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Challenge Analysis

Panelists

Brent Torre, VP of Product, 
TimeTrade:  “To set the stage, 
we need to recognize that we're 
living in a different era of retail. 

There's been a shift in focus from buying 
products to building relationships.

The way people buy has changed. We have 
new expectations. We want outcomes. We 
want solutions to problems and not just 
more stuff for the sake of ownership.

Today’s consumers want customization, not 
generalization. This is being compounded by 
the challenge of matching the convenience of 
the on-demand economy, where consumers 
have instant access to near infinite options. 

One strategy to do this is to use brick and 
mortar assets to help differentiate your 
brand from pure-plays. To do this effectively, 
you have to start changing your thinking on 
how you use brick and mortar locations.

Organizations that are succeeding are 
developing experiences that engage 
customers in fun and playful ways to help 
the consumer learn about outcomes and 

what they can achieve with their products, 
rather than the products themselves.

You don’t get the same experiences in an 
e-commerce platform that you can in-store. 
For example, I can watch a video of a fashion 
show, but that's a very different experience 
than sitting in the front row, having a 
visceral reaction from being there in person. 
This delivers brand loyalty much more 
effectively than a digital experience.

Our studies show that consumers have come 
to want and even expect these experiences. 
In fact, research has shown that 74% of 
consumers say they're more likely to buy 
a product when they're engaged in either 
an appointment, an event or a class that 
features the product. What’s more, 65% of 
these consumers say that they have a better 
understanding of a product or service as a 
result of those events, which has an impact 
on both the customer satisfaction and their 
propensity to return a product. In this way, 
you're increasing both the sales and the 
stickiness of your products. 

Karilyn Anderson 
AVP of Digital Marketing, CRM, 

and Loyalty 
NYX Professional Makeup

Lauren Mead 
CMO 

TimeTrade

Brent Torre 
VP of Product 

TimeTrade
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Millennial Buying Power 

Experiential Retail is Driving 
Business and Loyalty 

Brent Torre, VP of Product, 
TimeTrade: We constantly hear 
about the millennial 
demographic, but there’s a real 

reason for it. As of this year, millennials are 
expected to represent $200 billion in 
spending power. That’s the largest of any 
generation as of 2018.

What better way to reach this audience than 
by offering experiences that feature your 
products and services? You’re combining 
what they’re looking for with the products 
and services that you offer.

One of our most mind-blowing findings 
is that millennial women represent 85% 

It’s one thing to take an ad-hoc approach 
to experiences and have a one-off class 
or event. However, to really embrace this 
change you need technology to pull it off 
across your store network while maintaining 
your brand image throughout the process.

You can’t leave it up to your store 
managers to do this in a consistent 
way without disrupting your brand or 

of millennials’ spending power, which 
translates to $175 billion annually.  
When surveyed, more than half of these 
women say that experiences will drive their 
biggest purchases in the next 12 months. 
That equates to about $92 billion dollars in 
expense tied to experiences for millennial 
women alone. 

Today, about 80% of retailers that 
we surveyed are planning to roll out 
some type of experiential program in 
2018, or at least more experiential 
programs than they did last year.

potentially conflating what you’re trying 
to communicate to your audience. Digital 
teams are typically too small to execute 
these programs at scale. This is where 
technology comes into play. 

Retailers from all segments are using 
TimeTrade to help them fully embrace and 
execute intelligent customer engagement 
programs across their store networks. 

This generation 
prefers experiences 

over material things. 
In fact, 72% would 

prefer to spend money 
on an experience than 

on a product.
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From Best Buy’s workshops and Geek 
Squad appointments, to Lowe’s kitchen 
remodeling appointments and consultations 
through their website, Nordstrom leveraging 
personal styling appointments and of course 
NYX’s makeup lessons that they’re offering 
through their site. These are just some of 
the ways that brands are using technology 
to help differentiate their store experiences 
and increase the speed at which they can roll 
out these programs.

And the results are real. Our customers 
are seeing anywhere from a 25% to 30% 
lift in sales of the products that they demo 
in these appointments, events or classes. 

There is a similar effect on average order 
value (AoV) and retailers are also seeing a 
lift in branch store traffic between 3% and 
5% just by having these events, getting 
more people into the store and keeping 
them there longer. When you educate people 
on what a product is, what’s the best fit 
for them, and then show them how to use 
it, your returns and exchanges will also go 
down significantly.

All of this is because you’re engaging people 
in a way that’s really meaningful to them, 
whether it’s a one-on-one appointment or in 
a group session where the best salesperson  
in your store is leading a group of people, 
consumers respond very positively to that.

Defining Experiential Retail 
Strategy

Brent Torre, VP of Product, 
TimeTrade:  When we define the 
pinnacle of experiential retail 
strategy, we think of Apple. 

Apple does a fantastic job with their “Today 
at Apple” experience. 

“Today at Apple” allows consumers to come 
in and participate in an event, such as a 
class on how to use your iPhone to take 
better pictures, or an in-store party with a 
live DJ.

