far lesser rate &han
per capita'retail spaée. Furthermore, discount de;;rtment stores such
as Woolco:and_K;Matt are'also entering the Edmonton area'and‘not only
' increasing.tetail space but bringing withfthem-a-whole.new merchandising
apptoach. N B

v
~

©

} Only_Woolco_appeatslto haﬁe.established a distinctive image from :
among the five major-retailets in.Edmonton. They appeal to the;ldhzand
middle income families and stress 1ow prices as well as store hours

’which allow the whole family ta shop together. The'image of'louer

’ prices is supported by their _store design,vtheir method of operation, and
their virtual lack of traditional department ‘store setvices. Nonetheless,
'Woolco stresses the policy of 'Satisfaction guaranteed or money refunded'

Though Eatonjf does not seem to have appealed to any one'

,patticular income/group, it has shown-a definite desire to capture a -

5For a discussion f retail space, and retail sales per capita,
. see Bruce E, Mallen,v"Retail Trade Flow Changes in Canada", in
Marketing: Canada. Edited by Isaiah A. Litvak and Bruce E. Mallen.
(New York: = McGraw -Hill, 1964), p.223. Current figures of per capita
‘retaill space for 1972 and forecasts for later years were provided by the
"~ Hudson's Bay Company from a retail trade magazine the title of which 1is
not available. :
Q -




5

'accessories, children s clothing, and stationery, are extremely well

) s . ! v e ‘, ?5

=2y
target market in Edmontoh, or at least of remaining in the competit: < by -

opening a branch store .in a shopping centre. The considerable expe:ience

in merchandising that Eatons must have acquired over the years glsewhere '

.

has* as yet not been felt in'Edmonton and, _for the ‘time being, it is
believed that the market s?Fategy devised by Eatons is probably aimed

at the middle income family., ' ’ ”'f . | - _ B

Woodwards seems to have captured the mlddle income family in
Edmonton, this as the'result of thelr merchandising policy and their
‘timely expansipn into the suburbs.' Most’important however; is their

superb food department and their automotive service centres which

capture the middle income shopper by offering a one-stop family shopping
‘o
centre. By being relatively conservative in merchandising policies and

advertising camoaigns, they have managed7to appeal to: the generally .
< - . ' ' s

conservative middle class, and have succeeded in’'enticing the food shopper .

to shop for his other needs within-the same store. While a shopper is

-

. unlikely to visit Woodwards‘to shop for the latest in'fashions‘and other

trend merchandise, he 1s'nonetheless assured that he will find basic
merchandise at all times as well as a good selection of established
fashion merchandise in all sizes. Furthermore, such important depart-

ments, especially in 'suburban stores, as hardware and automotive

-

‘developed.

-

" While Simpson Sears are relatively newcomers to the Edmonton

.scene'(1957), they have been extremely aggressive in their efforts to

capture their target market which also appears to be the middle income
>

family. While they have, no good department, they have ensured that their

. . X ':; .
department stores are adjacent to at ledst one major supermarket. Their

-

[
¥

/

/-

/



primary stréngth lies in their merchandising of ‘men's and ladies wear,

children's wear, hardware and sporting goods, home 1ﬁprovement and
automotive accessories including auto service stéti@ns.--They have

been successful in convincing their customers that they.offér the best
‘qualify at the lowest pdssiblé prices with customer satisfaction

-y

_'guarant%gd. :

T ——

Onezl 1970; the ééy héd gnly éié;;ﬁtownfgéséyin édﬁdnton wifh
é‘sg;éng appealfté the’youhg and disprimiﬁatihg shopper. The,emphaéis
. has been on fashion - mén's,jwomeh's and.the%home.’ The quality imaée
was and is strong and the faéhipn asspftmentsjﬁre generally recognized
as supeﬁior; The late entry into the-subﬁrbs?i5~é_major cause ‘of the

Bay'svfaildfe.tovincfease its market share,becaﬁse the retail space
could not be incréased to take advantagé of the increasing‘COnsgmer
\ . . : S .
trend of shopping in their own suburban community.6

-

By the end of 1975, it is estiméted_that the total retail spacef

' ‘The brief description of the apparent consumer . image of
the five major retailers were compiled from discussions with
Hudson's Bay Company Executives, a number of people picked at-
random which were not known.to the author, and also by personally
examining every retail outlét of the five major retailers in the
city of Edmonton. -




of the five major retailers in Edmonton‘ﬁill be as shown in table I,

,
ual _TABLE I
TOTAL ESTIMATED 1975 RET spAqE OF THE FIVE
MAJOR DEPARTMENTJT ILERS -

Retailer .~ .- ' Estimated Retail o Percent of Total
: : o space (sq.ft.) - . . Retail Space
Woodwards . <=1,187,000 = B 36—
The Bay =, 694,000 Lo 2146
Woolco P 479,000 - a 148
Simpson Sears | 465,000 . S VA
Eatons 394,000 | 123

* These figures were supplied by Seniqf Management of the
Hudson s Bay Company in Edmonton.

Woodwards will have almost twice as much retail space as the next
largest retailer and three times as much retail space as the smallest of the
‘five major retailers. Woodwards dominance in. ;ﬁs_ Edmonton retail market is

also torne out by 1971 estimated E/;ail sales of the five major retailers.

TABLE II |
TOTALAESTIMATED 1971 RETAIL SALES FOR THE FIVE MAJOR RETAILERS * * N
} 7 . S ' ~ - :
Retailer - . Sales
' (000000)
_'Woodwatds.(excluding.food) . $  55.7
_ The Bay ' | 32,3 . o
Simpsoq Sears - - 29.5
‘Eatons o o B ' 19.0

Woolco . = ’ 18;0



|

\

L)

ﬁ;»?
' *x These figures were supplied by Senior Management of the
. Hudson s Bay Compan):/rpfdmonton.

While retail sales vary almost directly with retail space the

‘\

foregoing figures provide some indication of the Bay's’ competition dAn  ~ .

,\

\\ o s

Edmonton.- ‘While the Bay might achieve retail domiﬁEﬁEé‘by simpiy-adding-ﬂamh,,q,

new stores to increase its retail .space, this method might be unprofitable

-asg the total retail market in Edmonton might be too small to support the

- vast amount of retail space which would—be—availabie_and which would

——

probably increase as other retailers. would be forced to increase their

)

own retail space to remain a viable’force in the Edmonton area. Further—
more, it might be difficult to persuade its corporate office to supply
the funds for enlarging its retail space- ‘in Edmonton with very questionable
returns,‘when -the same money spent in other aredas of the country might
'yield much greater returns. |

The Bay s goal of market dominance by 1983 in Edmonton may or may
not be practical or profitable. Furthermore, achieving this goal cannot
even be attempted without establishing the Bay s present market positiOn
vis‘a vis:its competition, and without a market strategy. Once a market
strategy has been devised and 1mplemented it must be constantly monitored
to determine whether the strategy .1is effective or mot. A host ofinew_
- factors may alter the retail environment or influence the gonsumer which
- may require the target market or product mix be changed in—mid-stream.
This thesis will describe how a market survey was devised and

conducted and after the results were known, how a market strategy was

 devised which might achieve the Bay's goal over the next decade.



CHAPTER II.

- STEPS TAKEN TO BRING ABOUT THE REPORT

In October of 1972 I was commissioned by the General Manager

of the. Bay in Edmonton to undertake a study of. the market 81tuation//

Low-s

'*“"fhe Edmonton-region—and_toiprppﬂ\e a market plan by which the Bay could

I S

‘-achieve'retail dominance in the Edmonton region withinﬁthewne;t ten
 years, specifically from 1973 to. 1983. The request for the study came
as a result of a newsletter entitled- "Hear, There and Everywhere", a
newsletter for retail‘executives pnblished‘by Harrison Services in New

York wherein was discussed the fact that department stores generally

V4

do not know where they are going because they have no detailed marketing

plaﬂs.

Ty

Initial Outline

I considered it most important in undertaking tiis task to

establish a preliminary outline for the market plan report.* I realized

that this outline would undergo changes as "the work on the report
progressed, but it,would, at least, provide a gulde for both senior -
vmanagement‘and‘myselfkt come to grips with the problems and provide a
starting point; ¢ -
o'According to the'outline,'the report was to have had seven
chapters. The first chapter concerned itself with the present 1973
retail scene in Edmonton, Chapter two outlined the position of

the}Hudson's Bay Company'by'anflysing its present market strategy, its

-9

~ *See Appendiin

o



market share and consumer‘attitudes towards the Bay. Chapter three
would outline the major challenges facing the retaller in Edmonton in
the future, or at least within the next ten years. In chapter four;
the Bay s competltlon in Edmonton would be examined’to see how these
’ other retallers might react to the chaltenges dlscussed in chapter
three. 'In chapter fTvaj\an attempt would be made to provlde spec1fic’
waya and meana-for the Bay to;counteract these challenges. Chapter six
would Q;J;bse a general market strategy plan for the Hudson's Bay .
Companx in Edmonton- and would analyse the Bay's target market and: prodnct
‘mix. A short surmary (chapter seven) would complete-the reportf

| An attltude.or'market survey had to be designed so aa to.allow
us to determlne three factors on which a market strategy e;uld be basedf

'\W ,
(D the Bay' 8 present competltlve position in the market place .

and- the competitive environment in whlch it operates,
(2) consumer perceptlon of the Bay's competrtive strengths
and weaknesses-.
(3) the Bay 8 competitlve stand in key product areas and
~ services. |
I also suggested in the initial outline that such an attitude
survey should be conducted at regular intervals, perhaps eyery twb_years kj
so'that‘our(harket plan could be adjuated to reflect any changes in our

N

‘competitive position.

A brief meeting’ was~held thereafter with the General Manager ‘to

discuss the initial outline."In the meantime, ‘the General Manager had .
! - ‘w }7!.\ .
" also provided me with certain information with regard to the Hudson's

;Bay Company in the Edmonton area and what in his Opinion were some

of the things that the. Bay should ‘be striving for. ' Some of these : 9,
T . oo
factors, such as. pricing, competition, and company establishment of _




{

‘11

"value image" jtems, were Company policies which we would have tU’EEmpl;>

.with in hatever market strategy ‘plan ‘would be devised. In other areas

-where considerable regional liberty was possible, he proVided specific

examples of'whatvco?ld/be done. :

,Discussion of Outline. with General Manager

After the initial outline was - completed I had a brief'discussion

with the General Manager, answering any questions which’ he mlght have
with regard to the outline, and also enlightening him upon some of the

‘

ideas that were not 1ncluded 1n the outline, but which I felt might

'

. come up in the succeeding months.‘ He generally approved of what I ‘was

trying to accomplish and provided me w1th some helpful hints; generally,
as to what I should watch for in our final report and then requested me’
. g

- to set a meeting at a later date with himself the Operationd Manager,

the General Merchandise Manager the Controller and myself‘ior a more

comprehensive discussion'of the'market plan, the amounteﬁﬁ funds

1.

required and various other matters.

‘"Information

Preliminary Investigation as to Availabilit

,‘any gtatistics and
e textbooks.‘ The
'information and statistics had . to be recent'and'they had to be accurateo

Much of the information was gathered by examination of the various other "

,retailers, looking at their retail stores, looking at their E&rchandise,

their customers, the number of people in their stores at a specific
period of time, he different types. of retail: outlets, the growth of
he city, the direction the city might expand the examinatiou<of

suburban centres and their business sectors. Some of the information



had to be gathered from'developers who_had drawn out detailed plans
hl

for years to ‘come (for example, at this particular time, a number of
developers had drawn up a spec1fic plan for the hamlet of Sherwood fark
whereby this hamlet would be- expanded two miles north of its present
boundary and one mile east of its present boundary and would contain
by the year 2001 approximately 100, OOO people). This type of infor-
mation had Just been published and was very'difficult to obtain.
Furthermore, information_had to be: received from the recent census

- .
“and some of these figures were only starting to be availaleBand many
-figures that were of prime importance would not be available for a
year from this particular time. The city was also asked to prov1de
information with regards to thedgrowth over the years and its expected
‘growth over‘the next ten years. I looked at various Government of‘
AQberta publicationstto find out total retail'sales for the Province
and retail salespfor Edmonton'city:. I also examined various proposals
Asuch as the McKenzie Valley Pipeline and the variousvproposals for the
tar sands extraction plants which would ‘have a strong bearing on the
_economy of Alberta; and specifically for Edmonton. PrOJects such as
‘these would certainly'increase the population in Alberta and would
have‘a tremendous impact‘on rétail sales in total. I.also examined
an attitude survey which was conducted for our Vancouver store by a
consulting firm and this report provided me with some guidelines as to
khow our own atsitude survey should be established. After all this

information was gathered together, I had a much better idea of what

could be done wi& our marketing plan and how it- would be established.

[
i

_What ‘was to follow now was the establishment of a comprehensive outline -

which would detail exactly the steps that were to be followed in the

final report.

It
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Establishment of a Comgrehen81ve Outline , '_.‘... .

The- comprehensive outline* spelled out in detail the Bteps

-that -were enV1saged in the initial outlinp In the initialtoutline for

example, chapter one -was mentloned as & brief discussion of méﬁor

;

retailers in Edmonton in 1973., In the comprehen81ve outline, chapter

one was broken down into four parts- part one was given to the cxty
R . —
analysis, which was.broken down into three parts (a), location of

Edmonton, (b) maJor towns surrounding Edmonton wlthin a 25 mile radius

and (c) their lmpact on retailing in Edmonton. " Part ‘two of chapter o 1‘~‘

~:.one, "An analysis. of the retailer in Edmonton", listed the strengths

o and weaknesses of large retailers, edium retailers, small reta11 chains,

N

and special retail out1ets,‘such as warehouse stores, - etc. Part three of

chapter one, "Location of major retailers in the City", discussed the

major shopping centres in relation to downtown, the,impact of theae

shopping centres on total’ retail dollars and a map outlining the maJor
¢ “

shopping centres and retsilers and other ésg\;stical data which might

be required. Part four of chapter one, 1A br{ef discussion of tde

N

growth of the City" ‘was to include a map providing a graphical > o ‘-sfi

description of the growth of the citye Chapter two was'the actual_

.

attitude survey, presented in three parts, part one, an introduction
‘to the attitude survey, part,two, the results of the survey and the
methodology utilized and part three,  the conclusion. Chapter

three consists of two parts, part one. to be a brief discussion of

" the factors taken into consideration (e.g. geographic changes, demo-

graphic changes, psychographic changes buyographic changes, - media-

graphic changes) and part two to consist of a general discussion of

‘how these factors may influence retailing in. Edmonton and an . in-depth

% See AppendixiII
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s%é%éﬁmfthe price levels to be establishﬂ'j the product to. be carried which stores -
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-'analysis of these factors that seem ‘to providejthe most 91gnif1cant

‘ -
impact on: retailing. Chapter four was broken down into ‘two parts, part L

’

" _ome to cover how these factors of maJor significance discussed in the

~

3 ) ’ 0
, previous chapter stimulate ‘our competition 1nto action and part two, to
- A L

d}scuss what neWrcompetition these factors migh; bring into being. ‘ i
Chapter five concerned itself primarily‘with~the Bay and how the Bay

would have to react . to the challenges msmtioned in thq prev*ous two

2
~.

chapters and how it would meet. the reaction of its competitors. The

‘chapﬁer to cbnsist of six parts as follows (a) the number of new stores

‘

required by type,'size and location (e.g. budget stores, warehouse stores,
self-standing home furnishing stores, catalogue showrooms, etc.) (b) the_d}"

shoppihg hours -.whether shopping hours should be extended) whether

shopping hours ahould be shifted and whether there should be Sunday .

1

opening, (c) the pros and cons of self-service versus personalized

sérVice' (d) a discussion of non-retail servxces, (e) the leasing of
o ?
unprofitable departments to specialists ‘or’ other retailers in the city

who are strong in the particular type of merchandise- (£) new methods

ot
of advertising such as the use of cable television, etcf Chapter six to

o

‘be broken down,into two. parts, part one to dwell on an analysis- of the

- 1

;h"Bay's target market, 1.e. the desirable age group and inccme group to
L. .

-~

N appeal to, and part two to be an analysis of the product mix necessary -

a

ahould carry certain merchandise or products, in other words, what new

- —ep

locations should be opened and how should present locatiéns best be -

':utilized the type of promotion necessary to appeal to the target market

e -
ey >

-chosen. Chapter seven is to be a brief conclusion. S - T
This outline was. required to be much more detailed than the

initial outline because shortly a major meeting\ﬁrs to take place among

T

N
/
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top Bay officiilngand;also because some ideaihad Been gainedvas to howv
-much %r "the material needed could be gathered and made available for dis-n
- cussion, - R o Ce T - B
. . . . . : 5 /\\ | . v' ';r - S~
- “"Meeting of Top Management'for Final -
Discussion of Market Strategy Outline ’

A meeting was held on: January l7th 1973, present were the General

. Manager the Operations Manager, the General Merchandise Manager, the l ¢

L S

g’final discussion of the outline and .for the writer to answer any questions

~

- ’ ) v

Y

',Controller and the writer. The purpos§~of thls meeting was to have a »

‘ <

. . &3
s . 2,

’ arising from the discussion; Suggest&ons and recommendations were made by
T ; .
‘top management ag to whether the outline was acceptable or whether any

. changes should -be made in order to gather information that might be

'

required in the future. The cost of the project and where’ the money was.w

- 0

- to come from-was also discussedo This was a successful meeting .as far as
D G

.1 was concerned 81nce my outline was " accepted as proposed. No specif?c

: suggestions or . recommendations as to changes in the ougl}ne were made.“

5 o

L 4

Some discussion was held as/yo our competitlon and the areas in which we
' seemed to»be.weak. I estimated the cost of’ the.marketing plan to‘be’
.approximately $5, 500: $3f000 to §3, SOO’for the'market.survey”itself:nuip
approximately $1, 500 for a management trainee to assist in assembling
data and generally help with the preparations for the market plan, the
remaining $500 - $800 to be spent for secretarial work , paper and %opy--"
ing costs, and other miscellaneous items.‘ I re&eived the approval for

this amount. of money and approval to commence the market plan study.
. S 48e1ectionfof%€onsu1ting.Firm' | - o
to Perform Attitude Survey: ' )

"I had four possible choices. of individuals or groups of’individuals‘

b
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interested in sending a group of students enrolled in the Business

e

who would be preparedﬁl» undertake an* attltude survey. There was the

consultlng fmrm which prnpared the report for the Vancouver store and

all indications were that thls particular firm was. interested in perfor-.

nting the. attltude survey for’ Edmonton and also for Calgary who, by this
time, had show%jlnterest in hf’;ng a 91m11ar attithﬁé survey performed
for'that city. 2. lhere was annlndividual who_had been engaged“}n
marketlng'research and ﬁhOang teaching at the;University, and who was N

known to the General Merchandlse Manager.' This particular individual

'had éXpressed lnterest in undertaklng the survey, and - certainly possessed

the marketing background. 3.. fheebusiness school at ‘the Northern .

