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Thriving as a Retailer in 2022
Independent retail isn’t only back this year – it’s thriving!
The 2021 holiday shopping season was up 8.5% from 2020.
And the National Retail Federation forecasts annual retail
sales to grow between 6% and 8% in 2022. In fact, we’re even
winning against Internet shopping! The New York Times noted
in May 2022 that “Brick & Mortar Stores are Taking a Toll on
E-commerce.” Yes, in-person retail is back -- in a big way!
All across the country, retail businesses have stepped up to
the challenge of bringing customers back into their stores
after almost two years of pandemic closures. Retailers
employed many tactics in order to not only stay in business,
but to create a surge in retail shopping activity once
restrictions were lifted.
This whitepaper provides an overview of the successful
methods used by retailers to claim their slice of the emerging
growth in physical retail. You can use these systems and
methods to re-engage your customers, create a memorable
shopping experience, and thrive in 2022-2023 and beyond!
In this whitepaper, you’ll learn about:
• Experience: How to create a happy
and delightful space for customers and staff
• Curation: How to harness the ultimate superpower
of product selection.
• Connection: How to connect with other
small businesses within your community
and how you can support one another
• Loyalty: How to increase loyalty,
engage your customers and keep them coming back
• Outreach: How to use text and email campaigns
to reach customers outside of your store
• Social: How to leverage social media tools
to spotlight your brand
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Experience:

Creating a Happy and Delightful Space

Shoppers come into your store because they desire an
in-person experience that online shopping simply can’t offer.
They want to touch, smell, taste, and try-on items with the
convenience of a sales associate who can answer questions
and offer up alternative options. In-person shopping isn’t
just about crossing off an item on a shopper’s To Do list.
In-person shopping provides an entertaining, social, and
substantive activity for shoppers—or at least, this is the
opportunity inherent in physical retail.
So how can you create a happy and delightful experience
for your customers at your store?
First, decide what kind of experience you want your
customers to have in your store. For example:
“I want my customers to feel relaxed and taken care of
in my store. I don’t want them to have to search too long
for the item they need. I want shoppers to look forward
to discovering new items that surprise and delight
them.”
The more specific you can be about what you want your
customer to feel and experience, the better. Be intentional
about your experience; shoppers will see that you’ve created
something special and will return because your store is
memorable and unique.
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1. Experience

cont.

Next, think through all the aspects that contribute
toward creating the ambiance of your store so
that you can curate the exact experience you
want. These aspects may include:

Merchant Spotlight:

Encore Chocolates & Teas

• Sounds and/or music: Does your store’s
music selection reflect the mood you
desire? Is the volume set appropriately?
Are there ambient sounds coming in from
outside your store that can be muffled
somehow?
• Smells and aromas: What do customers
smell when they first walk in? Do you use
cleaning products with an overwhelming
aroma? Do you need to let in fresh air
through a window?
Do aromatic candles or diffusers help create
the experience you want?
• Lighting: Do incandescent, fluorescent,
halogen, or LED light bulbs align best with
the character of your store? How bright or
dim should your lights be? Do you need to
block out ambient light from outside?
• Product merchandising: How easily
accessible are your items? Are they all
labeled with pricing and helpful information?
Is there enough inventory displayed without
feeling overwhelming to your customers?
• Register area: Is this area clean and
approachable for your customer? Are your
point-of-sales (POS) and customer loyalty
systems visible and accessible?

The staff at Encore Chocolates & Teas knows a thing
or two about how to create a memorable experience.
Encore is an independent shop in downtown Olympia,
WA specializing in gourmet artisan chocolates and
premium bulk teas. The attractive space welcomes
customers with open arms and invites them to taste,
sniff and enjoy a wide variety of delicacies. The retail
space exudes ambiance, with plenty of natural light,
decadent smells and delicious tastes. Owners Dean and
Carla Jones started the business in 2013, and they still
frequent the shop to chat with customers and add a
personal, familial touch.
The teas and chocolates are displayed like works of
art–thoughtfully placed and stacked, categorized and
organized, leading the shopper through the aisles as if
telling a story. The shelves are bountiful and always full.
Packaged gifts are prestinley gift-wrapped with colorful
ribbon and crisp cellophane. Compare this to walking
down the candy aisle of a behemoth like Target. The
experience for the shopper is completely different–
one is merely transactional, the other is a meaningful
connection with the pulse of a community.
Encore isn’t just a place to go shopping–it’s an entire
experience to awaken the senses and exchange
warm smiles.
Snowshoe.io/encore
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Curation:

