TIPS FOR NON-SPECIALIST RETAIL

How to sell more

Entertainment retailers have key lessons to be
learnt if they want to maximise in-store sales,
says Daniel Todaro, managing director of field
marketing specialist Gekko. So take note...

[RETAIL: THE STATE WE'RE IN]

WE'VE surveyed the effectiveness of
a number of High Street retaillers and
found that the true gaming specialists
are exceptionally good at doing what
they do = the likes of GAME and
Gamestation know what they need to
be doing and have a very loyal
customer base.

you ane getting around the same level
of information and chaice, but there is
no recommendaton. 5o from 2
gamers perspective, would you buy in
thiat store? | doubt it. In the non-
specialist type of stores, it's often
parents baying for their kids, and
again, they need to get decent advice
on whether a game is the right
format, suitable for the child and the
right version = it is a complete
mineficld. For a lot of the non-
specialists it appears to be a rather
formulaic approach. They look at the
top ten titles and stock those, but you
can get those in pretty much any
supenmarket, too.

There'’s a great deal of confusion
outt there for the non-gamer = |
wouldn't know what to buy my
daughter and currently you wouldn't
got that advice from anywhere ¢lse
but a specialist

What are the likes of Virgin and
HMY going to do to address the fact
that games are getting bigger than

There's a great deal of
confusion out there for the
non-gamer. Currently you
don’t get advice anywhere
except specialists.

Those kind of retailers get
customers who go in every Satunday
or at least once a month to get advice,
recommendations and so on.

O the other side of the coin, if you
go to an HMV or to your local Tesoo

miussic — are they going to be moving
games from the back of the store to
replace music? Everyone’s in a battle
to survive and gaming is one of the
ways to do that. The competition is
going to get very ferce.
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THE FIVE POINT PLAN

There are two distinct types of consumeg the non gamer - such as parents -

and the

gamars themsakes. Both nead to ba targeted separately by gaming manufacturers to
achieve maximum exposure and sales opportunity.

MERCHANDISING

Consurmers might have an idea of what
games consoles or games they want, but
at the same time thay nead to know
what Is avallabla to them.

Displays should highlight tha most
popular products (with revbews’
e planations). Most purchases do not
oCour on impulss, thay are driven by
first day releasa, availability and the
must-have gama Target ing and driving
impulse purchases through should be
dona through genuinaly affective
promotional displays.

STAFF TRAINING

Customers need reassurance that theay
are buying the right product, 50 a
confident, know ledgaeable staff mombor
i5 an invaluable resource

Each staff member will have vary ing
knowladge and experienca. It is
Imperative to identify thess indiv kdual
strengths and assign appropriate staff
to a specific skill areas

Recommendations of a game or
console can be paramount in helping
niew gamers, of parants of gamers, make
a chokca

DEMONSTRATIONS

Consola demonstrations illustrate

tec hnological advandcas in gaming and
maks a lasting iImprassion on the
consumer. Without demanstrations a
non-gamer may not understand that a
CONS0 ke can Serve 1O operate various
media entertainment.

BRAND AWARENESS

With the trémendous introduction rate
of new consoles and games retallers
must Clearly identify @ach brands
attributes/differences to guarantee
Consumer rust,

GAME INFORMATION
AND 'SILENT
SALESMAN TOOLS'

Consumers often want to reseanch
products by themselves but with such a
vast sebection on offer it can become an
overwhelming process, especially for
new gaming consumers. Information,
guides and clear advice must ba on
display as it ultimately strengthens the
sales process