Alberta Institute of’Technology, after hearing of our undertaking,‘mas o

{ : ~

Adminiétration course at that Institute, to conduct a survey, which

would cost very 1it le to ‘the ﬁudson s Bay Company and would primarily .
. .
be .a learnlng experience for the students. :4o  There was North Amerlcan

Communication Ltd., which was a consulting firm in the city of Edmonton,

,the head of uhich‘was'personally known' to myself, and whom I knew to have

done considerable consulting work w1th maJor companles.

While, from .a cost point of vrew, the Northern Alberta Instltute (:‘

group would certalnly have been far more popular than the other three

»firms or indiv1duals, the results, of course, ‘could not be counted Spon-

.

to be accurate, nor was there_any indication that the survey would be set

“up in the manner which would be statiﬁtically accurate and significant.‘

Furthermore, after some consultation with this group,hl realizedmthat they

would not be able to undertake this survey on a city wide basis, but

- could only concentrate on aovery nargow area. Furthermore, it would

take months to -complete the. actual survey, and in this particdlar time;

3]
t

16



17
s Y
man% factors could change thereby making responses from people inter-
viewed in the early part of the survey substantially different from those

of people interv1ewed in the later part of the surveye. I, therefore,
decided to reject this group, however I agreed to help them in such a pro-“
;ject which they were requ1red to do as part of their course. worke

The' consultlng flrm which performed the . Vancouver survey, _ ©

Y

would have been able to do an adequate Job and whuld certa1n1y have been:
preferable from the point of view that they had conducted a similar
gurvey for the Vancouver area and, therefore, were aware of the problems
. faced by the Bay, and could quite easlly get up an accurate survey.g I
felt however, that their familiarity with the Hudson's Bay Company
might 1nJect a certain b1as 1nto thelr survey in Edmonton, and secondly,
thdt their .survey in Vancouver 1nc1uded only 300 personal interviews.
which were c;hducted during the daytlme hours in the city of Vancouver
among female heads of households. I felt that such a survey could not
'be totally accurate and to extend this survey to be accurate would
: have‘Considerably increased'our costs to perhaps_$6,000vto $7,QOO for.
thefsurVey:alone.i o ’ - 7

The other_individual who mas:in marketing'at the'UniVersity,
although being cbnsidered, was not.readily available totperformxthe'
survey,k(and furthermore it would have taken a long time for him to‘
_complete) therefore this individual was also reJected.

Our final choice was North American Communication Ltd. and the’
: finﬁ\egreed to conduct 1,000 1nterviews, (300 personal interviews and
700 telephone 1nterviews) provide computer print-outs, and write the
final report for a total cost of §3,500.00.

Af&er considering a11 factors, we felt that from both a price



and. qualification point of view, this particular firm was‘the most suited.

to our needs.

- - -

Selection of Management Trainee

Since I was the Customer Services Manager at the Hudson s Bay
T

Company the market strategy plan was an additional pro;ect Wthh would

‘require conslderable t1me over and above my normal dutles, therefore it

was necessary toqﬂtgulre an assistant for the duration of the prOJect.

. [
Thls assistant was to be chosen from among ‘the many a831stants in the

a“‘_»

store and 1 selected an. indiv1dua1 who had JOlned the Company in October '

of 1972 and who had been worklng for an oil company prlor to Joxnlng the

Hudson's Bay Company, moreover, I knew hlm personally since he had attended

- the University of Alberta and the Faculty ‘of Business Admlnlstratlon and
Commerce.‘ Ag part of his duties. he would be requlred;to gather certaln
statistlcsaand rnformatlon, to perform preliminary investlgatlons and
some preliminary wr ting of reports. ‘At the same time, however, hev.

would conflnue to p rform his daily functlons in the Customer Serv1ces

and Workrooms departments,, U [
. &

- B ) . ‘

" Summar ’ . S
By the end of January, 1973 the initial steps for the market
strategy report had been COmpleted. There was now available a compre—

PR

hensive outllne of what the final report would cover, the neceesary
number of dollars, the consulting firm to conduct the attitude survey,
‘and a managemént trainee to help with the wotk. : '

The next major step was to establish the attitjge survey

‘questionnaire and the actuallsurvey itself, before writing the final./ -

g
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' report. I estima_ted tﬁat the final repdrt ﬁoﬁld be completed by July,

1973,

19



CHAPTER III ~

. DEVELOPMENT OF-STEPS LEADING

| TO MARKET STRATEGY REPORT = ~

Conducting the Attitudeloriﬂarket'Survey

. R -3
A ..

The purpose of the attitude survey, Qas'to acq#irevé profile‘qf
the Bay'é ciiéntele. Angwers haa'té be ngna,to such questioﬁs‘as:
What afe the current shopbing.pétterns of Edmon£on citizén§7 Who shops
at the Bay?. ﬂﬂoishops eisewhe;e? Fhét doés‘thé individuél shﬁpper‘bﬁy?-

' hy does a person want to buy at the Bay? -

@nswers'to these questions would allow me to outline short range

plans in the market strategy report so that our present éustomerg_could o

‘be retained, and also outline long range blana ¢hich would allow the Bay
. . ) o ' : . X 1y

to increase its market share over the next ten years.

Initial diécuésidﬂ‘with consultant
“as to the form of the survey
On Febrgary 19, 1973, 1 ﬁet with the consultant for a discussion

as to‘wh;t form our'eurvey‘shoﬁld take. For reference?we had a sufvey
conducted by a“markeékng consul:ént for the Hudsoﬁ'é Bay Comﬁany in
' VancouvefQ.wherevﬁhree hundred ﬁouseﬁolds werévcontacted and a specific‘
numger of questions asked’as to theif'séopping habits. While this‘su;Qey
was écceptable, we telt tha; the sampie was not lafge enough and further-
moré‘thét,the houéehqlds were cpntacted during.she hours“of 10:00 a,m;‘ :
and 3:00vp.m.~which would indicate that most persons contacted'in this

survey would pfobably be non-working housewives with childrén.'_whiie

20



 the Vancouver survey stated‘these shortcomings, we decided that our

. accurate as possible.,'

J ..""' , . \.r“ ‘Lf ..
. -. : . '

PR
.

[y

own survey would havevto ensure that the information gathered be ag/’

We decided finally that a population of 1,000 people would ‘be

vlarge enough to minimize fluke distortions, (fluke distortions could

‘come about if “the sample wasg too small as the Bay is a major employer

in t?e City of Edmonton) and would also _represent fairly the whole c1ty

 and its two maJor satellite towns of St. Albert and Sherwood Park. The
ffEdmonton population would furthermore, be treated as homogeneous and
the city would be divided 1nto a grid pattern without taking into

consideration population density. ‘Within each square of the: grid

twelve,names_were chosen atvrandom from the telephone book and the names

and telephone numbers of the chosen'uere set down in such a manner as

to allow one to go back to the sample when and if necessary, and either
review or enlarge the survey.A The settlng down of names and telgphone

numbers would ensure almost 100% response.ﬂ A number of grids were

‘ circled and marked with capital letters, and from within these grids, ,

samples were chosen for personal interviews.

We decided that one hundred names were to be drawn from the total

s

sample to test the'questionnaire, of which.seyenty.people were to be

o

contacted by telephone and the remaining thirty people were to be inter-

viewed in person. The purpose of the .test survey was to provide some

—

indication of what the final results might be, while it also tested the

'questions. After the results would be known from the test surve&‘some of

the questions could be: deleted others .added, and rearranged as required.

The remaining nine hundred names were to be interviewed for the actual

4

survey; of which two hundred would be personal interviews and seven '



hundred telephone 1nterviews. 'The interviews were to be conducted over

a period of three weeks so as to minimize any errors due to time delays._rwii

After the interviews the completed questionnaires would be collected
tabulated, put through the computer, correlated, and the findings

analysed.

Establishing the Questionnaire

\\

We decided that the questionnaire would be open ended whereby .
certain questions would be formulated and then'additional questions
would be formulated for each possible response by. the person being
interviewed. “L | ’ V-L

The initial questionnaire.was drawn up by our»consultant and
presented to me on’ February 27 1973.* ,fhis questionnaire ‘wds to he
presented to a group of select‘Bay executives for discussion._ The'
purpose of this discussion was tWOIULO. first we wanted to ensure
that the. questions asked were considered relevant by the Bay executives

and provide -them with an opportunity to chahge questions and add others
to obtain certain information. Secondly, it would provide me with the
opportunity to introduce the select group of Bav executives to our prOJect,
and to introduce to them the consultant and his staff.

) The meeting, which was scheduled for March 5, 1973 lasted -

: approximately two and one half hours and was extremely productive. Each
question from the. original questionnaire was discussed and during this

- process the,entire project crystallized in the minds of many people.

Out of this discussion‘arose the final questionnaire**ﬁhich‘washused

% See Appendix III
%% See Appendix IV
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for our test run of one hundredgpeople. This test run did not disclose

. any queetionneiregehortcomings and- there did not appear to be any prob-

lems with statistical errors. We were'now‘ready for the main survey.
Conducting the main survey

The main survey was scneduled to be conducted durlngﬁthe last
i

three weeks. of March, 1973. The 1nterv1ewers were_well received by_
the'sample population. The interuiewers; however,‘werebcdreful to avoid
revealing that. the study was being per formed for the Hudson s Bay Company,
as this could Very easily distggt results and may have even caused ~some
people not to answer the questions.' The 1nterviewers were also careful
to ensure that the population‘of'the sample was intervieﬁed'during the
evening 80 as to. ensure that a wide cross section of people were sampled,
such as households where both members work housew1ves;‘men, 81ng1e
people, as well as teenaggre.. This was a shortcomlng,'as mentioned, in
‘the Vancouver survey, where houeeholds were only»interviewed during the
day which could oistort the reeults severe;y. 'Generflly all quesrions
on’tne questionnaire were'anewered weii;n»éuestionknumber nine provrded
some problems AQ the person was not given'a choice‘of‘ansners but was

. ' L
free to discuss any‘service he or shé felt a department store ehould
..offer. This eppeared difficuit for many people\who hao never thought
"about thié‘type of problem. Some people were.aleo‘hesitant.to answer -
the}queetion at the very“end of the questionnaire regarding fhmilyv
income; A.number'of oeop1e refused:to answer this‘question and after
aralysing the results by computer it was felt that femiiy income was
ofren overstated by the responoents. NevertheIees, the results of tﬂie;

question uhen’correlated with answers from other questions provided us
B L ] B : . L
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a certain ﬁamily-income bracket. . &;3; ga

. . Q: 'v‘

Results of questionnaire and discussion §fyfi
9y

> ', B v'

however, some of . the results were as yet'_,”_‘iéfprelated wimh one another PRI
. ) ) A

X > . y -
and the results presented to us in a report with conclusions and recommend—

g =

ations which would be the main base upon which a market strategy w0uld be

established o
After examining ‘the results, some skewing became evident; 4For'
example, a disproportionate number of people were interviewed in both
Sherwood Park and St. Albert. These are smaller centres on the perimeter
of Edmonton, yet they were treated as if they were homogeneous'and though
more heavily sampled became an integral part of the survey. The popula-
tions in these centres do most of their shopping in Edmonton, however on
.their way into Edmonton, they come first to shopping centres that do not
have Bay outlets and, therefore, their patterns of shopping must show bias
toward competitive department stores. :Possible further skewing is due to
the fact that the density of the population 'in downtown Edmonton was not
considered Although the downtown area is small, part of it has a density
’of 300 people per acre, and ‘part of it 150 people per acre,'while‘Edmonton
dn general has aAdensity of only 50 people per acre.’? “ - “
Question one- simply indicated ‘that 67.6% of the people "shopped
for food at Safeway and 15.3% shopped at Wbodwards. The remaining 17.1% of
persons interviewed shopped at nine other major food retailers which

included the Bay and Eatons at 0.5% and 0.3% respectively. The Woodward

‘ food sto\es are probably a major factor in @ﬁh’rds retail strength in the
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: Edmonton area,
The department‘store that people shop at most is Woodwards at 47 87
"followed by Simpsons Sears 20 5%, the Bay-lS.9Z, WOolco 5.9A_and Eatons
5.7%. This‘is perhaps the most important question of the survey and is
correrated‘with‘questions‘two, three, nine and ten.

’Question three points out that convenience is the most iﬁportant
item that. the customer looks at, followed by service, and then by price. CRE
In the downtown area, there is a population in the medium household income -
bracket whidh does have antendency to look'closely at how to.apportion their ‘
'disposable income - to‘them,'prices are important; In‘St; Albert, which'
is‘in -the suburbs, convenience 15 number one, service number ;wo whikg

_fquality isvnumber three, One could assume’ then,'that there ‘might be a
- tendency amongothesebpeople‘to come in and shop at the Bay with some .
expectation of quality.

: Question tour has‘to be correlated with questiOn two.in order to
perceive how the Bay is affected. 'One could assume tﬁat'people first e

oming into town either shop downtown because they do not know the city
-and/or that they tend to follow the patterns they had established else—
o where. In the second and third‘year (wheres;he Bay is weak), it could |
simply mean that, people have by ‘then moved to the suburbseand are, there-
'fore, much closer to shopping centres, or 1t could mean that ‘the Bay has.
been unable to keep “them as customers. The'Bay does_well‘with people who
have been in Edmonton‘over five years.'
Question five indicates that 44 % 07\t;2 people‘interviewe&

‘ . ¥
shopped once each week at a department store, 1 3% shopped every two

weeks, 18.8% shopped once per month, 9.9% shopped on impulse/and 5.0% shopped

“1; only on a planned ba5131
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-In‘question six, of the people interviewed, 94,2% shopped in
person, 2.6%Z by telephone and 2. 9Z by catalogue.

In question seven, 79. 37 of the respondents shopped in shopping

-centres as compared to 17 5% who shopped downtown This question,'however,

could be misleading For example, what it does not take:into consideration

)

is that many people shop during office and lunch: hours as well’as right

after work, Many of these people are concentrated in the downtown’area,
' . . (ﬁ’-" .

but were not covered in this survey.' (For examplefkin other customer
surveys 1t was found that as muchbaS»ZSZ of'the population'of Edmonton
shops in the downtown area. ) What does seem important is that a- -great.
number of-people shop Mce a week which should enable a department . store

to estahlish a yery frequent_rapportjwith its customers and-thereby'increase
loyalty K , :,' |

Question eight indicateg shopping centre patronage with 22, 2/ of the

respondents shopping at Southgate, 17.1% at Westmoun; 10. 5% at Northgate,

10.47% at Londonderry; Progressively fewer people shopped at the various

other maJor shopping centres.

It 1is interesting to note that while Londonderry and Northgate
are patronized,by almost the same number of people.in 1973, Londonderry’
has only been open for approximately~siX'months as compared to Northgate
which has.hEen'open for 7% years. It will be %Hnteresting to see the
results"a.few years hence.{ !

.Question nine. asked the respondents which department store gives

v

- the most for your money, has most courteous staff has most knowledgeable

’

salespeople, ‘has best selection, has best ‘return policy, and makes it

-easiest to fiud what one wants. In all instances, Woodwards was nuuber

one, followed by;Simpson Sears and then thevBay.

] ' Y, S
K _ "
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-.additional services within the department store that we might offer. * How-

]

< Question ten reveals the strength and_veaknesges of .the different

ldepartments only through further analysis. L ,‘i SRR ‘,'»//'

In question eleven, it was hoped to solicit comments in regard to

[

ever, it was obvious that customers perceive service in regard to the

-~

completion of transactions‘ Less than_SOZ-of those asked the question

replied-and»the'majority were critical of all department stores, *The'

only signif%tant observation in regard to new services Was.a'requesthfor'

~

a babysitting service. D

o~ N

A

Question twelve in dicates that the Bay does not have as many credit
cards out"as itS<c0mpetitors;and later correlationS‘shpwed that customer

loyalty and retention is a factor of the“credit'card. ~

: Question’thirteen'shows that all department stores'havevsuffered

'equally.(about 8%. 1oss) since Chargex, and could lead“one to assumeiéhét-

a new card of similar nature may conceivably further erode customer . .
3 v N ' : ) ) .

. . ¢
loyalty. v

!

"Consultants Report_on Market'Survey o

~

L The market survey report was completed by our consultant by

June_lj, 1973. It can not be included in this thesis because ‘the results

» : |
are confidential at this time; however, a ‘brief discussiod can be provided,

The format was as follows: ' : - T 1 Q&\
I Introduction

(a) Summary of Project

- Scopetand;oﬁjectives
- (¢) Research Plan and Method ' - R - e . 3{2//

e ' (d)"Discussion of Findings .

27



;}\ : . _ - (¢). Profile of‘the stores”'clientele

‘ middle income groups as thbir main customers. ’Woodwards appearsqgogﬂraw

RS .
o~y

II) - Conclusions,and Recommendations ~:v ( - g
-.Appendix I - , ‘7 "_ *\J/.'
;(a) The Bay as perceived by its clientele v

(b)' Credit cards

e

s‘df;departm@nts

v

(d)a Comparative‘streng
The report was divided into Trefain parts}, Part one was
the introduction, with a brief summary of the project ‘an outline of
the scope of: the progect and the obJectives to be reached, a description )
of the research plan and method and a brief discussion of the findings.-
| '~ Part two provided the main body of the report. The conclusion
was that the Bay in Edmonton, although well established and highly regarded

has been faced with strong competitiqn which in the future would become s
‘even'stronger. ét;was found that credit cards were important as people”
54

shopped most where their credit was established If a customer has’ more L

than one credit.car ~then convenience and service will be’the-main factors

» influencing his 'where to buy' decision. The Bay's clientele appears_to.

" be the upper income group, with Eatons and Simpsan Sears having lower'and

\

i

,from'all income groups. Shopping centres and knowledgeable staff seem to
be very important to the Edmonton shopper.
| Part (a) of the appendix discussed how the Bay is perceived by its'

customers and the customers of other department stores._ In,this section the

; results of the questionnaiﬂﬁ’were correlated with each other which,provided

highly meaningful information. Part ) discussed credit cards and their

importance to the Edmonton shopper. _It was found, quite surprisingly,_that

-

.
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-'Chargex did not seriously erode the use of the individua; department store -

credit cards. Part (c) provided a profile of the Bay customer 'such as

r\n.

Athe income bracket,~age “What their likes are generally, and what their

shopping_habits are.,-Finally, in part (d), a~number of‘departments were
compared to departments of the comnetitigx tofdeterminefour merchandise
strengths and weaknessesr' The following is.a.summary of the conclusions of "

the market survey:
Vi -

JOEEL N : . ’ M
5 .

;////zl)' The five major department stoﬁes probably rank in,
= o volume as follows . :

e W

‘The Bay/Simpson Searsi

Woolco e

I'ed

.EatonSQ ‘
(2) of great imnortance is theﬂrapid market penetration of
Simpson Sears, the great dominance of Woodwards Eﬁﬁal

s - o retail plant and the advent of WOOlCO.
, ‘ SN
(3) The: Bay needs more stores which are conveniently located

,throughout the cityr

(4) 1The Bays credit card distribution is inadequate ~and must

L .
B e

.

