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B
on-line and have followers, comments, 
blogs and links to stores for ordering 
make the shopping experience so much 
richer and different to those of us who 
grew up with either what Mum did or 
recipe books and maybe some TV.

Well it seems so obvious when I say it 
like that, and of course you will all say “I 
knew that”. Yes you did, but then I want 
to see the movers and the shakers in the 
cosmetic skincare world actually filling 
the gap between the technology that 
exists and the imagination to really make 
it work for the customer. There seems to 
be three types of interaction.
1 The elegant seamless way to entice 

yet serve. The digital assistant who 

typically known to shop for food on a 
daily basis. Yep there were refrigerators 
(you may recall my musing on the way 
my mum used her fridge), but there 
was also a need to see what the butcher 
had specially prepared, the grocer had 
in fresh. And then there was the added 
social factor of getting out of the house 
for a bit of a walk and a natter to the 
other ladies and shop keepers. The 
socialising was the driver.

As you might imagine, daily shopping 
didn’t actually mean that there was new 
and innovative stuff to eat each day. 
Truth be told, the kids and hubbies of 
that era were very resistant to anything 
but fish and chips on Friday and if it was 
chops and three veg it must be Tuesday.

Today, food shopping is different but 
similar, in one important way. Nowadays 
we tend to think of what’s for din dins 
at the end of the day or while at lunch 
chatting to our friends...so meals still 
have the social aspect but, unlike the 
‘pre internet’ era there is now a digital 
component where we can gratify our 
need to look up the latest of Jamie’s or 
Yottam‘s recipes. Of course that isn’t 
where it ends and the next challenge 
becomes finding the store that has the 
ingredients called for in the menu you 
have just chosen. Recipe books that are 

Before last week (now reading a month 
ago) I had an entirely different musing in 
mind.
Then I went to a brilliant seminar where 
3 speakers talked informatively about the 
way changes in “grocery” FCMG (fast 
moving consumer goods) are rapidly 
taking shape. The room was full of 
people from suppliers providing a diverse 
range of products to the FCMG retailers 
and we all had plenty to take away and 
think about.

The first speaker began with the state 
of the conventional supermarkets and 
their devolution or even extinction, 
mainly everywhere else except Australia 
(for the present). The international 
figures and trends show a clear picture 
of consumers moving away from what 
we thought was conventional shopping 
(read supermarkets) to discount groups 
and digital online purchasing. The 
figures were actually startling, and I 
guess doubly so for those who own 
supermarkets.

Then with the next speakers 
revelations, I thought I had been sucked 
through a wormhole back to the 50’s or 
60’s. So why?

Well, in the food sector, in the 50’s 
and 60’s, consumers or “housewives”(as 
they mostly were at the time) were 
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is just that bit easier.

Now this “almost half made food” 

revolution is not just happening with 

foodstuffs and meals, it’s happening 

even with raw materials in our cosmetic 

world. We get blends and packaged up 

miracles, that can make formulating 

either fantastic and simple (“gee that 

worked well”) OR dead boring (“how 

dare they tell me how”). The experience 

(as a formulator) depends on whether 

you are a beginner who appreciates all 

the help they can get or someone at the 

other extreme (the likes of a Heston 

Blumenthal) turning the mundane into a 

near magical experience.

What about cosmetic/skincare/

personal care consumers in the social and 

digital world? What is their experience 

of their cosmetic or personal care 

purchase?

I think Colour cosmetic brands 

twigged very early that they were not 

part of just skin care et al. They were 

FASHION and thus played the game of 

new stuff all the time and some magic 

gimmicks here and there. And I am still 

baff led that frock shops and makeup are 

not in the same store. Both are totally 

linked in my small and humble opinion. 

If I could get made up at the same time 

as made over, well here is my credit 

card!

A few companies have done 

something newish in skincare, like the 

brand that makes ones face instantly 

smooth and not a wrinkle to be seen 

(you know who I mean). But then they 

are not really digital or personal or 

social except for the massive amount 

of BUZZ that is created through 

advertising and television and maybe 

demonstrations. With this type of 

product or line there has to be a 

gimmick that shows up instantly in 

a demonstration and works well on 

TV. Then it goes viral and Wham, the 

sales go through the roof. If it happens 

to be a really good product that does 

in fact work, then the chances are 

repeat purchases will ensue and the 

product will last quite a while in the 

marketplace. These days I take that to 

mean at least longer than six months!

knew her, like the pharmacist or butcher 

(you had to trust your butcher). Once 

established, the links of loyalty were 

strong and long lasting. Is it little wonder 

that the brands of our childhood seemed 

to be so durable?

