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while back I visited a local specialty fitness retailer to
a check out elliptical trainers. The one at my club gave me
a good aerobic workout, but I was thinking about the time I would
save and the convenience I would gain by having an elliptical in
my home. Since starting my own company, I began skipping work-
outs because I lacked the energy to go to the club as much; there
just weren’t enough hours in the day.

I scanned the sea of gray steel and heavy machinery with the
woman friend I'd taken along. Inside, I hoped I could remain in-
conspicuous to the sales staff until I could make my way to the el-
liptical trainers. I meandered through the maze of treadmills, step-
pers and rowers and finally found three ellipticals. On them were
signs listing basic features, but that wasn't enough: I had a lot of
questions and needed help. Once a salesman appeared, he answered
my specific questions nicely enough (I had done my homework on
the Internet!), and I tried out the machines.

“Are the foot platforms adjustable on these machines?” T asked.
“They seem too far apart for me and aren't really comfortable.”
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“No,” he answered. “But the mechani-
cal guts of this model are made by the
same company that supplies most of the
gyms.”

“Uh. Ok,” I said, not sure if that meant
I should be comfortable.

That started him on a technical roll and
he went on and on about the features of
each of the three that stood around me.
Information swam around me, and I felt
a bit lost. So I asked for brochures, telling
him I needed time to think about all the
details. We maneuvered around the gath-
ering of other staff at the counter as he
searched out some brochures with spec
sheets. He stapled his card to one and en-
couraged me to call with other questions.
“Thanks,” T said, and my friend and I
glanced around the store hoping to find
a place to sit and look at the materials.
But our only choice was on top of one of
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P marketing

the treadmill decks. Instead, we left the
store to sit in the car and talk.

WHY YOU SHOULD CARE

My own shopping experience truly ex-
emplified that when it comes to spend-
ing money, all women worry about time,
money and physical image. They want
quality products that fit, plus personal-
ized service, especially when making
major purchases.

And for good reason. Women control
85 percent of the consumer purchases in-
fluencing 95 percent of total goods and
services sold in the United States, mar-
keting research has shown. This translates
into an economic powerhouse of women’s
consumer spending equaling a whopping
$3.7 trillion. What’s more, women pur-
chase 50 percent, or more, in stereotypi-
cally male categories such as automobiles
and computer equipment.

When it comes to fitness and sports,
women have been making it their own for
several decades now. And increases in sales
of exercise videos and equipment for the
home come from a desire to include fitness
in our busy lives—something that can help
with much-needed balance—despite time
crunches. Whether purchasing online or
in a store, 80 percent of women are the
primary decision-makers when it comes to
health and fitness products. Nearly a third
of all American households now own and
use fitness equipment, a trend that is still
growing, especially among women.

EMOTIONS: HOW WOMEN SHOP

We are labeled emotional and impulsive
buyers when quite the opposite is true. A
third of women use the Internet to re-
search before buying. Be sure that your
staff understands how to treat women who
visit your store: We will usually have a
good idea of what we want, be knowl-
edgeable about the product—and have a
lot of questions.

While women don’t buy on emotion, we
do prefer emotive buying experiences
compared to men and there’s a perfectly
good reason for it—we are wired differ-
ently at birth. The field of gender neurol-
ogy reveals that men’s emotions and their
ability to verbalize them are on opposite
sides of the brain making it physiologi-
cally more challenging for men to relate to
and discuss their emotions. In contrast,
women’s emotional response and verbal
centers are integrated on the same side of
the brain. Women say, “Don'’t tell me what
a product can do; tell me how it’s going
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A FEW RESOURCES TO UNDERSTAND THE
FEMALE SHOPPER.

» Johnson, L., & Learned A. (2004). Don‘t Think
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to make me feel.” Men want to just get
their purchase done and get out. Women
want to linger and learn how it will work,
how to use it, and how it will make us feel.
Men make decisions by stripping away
extra information. Women prefer to add
information to the process, requiring a
longer selling process.

But, wait, there’s more: Men’s brains are
organized to identify and to process ob-
jects and communicate using facts and
data, while women’s brains seek under-
standing emotions and relationships.
Therefore, women most often make final
purchasing decisions based on the rela-
tionship with the retailer, while men re-
spond to statistics and quantitative data,
such as the features and breakdown rate
of the equipment.