"be increased quickly. ’

.(S)V The Bays"' return policy must be promoted{

v L \

(6) jétaff'training needs to be increased with particular .

—

: emphasis on courtesy and merchandise knowledge.

) The merchandise assortments in the children s wear depart—

4 ment must be examined and rdhppraised I

-

. (8) 'The Bay mustlstrengthen its appeal to the middle income

»

family group. It appears to have ‘the" youth market and the



affluent market but has not been able to capture the .

25 to 35 year olds with an income between $10, 000 - §815, 000
per annum

h(9) Indications thatvthe Bay haslhad.poor acceptance 1n the
Southgate shopping centre - one third Bay, two thirds

P Woodwards - 1is alarming and requires intens1ve merchandise i

assortment examlnation.'

(10)° The Bay' s strong and weak departments of those surveyed
> - ] s

are as follows:. - e

. Strong dl 1" Not Significant E , Eéég
,ﬁ; Cosmetics' | - Statiomery Hardware
G Sporting Goods ‘ _ Drugs
Home Furnishings ‘ - Major‘Appliances
Color T.V: ‘ K Small Appliances.
" Men's Ciothing ' e o Chiid.:n's.Ciothing

Ladies'Clothing o S

The information provided by the market‘survey reportdindicated to -

e

top management the position of the Bay vis, a‘mis its competition, It also.

~ ~

indicated the argas of weakness in. the Bay allowing top management to take

,immediate gorrective act10n for both thg{ hort and the long run. Fﬁnally,

¥ ~v~t:
it prov1ded me with an indication of the Bays"’ osition in the market

‘)

place of. 1973 With this basic informatlon it was now possible to devise
. /ﬁ

a market strategy for the Hudson's |

.

: , ‘
share of the market-overlth;\h@x ten’ years.

)

o



The Writing of the Market Strategy Report

Za

Introduction

@

The narket strategy planlo%tline'asiseen in Appendix I was'a

‘preliminary outline which was . subsequently refined and a detailed outline

was finally drawn up (see Appendix II) This outline, “however, had to

be simpllfied again for. the final reﬁort because the statistics required

were found to be too difficult to obtain or not available in time to be
‘included in the market strategy report nhich was to be:conpleted by the
'éﬁd-of'June, 1975t Consequently, the market'strategyIreportEformat,was
changed as follows: | . |

o 7 - * 2 - ' he

L o INTRODUCTION ok “
CPART I ~ Economic Oytlook ‘
PART IT . Future Retail Trends
. i ',;éART 111 v .Market»Strategf

Present Competiti%n' e

Target:Marke%'

R ‘Merchandt\

Price

. Y ‘ Place"

Sales .Promotion

Marhet Strategy Reconmendations
fhe introduction provided the reasons for'the market strategy
réport. Part one- gave an indication of the economic outlook for Alberta,
h‘particularly for Edmonton for. the next decade and it was concluded that

gl
: TH.
' Alberta s economy would remain strong overﬁ&his period of time with an qw

_increasing population and that the Alberta and Edmonton retailer

-
1
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5

: could expect continuing sales increases. Part two examined current retail

o
-7

trends ‘and the factors which could influence the consumer in the future. It

fwasvconcluded that consumer's lifestyles which, at the present time, are

5, . .
- ’ ' - .

‘c¢hanging quickly and dramatically would make future retail trends difficult,
if not impossible, "to forecast..

Part three presented the actuaL market strategy with a brief

description of the competition, definition of the target market to whom
/;he/hay would like to appeal and the development of a marketing mix to .

ensure that- the target market selected would be provided with the fight

/

merchandise, at/the righc‘price, at ‘a convenient place, and with the '

2

-

appropriate prDmotional exposure. 2

Analysis of the Targetharket‘

;3\_'

Before we actually analySe our target market, a few definitions
should be discussed. Target'market referspto "the particular group pr
groups‘of people to whom we. wish to: appeal" Once this has been,selected, -~

then the marketing mix must be established The~marketing mix is "the

—_— .

proper combination Of the right product at the right price, offered at

the right location and supported by the right promotional activ1ty.

When we ‘use the. word consumer, we will fefer»tOgall the consumers who
~could possibly be-considered‘as potential target‘market,cuStomers. When -~
-we speak of customers,vwe will refer more specifically to'individuals who
patronize our stores.‘ ! - - . . S v

| In identifying Our‘target market, it is hmportant to understand

the consumer. Consumers generally have a desire to purchase and own goods,
'regardless of whether they are financially able‘to purchase these goods or

.. \

not. Most people stillrcherish ‘material objects as status symbols to

L .““ .
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' signify their position in society, even though the types of items purchased
s by ‘the. individual today may be very different from those types of objects
purchased 10 20 years ago. Material objects indicate the individual'

position in the community, his fashion sense, his tastes, his differences

f

and also-his preferences.

- The: department store is in an ideal position to entice people to

-purchase merchandise because of their physical size, and because ‘the

consumer who is not decided on specific purchases, is free to browse through
" a far broader assortment of merchandise than available elsewhere.
)The_department store must provide the consumerfwith two basic things:—'
;(l)» it must have a large assortménttof basic merchandise,

clearly displayed and afso an assortment'of merchandise .
which is new, differentﬁand exciting;a e L

- (2) the'storefmust'make'it,relativély -agy ‘to purchase merchand~

ise by either using'salespeople or self—service and by

B having a readily available credit account system

[ 't B

. ,v \ ‘
The . product is, therefore, the prime method of distinguishing one—

‘/'

g .
self from others with place (location of. sﬁores), pricing and promotion being

’secdndary in importance. If we can demonstrate ts the consumer that our

~ l Y

store is able to offer a broad assortment of basic merchandise in addition

to providing new and different merchandise, ‘they - will be inclined to be-

’

come customerS‘and price will omnly be used to:establish preference between

different types of goods, provided that similar merchandise being sold in 5

i
- ! )

other storés is priced competitively. o 5~" _ _ : " o '»'

Advertising while extremely’important in making the cd\.hper aware

+

of what goods are available for purchase, nevertheless doesn't create a

baeic desire in the COnsumer'totownzgoods. The desire to-own goods is already
present. While .location of -stores is secondary, having a number‘of diffrrent

' ' ] P

locations throughout a- large metropolitan area is certainly to a departu-

P

’.

Y C
ol
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ment stores advantage if it wishes to be the dominant;retailer{

For a.department store to succeed in the future, it will have

to ensure that the following three factors are met:-

: i-‘)",".-_ 2T
G

i(l) it must*create am image for itself of having a lérge assort-

1

ment e@\basic merchandise available_ to-the consumer at all -

..times, _

(2) y:hé image whichtit creates must appeal to the broadest
groupfof‘peonle'in;societyVand, particularly,»it muSt appeal
_'to the group of. people who hold the largest share of
disposeable income,
(3) the department store must be'a fashion leader, -style leader,
X and lifestyle leader in the community;
Our target market is, therefore, identified as being the middle
income family, with' adults generally between 25 - 40 years of age. While'
~ this targetimarket/hasvbeen recognized by WOodwards,‘Simpson‘Sears and
the Bay for alnumber ofbyears, Woodwards and Simpson.Sears appear_to'have
been more successful in capturing this market., It woold appear that oor ‘
basic merchandise assortment does not appeal to the middle income family
.~ and therefore must be examined as quickly as possible. The middle income 45‘
family is.1likely to be: ' o

- relatively conservatiye

i
b

& gadget'conScious _ : o

. = home and family oriented

LA

- interested in family outdoor activities .
-~ likes casual fashions

- lower priced children's wear -

y
L]

- BN
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e

[N

R do—it—yourself hobby fans

] 1 still geared to the automobile s

Analysis bf-Product Mix -

© (a) ﬁerchandise,‘

.For~-our purposes, merchandise will be divided into three

35

classifications. First we have BASIC merchandise, which are items necessary

i
- ';;7

for daily life and which are generally required or wanted by the customer.,

This group w%uld include such items as erasers, pencils, wool, golf clubs,

atelevision sets, certain standard sizes of rugs, toasters, etc. _The

*.

second group of merchandise is FASHION items, which will basically remain
in demand over.a long period of time, nevertheless, change in style. Such

items as men s suits, ladies dresses, men s and ladies shoes, are items in

- this category. Finally we have TREND items, which are radically different

from any previous items we have carried either in design or style but which

the Bay should nevertheless carry. Such items as electronic calculators,i

" when they were first put on the market, are an example of this category.

It is important to remember that a trend item may become a fashionnitem
) L Y R .
and eventually a.basic {tem.

To appeal to our target market we must always carry a reasonable

v assortment of basic merchandise, and this’merchandise can never be out

' 'of stock. Furthermore, we must have an assortment of fashion merchandise

'

~ with a proper size assortment. While the assortment in thiSjtype of

‘h merchandise should be as broad as possible, t must have an. in—depth

agsortment of sizes. Since financial constraints are always present,
hoWever, it -is better to lhmit the assortment in styles in favour of an
in—depth assortment of sizes.

To extend our appeal to other groups of consumers who are not .

3
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considered to be -our target. market, such as the higher income groups, and
_young people and students, we must carry trend merchandise. This
merchandise will distinguish ‘us as being leaders in fashions, and life—ga

-3

styles. It will also allow us to cater to those consumers who would

°

prefer more -exclusive merchandise and who are insensitive to paying a
‘higher price. Quite simply; we want to. continue to catervto our present
. group of customers, who- are primarily upper income groups and young people,.
.but nevertheless capture the middle income family who is now considered our
_target market.‘ -
| An eXcellent eXample of this. redirection,in our merchandising can
"~ be seen in our sporting goods department. We have~a'reasonably good
selection of fishing equipment, golf equipment and similar basic merchandise.
However, since bicycles and hiking equipment have become popular, we have
exploited this area by having a large selection of - this merchandise and by
devoting considerable floor .space- to it. It makes us a leader in "fashion |
merchandise. At the same time, however, we. haVe such items as ten speed
tandem bikes,:a side by side bicycle, and gliding kite which are new and '
different and establish us as a 1eader in sporting goods merchandise. ‘This
type of merchandising is certain to have an effect on how customers regard
the sporting goods department. A merchandise analysis of this type should
be performed on other departments and ‘the results should be. examined in -
terms of sales.. Our children s. wear and hardgoods departments should be
carefully examined in this respect.
Assuming that our target market is reasonably conservative it is.
Vextremely important that the method&éémplOyed to separate our fashion items‘

“from our trend Mems are reasonably conservative. While boutiques are an

, answer, it was clearly evident during the opening of our Southgate store,

1
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| = ,
‘thdt this manner of merchandising was not accepted by the majority of
consumers even though this store was located in a relatively high income
area, A modification of this concept’ of boutiques however proved more
.sucoessful in our LondonderrybstOte even though this store is located in

a generally 1ower income area. When ‘we examine Woodwards, Simpsons Sears

and Woolco, we find that their emphasis is on merchandise and signing,

- rather than decor which appears to be a successful approach in Edmonton.

If the Bay were to emphasize merchandise appeal to the middle income grOup
.together with a "moderately futuristic ecor, as in Londonderry, results
could be dramatic. |

In our merchandise development programs, we must ensure that we
exploit those areas that will have great demand in the‘coming years. Our

home furnishings and home decorating departments should be co-ordinated =

. with the igterior design studio and become increasingly involved in:

-l.

‘advising the customer ‘what types ‘of furnishings would be suitable for their
home. While our merchandise in these areas appears to be relatively

"attractive, we neverthel%ss have merchandise which does not seem to fit into

J
kg

. our total concept. Furthermore; some areas in home decorating could. be
.'expanded.‘ An art gallery for example might be deVeloped'so;as to offer

our custOmers a fairly substantial assortment of original Canadian\paintings
:V‘at'various price points. ‘We should also establish a stereo component section,
as this type of merchandise appears to be gaining great popularity and in '
téz future may become the most important single commodity for apartment
‘dwellers. The traditional stereo is too bwlky for most apartments and at
rthe moment it does appear to be passe to have a one-piece stereo set.v

According to our survey it would appear that: our T v. and Stereo department

'is reasonably well patronized by the Edmonton shopper, however, the same



[ . .
cannot.be»said'for our appliances.. It seems that our competitors have an

edge in appliance sales’ and the Bay might gain significantly in both of

these departments if a concentrated effort could be made to. promote the
3

BaycreSt name.» We must ensure, however,_that merchandise with the Baycrest
. name has~the quality.that is generally:associated with the”hudson's Bay
Company » - ’ | |
- ‘g, The Bay appears to be relatively well established in men s and
* women's clothing, however we seem to lack acceptance in children s clothing
By far the best selection in children s clothing appears to be Slmpsons Sears,i ’
with the Bay showing relatively poorly in this area. When we examine the
other three department stores that were surveyed the Bay appears to‘be very
strong in home furnishings, but relatively weak in both hardware and drugs.

| Simpsons Sears appears to be very strong in hardware and - Woodwards are very
Qﬁé&
strong in drugs.

Merchandise services are perceived by our customers as either

S
’

enhancing the oroduct or detracting from\it. Our,survey showed that the‘i
credit card being carried by an indivZdual will determine in many instances
;ﬁere thgt particular indivicual wil, shop According to our survey the
./greatest penetration of credit cards was achieved by both Woodwards and »
;:Simpsons Sears, dith the ‘Bay in third place. Either we have done an inadequate
job in distributing our credit cards to Edmontonians, or our credit policies
are too stringent, or both In any case, it is something that must be -
rectified immediately and it is our suggestion that a major advertising

_campaign be instituted offering free credit for the first month

The suryey also indicated that our cusﬂfmers ‘tend to regard us as
v .

being in second place in staff courtesy and merchandise knowledge. Sales—
people are perceived by our customers as being the Bay, and depending on

the attitude, morale, motivation and knowledge of our employeesf,this will

Y , ' c
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be the image that thé customer perceives pf tﬁé Baz;-'Whiie iﬁ is virtuallf-
bmpo;sible to- change the individual it is nevertheless possiﬁle t§
siimulaté'the above mentioned qualitieé in ourvémployees;'ij they beiieve. A
in tﬁg Company, the 5pefation and its goals, aﬁd reaiizé théy are represént-‘_
ing.the Bay, then a different atﬁitude may develop. This; however, can oﬁly
‘be done through training. The pérsbnnel functi&n is the primary instrument
. inifially,"however, once an:iﬁdividual.is in a departﬁ;nt, it becomes the |
rfesponsibility of‘the-department managér to -further the individual's traihing.
Departmental t:aining is éspeciaﬁly impp;tant where,tée'individﬁal requires
spgcial or detaiied knowledge to Bé succeééful} Specialized kﬁdwledge in turn .
gives the employee céhfidence, assuraﬁce and pridé which, in turn produces
courtesy when faced by the customer.

Our~imagé can bé furfher‘enhanced by stressing our unique services,
thereBy making ‘the Bay as compleﬁg a.one stop family shdpping Centre as ”
'pbséible. ‘The numbér of special- services offered by therBay at this time
far outnumber the services offered by any‘other department store .in
Edmonton. ;We must cdnStantly searcﬁ for new_services which will be -
beneficial to Bo#h oﬁr,imagé ahd customers, and we must ensure.thét
these'services-complimént'our total.custodef‘appeall Services that are
related to our‘merchéndiée thetgfore, deserve more conéideratiog and

development than- services that .are not related to our merchandise,
. N - l

. Ny = X .
Rentals, repairs and home improvement are demand areas. We should alsc

Y

emphaéize'Our-ghique food service -package and look for opportunities to

expand.
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w

e Praee S
FWhile'our merchandise'assortment gs.ofjprimary importance in ourn
~ appeal perhaps; of'more'importance is value;‘ Our survey indicates,
n unfortunately, that very few consumers fully und&kstand the word value,
‘and therefore stressing price and quality would be more effective
initially. Weédefine-values as "the best quality merchandisetat'thevlovest g
‘possible price":f, - :. - |
. ) - ° _ , .
| It is of utmost importance in capturing our - tafget maxket to be
competitive with other degartment'stores. A product which is identical
to ours andgsold in another department Store'should obviously be priced"'
identically at the Bay. - A product whichfis slightly different’or a
“service which-is different'should he exempt to'some degree from price
>'competitiveness. It is difficult te measure the service. provided to
,.tustomers by two different retail establishdehdg therefore, if one
d establishment charges a slightly higher price because they feel their
‘ service is superior, then this difference in price may be justified
\};—Edentifying the "best value" is a path we should follow to entice the
middle income shopper into our stores. ‘
(c) Place
.;3-oun survey of 1,000 people in the Edmonton market indicatedqthat‘the

‘majority of customers based their store selection on convenience, This

we can lunterpret to mean convenient location. Work done late last year"v

a marketing group at the University of Alberta indicates that a shopping
: 0. .
centre s appeal diminishes in concentric circles as one gets farther aWay

~ from a shopping centre location itself; When we consider_that the Bay;did ’ i
‘not enter the Edmonton suburbs until 1970, it is very easy to'appreciate our

difficult.position, Our survey indicates-that'between 60% and ZOZ of



Edmoiiton shoppers:patroniZe a shopping centre location, rather than down—.

town, and therefore ourISuccess'in the Edmonton market will depend on'our°'

“

merchandising effort in the suburbs. © | ‘

Downtown Edmonton, nevertheless, remains a healthy and growing

_ part of”the city. We know it to be lively and expanding . It has been the

iy
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_recipient of multi—million doilar investment in the past decade, which seems.

.,_ .to be accelerating rather than diminishing The,downtown workingﬂpopula—

tion will probably continue to. increase as well as the residential appeal of‘

the central city core. The concept of our downtown store as a flagship
. store is’ important. It is our image. 1ocation and if the middle income
t_family is to be our t@rget, it should be downtown where we assert this.
objective, by providing in—depth assortment of popular priced merchandiseL~

It is also necessary ‘that our downtown store ‘be ‘a leader in trend merchan—

’

" dise. It should be an. exciting place to shop providing all df the services

\that.the customer identifies with the Bay. " We must also continue to expand

Cs ;to “the suburbs. which would come about in a number of ways._'

‘ 1) Additional branch stores with a floor space of 100 000 to
160,000 ‘square feet Our future ‘branch stores shOuld be located in areas
with a population of approximately 60, 000 to 90, 000 people. . Our merchand—
ise assortmént in these branch stores should attempt to cater to the
particular population living in that community While the branch store
. should have basic, fashion and trend merchandise, the assortment‘%an beA
considerably reduced from that . in the downtown store. Future branch store
'sites in the west and northwest should.be\develgpezgand the expansion of the
'Southgate store should be contemplated

Y ’ . ‘
2) Community stores c0u1d be located in key areas throughout the

‘

metropolitan community where branch stores do not exist and where the

1ikelihood of regional shopping centres is not great. A community'storf

o B
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should have a floor area of between 25 000 and 60 1000 square feet.‘ The—

community store would carry no trend merchandise but should have a good

selection,of hasic,and_fashion merchandise‘in the departments which are ~ ;

represented‘in‘the store. It 1s interesting to note that Simpsons Sears'
- entry into the Edmonton market was on the basis of a community store.
.Bonnie Doon opened in 1959 with 39 000 square feet and expanded to 70, O().
v‘square feet in 1967. Meadowlark opened in 1963 with 41, 000 square feet and
iexpandedfto‘92,000'in 1969. In the future a community store-could possibly
be considered for the Millwoods area and alsOVSherwood-Parh if inifact the
Edmonton Regional Planning Authority'does approve/an eventual population.of
Sherwood,Parkeof-75-000 people ornmore.