TimeTrade is helping other retailers deliver 
this same type of in-store experience for a 
significantly smaller level of investment. 

We see this everywhere, like with our client 
Best Buy who offers photography classes, 
classes on how to choose the right drone for 
your kids so they don’t immediately crash 
land it and return it, and others. This is a 
big part of their strategy as they’re trying 
to differentiate themselves from Amazon. 
It’s also had a positive impact on their stock 
price, so they’ve invested more into offering 
these experiences.
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Developing an Experiential 
Retail Strategy

The first key element to an experiential retail strategy is ensuring that you provide 
omnichannel promotion to your consumers. Make sure that your experiential offers can be 
seen on whichever channels your customers want to use, whether it's social, web, digital, 
e-commerce , or email.

The next step is to intelligently personalize the way you engage and follow up with 
customers once they register for an event, class, or appointment. Whatever message you 
share, to do this at scale, you need to ensure that your branding and messaging is centrally 
controlled by your digital marketing team. This also allows your store operations team to 
focus on delivering and executing an exceptional event.

Step three is to provide the framework to coordinate and develop your program across the 
levels of your organization. This is a bit different than the way organizations traditionally 
operate. Across tens to potentially thousands of store locations, there is a need for 
orchestration of learning on how to run an event or schedule appointments. On the other 
hand, centralized staff are in control of the branding, the messaging, the positioning, and 
all the digital assets that go along with this. Products like TimeTrade’s help organizations 
do that and manage that at scale. This all starts with an omnichannel approach, providing 
brands with the tools they need to get front and center of consumers whenever they're in 
their moment of need.
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About NYX
“NYX Professional Makeup was 
founded in 1999 in Los Angeles 
and sold to L'Oreal in 2014. NYX 
offers a professional cosmetics 

assortment at an accessible 
price point. With more than 2,000 

stock keeping units (SKUs), NYX 
is different because it fits in 

the space between luxury and 
mass-market. There’s a lot more 
competition in this space today, 

but our breadth of SKUs and 
professional point of view makes 
us unique in the current market, 

with high quality products.“

Karilyn Anderson

Case Study:  
NYX Professional Makeup 

Lauren Mead, CMO, TimeTrade:  
One thing that is interesting 
about NYX is that they opened 
their first retail store in 2015 

when many other retailers were closing 
locations. What was the big driver behind 
NYX opening physical locations?

Karilyn Anderson, AVP of Digital 
Marketing, CRM, and Loyalty, NYX 
Professional Makeup: L’Oreal has 
other brands with physical 

locations like Kiehl’s. During the acquisition of 
NYX, developing physical locations was 
something that they definitely wanted to try 
because of the product assortment. We didn’t 
have a retail partner that was going to sell all 
2,000 SKUs. The only place you could go for 
that was really online.

A physical location was the one place we 
could expand to do that. The vision was to 
have a candy shop mentality for the sale 
of makeup. We opened our first store in 
Santa Anita, California in October 2015 

and then rapidly expanded to 42 locations 
across the U.S., and more than a hundred 
internationally.

Out of these stores, Union Square is 
definitely special. It’s the place where we 
get to test all the digital experiences that 
we have ideas for, and innovation is highly 
encouraged.

In my role, I focus on digital innovation, be 
that online, with our partner retailers, or in 
our stores. In Union Square we test most 
of our experiences, and see if customers 
respond to them. What we are really trying 
to understand is, what should be a store 
associate-driven experience, and what can 
we do through digital that the customer will 
respond to. 

Union Square specifically has a digital 
sculpture where in-store shoppers can get 
user-generated content based on the color 
of clothes they’re wearing. They can also 
view content on a digital brush bar, the lash 
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bar. They can also shop a custom palette 
builder that lights up and tells them where 
the palettes are that they want to add to 
their pack. In this store, we also have a kiosk 
for booking in-store appointments to reduce 
the friction for the customer and to make 
services a more visible part of the store so 
that they know that it’s available.

Lauren Mead, CMO, TimeTrade:  
How do you work with your team 
to make sure the customers’ 
experience, whether in-store, 

online, or through your mobile app is really 
consistent with your brand?

Karilyn Anderson, AVP of Digital 
Marketing, CRM, and Loyalty, NYX 
Professional Makeup: We’ve 
launched with a lot of vendor 

partners, and we launched our mobile app all 
in the past year or so. Everything came 
together and was iterated on top of each 
other, so there was an overall strategy of 
where we wanted to get included in that 
vision. Then, our task was figuring out all the 
pieces to get there. 

In October 2017, we launched our NYX 
Professional Makeup mobile app. This is the 
ultimate way to experience content with 
NYX. I think seeing content on a website is 
great, but we wanted to deliver our content 

in a way that was much more natural to our 
consumer in an Instagram type format.

The app serves as the platform that 
connects the channels, so it plays in 
between. The customer has it with them 
at all times, and we use that to market the 
various tools and experiences that we have 
online and in-store.