An Independent Retailer’s Superpower

Product selection is the superpower that
only independent retailers have. And you
can use this superpower to make your store
stand out in the crowded retail world. Every
shopper enjoys going into a store that feels like
a speciality boutique perfectly designed for
their distinctive preferences and their specific
interests. This is a unique value proposition
that independent retailers can bring to their
loyal customers. It’s important to understand
up front though, why this is important to
emphasize for your storefront or retail business.
In today’s world, anyone can go online and
find almost anything. But often, that search for
the perfect product is like searching for the
proverbial needle in the haystack. Shoppers
are often overwhelmed by the endless variety
of products available, along with the tidal wave
of sub-standard products, cheap knockoff
reproductions, and bait-and-switch product
offerings. Sites like Overstock.com and Amazon.
com actually make the buying experience
worse for shoppers who care about quality
and want to purchase a product that will last a
lifetime.

Independent retailers are perfectly positioned
to win in this world of endless retail. Instead
of providing every product in endless variety,
independent retailers have discovered that
their eye for high quality unique products can
satisfy shoppers who are exhausted by the
tsunami of products available elsewhere.
You don’t have to offer everything – you just
have to offer the right things for your particular
shoppers, tailored to their specific preferences.
Customers will have different preferences in
different parts of the country and at different
times of year. Ask your customers questions
about what they buy and where they buy it.
Listen closely to your customers to understand
their lifestyles, their preferences and their way
of using products.
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2. Curation

cont.

Here are some good questions to keep in mind
as you build a curation plan:

Merchant Spotlight:

•

What kind of products are regularly
purchased by your customers? Which
ones do they specify they buy at speciality
retailers or independent stores like yours?

Compass Rose

•

Are your customers interested in artisanially
produced products? Do they want to know
the product’s origin and path to market?

•

Do they desire to buy sustainable products?
Does the sourcing of the product matter?

•

Does quality of product matter to them?
Or does price matter more?

•

Is speed and delivery important? Or are they
willing to wait for the right product?

•

Do they like the product’s presentation?
Or is the basic utility a higher value to them?

The second step in product curation is to select
products that meet your customers’ stated
preferences. Sometimes it is useful to purchase
a small inventory of specific stock that meets
the specified requirements of your customers,
and then try out the product line for a limited
time, and see if it catches fire. If there’s interest,
build more inventory. You can use scarcity as a
driving function for the first few months, as you
“test” inventory updates.
The third step, once you’ve established a type
of inventory that is carefully selected to meet
your customers’ needs, is to build a “family of
products” around flagship products that speak
to that inventory’s values and functions. For
example, a store that specializes in high-end gifts
might want to add candles, perfumes, chocolates
and other “luxury gift” goods that accessorize
or otherwise accent the flagship products that
establish and define the store’s core identity.
Similarly, food or beverage shops that
have a single flagship product may want to
“accessorize” their inventory – such as gift
boxes, serving accessories or side dishes – that
continue to build your brand equity as a provider
of delicious food.

Compass Rose is a beloved daily gift store in
downtown Olympia, WA. The store specializes in
modern goods from local artists, handcrafted jewelry
and home decor. Kae Stair manages Compass Rose,
and she says that investing in the feeling of the space
is incredibly important to the store’s success. “When
customers walk into Compass Rose, they often tell staff
members, ‘I want to live here!’” says Stair. She explains
that by carefully curating their retail space, Compass
Rose offers customers a place to let go, escape and
be surrounded by beautiful things. Shoppers know
they can count on outstanding customer service with
knowledgeable staff members who can help them find
what they’re looking for.
This experience has created enduring customer loyalty
and retention at Compass Rose. When the store had
to close for three months in 2020 due to Covid, their
customers proactively purchased gift cards to show
their support and help the store to stay in business.