3) Warehouse stores - west Edmonton seems to have generally -
_accepted our warehouse store, This particular vehicle is credible and

»

,probably improves our price-value image. If our. warehouse store ,
continues to grow at an acceptable rate,.we should 1ook for a second
location probably in south or southwest Edmonton.

4) Home Fashion centres - elsewhere in North America, a
marheting trend seems to be the freejstanding furniture store‘in areas
ifother.than downtownr‘ ?hese‘havé very sirccessfully penetratedvthe market

in the United States and have commenced operations in Ontariovand-Quebec.

. i
‘

o

The home fashion store might provide a good opportunity fhr quick achieve-‘

ment of dominance in home fashion.: A future free—standing‘%ome fashion
. store could be combined with a fqod service Operation.

, 3 5) Specialty stores - Rich's of Atlanta are a good example of
a retaifer who use the speciality store concept to expand downtown. We-
‘have recently ‘seen Woodward's move into the Northgate Mall with a- book '

':0 .

and flower shop, .and, of course Woodwards at the opening of Southgate had :



a book store in the mall._ This particularivehicle couldibe used by the

Bay in downtown Edmonton to establish specialized market appeal. We do

\~not see specialty stores as an immediate requirement but something that
e 3

could be considered as the opportunity arises. i

6) T, B, A. Auto Centres - Woolco, Woodwards, Simpsons Sears and

.

e most recently, Zellers in Sherwood Park have all established retail

p

facilities in the EdmOnton area. to serve the motorist.. It is our feeling

- e o

that this type of speration could complete our overall appeal A future

establishment of T B K's should be carefully considered E )

-

7) Food Services - with the establishment of our central
commissary in the downtown store, we can very eaSily extend our food

service operations independent of- our retail locations. Again, “our °

":

: redommendatinn is that Opportunities‘should be considered, as.they present

themselves. o . ' : o . , o
"Al ’ .

.....

AP By,lS?& Woodwards, with the opening -.of Edmonton Centre, will have’

o

apprééiga ;9 :500 000 more square feet of retail space -than the Bay.» Our
LSt e
futuf& "'}.;on in the Edmonton area can be achieved through a variable

-3,
o omix of“the abbwe grouping. In addition to the growth in Edmonton itself

’

the satellite communities in’ this part of Alberta appear to be very

Y

healthy. With a population of 55 000 people azfﬁégpreasing annually, we

hould carefully watch the following specific areas - St. Albert, Fortv

3

Saskatchewan, Leduc, Sherwcoc fark and Spruce Grove. All of these
_communities are affected in e beneficial'way'by.the“rapidlylaccelerating

" land costs in the city itself.

s,

). Sales Prometion v

| @The quality and content(Pf our visual presentation anq advertising

generally reinforces our strong youth and quality appeal. It does not,

©



however, always reflect a family department store with aides£re”to portray

a strong value and: service image. i
, : . . j ) ) - - ‘
Our visual presentation and advertising concepts should be *

1. ’ . . ' ’ ’

refingd to support new directions in market strategy for the future.

- develop value-~image progrém’ )

- ¢o—ordinate'appeal to miadierincome family
- develop in-store demqnstratibn program for dbwntown_

-~ expand, promotion of unique services _ _
_ . . : _ . _ C e

. ) . . o ‘.a,:'l;"
- re-direction of institutional advertising

- a |

- consider spggific market appgals for a2t
e (1) downﬁowq working pqpﬁlaﬁioﬁ
_Y(Z) égértmenf dwellers |
If we are»té sﬁccessfﬁLly rédireét ourselves to a sﬁrong appeal
" to the middle ipéomévfamily in;the namelpf value“and_serv@ce,‘we'§ili

require the full co-operation of every member of our management team.
. - N B N t . v

4
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CHAPTER IV

THE COMPLETED REPORT

) The market strategy plan was completed in the latter part of \
‘ August 1973, It_was-typed and copies wkre made for distribution to

- : . ] - . . .

senior-managementg The report was. to be discussed at a'meeting with

senior management during;the first Week in September. The meeting was

attended by the General Manager of the Edmonton region, the Geneyal

Merchandise Manager, the Operations Manager the Controller, and self,

They had read the report ‘and noted a few questions whlch required clari-.

o : e
ficatlon. Generally, however, the report was well received. It had

succeeded, together w1th the market survey, in pointing out the weak-

o
P

nesses in relation to our competitlono It was - generally believed

'prior to these reports, that we were in a better position in relation to
. ,5 =

‘" our competition; however,,thls-notlon was destroyed by the market survey.

*

'zThis realization, ho%ever had already been made after the initlal

market survey results had been available in Apr11 and the consensus at

'the meeting was that definite action was required quickly.

The new market strategy hinged on* the middle income famil?gba

T

" our new: target market. Our market survey had indicated that both the

By
[

high 1ncome group and- aurprisingly the low 1ncome group pa.' %:
Bay. (The 1atter group was largely made. up.of students wﬁb had always

¢

_ considered the Bay as the place to shop) - It was, therefore, felt that LY

a

the great est benefit could be gained by appealing to the middle income

% ) . - AS ’ ) ' B
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fa;ily in our promotional and merchandlse appeal.

It had been the market survey which pointedbout that our prev1ous
obJective of appealing to the middle ‘income family was a failure and that
the Bay! s previous image of gOOd quallty and high price was still being
perceived by the consumer.- The price-value image which the Bay was‘,,
attempting to’ prOJect wasg apparently not being understood or perceived

-

by the tanget market. Immediate changes,Wexe, therefore, made in our

v

qpromotlonal strategy 1n“an‘attempt to convince the consumer that though

i

" we were selling high quality merchandise ourbprices were‘competitive.

increased_'

a

The second maJor recommendation was also acted ‘upon 1mmediately,

namel that our- retall square footage in Edmontonnwould have to be

~

quickly as posslble by establishing add1t10na1 retail

outlets so as to. remaln competit1ve<w1th Woodwards and Simpson Sears.

e

The addltion of retail outlets, however, is a long term problem and it

; 4(
-

was. estimated,that no major changes would be completed in thls -area prlor

,./

,.O

. to 1976 Therefore, alternative changes would have to be made, mainly

-

o in our merchandise assortmenta, ihcrea51ng the number of Bay account

Y
.

,"

) cards in circulation, staﬁf{trainlng, and the upgrading of m1sce11aneous

J

retail services' such’ aa better checkouts and sales desks, cnc improve-
o"‘" . : - |
ments in our deliveﬁg systems. It was also considered that our return /

policy, while e;tredgly liberal was not communlcated to the ‘consumer.
M “y . E

-1t was agreeqathat qur return policy would be promoted through adverti-
sing. Virtually none of<my recommendations were reJected and the

consensus was that the entire atudy had been well done.

o) - .

The market strategy report was left with the General Merchandise

Manager of the Edmonton region for the formulation of speciflc action

1'. f-‘ o
L s . . '

s
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J
L
L
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46 -



I AR PR ST o y
plans for-the Ed%onﬁon stores and. for thevmerchAndise’diviéionsg;vThe' "

merchandise assortments were to be completely reappraised w1th regard to f‘

".
S

'quality and price. The General Manager and Operations Manager were to
e B}
examine the reta11 outlets which could possibly be established in both

the short and in the medium texm, Action in thlﬁ area howéver, required

Ty CE s

approval from Head Office‘for capital expenditures and I was required

to provide a summary of the report fOr Head Office Personnel. At-the o

time of writing, this report, 1n summary form,_is at Head Office.

FAN

o e

Pa B , . Y



" CHAPTER V

CONCLUSION
At this time it is not possible to determine whether by 1983 the
market strategy as presented will’ have been successful. In a changing
environment“such as is evident today a completely different etrategy may

be called for in a very short time; What is important however, is that

: resources were spent by a retail company to determine their p031tion in

the market place and to initiate immediate ‘action when it was found that
the true position in the market was.different from that which was assumed.

I would hope thatra'market survey would be conducted in intervals of two

years so that it can be determined if the market‘strategy'as proposed in‘\‘

t1973 is leading the Hudson's Bay Company, in Edmonton, in the direction of

increasing its market share. ’ - | - :

\

from'the time I was first'aaked'to undertake the market strateéy“
study until its completion in September of 1973 a total of ten months had
'elapsedf This particular project was an experience in both organization,.
andwinvcompleting a mdajor project of some importance.

M!stakes:were made in forming'plans of.action and.many‘changesr
were made in these action plans’ until the strategy report was flnally
completed in three to four months. Nevertheless; it was a learning

~

experience for myself in undertaklng such a progect and in its completion.

4

It is gratifying, however, to realize that the @ffort had managed to un-

cover problemu which were not realized as existing prior to these studiea,
»
and that this realization was followed by quick action to reverse an

otherwide dangerous trend. ‘ oL ' _ o : ' ®,
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" Our obJectfve in gstab;}ghing émmaiij;;”"

following. h :
con L ,_i g 1 :
A, : Who is our customer (target market)
- in the Edmonton region generally
- in each our stores, specifically
.Be , What should be our: prOducﬁgyﬁx : : o ‘, .
’ © - what is our merchandise strength now ‘“

- how must this merchandise be distributed among our stores
- quality of merchandise and price
- how should our merchandise be promoted

T ,To establiéh a-general market plan for the Hudson's Bay Company in

Edmonton for the next ten years;iwerpropose the follow1ng._

A survey to be conducted w1th1n the . City of Edmonton, inctuding the

suburban areas of Sherwood Park and St.- ‘Albert, to determine the - —_-
following. . _ L , . ' R A
(a) The Bay ] present competitive position in the market place’ and the
_competitive environment in which it operates
(b) . Consumer perception of the Bay s competltive strengths and
weaknesses
(c) 'The Bay's Competitive standing.in key'product areas and services

The results of this survey shauld provide us with information about our
present target market and our product leo :

j :
Once our present position in the Edmonton market is known, we can then
*establish : : : : - » ‘

(D 3What character our Edmonton stores should portray. In this

o

‘respect it ‘is important to clearly define what section of the
_ ‘population we want to appeal to :

(2) ' What challenges we. will be faced with over the next ten years,
and how our competition will .react.to meet ‘these challenges

T

Once the gurvey has been conducted and the” results analysed, all other
information gathered, we will then be im a position to outline a general
market plan to guide us over the next ten years. Once the marketing plan
has been established we should conduct our original survey at periodic
intervals, to determine how effective our market planning is, and how our
‘position has changed from that established in 1973, -

Attached is an outline of our study.

52



- A STUDY TO DETERMINE A GENERAL MARKETING S.TRATEGYlgLAN

FOR THE HUDSON'S BAY COMPANY IN EDMONTON - THROUGH TO 1983

1.

2.

3.

4,

Je

6.

7,

'The'retaileriﬁn Edmonton’
v

- a brief discusslon of the maJor retailers in Edmonton in 1973

P

Q‘~I'he position of the Hudson s Bay Company in retaillng in 1973

- an analy31s of our marketing strategy,‘market share and the‘
.consumer attitude towards the Bay. This will also include a
.media analy31s. o

‘The challenges facing the- retallers in Edmonton in the future,
with emphasis on the next ten years:

(a) geographlc changes ' - S
(b) demographic ghanges (population)

(c) psychographi# »changes (lifestyles)

(d) buyographic changes (shopping habits)

(e) medlagraphlc changes (communlcatlons)

How will. the Hudson's Bay Company 8 competitlon in Edmonton
react to these challenges.

- ~-a general discussion of what the competitlon may do, and what
new competition we may be faced with :

How should the Hudson's Bay Company in Edmonton react to these
challenges.

'.; should new stores be planned

- what types of stores should be consldered - e.go normal
retail stores vs. Baymart stores
- what shopping hours should be . _
- self service vs. more personalized se'vice _ .
- the importance of services, etco
-~ new methods of LeLalling - cable T,V,
: computer terminals

A general marketing strategy for the Hudsonts Bay Company- .
in Edmonton in 1983 T

(a)  ‘an ~analysis of our target market
(b) an analysis of our product mix

Summary

¢
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,act%al results from our markﬂl

N
L4

vIn examiningkour outline for ﬁh% general marketing strategy plan for the

: Hudson's Bay Company, we would 11ke to prov1de a more specific manner of -

attack. First we’wouldfllke to discuss the'retailer in Edmonton. We”

are concerned w1th five primary retail organizations - The Bay, Woodwards,

Simpson Sears, Eatons and Woolco° 3We w111 discuss where they are’ located
o

in Edmonton including all warehouse stores and service centres.' We will

draw up ‘a map of the ?ity of Edmonton and attempt to identify the trading

‘areas of each of'these centres. We will then provide'a brief-sgmmary of

-~ .

’what,each of these retailers‘is‘to the Edmonton-pubiic.

¥

For chapter two, we are primarily concerned w1th the present position of

;the Hudson's Bay Conpany in Edmonton. We are.condncting‘an attitude
survey ofqour cgstomers and we hope that this wiii'give us some idea of

-“where we are. .As an introduction, we can'interv{ew a number of senior

.v‘ o
executives 3?d9hﬁyers who will provide us, w1th gome idea of where we:

i

fthink we- are at the present time and we can then ‘compare this with the

[ . 4o

. ,‘%‘,V"" o

- . L n . - -
" iy - . . . e
. N4 . .

>

_Chapter three ofﬁohr market plan. cutlines the challenges,facing'the

retailer in Edmonton in the future. There are five - geographic changes,

"demographic changes, psychographic changes, buyographic changes and’

: mediagraphic changes. Ve will first attempt to list a11 the possible.,

- ,
e
;

ﬂchanges in these five categories that may affect the retailer in

Edmonton. We will then analyse these changes and divide them - 1nto
insignificant changes and changes of moderate significance and’ changea
that.will have-a'major impact_on retaiiers~in Edmonton. ,Thereafter, we

will anaiyse these and discusslbriefly the changes of moderate impact

55
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into being.

"

- strategy.

'an',discuss in'detail'the~ﬁgjor changes.

4

P

In chapter four "How will the Hudson's_Bay_CompanY's competition‘inl

Edmonton react to these challenges", we will discuss what our competition

'

may do and. what new competition we may be faced w1th In this instance,;

©we will also.consider all those smaller retail-forces:thatgpay‘come

~

.o ta %
In chapter five wa-w1ll discuss "What the Hudson's Bay Company must

do t0“react to these challenges brought forth 1n chapter three" : By ‘

'*this time, we should be able to categorize the chéllenges‘facing us .-

a~s§ecifi-'numberlwhich can be discussed in detail. ;For

»-

instance, we. ¢an_talk about whether new stores should be planned ‘in

the Edmonton area and what types - should we go for more Baymarb stores,

- or smaller type stores in areas such as Sherwood Park and possibly.

'/4
g?ds. ¢We~can also discuss what our shopping hours should be for
. _; K& N o
; x"' i A :
ghe Bay in Edmonton.v~We can “discuss whether we should have more

e,

2t ‘f*{fn 1

serv ce(self), such as~Woolco is utilizing, or whether we should have

; N

qore personalized servrce.” We.can discuss the importance of services -

in general, services other than wetailing. We can discuss.new'methods

*jf of retailing, such as the uée of Cable T. V., computer terminals,

B improved telephone shopplng»se; ;55‘ and catalogues.b We hope that the

information thus gathered will he&p us in formulating a general market

. - .
SRR - N
goe - iy
PRI e
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Chapter six‘will concern itself with the enalpsie_ofrcur ‘target market
. and our product mixe ’Once ﬁe have determinedﬁwho our'cﬁetomer will-berpl
"what age group, what income group, and other characterlstics - we will

then be able to determine the product mix - what kind of merchandise, -
'-where it should be sold, ‘at what pr1ce and with what kind of promo-

’ tional appeal - 80 thattour target market customer w111 be satisfled.

Finally;tchapter seven of—gur study will be a brief.summary.

X 4
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. EDMON’I‘,ON CITY ANALY'SIS‘ : S Lo

.CHAPTER ONE

1ocat10n of Edmonton

- -
N

maj or towns surroundlng Edmonton w1th1n 25 mlle radius

¢

discussﬂthelr }mpact on-retalllng in Edmonton

_ small retailer (chains) o o : | @

~other statistical data

" ANALYSIS OF RETAILER IN EDMONTON

(llst and br1ef descrlptlon of strength and weakness)

large retailer ’ S = Ty
!

medium- retaller
b\—l

special retail outlets such-as warehouse stores, etc.

a ) ried

LOCATION OF MAJOR RETATLERS IN C'ITY

dlscuss shopplnggcentres and downtown
impact of these shopplng centres on total retail dollar

mag (outlining shopping centres and major retailers)

. .
= . :
v .

K 4

BRIEF DISCUSSION OF GROWTH OF CITY » o

pfepare’mapfwithAshéded areas showing growth insarea -

© (to be_diséussed in mére‘detail.in~Chaptéanhree).

8
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ca

CHAPTER TWO

1

. - R )
INTRODUCTION FOR ATTITUDE SURVEY .. - ~

<
o

RESULTS (thls will probably include the method used

arriV1ng at results‘

'CONCLUSTON

: CHAPTER THREE

_ BRIEF DISCUSSION OF THE FOLLOWING FACTORS GENERALLY

[2ES

(a) geograph;c'changésA

- (b) demographic changes (pdpulatidn)

: (c) psychographlc changes (llfestyles)

. (e) medlagraphic changes (communlcatlons)

(d) buyographlc changes (shopplng hablts)

DISQUSSIQN OF HOW THESE FACTQRS MAY
INFLUENCE RETAILING IN EDMONTON ]

4

(a)&nGenerally

(b) Selecting-those factors which will provide‘the‘

‘most 81gnif1cant impact on retaillng and

discu881ng them at length

in .
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CHAPTER FOUR

HOW WILL THESE FACTORS OF MAJOR SIGNIFICANCE DISCUSSED'IN

PREVIOUS CHAPTERS, STIMULATE

WHAT

HOW MUST THE

-

R
.

¢ e [

OUR COMPETITION INTO ACTION

L

L] .