What does all of this mean to you? Take
the time to explain to us how your equip-
ment works and how it will make us feel
without (and this is key) talking down to
us. Create the right shopping experience
so we buy and spread the word among
friends. Don't sell us things and objects
when what really moves us are emotions
and feelings.

» Message: Respect our knowledge and
our process.

TIME AND CONVENIENCE

Women continue to have so much family
and work pressure that our most precious
commodity is time. Not having enough is
our biggest concern. Although we are dis-
cerning customers who want to be sure
we are buying right, especially for large
ticket items, above all, we don’t want our
time wasted. For whatever it's worth, we
have little patience for poor service or poor
quality. We notice small things. If a sales-

clerk treats a man poorly, he thinks, “What
ajerk,” while a woman may think, “T hate
this store. I'm leaving and never coming
back. AND I'm telling all my friends.”

» Message: Respect our time.

BUILDING RELATIONSHIPS

When women find a business that un-
derstands them, they spread the word
among their friends. We make our buy-
ing choices based on ongoing relation-
ships with retailers. We insist on trust and
loyalty when building relationships with
people, brands or retailers. We just don'’t
have time or tolerance for relationships
that don’t support us fully. Treatment that
says, “We're on your side,” attracts us.
Treatment that says, “We're the expert,”
repels us. We are also more price-con-
scious than ever, yet we seek creativity
and care over discounts.

» Message: Respect our relationship.

DETAILS, DETAILS, DETAILS

Women have an eye for detail and notice
when even little things are off. To us, the
small things make more of an impact. We
assess a business by taking in a hundred
small factors. Everything from the clean-
liness of your store to the music playing,
from the attitude of your staff to the design
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of the shopping bag gets our attention.
Turn this to your advantage by investing
in amenities women appreciate.
Colorado-based retailer All About Fitness
(recently purchased by Busy Body Home
Fitness) had invested in change after dis-
covering that 60 percent of its foot traffic
came from women. The simple environ-
mental modifications to its stores resulted in
exponential increases in sales. Enhance-
ments that produced big results included:
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Toning down the environment—Bright walls
became muted colors, and the store
added real plants and softer lighting..
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Creating “mock rooms”—Environments
that simulated attractive home settings
allowed customers to visualize the
equipment in their home.

p

4

Adding a children’s area—Keeping kids
happy, safe and occupied kept parents
fully engaged in shopping.

Smart retailers understand the huge dif-
ference these changes can make to their
business and the industry as a whole.

» Message: Respect the details.

HOW TO WIN WOMEN
CUSTOMERS—FOR LIFE

The escalating economic power of women
is one of the biggest business stories of this
decade. Since women make 80 percent of
the decisions when it comes to health and
fitness products, fitness retailers can ill af-
ford to ignore the demographic. But NOT
ignoring us is not the same as attracting us,
and simply attracting us is not the same
as building a relationship with us to win
our loyalty. It’s not as hard as it seems.
What we want is simple:

» Demonstrate that you understand us

» Give us quality and personalized service

» Pay attention to detail in product de-
sign and customer service

» Give us choices—not endless choic-
es, but the right choices

» Appreciate that we prefer a longer
selling process

» Tell us the truth

» Respect our desire to understand what
we're buying before taking it home

» Show us some love. No, really, but not
what you're thinking. Give us some-
thing unexpected (discounts or a
small gift for being a great customer)

» Don’t waste our time

I never returned to the fitness store to
purchase the elliptical trainer. And I spent
very little time with the brochures. The de-
sign of the trainers didn’t grab me, so I
pitched the paperwork in the recycle bin
and simply vowed to stop working earlier
and get to the gym or at least go for a bike
ride or walk. When the rain and cold blows
back in, I probably won't return to the same
retailer. Not that it was a bad experience,
it just wasn't a great one. Besides, I'm just
too busy to do it all over again. &

Kate Bednarski is founding partner of
Asterix Group (www.asterixgroup.com), a
creative brand strategy, design and adver-
tising firm with a specialty serving the
women's market.

» To become a free GearTrends® trade member or
to give us feedback, go to GearTrends.com.

Thanks for buying the

best

for your customers!

Quick recap why:
1. Extremely profitable

y

2. ‘Unique patented products

3. National advertising support
4. High consumer loyalty to brand
5. Great'repeat purchase product line

6. Credible, honest and passionate company since 1991

7. Endorsed and worn by many pros
8. Excellent packaging
9. Awesome customer service

If you'’re not selling the best belts, gloves
and straps in the market, give us a e¢all.
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