“We carry a lot of products that have such
interesting stories behind them. We get to know
the artists, and we can pass along these stories
to our customers. We try to offer pieces that
you can’t find anywhere else.”
- Kae Stair, Manager
Snowshoe.io/compass
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Connection:

Creating a Supportive Retail Community

Independent retailers thrive when they are part
of a community of small businesses who are all
open, engaged and helping to bring shoppers to
the area. Local shoppers want the experience of
walking from storefront to storefront, discovering
an item on the shelf and chatting with a
salesperson. They are there not just to make a
purchase but to support and engage with their
local community.
Neighborhood retail districts have a tremendous
opportunity to capitalize on this spirit and help to
deliver the kind of experience local shoppers are
looking for.
For a downtown retail district to thrive, it’s
important that customers visit more than
one store during a shopping trip. The optimal
number of stores is about five per visit to the
neighborhood. The good news is that shoppers
who visit a single store are more likely to visit
other stores. Research shows that crosspromotion for retailers lifts repeat customer
visits by around 80%.
Customers tend to travel “Retail Loops.” Visiting
certain stores in a particular order becomes
a positive force of habit. By encouraging this
existing customer behavior through incentives
and loyalty programs, neighborhoods can lift
repeat visits to the same set of stores by 45%
over time.

Here are a few ways your district
can support each other:
• Start a neighborhood newsletter
spotlighting different businesses in each
issue
• Make sure business owners are connected
via a listserv, monthly meetings or other
means
• Distribute neighborhood maps that sales
staff can hand out to customers and
suggest other stores for them to visit
• Engage in a neighborhood-wide
loyalty program
• Hold events such as street fairs, holiday
shopping promotions and live music events

“If we were the only store
downtown, we wouldn’t survive.
We rely on each other.”

snowshoe.io
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Loyalty:

Engage Customers & Keep Them Coming Back

If there is one key to a sustainable and thriving

So, how do customer loyalty programs actually
incentivize customers to come back to your
business? Well, they do this in four ways:

business model, it’s having a large customer
base of loyal patrons who keep coming back.
Acquiring new customers is expensive. A study
from Harvard Business Review estimates that
it costs businesses up to 25 times more to
acquire a new customer than retaining an
existing customer and building on that loyalty.
Not only that, research also shows that
highly-engaged customers buy 90% more
often and spend 60% more per transaction
(Rosetta Consulting). This higher frequency
of larger purchases can lead to a big increase
in profits—a 5% uptick in customer loyalty
can boost profits as much as 95% (Bain &
Company).

1

They make customers feel seen and appreciated.
Loyal customers will return IF they feel rewarded.

2

They build personal relationships with your
customers and improve their overall experience.
Effective loyalty programs help you to learn your
customer’s preferences and then serve them
relevant and valuable information.

3

They allow you to connect with your customers
outside of your store. A good program
transparently asks customers for their contact
information, which then allows you to send a text
message or an email with an incentive to come
into your store.

4

Loyal customers spend more money on average
than new customers. And when your loyal
customers spend more, they become more
emotionally invested in your business. So much
so that they become advocates for your store
and tell their friends and neighbors about you.
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4. Loyalty

cont.

Loyalty programs are an important investment,
but they have to be the right kind of programs.
After all, 54% of loyalty memberships are
inactive, and 28% of consumers abandon
loyalty programs without redeeming any
points (Colloquy Customer). Outdated
programs that don’t respond to evolving
consumer expectations, such as paper punch
cards, aren’t very beneficial to businesses.

Here are a few things to consider when choosing a
customer loyalty program for your business:
•

Price and Contract: How much are you willing to
invest upfront to try out a loyalty solution? What
kind of contract do you want to be locked into?
Are you okay with an annual or multi-year
contract? Would month-to-month be better for
you? Are you free to cancel any time?

An effective customer loyalty program needs
to be both simple and delightful for customers
and staff to use. That’s why many businesses
are switching to all-inclusive customizable
programs, such as Spark Loyalty® from
SnowShoe.