NEW COMPETITION MIGHT THESE FACTORS BRING INTO BEING

CHAPTER FIVE

¥
e

BAY REACT TO THESE CHALLENGES AND THE
 REACTIOK OF THEIR COMPETITION | -

' (a)'

new stores - size, type, location, Baymart stores,

J . - S ¢

 warehouse stores, self standiﬁg home  furnishing

(»)

()
O
(e)

(£f)

stores, catalogue show rooms, etc.

2

Shobping.Hoﬁrs °
(;)3 ‘extending héqrs
(11) shifting hours -
kiii) ‘Suhd;y_openipg
seiffgérvice Ve pé?sénalized service
ndn-rgiqii gervices
ie;sﬂng'éf,unprofitabie Aeﬁértménts
to.sﬁe;ialists ) :

i

new{methods of adve%tising
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CHAPTER SIX

AN ANALYSTS OF OUR TARGET MARKET

(&) age group

(v 'income;group‘

AN ANALYSIS OF OUR PRODUCT MIX

(a) prige

(b) product*

- A «

(¢) place

@a)'“prdmotion

P

<

= N e
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#
"
A} 2 a
i
W S s’
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s ! .
&
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A
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-

BRIEF CONCLUSION -

- CHAPTER SEVEN -
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" INITIAL QUESTIONNAIRE

APPENDIX III.



1.

2.

- Service
. Convenience
‘ COS t . o ; - - . . ’ %
" Quality o (Either .check one only .or rank)

&

e QUESTIONNAIRE
T —— :
When .you hear the word "department store", which.name'comes
to your mind? . ) L -

Which department store have you ehopped at most during the
last month? :

Have you always shopped there?

If not, when did you start shopping there? A \

nWhat ‘do you 11ke most about the department store you have

mentioned? (Repeat name given in Questions 2 & 3)

[y

v
NN

Variety
Return policy

" Store 1ayout

Where do you do most of your shopplng? Downtown or
.shopplng centre? .

Which shopplng centre do you usually shop at? -

_ e
Of the department stores 1n,Edmonton which have you found to
have thes ‘ S ' RS

' Highest prices : B .an-higheat . ;
‘Best sales - ' ’ 2nd best 2
Finest quality - L 2nd finest :

Poorest quality’ : s - A

Friendliest sales people . : 'Qnd_friendliest*

Least friendly . 0 - C '
.sales people ™

‘Best selection o : 2nd best. B S

Poorest selection Ty

"Best store layout __ = __ 2nd best
Best return policy o 2nd best




8. ‘At which one of the departméntyStoreéfﬁﬁui&_youxﬂast;_ﬂﬂ,

TR

likely shop for the following:. S - .
G . T S Cu d S e
‘ ; & ) ",l : s

Men's suits .. . & c : SRIET A R O T

Washing machine . S S N I
‘ S S R A

- . ~

Children's clothihg = .= . T da _:‘*-

Small aPPiiances. :” o SR : ;‘ _J?‘.-‘

Ladies' shoes

Furniture -.. - : . ' ) %i" SRS >

q% ?hardware R S : . ?roi : ‘_

Toys

9. Which department store credit cards do you carry? B
(Specify four major and others, if any) o

10. Since the -advent of Chargex, have you used your
department store credit card less?

ki

Respondent: . Married - _ .~ - 'uf' Male - R L

Single - - Female

Age: 18 - 24

| 25 - 30
31 - 40° ]

. - 41 = o

Ageavand numbertbfjéhildren ‘
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APPENDIX IV

FINAL QUESTIONNAIRE .



1.

24

3.

b4s

[2

N " a3
. y
g QUESTIONNATRE
Which department store do you shop at (most)?: - ‘
SR : T v S e ,
. either open as Bay : [
or rank s be. - Eatons .,
N ce Simpgon Sears 5
_~de Woodwards
‘e« Woolco B
f'.. ’ . | - spe(;ify
When did you start shopping‘thére?‘ ﬁg
' 'a. I've always-shopped.there
'/_‘;Bil Since I came to Edmonton
» years ago 1 2 3 4vv 5 more
Ce Why? Open’ A
a) What do you liké_mdst abouf department:
store? o o ' '
b) What do you like second most?
' Service K
a Convenience
Prices IR .
Sales - i
Bargains ’ ?
_ Value ‘ _
: Variety or Assortment '
o Quality K
Y Satisfaction - .
. Exchange/return
" Policy :
How do you do;mgst of your shopping? =
a.. In peréon- . N
.; . \
b. By telephone A,

ce Catalogue

66



a'{? you do most of your shopping?

- \;‘:' B .
b. 'Shopping’centre

b) How do you get there?

be . Public transit

.¥\//€:J/C§r

a. Walklng dlstance

Whiéh shopping- centre do yoﬁ usually shop at?

-
'

L e

e

Of the department stores in Edmonton, which have you found to:

a.
b
e

.

.8. |

. second most courteous sales people .

Have the best value ' L ,_thé second best
value R ' '
Be most COmpetitive, price-wise =~ = “, the

second most competitive

Have the most courteous sales people ’ » the

Have the most knowledgeable sales people o _» the
second most knowledgeable '

A Have’the best selection - o , the second best
selection ' .« o '
Have the best return policy ‘ ‘ » the second best
return pollcy ] . "
Be the e331est to shop in v » the second easiest

to shop "in ; .




8.

9.

10.

1.

a. ‘ladies clothing

"bo nmen s clothlng

68

At which one of the department stdres would you nost 11ke1y
shop for the following: .

i

Ce ch11dren 8 clothlng

d. small appliances (such as toaster, electrlc kettle)

He. major appllances (such as fridge, stove, washing machine)

fo. color T.V.

g. -drugs

~h. home furnishings (such as furniture, carpets, drapes)
T B . B g O . ) .

i. hardware (electric drill) .

j. sporting goods (hockey equipment)

What other services would you like to see a depértment store offer?

vOpen

Which»departmentistore'tredit‘cards do you carry:
Bay - R Eatons -~ . Simpson Sears

Woodwards . -~ other (speci??)‘\\\\\»

none ' - . o ‘ \\\\\\\\\‘\\\\

Since Chargex, have you used your department store credit
card(s) less?

‘yes .. no _ No charges _ -




. i : , v e
To have a meaningful survey; some:hinghmust'be known about the families -
surveyed, It is not necessary to know your name and occupatlon, but it

is importank to know the- famlly s income bracket and the number in the g

famlly
Married = o Lo ITSingle
Age . 18 - 2
25 - 30 ‘ |
31-40 L e )
. - T . . ".
41 Pllls

 Number and age of children

1-5 6-10 11-13 16 -17 18 - 20

Fami w."-ﬁincome bracket

$

L S SR

to $6000
$7000 to $10,000
$11,000 to $15,000

$16,000 to $18,000

i

$19,000 andvoier
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FINDINGS OF MARKET SURVEY .
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DISCUSSION OF FINDINGS ' . -~ . ... = = s

>

Some skewing is evident. For example, a‘disproportionate'number of

, people were intervieved in both>Sherwood Park and St. Albert. .These

PN

are smaller centres on. the perlmeter of Edmonton, yet they were treated '

'has if they were homogeneous and though more heaV1ly sampleé became an

vintegral part of the survey. The populatlons in these centres do most

of.their shopping'in- dmg “hOWever on the1r way 1nto Edmonton,

.J

_they come first to shgp i A s that do not have Bay outlets and

therefore, thelr patl N f prng must - show b1as toward competltlve
department stores;‘ 'voossible bﬁas is;taken'into consideration‘and
is explaired in the analysis. 'Posslble:further skewing is due t;'thé
;fact that'theldenslty‘of the populatlon i; downtown Edmonton yas not

consideréd. Although the downtown area is small part pf 1t has a -~

dens1ty of 300 people per acre, and part of 1t 150 people per acre,

.

while Edmonton in general has a den31ty of only 50 people per acre.

Question number two is the most important.question of‘the survey,fand it

is correlated w1th most other | questlons in the survey, the main -

H
correlatlon belng beeween Questlom Two and Question Three, N1ne and Ten.

o
e ) i b . v i —

N
4
d <

S
.-

Question - Three poxnts out that conven&ence is the most 1mportant item
that the. customer looks at, followed by service, and then by prlces.l In
the downtown area, convenlence is number two, while price is the most |
important{item. This_ls explained’by the*fact:that in tﬁe downtown

area, there is a population in the medium household income bracket

p

71 .
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whlch does have a tendency to look closely at how to apportlon their

L4 - ’

disposableuincome --'to them,_prices-are important. In St. Albert, -

which is in the suburbs, convenience_is5number one, service number two,
e S ’ . . ‘ . v

while quality is number 'three. ' One could.assume then, that there mlght

-,
—

«

5 beéa»tendency'among these=peppie'to come .in and shop at the Bay w1th*
. g . ° 5\

N

some expectation of quality. |
' v s
~ T o : st

- "c‘n‘

Questlon Four' has to be correlated with Questlon Two in order to per-

ceive how-the Bay is affected. One could‘assume'that people flrst

o — ' : 0

72

comlng 1&to ‘town elther shOp downtown because they do not know ﬂhe city‘“"““

and/or that they tend to follow the patterns they had establlshed else-

where.‘ In the second and thlrd year (where the Bay is weak), it could

. ~
_ 51mp1y mean thagggeople have by then moved to the suburbs and are,

e . [

therefore much*cTéser to shopflng centres or’ that on the. other hand

it could mean that the Bay has been unable to keep them as customers.

The Bay does well w1th people wh have been in Edmonton over five years.

. . . - v

Question Seven'could be,mis1eading.. For ew:mple, what 1t doés not take

P . " . : ‘ ) A= - ) o

into co sideration is that many'people shop‘dur&ng oﬁﬁ&g&-and 1unth ‘ 3’?

i : ’ a

hours a well as rlght after work. Many- of these people are concentrated

1n the dQWntown area but were. not covered in thlS survey. (For example,.

1n other custoni&‘surveys lt\was found- that as hlgh as 28% of the pop-
- \ ~., “ v v . .

o ulation of Edmontonvshop3»1n the downtown’area.) What'does seem

‘ important is that a great number of people shop once a week whlch
K4 :

should enable a department storegto establish a very frequent rapport

withlits customers and therebyMQQEre e 1oya1ty.y

B .
R - ) * . . . ‘“ |
po . I

I . . . .

o

Y
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G ‘Also of interest is that (see 9 Aql) one’ can make the assumptlon that

close to 50% of the people who shop at the Bay shop thgre for somethlng

other than. thelr money's worth that many among thﬁ people (9 E-l) who Wf :

hop at the Bay"do not belleve_that it has the best return policy.
One. could assumeA(é F-1) that people find it easiest tobfind things'
v ) . . o : - o
where they shop most. With further analydggg however, it becéﬂs evident

that at the Bay, most people find it easy to find the items that they

K want to bU_y-' . . e »' e . L ¢

“Questlon Ten reveals the strength and weaknesses of the d1fferent

\

" departments only through further analys1S¢,f . - -

’
v

vIn'Question 11, it was'hoped t0'solicit‘comments in regard to;additionalbf‘

. o ‘

. '\\

~services w1th1n the department store, that we nght offer. However, it |~

=

v .

.- was obylous that customers.perceive serVice in regard to the completion

'of transactions, Less than 50%. af those asked the questlon repl1ed and

the maJority were crltlcal of ‘all. department stpres. The only'significant

v

observatlon ln re%ard to new serV1ces was a request for a babys1tt1ng
. A o oot co
serV1ce._ : : v C e .
o N “ \.. . : ’ . : . ) v

LA e ) . N '_", : .
Question Twelve 1nd1cates that the Bay.does not have as many credit cards

) kY . \ ,
out a%ﬂlts‘competltors.and, at,:}l‘kbe seen by _ later correlataons,

. N
v va .

customer loyalty and retentlon is. a factor of thé credlt card ' T

3
I3

. T R L . g P

g
(]

Questlon Thlrteen shows that all department stores have suffered equally

-

(about BA 10383 since Chargex, and could lead one to assume that a new

-

A . .
.cardfof similar_nature may-conceivablwaurther erode customer loyaltz.

\

5
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INTRODUCTION . | S

Y : . [

) ) Department stores established their dominance as retailens during the:
first part of the twentieth century;:'This dominance came about primarily

by -offering tc‘the'censumer a wide varijety of:merchandise including
import items:and~geﬁerallyﬁlower pricesithan pthervretailersL=«‘
Furthermore,lthe policy otisatisfaction guaranteed or mone;hrefunded, E
establishmeﬁt of credituplans for cgatomers,‘and.finally.the establish-
——— ) . - . : & , o '

' ment of the targe‘variety of services to the ccnsumer, further'enhancedf.

-

- ‘their position.

With the advent of the 70's however, there are. signs that the dominant

.'y position of the traditiodal‘reta£1f9tore in North America could be

threatened;.;Fifst, there are now a relatively 1arge number of depart-
s ¢

ment sbéres, with each store attempthg to get a greater market share.

. ' Ny ' 2
_ Because ef thlS ‘tremendous competltlon .a’ lack of dlstlnctlveness has

1, N

become Epparent as each department stote has attempted tOIcater to a .

.
broader range of/customerigby v1rtua11y offerlng the -same merchandlse

o o

. - f.ﬂ'

and the\iamg services. “ In addrplon, reta11 Space in urban areas appears

N - , - >

to’be 1ncrea51ng at a muchsgreater rate than the amount of dlsposable

Y

. e 2 . B .
O] 3 - ..'-,- . T 8- ’

of retgllexs 1nto Suburban shopping centres.v Secohdly, the dlsdounter

N [ N

3 . <
— . ~ "

;;' aharé of the m1 le income market These discounters in some 1nstances

Lo -

b have‘peenrable tc offer brand name merehandise at-réduced'prices*
A : - . .o ’ .
© . - S : - .
primarilyibeeause.they offer no other services, thereby reducing their
cost of operation. Thirdly, wit";he advent of the universal charge

income avallab]e .to" consumers, prlmarlly because of the rapid expaqsron L

whlch came ‘onto the scene, during the 60's has managed tortake a 1arge N

a

«

76
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Card dredlt plans established by 1nd1vrdua1 department stores are
becomlng 1ess 1mpgrtant as the universal charge card can now be used in

specialty shops to provide a credlt account priv11egea

w3
PR

inally, consumers themselves have changed in many respects.' Store 2

v. "

Y yalty, squmportant to the department store at one tlme, is slowly.

}dlsappearing as consumers are paying more attention to convenlent

1

\

sales. people xand decor of the store. pln thg future other changes and

i
A

perhaps more drastic changes may beCOme evident.-

o

il

. "Si . ’ ’ L
i A department store the’ ﬁore can only succeed in the future by belng

D

’ ° -y

v

?

f-awaré of COnsumer”Challenges and_envrronmental changes.b Those retailers
. . > .
. who cannot forecast these changes w1th reasonahle accuagcy, or cannot

PR

-

‘“%ﬁﬁmt ‘these changes as they become apparenﬁ, w1ll be left behxnd by more
’ "9'?:‘: ’ LI

= aggresslve retallers. The retaller must therefore ‘have a market strategy
;_;_t__5_ﬂhlch_onlline§3whg,the customer w111 be for that partlcuﬁar retailer,
and how the pnoduct must be merchandrsed to appeal to that partlcular

customer. A Market Strategy has two, prlmary obJecalves. The f1rst

. ) -
- hd E - .

X : - . . . oo -

ObJeCtlve 1S‘to deflne the targgt mhrket which ls the selectlon of a .’

t e

- partlcular group © ﬁ customers to whom the retaller or department store

w1shes to appeal. The second obJectlve is the development of a marketlng

mix whlch W1ll ensure that #he ta;get market selected w1ll be provrded

~with the rlght merchandis_l at the rlght pricelpftja convenlentpplace

- and wrth tihe appro prlate promotlonal exposure. The recent attrtude o

study completed for the Hudson 8 Bay Company in Edmonton has prOV1ded

. e A
C
r



s

o

us with an indication of what the consumer thinks Of'us,‘pur‘products;
. 3 R : R - .
service, price and many other factors. These results provide us with a

basis from which a new marketlng strategy can be dev1sed and help us

) 3 ’
to forecast our target marketﬁ our product mix and serv1ce, over the next
. c P ) . "

decade. k,f S

N

Once the target market'has beenvestablished and the product mix and

serv1ce ‘chosen, 1t is important for us to constantly monltor the market -

PN - !

'so as toFHetermine whether the market plan is in iact sound. Over the
" years we must be aware of many new factors which can substantlally

influeﬂce-the consumer, and which may‘require that our target market
: v . a
and product mix be changed in. m1d—stream. An attitude survey similar

to the one taken in 1973 must be repeated in 1ntervals of 18 - 2& months.¢

’

This survey must be dupllcated completely s0 that any changes are readlly

detected and can be acted upon qu1ck1y. Elec'ronlc Data Proce551ng makes
- - 1‘

' e

N

duplication of the'study'a srmple Tatter in the future. - =f’¢,‘“:

- e, . P . . BN .-, -
- e

-~ . . B .
. ~ . : -

. e
iy '

Part 1 will pr0v1de an 1nd1catlon of the economic outlook for Alberta,

“'”and particularly for. Edmonton over th¢: decade. Part II will brlefly

S e

discuss those factors whlch may 1nf1uence the consumer in tM& futpre.
?Obv1ously many of the factors discussed are suﬁ%gct ‘to speculatlon, and

. : >

'1t is quite p0351b1e that many of the changes may never occur or actually

occur in‘a'different.manner. Trends whlch have started and whlch can be

expected to contlnue into the future are examlned, even though these'
tren may suddenly be dlscontlnued -or drastlcally alter in thelr direction.
Part III will be our market'strategy‘w1th the attltude,aurvey‘as an

-

appendix.. ‘ : E ‘ S



) PART T - j; 'p'_'y“ }'f."\; , ;fia A

~ ECONOMIC: OUTLOOK

The c1ty of - Edmonton covers an area of 122 square m11es and as of

December 21 1972 the populatlon of Edmonton proper was 441 000 whlle

" the populatlon of metropolltan Edmonton was 495 000 people. Wlthln a-15

i /

’ _mile radius of the_élty'of Edmonton are five major towns - St. Albert,

Fort Seskatchewan, Sherwood Park, Leduc and Spruce_Grove; The population
) s o N . » . , :

. of theselfive towns is approximately 55,000 people and‘becauee'these towns
- have as yet-not developed a major downtown core, most of the shopping by.
tﬁese residents is done in Edmonton.

- A

s

' The average increase in popubgtloﬁﬁfrom 1966 to 1972 for the city of
Edmonton was approx1mately 13, OOO per year, whlch represents an annual

increase of 34.: In 1970 the b#stems Research Group of the Federal

Government, progecttl that the Edmonton populatlon in l976fwou1d be

EVEEN
N

" 546,000 and in 1983 = 6.73,0.9,0--

R E ; . s N
Because of the relationship between retail salés and ‘popufation growth,

. . . o . oo ] ) . S . . B

‘it iy important to.examine any factors that may -contribyte to the

. Lo PR [T % ) N . v s 7 A o

continued_population_growthfpf the c&tglof EdmOntoﬂ: »Induetrlal emplof-’

“'menf opportunities could accelerafe Fdmonton's growth. :

-With new Alberta Government p011c1es whose aim is to keep more of our

natural resources w1Lh1n the Alberta. borders for proce531ng, by maklng 1t

- more expensive to export the raw products out of the province,’ the rate

of investment in Alberta could’qulte possibly 1ncreaee,r The'announce-

=y .