Since we got hooked to our phones 

and the internet, relying on the online 

approach can fail when there are no links 

to get the goods. To create my wonderful 

Yottam dish that I discovered on TV, I 

needed to check his website to confirm 

some of the details. Having determined 

what was needed, it then took me ages 

to source some of the new and curious 

foodstuffs, as they certainly WERE 

NOT in my local supermarket. So 

instead of having the instant gratification 

I thought I might get from an online and 

then shop experience, I needed to ask 

around my Lebanese and trendy friends 

who knew where to buy this stuff. Social 

communication AGAIN. Now I could 

have done this on Facebook, but it is not 

instant, it really is not like actually asking 

someone face to face.

. . . in Australia and I must 
say in Asia as well, there are 

bricks and mortar shops 
to go to. Unfortunately, 
my experience is that in 
Australia they are not, on 
the whole, staffed with 

eager and knowledgeable 
assistants . . .

Contrast that experience with recipe 

bloggers like Jamie who has been very 

savvy and gotten into the swing of things 

by producing not the menu, but the 

entire meal, fresh ready to cook, without 

the pain. I am not talking TV dinners, 

but nice fresh stuff with maybe a sauce 

or so that Jamie has lovingly branded. 

And as an added bonus, for the cost of 

following some very simple instructions 

we get results that allow us to pretend we 

are Masterchefs! And here’s the kicker, 

big advantage here, being assured it will 

work takes away a lot of the stress of 

cooking. If you can deliver something to 

the table that everyone is happy with, life 

remembers you and then makes sure 

your purchases are ready and waiting 

for you…no queues and you are 

Special.

2 The clunky, the ding as you are 

walking around the store or and being 

told that “ding” xx on special.

3 The downright creepy when your 

phone knows where you are and tells 

you about it unnerving with too much 

contact.

Maybe there is the fourth. Just 

NOTHING. No contact even with 

heavy duty social sites that you log onto 

just because you want contact with your 

“friends” and NOTHING happens. 

Awful

Life is just not an instant or NOW 

type of life, just one that we do not have 

the time or inclination to prepare menus 

in advance. We still want company and 

contact and that’s why social media is 

SO huge. People want their say and they 

are sick to death of cold and soulless 

shopping.

So after the day to day type of 

shopping of the 50’s and early 60’s, the 

late 60’s and 70’s saw big supermarkets 

and shopping centres replacing 

strip shopping. With the rise of the 

supermarkets shopping entered a newer 

and more impersonal phase. Quite 

frankly, apart from the convenience, 

the customer experience of personalised 

service that prevailed in the 50’s and 60’s 

was largely lost. For different reasons 

the rise of the supermarkets also led to 

many suppliers having an equally poor 

experience as well.

Before the supermarkets opened up to 

extended trading hours we all did the 

BIG shop once a week. This was good 

for the supermarkets because we would 

all overbuy. Then throw it away or keep 

the odd food experiment for later. So 

except advertising agencies, for everyone 

else involved with supermarkets, the 

experience is on the edge of intolerable

Back to my mum’s shopping 

experience which was, on close 

ref lection, also about loyalty to an 

establishment and to brands she trusted. 

She only took advice from known and 

trusted sources that she spoke to and who 
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a point of difference and offer some fun 

retail therapy. For the most part these 

types of stores are not discounters, and 

they never will have the brands that 

are happy to go half price ten times a 

year in a warehouse environment. But 

what they do have is variety, and they 

have contact and social cachet. And the 

assistants are more like advisors and we 

can enter and there is always something 

different. We do not have to be loyal 

to a brand as such, but loyal to the 

store brand that looks after you. They 

become the 21stC version of my mum’s 

butcher advisor.

When young people use the Internet 

they cannot even conceive of what it 

really is, they think it is all real and 

take all information pretty evenly. 

The highest hits overall are Dr Google 

diagnosing every ailment known to 

mankind, (I get sick just by reading the 

symptoms) and on YouTube the silly 

cat videos trump all others. So I have 

decided to reinvent myself as Dr Kitty, 

and become a needed skin renewal 

creator and advisor. Personally I quite 

like both, so here’s Dr Kitty ready to 

dispense her advice:

It is a lot easier to market digitally or 

conventionally with special groups like 

mothers or babies where a blog or a club 

can be made with helpful hints hitting 

ones smarty pants phone regularly, and 

maybe this is possible with hair, or other 

life needs? Hey if it can plug into another 

special needs group like allergic skins 

then maybe there is an opening for the 

good Doctor.

One thing is clear, the days of just 

getting one’s product on a shelf to ensure 

success is well and truly over. Brand 

owners can’t expect that a passer-by will 

love it on sight and buy it forever more. 