•

Ease of Use: It’s important that your loyalty
solution be easy to use for both your customers
and staff. How much hardware needs to be
installed? How much staff training is needed?
How much time does it take for a customer to
check-in to your system?

Spark Loyalty’s simple and effective system
makes it easy for customers to engage with
your business. There is no card to carry and no
app to download. Plus, minimal hardware keeps
a retailer’s register area looking clean.

•

Integration with Other Systems: Does this loyalty
program need to be integrated with your other
systems, such as your POS system? How does it
integrate with your standard business operations
and interactions with your customers?

•

Email and Text Campaigns: Does this system
offer your customers a chance to enter in their
phone numbers, email addresses and birthdays
so that you can send them offers and deals?
Does this system offer unlimited text and email
campaigns, or do you have to pay more for each
new campaign you send out?
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Outreach:

Communicating Through Email and Text

Your physical store presents a huge opportunity
to make an impact on your customer–but it’s not
your only opportunity.
These days, it’s not only important to engage with
your customers outside of your store, but your
customers actually expect it and appreciate it.
Communicating with your customers via email
and text allows you to deliver helpful information
and offers right to your customers’ fingertips.
Today’s leading customer loyalty solutions allow
retailers to send out an unlimited number of
highly customized email and text campaigns
to their database of loyal customers. These
campaigns take minutes to set up but can lead
to huge returns.
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5. Outreach

cont.

So, why are email and text campaigns so
effective? Well, here are a couple of stats that
might surprise you:

Merchant Spotlight:

Poké House

Email campaigns get up to 10x better
results than traditional email marketing.
The ability to send customized email campaigns
to your most loyal customers is one of the biggest
benefits to having a customer loyalty program
at your business. Custom email campaigns use
tailored messaging based on customer behavior
so that you can make sure to send the right
message at the right time to the right person.
This kind of customization leads to happier
customers and a much higher response rate. For
example, our research shows that Spark Loyalty’s
automated campaigns get 10 times better results
than traditional email marketing, which can
feel generic and spammy to customers. This is
because the Spark system determines the best
times to send incentives to customers to get
them back in the store. Merchants can create
strategic, personalized and well-timed campaigns
instead of just relying on standard email blasts
and newsletters.

Text messages are opened
an average of 7 seconds after receipt.
There’s no question: Text is one of the most
effective marketing tools a business can employ.
Text messages are convenient and trusted
by shoppers, and they can lead to immediate
interaction with your brand. It’s important that
your customer loyalty solution comes complete
with a text-messaging system that is compliant
with all federal and state rules. The system should
require full opt-in and consent for your customers
to receive your messages. This creates a trusting
relationship with your customer, which reduces
the risk that they’ll opt-out of receiving your
campaigns in the future.

Poké House is an independently-owned restaurant
chain with multiple locations throughout California. With
a menu that changes seasonally and sushi grade fish
sourced from Japan and Scotland, Poké House offers
the highest quality ingredients in each delicious bowl.
In early March 2020, Poké House had just opened a
new location in Monterey. On March 16, the Covid-19
lockdown began in California. Sales across all Poké House
locations dropped an average of 80% in that first week.
James wasn’t sure his business was going to make it, but
he got to work on a plan. He used his loyalty system to
send out text and email campaigns to his 200,000 loyal
customers. He kept his customers up to date on new
store hours, safety protocols, and where to place their
orders for delivery service.
Customers started to return, and Poké House hit record
high sales by April 15 — just one month after lockdown
started. 80% of their orders were now being placed
online from their database of in-store customers, due
to the success of their text and email campaigns. By the
end of 2022, Poké House saw a 22% increase in sales
from the previous year.
Snowshoe.io/poke-house
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Social:

Leverage Social Media
for Your Brand Campaigns

Social media is a powerful tool and a very
accessible and affordable marketing platform
for businesses. It is extremely effective at telling
a story and engaging your customers when
used correctly.
It’s important to keep your customer in mind
when creating content for your social media
accounts. Think about the kind of content you
like to consume on social media. What keeps
you following your most beloved accounts?
What kind of posts get you to like and comment
on that post? How can you create this same
type of content for your brand?
When managing your business’ social media
accounts, it can be helpful to plan out your
social media content in advance. Try planning
out your content a month at a time. This gives
you time to get your graphics in order, update
online content you may point to, and to make
sure you’re covering important dates and
events in your industry.
• What keeps you following your most
beloved accounts?
• What kind of posts get you to like and
comment on that post?
• How can you create this same type of
content for your brand?
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6. Social

cont.