-
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3

“pursue an Edmonton site.

‘

“

'ment of the two price system for natural gas, which will force consumers

outsgide Alberte'ta:pay more_for the natural gas from Alberta, iskéﬁstep
in. this directiona§¢}n this specific case'theﬂintent ig to increase the

Sy
?

revenue from the naturél resource and at the'Same-time encourage establishe

‘ment of 1ndustries in the prOVangﬂ whlch 1nten51ve1y requ1re natural

ment, supply and serv1c1ng‘bu51ness, further transportatlon serv1ces by

e ? . :
‘gas in thelr manufacturlng process

. As a result of these pollcies,
2

Dow Chemlcal of Canada Ltd., and thﬁ“@rov1nce of Alberta are in the

process of negotiating for the" constructlon of .an ethylene plant 1n the

Edmonton area at an estimated cost of $2Q0,00Q@QOO. Und0ubted1y the

<

price of natural gas was a major factor in Dgfhemical's decision to

t - . i . -

" The second maJor prOJect whlch would affeg}’Edmonton, if constructed is

the . $5 OOO OOO OOO McKenZLe Valle) Plpellne to move- natural gas from

¥
Alaska to tHe- U?ﬁ for reflnlng and dlstrlbution. Whlle this route has

‘not been finaliZed and” while there is still doubt as- to the construdtion

of a plpellne at all Edmonton nevertheless has acqu1red the expertlse for -
. : ‘ 3

this:type of industrial'activity. The dlrect spin offs of the McKen21e.

- & .
Valley P1pe11ne in. Edmontons\should it be constructed would be the B

estab11shment of steel productloﬁ plants, expan51on of the heavy equ1p-

' .
. . oy ,', -

ot

alr, rail and hlghway carrler, and developmeht of 1ndustr1al equ1pment

v - "_)' .

: manufacturlng -and metal’ fabrlcatlng plants on an advanced level. The

establishment'and expansion,of’these'industries must Be considered-from o

both an invéstment and operating point of view. Initiélly a huge amgunt’

.of‘capital would flow into this city which would'provide employment for .a

..

80



R |
large number of people, while contlnulng employment and 1ncreased

employment would come from operatfhg bnce these industrlesfwere

Y

&

':established.> Should this pipel;ne prgceéd an estlmate of several hundred
'fmilllon dollars per annum has been suggested as a p0581b1e 1ncrease‘in -
’-additlonal manufacturlng 1nvestment. Wlth the shordage of crude_oil.
,becomlng.more acute and the contlnu1ng energy crfsis; the bnilding of
additlonal Athabasca Tar Sand extraction plants w1II"pf6§§BTy commence
“quickly. It ‘1s estimated that by 1980 seven addltlonal plants w111

have been bu1lt at a cost of approx1mately $7OO mllllon to one blllion

dollars- each. Total 1nvestment here W111 equal'or exceed the total
| - - - PR ) . |

a

investnent'for tbeiMcKenzie ValleyhPipeline. Impllcations for Edmonton
‘are obvious. Edmonton w111 become a ‘major supply and transportatlon
centre for supplylng these plants, both ln thelr 1n1t1a1 constructlon o lf e
} and in their operatrng 11fe, whlch_ls estlmated at 30 years, :
:;.“ “'# C v<\ l

: Another growing Alberta Industry which will certainly affect Edmonton”

'fas a snpply'and transport centre“is:the-forest products industry. 'In 'd,' ‘7l§??
1970 wood paper and related 1ndustr1es were exceeded onAy by the food' 'fié
_and beverage 1ndustry and»petrolepm prodacts in 1ts 1mportance to the ;v‘-;; -
Alberta-economy;: Two nev areas 1n northern Alberta Whlch could be

rd A

R ‘J:} * N ' "
developed as,vwod product centres are Whltecourt and Slave Lake and both

~ would requlre Edmonton to&bupply 1ndustr1a1 commodit1es durﬁng thelr

'Uconstruction and also once constructlon has been' completed

. e
<o PEE S
. -

~An industry which has recently been fostered by the Alberta Government is

' coai productlon.' Exports of @oklng coal used in_steel ptoduction to



" be through the further development of coking type of coal found

Japan have grown sharply since 1969, from‘891 769 ‘tons to 3 339 OOO’tons ‘
in 1971, which was 37% of the total coal productlon in. Alberta. In
1971 b4 279 OOO tons were used in Alberta alone, prlmarlly to generate o

electrical power. The Japanese are under contract to accept an average

. of 4.3 million tons of coal for 15 years. Thls, combined with increasing

domestic use for electrical power w111 expand this 1ndustry markedly

from the 1971 production. of $41 837 ,000. The beneflt to Edmonton will

quantltres to the west of Edmonton. Whlle our tremendous coal r
are now being tapped for exports, it is quite possible that in the\ future

Japanese concerns W1ll be encouraged to establlsh manufacturlng pla_ts,

includlng steel mllls, in or near Edmonton where the supply of coal is

plentiful.

< ,
Whlle Alberta is energy rich, new ventures are faced 'with high transporta-

tion costs to- the eastern market. At the present time the very complex

0'
4

- rate gygtem used to establish specific charges, favours markedly the
western flow of products to certain nest coast points only. For
‘ example, it is less expensive to sh1p steel products from Hamllton to i

‘ Edmonton Vla Vancouver than dlrectly from Hamllton to Edmonton. The ‘ L

A

provlnces of Alberta,”MAnitoBa, Saskatchewan aigd BritiSh,Columbia have

. LT ) . ' . 18 e ’ .
ﬂ'banded't08ether.to'lobby for fair and equitable rgtes. An improvement

in- this Situation would make it easier for ‘other manufacturers to- .

,locate in Edmonton and compete w1th goods produced in eastern Canada.

i In 1ooking at statlstlcs for the Edmonton economy, we see that from
f1965 < 1971 manufacturlng output has grown at an average of 6.5% per
uannum.; Thls figure 1nd1cates total manufacturlng of all types in

‘xEdmonton and is estlmated at .500 million dollars for 1971q An
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Aindication of deveiopments in industriai, residentiaI’andloffice o -
cohstruction is the amount of bu11d1ng permlts -issued. by the c1ty,

which ‘reached 235 mllllon dollars in 1972 representlng an- average -
increase of 7. 6% from.1965 through to 1972. Because the 1ndustrlal

area to the east of the clty is not 1ocated withln the c1ty houndarles,

i suchfiery maJor projects as the Gulf Reflnery expanslon costrng 80

.milllok dollars and the Imper1a1 011 reflnery addltlon costlng 200 mllllon

’

B

' dollarﬁmare‘not lncluded. If these projects Wwere included it would :
. IR . . - A
. T . o _ . : _— e L :
reflect the major industrial growth in the Edmonton economy. : . -
z'.\‘v' » ’ . '
The available‘retail mariet ié ofdmajor concern, for the retailer. : P

_ Figures are aVallable whlch show‘an increase for Alberta in department |

v ’r \
stores' total trade of 8. 8A for each year from 1965 to 1971 compared ‘ (

‘to 5 ZL for total retall trade. The actual department store proportlon

o~
of total retail trade has been, ;1sing steadlly for. all’ of Alberta frcm

. 12. 06% in 1965 to 15 19% in- 1971, 1In 1971 total reta11 trade was 2, 466 _ 1

! .

million éollars with the departmént stores aocountlng,for 368 million
~dollars. Department store sales in Edmonton for 1971 were 152 million

dollars. Depértment store sales for 1983 are.estimated?to'reaoh 600

millioq doilars.“HoweVer, should some of the previously mentioned -

projects come into being, Alberta and particularly Edmonton»wouldxexper: !
: A | ! : | | o R P
ience a major population increase due\to“the.employmept opportunities.

The investment'capital’which~wou1d*flow into Edmontonswould in turn

provide opportunities for other enterpfises to establish here and the

figurea for. retail trade could exceed the above estimate substantiallg:fm .



There is eVery indication that‘the Alberta economy will continue to

’

remain strong and’ v1brant over the next ten years even though a. slow
'hdown in the economy. might occur from tlme to tlme. Edmonton's economic

»act1v1ty will conttnue. With an 1ncreased populatlon the dlsposable

d

,1ncome for consumer goods w111 also 1ncrease. It isg, therefore, up to

the department store to ensure that they capture a greater proportlon of

the total retall dollar.‘
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PART II . | R

[

FUTURE RETAIL TRENDS N "
« ‘ _— s v o
< . Co . N ' R
() With economic growth expected to continue in Albertd and in Edmonton,
%

a11 1nd1catlons are, that w1th populatlon 1ncreases, retail sales will
continue to expand rap1d1y.~&bwever, in the final. analys1s all retail

'sales depend on the consumer and any changes in. the consumer s hablts'

, Ry ' . .
or 1dfestyle could .cause drastlc changes in thelr shopp1 bits and‘

A

rchanges in the amountaofq%fllars spent on merchandlse. Whlle 1t is: of_ &iii

- R 2 " ,‘25
... tourse impogsible to say specifically .what changes will océur in he

T

;

vf;;Perhaps the mest important trend which is likely to continue~is the -

L e . -
PR ) A~ . ¢
S decrease in the work week prOVldlBg a greater amount of 1elsure tJLe J - 7
' /

for the individual- and hls family. It is expected that by 1980 ﬁhe

retirement age in Canada will be reducedvto 60 years.i The work ng hours / :

.per week w111 decfeaSe for the 1nd1v1dua1 and*the retirement ge w111 be

. /T

. reduced. Disposable 1ncome,will nevertheless remaln;hlgh and qulte
- possibly increase_with‘the family unit as an increabing number of women. j

/‘v . . - w N ,' .
t is almost certain that the indlvidualﬁ

— t

are returning tO'the work force..

will spend more- of his dlsposab income‘on'leisure items‘anddactivities.'

Such items as sportlng goods, ¢ sual fashlons, a second home ln the | j.
country or at the lake, mobile homes\\hoats, snowmoblles, campers and

'similar items would ‘appear to be in growing demand. For those individwals
* R , ) . :



. P <
'(:\szg’ggrtain types“qf home ﬁurnishings. ?;' T

’ . z 7 \ T . e
_ A ” S .. .t‘“’

- . ' - -

- o “ ¥

“who car€<to spend more of their leisure time at home, a Jarge market
e St . s . - - - :

~

- T s . . - Lol : £
_would appear to exist for'such items as televrslons, stereos, stereo '

: . S
components,'garlous cooklng utens1ls,*bodks, arts/handicfgfts, hogbles,

i
~

do—it-yourself prOJects, packaged home 1mpfovement kits, sw1mming pools,

"x_ il .‘ R .'. \ .

’ >

B . o Cs et
. . P SR ST . L e
With the cbnsd%er'becoming more educated and becoming increasingly
_ _ ucd , : , A LIg 2
concerned about the'environment waste of all types and increasing
| - » —~ : ’ :

. cost of 1iv1ng, the consumer in purcha51ng mefchandise will be mowe

~0. *
interested in durabfilty, utility, value and generally in functional

merchandlse as opposed to fashlon merchandlse. If a fash{on trend is

started by virtue of style or activ1tyx‘its duratlon will be greatly
-

reduced in the future and“rgactlon time to-detect and exploit a new

4~

merchandise item will be brlef" BT

~ -
v

"

The desire of the consumer to purchase functlonal merchandlse as opposed

.

to fashign merchandise 15 already\ev1dent in man? ways.\ Increaslngly

consumers are annoyed by items such as refrigerators which have a short
-

. life span»onG years and furthermore require relatively frequent maln-‘

tenance at a high cost. In'some instances ittis less expensive to .
| e . -

discard an ltem such as a toaster, than to have it repalred\ even though

_ the part to be repaired is of mlnlmal cost. - Such 1tems are generally i

)

~
constructed go~ thaf’small parts ‘cannot be readily. exchanged but entlre

<

,units must be purchased which increase’the_cost oﬁjrepairs to the point °

where it is;moretéconomical to replace the item, Consumers are also -

expréﬁsing_theirh%jsh;for more‘functionaivarchandise by the type of.

. . i, e . . ) ", o - N o [T ~ é . . : . L ) i - .
: : . N Lo v S
. } R I o ,ooT . . .
. N ! ' . . .

£
| ,/‘;
% : .‘
P
) 's-‘
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& ( . N . ) . "* - (3 Q .‘ ) ‘ » . , ‘ ‘\\‘ ' ‘
‘*,‘ automoblle they are purcha51ng. Generally the ‘trend is'ndw.to smallerh

cars which pollute the- env1ronment to. a lesser degree and also érbvide)

,greater gas mlleage, even though small cars ﬁtequently do not haVe the

comforts of thelr larger counterparts, In view of thls attltude of

consumers, manufacturers w111 be forc

to;produce,;and retailers will |

be forced to sell merchandlse whlch\ls
.

nctionad and‘wnfch provideS‘a.
;easonable perlod of operatlon before the 1tem has to be~rep1aced. The

i

lgrge retaller will have to lobby with the manufatturers to obtélng.
R : J.

items'the publlc'w111 accept. v / i

‘ | - N

A greater amount of 1elsure time will alsotallow the individual to,

pursue cultural and edudatlonal matters. Ind1v1duals will do more.
travelling espeolaIIy throughout Canada and North Amerléa and w111
quite poss1bly vigit more art galleries and museumse. It 13 therefore

important that the retailer should recognlze these trends and prov1de for

these individual interests- for example - an expanded art gallery would
quite possibly be aTgOOd'combihat1on w1th art supplles. Book depart-
ments w111 probably receive great attention together with records and

musical instruments. If a department store does not expand these areas,

~

‘ then an increase in the number of consumer dolla:f Wlll go to specialty

stores. : . . R +

' Specialized stores will bec0me a greater challenge to the. department .
\ ’ . . B i “ii )
‘store and may eventually even dlsplace tHe dlscounter. As consumer,f;

a,\\znterest increases in new expanded areas of. merchandise, an - 1ncrea51ng
. number of spéEialty stores appear to establish themselves quickly,

X o

LI
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cateringnprimarily to.that,type'of merchandise. The department st sre
> : . . it /ﬁ

: w. P . ‘: .
is at a disadvantage because of the wide assortment of merchandise it

must carry:\‘Nevertheless_it is~important to decide which areas of
merchandise warrant an increasing amount of space, as 1nterest 1qFreases.
. R

Unless this is(bne, the department store w111 fate serious competition

”

from such new retailers as.children's shops, leisure stores, discount

-

storea, catalogue furniture show rooms, catalogue order hourges, and'

specialty sporting goods stores, to name but a few. ~°
_ : 3Lo . ; :

. A e o

. _ . _ . s
It\is difficult to estimate whether the greater amount of available

- P

leisure time Will be used for more personal shopping or for'morh

shopping from the home. if shopping from the home is 1nd1cated to be

. ’ ’

more popular, then substantial improveﬁénts must be achieved to service
: A

the consumer in this area.s

?

S
P

It is.difficult tovforecast the effect'of family shopping on the depart-'

ment store ih‘the-future, primarily, because no‘clear trendfseems to have

‘ ',estabiished itself as to what Will happen to the family in the future.

:Nevertheless, one trend appears certain which is the decrease in . ggmily
'size. InlCanada, the numbers of persons per family decrea&gﬁ oy 5 2%.
In Alberta the rate rem%lned relatively constant over that period w1Lh
1. 8 children per family, but in Edmonton the ag}iage family size had
decreasedvover this period. The trend in the decrea91ng size of a’
'family is primarily due toireadily available meshods of birth COntrol

'urbanization, increased cost of. living, together with increased cost

of raising children, and thexfact that people are getting married at.a

[+
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later age:or not getting married at all, If the populatiOn'stabilizes§

~in Canada,'it will have dramatic consequences>for retail sales. - Sales

from other regions.

"Even though.families in general appear to be decreasing»in.éize, there

is neVertheless,xa trend to-larger homes for those people'who‘purchase
LA

incfeases woald then come from either being an aggféssivevretailer or
e P e | = < .

\

N . . . ) ) i
‘being locatéd. in a very buoyant economic region which attracts people:

‘.Q‘

.’.’ _:.D ) : . ) ) .’
single family dwellings. At the same time however; there appears to be

~

~a trend to. apartment 1iV1ng especially high rise apartments for single

|
people and young married couplese. There is also a growing number of

individuals and young married couples whh are moving into town houses

and c;ndominiums. Town houses are'generally less expensive but provide

.

'many of the advantages of the single family dwelling. 'It'is obvious;

‘ 'thereforey’that to satisfy these different 1ndividuals, home furnishings

will have to be designed differently 4n_the future. The-indiV1dual L
: \ N

11v1ng in a single family dwelling or town house is v1rtua11y free to

_choose. any types of home. furnishings. The apartment dweller is interested'

in furnishings that are compact and w1ll fit into many dlfferent types

<.

of layouts and decors.'

While the, population of EdmontOn'increased from 371‘000-to.435 OOOrin.

)

. the period from 1965 to 1970, the total personal income almost doubled

“in the same period from six hundred and eighty five million dollars to

v

" twelve hundred and ninety eight million dollars in 1970. Even more
L \‘.

- slzeable jumpa 1in total personal income -are forecast for the future and

'3
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in Alberta in 1961, Was 127 500 or 30 8ZA of}the‘potentialfwomen j‘ .

.available for work. In 1971 this EZZSE§~is estimated at. 219 700 or

© that’ tends to. drrve up person&l incdme 1s the 1eve1 of education of the

K quite possible that the original flight to the suburbs, which ‘was

,more and ‘more people w111 take to living in apartments. Much of the

it is estimated that by 1983 total personal income.w1il be three times

. ~ c‘

the 1970 amount._ One important component of total personal income‘is‘.{

.'the income prOVided by the working ﬂomen..,The number of working w°men,~7»»3<"il

"

TR ‘e 1
40%. All the factors p01nt to the continuation of this trend-'in the

United States,/he portioen of working women is 60% now._ Another factor’

residents of the prov1nce. In 1965 there were }3‘500 full time

i

¥
. . .
< bl

'univer51ty students registered at’ the Univer51tY‘of Alberta. This SRR

\

figure almost doubled by 1969 and reached 34 971. In 1972, however,
-the growth rate was reduced somewhat which may be due to other educa-

L; tional lnstitutions offering advanced education, such as NAIT, §AIT

and various community colleges.