The new reality is that unless there is an 

app or some other digital thingy going 

on that makes it fun, convenient or 

loves you or reminds you to use it, your 

product is likely to occupy shelf space for 

only a short time.

The internet and web pages or shops 

are just another shelf by the way. It is all 

about the way that shelf is used and how 

it relates to people that is the point.

You need to go to the store to see what’s 

available. See something and don’t buy it 

then and there and it has gone forever.

Then there are the seemingly millions 

of loyalty clubs, but they have to be 

good. And most aren’t. The points have 

to be worth the trip to the store. If not, 

their plastic loyalty cards are just more 

junk to carry around.

a consumer now has easy 
access to information 
to assist in making the 

best possible purchasing 
decisions. And have the 

means to share their 
opinions by publishing 

feedback about shopping 
and purchasing experiences

Notwithstanding my general 

assessment of the state of retailing in 

this country, there are great stores that 

do have brilliant staff who really know 

their stuff. Many of the independent 

Australian cosmetic stores are like this, 

in that they are exciting to enter, have 

Also there is also the way stuff is 
sold. Here in Australia and I must say 
in Asia as well, there are bricks and 
mortar shops to go to. Unfortunately, 
my experience is that in Australia they 
are not, on the whole, staffed with eager 
and knowledgeable assistants, which 
drives this shopper crazy. I know I can 
walk into a department store and pretty 
much it is a dead zone. Even the counters 
that are populated do not appear to have 
welcoming assistants, rather I find them 
intimidating, and not exciting. Anyway 
the department store is dead if something 
does not change…or is it already? 
Debate.

The second speaker also talked about 
delivery. Retailers have all this real 
estate that they have to get us into on a 
regular basis. For many items one must 
try before one buys. Awful for retailers 
who go to the huge expense of a store 
that is then used by consumers just to 
test products, then go on line for the best 
price, too cruel, but some retailers fight 
back with some simple methods to get 
people IN STORE to BUY.

For instance, CottonOn is a clothes 
retailer that has a six week fashion cycle. 

Figure 1 The Doctor Kitty is ready to rock
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essential home truth: an online presence 

and associated digital tools aren’t the 

product, just the means to bring the 

product to the attention of prospective 

consumers. At the end of it all, you still 

need to have a product that fulf ils the 

needs/desires/ wants of the consumer, 

so make sure your product embodies 

those qualities before you start your 

journey

Contact me, Margaret Smith 
marg@syndet.com.au or tune into 
www.syndet.com.au to see us all in our 
little nest in Bayswater.

social contact. ( Just like Dr Kitty.)

Retailers and brand owners 

increasingly have a raft of digital tools 

that, used carefully and with skill, 

can provide the customer with a more 

dynamic, personalised, and rewarding 

shopping experience. Used correctly, 

and in conjunction with other strategies, 

these tools can mean the difference 

between being nimble on ones feet and 

being caught f lat footed.

Finally, and this really should come as 

no surprise, the third speaker told us an 

You have to go to your customer, not 

them to you. By and large, the some of 

the big Aussie retailers and Brands make 

me despair with their marketing media...

almost all hard copy type. Horrid, 

expensive, often poorly targeted and 

not at all personal either. Just recycle 

fodder and it makes all the products 

associated with the advertising so much 

more expensive. And suppliers really 

hate it, they all want NEW stuff. We are 

different to the days back when but we 

are the same in our feelings and needs.

Nowadays, it seems to me that 

the mantra is that NEW and 

SOCIAL CONTACT lives and 

CONVENTIONAL, lazy and 

impersonal DIES...debate this and 

choose.

notwithstanding my general 
assessment of the state 

of retailing in this country, 
there are great stores that 
do have brilliant staff who 

really know their stuff.

And if you’re keeping count, you’ll 

have noticed that I’ve referred to only 

two speakers in my musing so far. 

Perhaps you’re wondering what the third 

speaker talked about, and whether they 

said anything of interest since I haven’t 

mentioned them at all? Well here goes:

The third speaker brought things to 

a close by reminding us that shopping 

in the digital era can be a rewarding 

experience for consumer, retailer and 

brand owner alike.

A consumer now has easy access to 

information to assist in making the 

best possible purchasing decisions. And 

(potential double edged sword here) 

have the means to share their opinions 

by publishing feedback (both good 

and bad) to the marketplace about 

shopping and purchasing experiences. 

Interestingly the speaker and the 

business pages in the newspapers have 

reported that women owned startups are 

the ones most successful social bloggers 

and utilisers. Maybe women are still 

the same as my mum’s time and like the 
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