Here are a few content ideas to consider when
planning out your social media content.

•

Incentivize your shoppers to share
about your store on social media – offer
discounts for hashtags, tagging, and
sharing your posts

•

Partner with other stores in your
neighborhood to promote your stores to
each other’s social networks

•

Introduce your store owners and
managers on your social media platforms
to make it more personal

•

Share your store’s history and story

•

Feature loyal and long-time customers

•

Celebrate important holidays and share
your store’s traditions

Keep in mind:
When a follower engages with you on social
media, it’s important that you are quick to
respond with helpful information. Make sure
to check your DMs and reply back in a timely
manner. If a customer leaves a comment –
whether positive or negative – make sure to
acknowledge that comment and respond
appropriately. Your social media accounts
are platforms through which your customers
can engage with you, just like a phone call
or email. Make sure to treat social media
conversations with the same amount of care
that you give to your customers through
other communication channels.

Merchant Spotlight:

Creamistry

The great U.S. based ice cream chain Creamistry
was founded in 2013 after founder Jay Yim was first
introduced to liquid nitrogen ice cream when he spotted
a street vendor making it during a trip to South Korea
in 2003. The first shop opened in Irvine, CA, and the
company began franchising the very next year in 2014.
Today, Creamistry has more than 65 locations throughout
California, Texas, Louisiana, Georgia, Arizona and Nevada.
The company uses all-natural and organic ingredients
with more than 60-plus flavors and toppings.
Since its early days as a mom-and-pop shop, Creamisty
understood the importance of creating customer
engagement to keep them coming back to their store.
They do this through both their customer loyalty
program and social media.
With a product like liquid nitrogen ice cream, it’s not hard
to get some Instagram-worthy photos. Creamistry’s
fun, playful and colorful posts stand out as you scroll
through your feed. They make sure to post frequently
and consistently, highlighting specific products in each
post and including quippy captions and hashtags.
Creamistry asks customers to tag them on Instagram,
and they have a whole story dedicated to reposting their customer’s stories. This kind of two-way
engagement helps to develop a strong relationship
with their customers, showing them that Creamistry is
listening and paying attention to them, not just talking
at them.
Snowshoe.io/creamistry
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What Are My Next Steps?
As an independent business owner, you’re already
wearing many hats. So don’t put too much pressure
on yourself to work on all components of your
business at once. Choose the aspect of your business
that will give you the most return on your investment
and start there.

Spark Loyalty offers a
complete solution for one
low monthly price, including:

For most independent businesses, this means
starting with your customer loyalty program. No other
investment creates the same amount of engagement
with your customers nor returns as much valuable
data to inform your future promotions and marketing
efforts.

•

One stand-alone counter tablet
and stand

•

Two Spark Stamps® to award points
and redeem rewards

•

Fully customizable program

•

Unlimited text and email campaigns
to your customers

•

Safe and secure data collection and
analytics

•

US-based customer service

•

Month-to-month membership
- cancel any time

How Spark Loyalty Can Help
SnowShoe’s Spark Loyalty® system is the premier
customer loyalty solution created specifically to
address the unique loyalty needs of small business
owners:

Simple to install
Easy for staff and customers to use
Cost-effective with no long-term contract

But most of all: It works!

Spark Loyalty has registered 25 million
check-in events with hundreds of retailers
across the United States and around the world.

Want to learn more?
Call or email the SnowShoe Team:

707-79-SPARK | info@snow.sh

Proudly made in Portland, Oregon USA
Email: info@snow.sh
Tel: 707-79-SPARK
snowshoe.io snowshoe.io