~
¢

'hWith.the rapidly increasing home costs, housingﬂ at least on an individual

L% a7,

basis, w111 be beyond the means of the average c1tizen.i.This is

vﬂ‘primarily due to the increasing land costs in ‘the. city. In a recent

. ._fﬁ,e N

survey taken by the Edmonton Journal which was published on March 22

71973 it was 1nd1cated that lot prices in two of Edmonton 8 newest

-

“'_ subdivisions were between $13 000 and $17, 000. Complicating this are

"

the incre881ng costs of labour and material. In view of this it ist.’

experienced shortly after the second world war,- will be reversed as

"

the cost of owning and operating a single home becomes prohibitive,.u

Tt

’



E high rise development in the c1ty of Edmonton has taken place in the ~'

R immediate vicinity of ‘the .. central business distrlct. Thls type of

development is provalent west of 103 Street and continues to approx- oo 4"

o r

: imately 124 Strbet and 1s bounded by the rlver on the'south and 104

i

Avenue on the northa o

i

-

“'The majot factor-in the development of the.downtownlbusinessrdistrict‘isi
bthe probiem of transportation. The systemfof arterialfioadwayéjfwhich
ihas eristed:in this-city for the past 20Tyears has_beemvsufficient.toi o
carry‘the'population3ofdthe city with a minimum amount ot congest;on,.)‘ : ?

i
L

'\\The;North’American eiperience‘however; has been‘that;soie_reliance‘on
‘theiautomobile has‘tended:to.deterioriate the downtown business district;
© The city of Los Angeles for 1nstance devotes 2/3 of its- total downtown

business distrlct to either the movement or: storage of ‘the automoblle.

Thls type of congestlon has- made downtqwn Amerlca unattractive. It

¢

would appear that the solution for the city oggﬂdmonton 1s construction of
a 1ight rapid transit system._ If such aﬁamstem is built and it qppears“
that it wi11 be, it will ensure that we have a liveable downtown as well
as easy access to the suburbs\ "If this can be brought about of course,

: the central businees district will benefit tremendously as the rising
downtown population w111 increase. The population of the central _

~ business district at December 3lst 1972 wag 16,431 and of that popula-
;tion 92,1% were adults. The working_population of the central business\

: diatrict is estimated at between 54, OOO and 59, OOO persons per day for

"1972. The construction of two major high rise apartment complexee in

the central business district and the recent announcement of a 20 storey



-_—v

4

?b §1pe ofhlang

~ communities.

. 5\.‘,".‘7\ . L ) . t - . ot

ontentidn that the reéidential limits,of the central

~cohmereial

s

estimated working

4

1981 is 79 000 peopl@,,

L4

family dwelliné will.'

=

:; driving and’ the slight lack. of retall and commercial ammenities are -A?.

’ g
an offset by the quiet peace and the prox1m1ty of the country

‘(;»-

t

- The effect of several centres of 25,000 people near. Edmonton would
,slightly reduce the retall demand in the c1ty and 1ncrease demand in

those centres %:ecipitating development of- shopping centres in these‘
ST : ) : *

14

complete—with a total population of just under 30,000 people.

one.sizeable development, including-an 85,000 square foot*Zellera store

. as & major’tenant.. Further expansion of that ‘centre can include a

[e]

major department store of another 85 000 to 120 000 square feet and is .

* ‘“ .i

'expected within the next five years, - ' o

e

f

/

to rise, those people .

"anithe city.' The relatively 1nconsequent1a1 time spente”

f
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T St. Albert has a population of 15 %QO as oﬁ December 31 1972 w1th an.

»

estimated population of 35, 000 for 1981. “The three. smaller towns with

populations between 4, OOO and 6 ,000 people are resideqtial centres for

93

: Edmonton s working population- Leduc, Spruce Grove, and Fott Saskatchewan.~

Although the potential,forvfurtherwgrowth-ex sts, 1t w111 most likely not

" be significant within the next ten years.

. B
< - .

.t

While the consumer has a choice of purchasing.various items or not, it is
vhi _ chot : 3 8 Ltems or not, 1

¥

uplto,the'rethiler to advise the consumer where and whdt to buy.

1o

: done through the media. InfEdmonton; the retailer'is fortunate because

there is only one daily newspaper with an average c1rcu1ation of 163,000

' copies daily. Included in this- circulation figure are many surrounding

2 t0wns and rural areas which account for about 54,000 copies daily. The

o newspaper's‘effectiveness covers both the metro area and a large'area of

1'\. rural Alberta. The p0331b111ty of a second paper 1s,;emote.

G .
'circulation 1ncreased 6 000 in 1972 and will continue to rise
.population. PR s . ' -_‘ N j
_— E _ ’

Television can be extremely effective 1n advertising, however

retailer has to consider two stations in Edmonton and dollars‘

advertising must ‘be Spllt. Wlth cable television hav1ng been

. recently into the city of Edmonton, a/new possibility is open

The .

with the

this is

1

here the
Lo

A "\\w

for. ‘ﬂ

3y

1ntroduqedA‘

~
\9
N

by<perhaps

setting, aside one channel which can be used atriqtly for advertising

’

o

- for any particular retailer. Agaiﬂ‘there are two companies QCTV and

Capital Cable, between which the city is split. At the present time

o L. \

50,000 homes have been wired for cable-connection and it is-estimated

o

[

f



that w1th1n two years the two companles w111 have the capablllty of

serv1c1ng every home thb1n the c1ty, and in some of the.outlying towns.'

K
- ,v.: . ’ 3

94

At the present time cable companies are not allowed to advertise on the

N
2)

o RSATIEE '
channels get a31de for thelr use. However,-publlc:1nterest-announceﬁ'

ments and movies w1th no commerc1a1 breaks are allowed. CIt 1s possible

A for cable flrms to brlng in F M. mu31c via the cable 1nstallation into

the home. Therevdo not seem to be any technical-factors which prevent N

cable cpmpanles from advernlslng on their own channels, but thlS is left’

- -
}

entirely to the 11censing and regulatory body for radlo, television *”

‘in Canada, who are‘presently treating cable;companies'as a public utility.l

S
P)

Allvcharges‘are subject‘to C.R.T.C; approval‘as"are all‘programa and
. ~ .

advertising. However, there does not appear to be any problem in

: produc1ng a strlctty product orlented broadcast, aalrules’aﬁd‘;egulatlons

can be changed epending on the pressure put on the C R.T C. In the

' future it is qu1te~posaible that this will be one extremely important

-
]

source of advertising for the retailer, in.conjunctlon<with the telephone,-

80 that a customer could merely watch their cable channel and then

C - t )
automatically order through-the telephone.

The general rise in educationalllevel and increase in lelsure time have
led to a greater demand-for all aspects of enterta1nment, One of the»

most obvious'reactions to‘this-demand is the F.M. rgdio,station. The

N

unique'aspect‘of this form‘of~entertainment.is its appeal to that segment '



‘ ) . 5. : . : ) .
. B LW . - L

of the population interestediin quallty products. The present success of

stations is. expected to. reflect only a small part of the future

'i> S . -
' In addltion to. the da11y newspaper, television, and radio advertlslng4
there are, of course, a number of minor newspapers and constant barrage

-of. fliers and'maga21ne and newspaper supplements used by small and large

retailers allke. These are de11vered directly to the customer's home. :»

\e Cable telev181on an&’F M. radlo mlght be important advertxsxng avenues

pfor the future.

I
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v When we . efggine the f%ge maJor retallers in Edmonton, Only Woolco,appears ;
. to have established a distinctive 1mage._ They appeal to the low and..

~middle income family stressgng low price and store hours which allow the
r S
whole family to shop together. Their 1mage ofriéﬁ?prlce is supported by

their store design; the method of. operation and?i&eir V1rtua1 lack of
, } o
s
"traditional department store services- dat the same time stressing the
o .. . . ;‘N; B E =
policy of "satisfaction guaranteed”.' R
v ] - . : -

-

Eatons does not seem to have a great appeal to any particular income group
in Edmonton, however, a'definite desiie to capture a target market'in y'},‘ﬁ"
n g’ ! R

~Edmonton appears evident by the addition of a Londonderry brancl. store.‘.jib

-Thef; tremendous experience in merchandi51ng elsewhere has as yet not ,

been"felt in Edmonton and it is certain that any market strateéy for

‘them would be. aimed at the middle income family.

~
&

: : _ P o
- Woodwards seems to have captured the middle income family in Edmonton

- which was undoubtedly accomplii?ed by their merchandising poliq& and

timely expan31on into the suburbs. Most important however, their

¢ e b fOOd department and automobile service’ ‘centres captured the middle
’income shopper by offering a one-s aQp family shopping qsntre. By being.
_relatively conservative in their.mer handise policies and adVertising
campaigns, they have managed to appeal to the generally conservative
'middle—elass,wthereby retaining ‘the food shopper to shop for their other |

b S
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'.'-:‘E 3 .
0NN strong and our fashion assortments are generally recognized as superibr.

~ wards tc- shop for thehlatest in fashi_n and other trend merchandise,'

1

e : ‘
needs in the same storecg While a'ﬁhopper is unllkely to v1sit Wood- i

hed - . N

they are assured that they will £in ,basic merchandise at all times and

o

-a good selection.of "established" fashion merchandise 1n,a11 sizes,>7

N

Furthermore; such important departments, especially xn suburban stores,'

R

as hardware ‘and automotive accessories, children 8 clothing, stationery
and drugs'aredextremely well developed. I f '”l R ‘ Lo

. - . . 1
While &impson Sears are a relative newcomer“to\the'Edmontsn retail scene- :
(1957) they have-been extremely aggressive in their eiiorts to capture
their target maz&et which also appears to: be. the middle income family.
While they have no food depaftment they?hEVQVensured that their<suburban

stores: are adJacent t& at least one maJor supermarket. Their primary

strength lies in their merchandising of men's and ladies' wear -and

A

= chlldrens' wear, hardware, sporting goods, home improyement’and auto-

motive accessories,-including auto_serv1ceﬂstation. They have been ..

successful in c;Pvincing theirgéuStomers that'they-offeé the best

g

s

‘quality at the lowest possible price, with dustomerlsatisfattion)guaranteed.

9

s

. . _
The Bay in Edmonton, uatil’ 1970 had only a downtown base with a strong

appeal to the young and the discriminating shopper. Our emphasis has

N 4 -

' been\on fashion - men' s, women's and the home., Our quality image is

?f;XOur late entry into the suburbs is a maJor cause of oux:failure to. increase

; our market share. With two‘recent shopping centres and a warehouse store,

. »
. . ¢

our total retail'space is 694 OOO.Y. . ‘» - ) .



. Woodwards'with the completion ¢f Edmonton Céntre, will. have 1,187,300
»equire:feet. L e e e 3 ‘i‘j'. R -[' ~
RN EARESEE Paoewen T I -\’ (R {;;’,
Slmpson Sears with Westgreenrln 1975 qill Hhve'&dS)OOO square féet. o m
. : e
N o . : R . & -
. ' k : . > - : B . )y’ ' ° ».7:,»‘
s
.. Eatons by 1975 w1th,two bargaln stpres and two Hbrizon Stores w111 bﬁye : ;g?
394,000 square feet. T S SO J‘.‘“
) w i K . . A ..'
It 13 p0581b1e that K-Mart will have added 80, OOO to 100 000 squgpe feet
in Edmonton by 1976 - 'f:v; e : e '-= L ‘;?r -
W :v‘ . . . o S . - - ; : . J
. 4 : : e v
-Edmonton Centre ﬁill‘bring»our per capita eqﬁare foot figures to 7.2, the _;_.
hl . . e L . v oo, N o . o Lo
- highest in Canaday , . . -7 . Tt g
R S SN : o ‘ o :
, _bfi’ o : - . S o . o ’ |
We have simply beeﬁ "out-stored“ by our eémpetitofs; ‘If we wish to . ,
achieve dominance of this market in ten years, we w111 need to. develop — \\ .
(\ cle) v
the equivalen§ of 300 OQO square feet of approprlate retail ébace. .
,Market domlnance might not be a profltab ~gpa1 for us in Edmonton in S
such a brief period as ﬁen‘years‘,,‘~‘ S W R
. o oo N B l*) .
)f ~ M '\" o
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. SiMpsdn Sears '

Yo

| . RETAIL SQUARE FOOTAGE ~ 1972 ~ -

. - '
Hudson's Bay Company

4

‘Woodwards - . v
Add Edmonton Centre - 1974

_ oA ‘;>;ﬁ»‘
. Woolco o ‘
« Simpson Sears ‘ ”
Add Westgreen - 1975
Eétéﬁs - S ) '
Add two Bargain Centres '73° & 74
' Add two Horizon stores '75
* RETAIL SALES 1971 .
;Hudéon's-Bay Company
L. ' “ ) . . o
Woodwards - ‘
»

Woolco

'Eatoné

. 694,861  sq. ft.
s

.- 7918,600° " sq. ft.
208,700 .
1,187,300°

479,000, sq. ft.

365,000 sq. fte
>‘»1001000 o :
- 465,000

v

334,000 .. sq. ft.

374,000

40,000

14,000 -

33

55;7 + 20.8
18

29.5 . -

19

- 99"

RN g



. § opreferences.

®
”Before we . actually apa
\
definitions must be di
group or groups of peo
" market has been select
-The marketing mik qs t
jfor the target market,
bcommunicating to theNt

befsold in the right pJ

product. When the wor

TARGET _MéRKET |

lyse what d%r target market‘should_he, a few
scussed. Target market refers to a.particular
ple to whom we wish to appeai.) Once the taﬁ;et
ed then the marketing m1x ‘must be established.
he proper’combination offering the right product
getting the right product to the target market,
arget market about the right product whioh W111
lace and finally charging the right price for the

d consumer is used we will refer to a11 the ,

'consumers who could p0851b1y be con31dered as potential target market

customers. When we speak of customers, we w111 refer ‘more spec1f1cally’

" to 1ndLV1duals who patronize our stores.

) - ~

BN

In developing our target market, it is 1mportant to understand the

consumer. ConFumers generally have a désrre to purchase and own goods,

(-~

irregardless of whether they are ffk%ncially able to: -purchase these

¢

oods or not. An individual still cherlshes material ObJeCtS as status

’

symbols to signify where he stands in the social heirarchy, ‘even though’

the types of material

4'Véry’different'from those types of ob}ects purchased 10 - 20 years ago.: .

5

objects purchased by the indivadual today may be

Material obJects 1ndicdte the individual's position in the.community,

4

'his fashion sense, ‘his tastes, and his differences and also his

.

’

M

’

.

100



(D), It must havé a large assortmentkofvbasic:%@rchandise, clearly - N

A department store is in an 1deal p081t10n to entice people to purchase

merchandlse because of their physical size, and because a conaumer who

!

1s not decided on spec1f1c purchases, is free to browee through the

_store. Thls is in contrast to the specialty store where 1t 1s assumed

_ that: once an 1nd1v1dua1 enters the premlses, he or she has a specific

4 ‘

item whichvthey wish to purchasﬁ. A department store,:therefore, must
provid:: two things: : N ' o R

LN

'displayed and also an assortfient of merchandise which is new
and'different.'
™ | | ‘
(2) The store mus¥® make it relatively easy to purchase merchandise by'
either uSing salespeopie or self-service and by having a readily
o ‘ _ : o
available credit aCcount system. Once a consumer becomes_aware_
that the department store is offering these two. things, retail

_“dominance ¢an be established._

The product is, therefore, the prime method of dlstlnguishing oneself

5from othets with pr1c1ng, promotion, and place (10C8t10n of stores)

being secondary in- 1mportance. If we can demonstrate ta the consumer ¥

T,

that our store i able to always offer a Broad assortment of basic

//
merchandlse in addition to prOV1ding new and dlﬁferent merchandise,

as soon as it becomes availabletfthey will soon become .our customers

H

and then price will od&y be used to establish preference between
different types of goods, provided that similar merchandise being sold

in other stores is priced competitively.

4
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. - . S .

Advertising, while extremely important in making the consumer aware of
) . ' ‘ L _ , T |
\\\\\ what goods are available for purchase, nevertheless,.doesn't creats a

basic desire in the consumer to own goods. -The desire to purchase -

' .goods is already preseﬂ%. Furthermore, location of stores is also

48E¢ondéry if the consumer knows tbﬁt in a«pérticdlar'place he can find

the goods that he desparately Tequires. ﬂaving:a number of different

k)

1bcétioné throughout a'larée metropolitan area, however, is certainly

to a-depaﬁ&ment‘store's:advantage'if.it wishes. to be dominant.

-

oo

[T . . -

-
S

. : ¥ )
- For the department store to.succeed in the fu%ure, it will have to ensure

that the fblloﬁing three f;étors:a:e‘met:
(l) It must create an imagecjbr itself by having a lafge aséorfhént -
of basic mérchéndise available to the consuﬁgf at allitimee;
"(2)\ Thé>1mag; which itﬁcreétég must_appééluto'the'brdadest group 6f
people in socie}y and pérticdlariy it must appeal to.the group of
'people.which holds ﬁhe.lafgest share of dispoéable‘income,‘
(ij“The.aepartment store @ust be ﬁ fashiOn.leéder, style lgader,‘aﬁd

life style leader in the community.

Our targegvmarket’is therefore identified as béing the middle income

e

ufamily,léithbadults.generaliy between é5 - 40.y§ars of ége._'wﬂile this
»target mArket has been'recognized7by Wobdwards,'Simpsqn Sears»aﬁd the

o7 Béy fo? a number of years, Wéodwards and Si&pson Se;rs abpear to ﬂave
been’é?re successful in cépturing thisvmarket;' The Bay, bavingA'
désparately triedvto,gag;ure this mafket, still appeafs to the cohsumef' -

«

- as being a atofe with,gobd-quality;and ﬁiéh'prices. Our custbmef is



| \ .

still primarlly upper mlddle class and evenr though a maJority of
, 'consumérs may come to the Bay to see: new and different products,'
they nevertheless return 1n the~maJor1ty-of cases,toueighen Woedwards

" ‘or Simpson Sears to make the final purchase. Ou; Basic product assert?
ment therefcre, does'not seem to appeal to. tﬁe middle 1nccme family

‘ apd it s, therefore, obvious that this fact must be changed.‘ ‘. j)'

-«

Our market study 1nd1cates this market has alluded us in the past and i

we ‘must assume our basic .assortment does not appeal to, the mlddle

income family. This situation must be.revereed_iﬁ all our units.- The

middle income family is likely to be: Y

'

.

4.relatively‘eonserVative
- gadget conscious

- home and family oriented .

(ﬁ\~ - interesxéd in family outdoor activities
: . : Lo o \ . ’

C - {7keg égpual faehions-

- lower priced chi}drenis wear
- do-it-yourself hobby_féns;

- still geered to the dutomobile

103
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- we have TREND 1tems, whi

104

- . MERCHANDISE R

e

- For clarificafion purposes, mefchandise will be divided int?;#hree :

. _classifications. First, me have BASIC merchandise, which is items -

that become'mor€7or less pOpular in the‘short;run‘and are'always'reql v

u1red by the customer. This group would include such items as eraseyﬁ

pencils, wool, golf clubs, television sets,QFertain standard sizes of

,<

,rugs, toastérs, etc. The second group bf merchandise is EASHION items,

whichhmfll basical

remain in demand over a lieg period of time,

’

nevertheless, change\in style. vsoch items as men's suits, ladies

IR

‘L - o 5
dresses, men's and-la,‘es shoes, are items in ﬂhis category. Finally,

are radically different from any prevrous

~

items we have carried, either in de31gn or style, but’ which the Bay
. _ y
should carrye. Such'items as electronic.calculators when they’were

by -

' first put on the market, and certain types of men's and. ladies clothing,

are only a few examples in this category. It is important to remember
that a trend item may- become a fashion item and eventually a basic item,
or the trend item may.never‘get past its original stage<

-

To appeal to our target market, we must always carry\a\:e:jonable ,\\\‘;

assortment;of_basic merchandise at all times and this merchandise'Cam
never»be‘out of stock. Furthermore we must*have an'aSsortment of

fashion merchandise with a proper size assortment. While'the assdrtment

~in this type of merchandise should be as broad as possible, it must

/

have an in—depth assortment.of sizes, Since financial constraints a@e

always present, -however, it is better to limit the assortment'inbstyles



'- v ' ..-— . . . s"‘ ) f\“ - - .

“in favour of an in-depthvass%rtment of sizes. .« |

,
.

, . . . . . a ) ~

" Tg extend our appeal to other groups of consumers who are not considered.-
{

‘to be our target market, such as the higher income groups, ‘and’ also

young people and students we must carry trend merchandise. This

.

v’merchandise will distinguish usg as being leaders in fashions, and

lifestyle. It will also allow us to cater to those consumers who would.
prefer more exclusive meﬁfhandiszrand who‘are interested in paying a- ./ o
higher price. Quite simp}j, we want to continue to cater to our | 2 '
E] 4 . - -

present‘ngup of oustomersJ who are primarilygupper income ogps'and
hypungkpe_ple, but nevertheless, capture the middle income family who is

now considered our target market.

An excellentvexample'of this redirection'in'our merchandising can be

seen in our sporting goods depajtment. ‘We have a reasonably good

| ..selection of fishing equipment, golf equipment and similar basic‘ | ‘ ’

merchandise° however, since bicycles and hiking - equipment have become
1popular, welhave exploited this area.as much as possible by hav1ng a -
‘flarge selection of merchandise and dévoting considerable]floor‘space to
\it.‘ It makes us a leader in "fashion" merchandise.' é;/f/e/same tnne,’
=‘however, we have such items asg ten speed tandem bikes, a side by side BN
. bicycle, and a gliding kite and a number of similar articles which are |
'.;new and different and establish us as a leader in sporting goods
'merchandise. This tyﬁ““of merchandising is certain to have an effect on f
how customers regard our sporting goods department.l A merchandise u-.f

‘ analysis of this type: should be performed on other departments and the

5 results should be exsmined in terms of sales. S l_. .
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In view of the fact that our target market is reasonably conservative
it is extremely important that our methods of separatlng our fashlon

items'from our ‘trend items is done in a reasonably conservat1ve ‘manner.
T T . . . [N .

s ,

.While'boutiques are'the'answer; it was clearly evident during t e opening

of odr Southgate store, that this'manner of.merchandising was noet

by the majority of eonsumers‘evenvthough.thda_ato:e was. located }
prelativelv high incomeyarea; A modification of-this concept of‘
‘bodtiQUes-however, proved'tremendously’succeasfdl in‘our iondonderry

store even though this ‘store is located in a generally 1ower 1ncome
‘area.v When we examlne Woodwards and Simpson Sears and Woolco we flnd‘
that their emphasis is on_merchandlse rather than decor which appears-

' :\to heba‘auccessfu1=approach in Edmonton. If,the Bay were to empha31ze
their merchandlse appeal to the m1dd1e income group together with a
'"moderately futuristic" decor as in Londonderry,’resultsfahould be_

dramatic.

A . ] - e .
In our merchandise development‘programs;_we‘must ensure that we exploit
'those areas that will have great demand in the coming yearss Our home

_furnishings and home decoratlng departments must be co-ordlnated by
"having the interior design studio become increasingly involved in -
advising the custome what types of furnishingsrwould be auitable for
-%their home. While our merchandlse in these areas appears to be
relatively attractive»'we'nevertheless:have merchandise:which does: '
hnot seem to fit into our total concept. Fﬁrthermore: some areas in .

home decorating could be expanded. An art galiery for example might o

“be developed 80 as'to offer our customera a fairly substantial assort-
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ment of-paintings at various price levels. We should also establish a-
stereo”component section az'this type’of,merchandisefappears to be
o ‘ . NG _ R I , ,

_gaining_great popolarity,and.in the future may become the most important

‘dommodity'especiaily forgapagtment dwellers.b'The trad1tiona1 stereo -ﬁﬁ_'

is too bulky for mo/:]ap rtments and; at the same time, it is not

A : ~

: fash'onable—to—have a stereo set these days. Accordlng to our survey
¢ E - -

it’would appear. that oux T.V. and stereo department-is reasonably well

.

patronlzed by. the Edmonton shopper however, the ‘same. cannot be said for

-~
-

our appliances. It appears that Eatons has a substantlally greater'

5
number of people shopplng for appliances than any other store.

’ would appear the Bay could gain signlflcantly in both of these @%ments

‘1f a concentrated effort waS'made to promote the Baycrest-name. At .
& - =
the same 1me, however, we must ensure that the Baycrest name carries

the quality that is generally associated’with‘this name., - This may

requirevthat in some instances the number of different makes-be reduced

to perhapstfour or five which have provenvto_perform satisfactorily.

[

. /
: established &or both men's and women '8 clothing, however, appears '

ﬁhen we look at clothing,bwe find that the Bay is relatively well EE
vto lack severely in children's clothing. By far the best selectionv
“in children s clothing appears to be in Slmpson Sears, with the Bay
showing relatively poorly in this area, When we examine the other
three department stores, thatJQQre surveyed, we find that the Bay
appears to be very strong in home furnishings, relatively weak in.

e

both hardware and drugs. Simpson Sears appears to be very strong 1n o &
: S Q,

hardware with Woodwapds béing very strong in drugs.

Y

)
-
.t
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When we. examine the merchandise, we find that beSides the actual
merchsndise the other 1tems that must be conSidered are - the serv1ces
that are offered to our customer. " All of these are perceived by*the

., customer as either'an enhancing of the product or-detracting from the
2.
product. - First, it was found in- our survey that the credit card ‘being.

carried by 1ndiv1dua1 consumers will determine in many instances where

-

that particular individual will shop. We have found that generally the '

greatest penetration of credit cards was achieved by both Woodwards
and Simpson Sears, w1th the Bay being in third place. This may be due‘
‘toveither our credit polic1es being too. strict or that a less than
adequate job has been done in distributing our credit cards to Edmonton

Q

A
consumers. In any case, it is something that must be rectiTied

. -'sz' :
immediately and it is our suggestion that a maJor advertiging campaign

5& o o
offering free credit for the first month be establishdﬂ- ‘ N ¢

The survey.also indicated that our customers tend regard us as being

';kanoyledge.v Sales-
he'Bsy} and depending_'
h-ge of our employees, this

will be thefimage that the'customer has.e( ihé'Bay. While it is virtually

‘ impossible to change the individual 1t is, nevertheless, possible to. .

. stimulate the above mentioned qualities in the employee through the o '0:.
environment that the employee is working in.“ If the employee believes

" in the Company, the operation and its goals, and it they re;lize that
.they are all sales people representing the Bay, then a different

‘attitude may be developed; This, however, can’ only be done through

i
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trainingland ‘the personnel functiOn is the prﬁnary instrument initially,

"however, once an 1nd1v1dua1 is in a certain department it beques the

h responsibility of that executive to further the: individual's training.

Department trainrng is espec1ally 1mportant where the inleidual requires

”h‘special knowledge to be successful in sales. Specialized knoﬁledge in

turn gives the employee confidence, assurance and pride which in turn -

' prodnces courtesy when faced by the customer. | p N |

: v - 4 _ ‘TS-’

‘Our image can be further enhanced by stressing our anique serv1ces,

thereby making the Bay as ‘complete a one-stop family shopping centre

vas possibles The number of special servlcea offered by the hay at

. this time far oﬂtnumber the serV1cesAoffered by any,other department
S . P -, .

store idDEdmonton. We must congtantly searchiforvneé_Seryices_which'

would be beneficial to both our'image and cnstomers, and_we must'ensure

kthat thesg.serVices.complimentkour total customer appeals. Services

that are related to.our merchandise,;therefore, should-appear to

"deserve more consideration and development than servicés that are

not related to our merchandise. Rentals, repairs,}and home improvementq

are demand areas. We should emphasize our unique food- service package..

-
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PRICE

While merchandise assortment is of primary importance in o@? appeal to

our target market, perhaps of. more importance is value. Unfortunately,

.

it appears from our survey that very faw consumers understand the W'or'é:9

'vslue and it would appear that . stre881ng price and quality 1nitia11y
would be more effective. |
It is of the utmost importance in capturing our target ‘market to be
competitive with other department stores and also to provide our
_customers with value, the best quality merchandise at the lowest - }

possible price. We do not‘want customers~who patronize our stores to

'purchase only trend merchandise, but we want trend merchandise to

entice them into our stores so they will.purchase:our‘fashion and basio

merchapdise.. Imported‘merchandisebis probablylideal'tobdistinguiSh us.

It is relatively easy -to become too concerned about price competitive=

ness: While a product’which is identical and”is‘soldfinpanother depart-.»

KRN

ment store “should obviously be priced at'the'same price, a'product'

which is slightly differe%a,or a service which is different should be

exempt to some-degree from price,competitiveness. It ig’ difficult to
measure the service provided to customers‘by two‘different retail .
establishments, therefore if one establishment charges a slightly

higher price because they know that their sefvice is superior, then

- this difference in price may be justified. When it comes to service,"

it would appear that price competitiveness plays a secondary role.

- - o

.".11,0 o
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v Thus far we have attempted to 1dentify our. target market, our merchandise

2
b

.offered to the,target market and our pr¥c1ng policies. Shopping ,:,;/: Se

. ’{,convenience however, was 1dent1fied in -our sﬁrvey by consumers’ as a

maJor factor and it is, therefore, important to give serious consideration T
..-:\ RO

.

- '_ - :'to thia.-' " N o T S
g‘ . . . . A. . ; .

- e : . 8 s . . - nooo. : » . . . ."/.
It is possible to identify nine different types of stores:

. . N v ) B L B - . - - .
Al | - o R = :
: , : e _ |

e K

‘01)--DOWNTOWN STORE - should have a very broad assortment of basic
4fashion merchandise;pnd be a leader in trend merchandise. .It
- -f - must be Made an exciting place to shop, providing all of sthe
| :E' services that are identified with us. We know downtown Edmonton .

to be lively, healthy, and growing. Its working population will -
1 9 . 1 .
-continue to- increase as will its residential appeal. Thegconcept.,

A

of the downtown store as a “flagship" is accurate.

e

. Our downtown store is our image location - 1f the middle incbme'

"family is our target, we - need to provide depth assortments of
Ao e - | . o
: &gﬁ,ﬂg;??7{7‘ .popular pricedimerchandise.l o - , o d
R o o | o e
Ve, Y . o : - : - . L

By : : - -

e (2) BRANCH STORES - should have a floor space of 100, ooo to 180 ooo

t

- square feet and should be 1ocated in an area with a populﬁtion of

. o approximately 50 000. to 80, 000 people.‘ Merchandise in th e
. - ) st _

atores ahould be more selective. It should cater to those partic-

~ru1ar people living in that community. While the“branch,store must

. . \
o
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ST ;7Ean be:considerablv reduced.f Promotions should generally be

Lo
o !

Y\~ have baéic,fashion,trendfmerchandise, the assortment nevertheless-\ .

e ¥y

a = . . . .\
confined to the downtown store, however maJor promotions must

-2 T e
Y ’

also extend to the branch stores. ‘5'

(3) COMMUNITY STORE - should be located in key are&s throughout the -

s city where branch stores have not been located and where regional

' 'shopplng centres are not likely to be d@Veloped, and should have a

.floor -area of between 30 OOO and 70 OOO square feet. They w1ll e

. < ,
carry no trend merchandise?and must have a<good selection of ba51c

and fashion merchandise in the departments represented there.

CIt is interesting that: this ‘was tHe initial approach of Simpson

. Searé in developing both Meadowlark and Bonnie . Doon. Bonnie Doon
o

':Opened in 1959 w1th 39 OOO square feet expanding to 70 000 ssuare
N

13

 feet in 1967. Meadowlark opened in l963 with 41 OOO square feet

.and expanded to 92, 000 in 1969.

(ﬂ)_»WAREHOUSE STORE - is. ideal vehicle for clearance sales of major

X ? ‘\
- items such as furniture and home furnishings merchandise. They

@ )

j{f.:ahould be located in selected areas of the city and can be close to
' _branch stores’ or community stbres, as their merchandise appeal is
N (

<

a

"-{) " quite different. N e ‘,‘- B f.

8 . - R . \ N m !tr-i"

TR . /- B : __e

. REERPEN i - / L . /

'\(5)' HOME FAS@ION CENTRES - aPtrend in Norsp Ameritan marketing clearly .

a0 L3
. indicates thj acceptabilitf:;f\fneevstanding maJor }urniture stores

-'in areas other than.downtown.v There is a great opportunity to quickly
o 3 ;,'.j : 7 .

e

IS
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.'achieVe dominance'iﬁ.hcme”?ashions'through their estaHIibhment.

Such a centre could also be comblned with Food Services and =

v Speciallzed §hops.:;, . N ,
S -

1
Ed

(6) SPECIALIZED-STORES ¥ these.types of stbzes,may have te'be conaidered

in the'future, should- competition for speeial merchandise stores o
* become severe from other retailems. We .may have to consider
. . . B . T - 3 ): . . .

special stqres'fbr furniture, children's wear, sporting goeds, etc,.,

S , : ) . o - .
and these stores can be located throughout the city and satellite
o - e : ' : o i
communities in those areas where the demand would.be great for this
, . S o ~ -~ . . .

tfpe ofbstore:, We will not conbern ourseiVes'further with

RS : . . ‘ ./ . -

-specialized stores as they do not seem to be required immediately,
) ! { ) . V _‘ - .., 2, ) ) a .

however, it is posgible that four or five years from this date,

competition may require us to consider these types of stores very

=éloae1y.

N —

-

(7) AUTO CENTRES - Woolco, Woodwards, Sfmpson Sears, and recently

4

Zeller('in Sherwood Park have all established facilltles locally

oy : : :
" to serve the motorist.{ The prompt establishment of T.B.A. 's ig

. ) ~ ) 2
necessary to complete our appeal. '

N

k)

(8) FOOD SERVICES - our commidaary %acilities now permit us to establish

£ ' o _ :
food service operations independent of our stores.

v

R

'(9) The communities immediatel#‘comprising Greater Edmonton have a total

population of 55 000 and growing. - f. e

3

. St. Albert R |
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b

5 o Lo

.. Fort Saskatchewan
Leduc
Sherwood Park

Spfuce Grove ’ ; v . .
- we must reach out to these communities by extending our delivery

service qu possibly establishing brand name dappliance stores

o =
. . ’ : . kK -
combined with Zenith telephone service.
N ,{ . - . : o . - . ‘___,."— o .

.§§y 1974 Woodwards will have a 500,000_squhre'foot lead in retail -space;

- _ . _ . - ‘
market domipance’ can only be achieved by a selected variable from the

abdve grouping.

.
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LY

The quality and content of our v1sual presentation . and advertlslng

general y relnﬁorces our strong youth and quality appeal. It does not

houever, reflect a famlly department store who wishes to portray a

strong”ﬂplue and serviee image.

i
o dl

‘Our dlsplay and advertlslng concept& must be " overhauled to support new

directions in market strategy for the- future.‘

' - devel p value 1mage program . "‘
- co-orjshate appeal to m1ddle income faﬁily

. develop in-store demonstration program for downtown

J o
-'expand promotlon of ‘unique servxees
L L IR . -
~"re-direction of institutiodnal advertising
. . R : .

- consider specific market appeals for
{1~ downtown working population
(2) apartment‘dwellers .

B

If we are to successfully redlrect ourselvee to a strong appeal to the

‘middle income famlly in the name of value and service, we w111 require

the full'co-operation of every member of ‘our management team,
i - : . .

[N
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Greater Edmonton over the next tén years.,

‘(2)

GENERAL

. MARKET STRATEGY RECOMMENDATIONS

116

?he.overall purpose of our strategy is to achieve retail dominance'in '

‘We know our appeal to the

youth and affluent to be strong, but we must redlrect ourselves to our

A

target market -~ the- middle income family._;'

SPECIFIC

(a)

(b)

(c)

(d)

ey

(£

(g) |

In addition, we should look at each opportunity to expand

L .

(1) We need more'outlets, conveniently located:

West Edmonton Regional Centre (with T.BuA.)

Expansion of>Southgate .

Two free standing Furniture Stores -
(approximate to Capilano and Centennial)

+Three Communlty Stores (with T.B A.'s)

(2,3, & 4) St. Albert,‘Sherwood Park, ‘Mill Woods

South Edmonton Warehouse Store

Londonderry and Downtown T. B.A. . (5 & 6)

f« -

Three Appliance Stores
Spruce Grove, Fort Saskatchewan, Leduc

160,000

© 60,000

90,000
90,000

20,000 4

420,000 sqs fta

6,00Q

ADDITIONAL SQUARE FOOTAGE 426 000

our food serv18bs.

(,'.).

Cﬁi) convé%sion of drugs to euper value departments

(111)

-‘Merchandise Assortments

complete appraisal of ehildren’s wear including Baymart

(

assortment examination of_camerae,

'

”

Ay



(iv) shoe department combination in.branch stores

(V) ‘full prodncx'appraisal in—appliances, T.V. and housewares

- (vi) 'assortment ‘appraisal of floor coverings
C(vii) expansion of art and home decorating accessorids
(wiii)’ hardware expansion in branch stores

(ix) careful reidentification of women' s wear i
(x) expansion in components, add pianos and’ organs : -
< (xi) full assortment comparison between Woodwards and Bay in
' Southgate™ ‘ -f)'
(3) ‘Credit o ST
‘ ﬂ(i) promote credit package as a fanily shopping card

(i1) program to aggressively acquire 15, 000 minimum new active
’ ‘accounts

- (411) establish membership in a welcome service

-

) Staff Training
(i) add Training Manager

- (11) add sales training specialist with training personnel in
: : branch stores :

S (114) develop specific mercbandise knowledge programs in key
.departments .

——

(5) Service
‘H‘(i) upgrade of cash wrap operations completely'
'(ii)i establish area sales desks
(111) promote?return policy statement - in advertising and‘in'store
(iv) ,examine big’ticket nerchandise‘handlingvand delivery: systems .