After a lot of testing and learning, we found 
that in-store, we need to focus on delivering 
a consistent and delightful customer 
experience from the interaction with the 
store associates and to take away the 
friction by using technology.

By contrast, online, we hope to inspire 
customers with content, reviews, and 
imagery in order to educate them on the 
product so they can make an informed 
purchase decision and now, with the app, 
take that experience into the store.

We also partnered with Yext at the same 
time that we rolled out appointments with 
TimeTrade to make the appointments very 
visible. Yext is our knowledge management 
platform and store locator solution. We rolled 
out “book appointment” CTAs on our store 
pages, added store locator to our emails, 
and really drove awareness of the services 
program in order to build up bookings and 
interest in the program.

“After a lot of testing and 
learning, we found that in-store, 

we need to focus on delivering 
a consistent and delightful 
customer experience from 

the interaction with the store 
associates and to take away the 

friction by using technology.”

Karilyn Anderson
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Metrics for measuring the 
customer experience

Karilyn Anderson, AVP of Digital 
Marketing, CRM, and Loyalty, 
NYX Professional Makeup: We 
track our key metrics including 

basics like biweekly and monthly sales. Sales 
are tied to services, specifically AoV both 
with and without services. That’s their first 
indicator on how our programs are going and 
if anything shifted.

In addition, we also track service customer 
behavior over time. Once a customer is 
identified as a service participating customer, 
we want to track if they are coming back into 
our stores or shopping online, and are they 
experiencing another service.

We also use the Yext platform to gather all 
of our reviews in one place. That’s where we 
have Google reviews, Yelp reviews, and first 
party Yext reviews. We have a system that 
alerts us to any review that’s three stars or 
less. That comes to my inbox on Mondays.

This is pretty easy to keep up with if you 
do it on a weekly basis, allowing you to 
have red flags on poor experiences. Our 
store team also uses traditional NPS 
score measurements. In this day and age, 
the millennial customer wants everybody 
to know what they thought about their 
experience, not just the brand.

By giving your customers the ability to post 
on public platforms and also setting up a 
process to responding to those reviews, they 
feel that we’re listening. This has been highly 
effective and it’s given us our best learning 
directly from our customers. 

In terms of success, our service customers 
spend three times as much during their 
visit than a non-service customer. The 
strategy is definitely working and it’s just a 
matter of making sure that it’s consistent 
across all of our stores, both in the US and 
internationally.
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What’s coming next? 
Karilyn Anderson, AVP of Digital 
Marketing, CRM, and Loyalty, NYX 
Professional Makeup: Our 
services at this point are up and 

running, which is wonderful. That said, we can 
work on multiple digital innovation projects at 
the same time. I have 20 on my list right now. 
Next for us is figuring out omnichannel.

L’Oréal isn’t a retailer across all brands. 
So, defining our omnichannel approach is 
something that’s been a challenge for us, 
and we’re working on that this year. I think 
the customer expects returns online and in-
store, or delivery via online pick-up and store. 
And obviously, many other brands already 
have that.

In addition, we released our mobile app last 
year for iOS. This year, we are working on 
Android. What we see from the mobile app is 
that customers love having one place to go 
for beauty content.

Most of the content in our app links directly 
to Instagram so that people can build up 
their followings, and that really spoke to our 
consumer. We are going to need to continue 
listening to the customers, seeing what they 
want and making sure that we deliver on that. 

Brent Torre, VP of Product, 
TimeTrade:  Beyond experiential 
retail, we now have access to all 
this data around consumers 

and their visits. Next steps should be taking 
that and putting it into action. Artificial 
intelligence is a great way to do that.

For example, you will be able to understand 
what a person’s visit history tells you about 
what offer you should be putting in front of 
them next. If you have a regular customer 
and they don’t come in for a month, you will 
be able to automate an offer to reengage. 
On the appointment front, based on a single 
customer, their demographic, what store 
they’re in, etc. you will be able to determine 
their likelihood to show along with actions 
to take based on the expected show rate of 
that person. Leveraging artificial intelligence 
to help us with engagement across the 
board is something that we’re seeing and 
we’re spending a lot of energy on developing.
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TimeTrade 

WBR Insights

TimeTrade helps leading brands optimize engagement through all phases of the customer 
lifecycle. TimeTrade’s intelligent appointment scheduling platform harnesses the power of artificial 
intelligence to improve meeting scheduling strategies through real-time customer insights and 
actions, producing better meetings and higher growth businesses, with TimeTrade customers 
outpacing their peers by nearly 3X. Tens of thousands of businesses – including leading global 
banks, retailers, and software companies – use TimeTrade’s Appointments-as-a-Service platform 
to deliver the personalized attention expected by today’s on-demand consumers. To learn more 
visit TimeTrade.com or follow us on Twitter, LinkedIn and Facebook.

WBR Insights’ team of content specialists, marketers, and advisors believe in the power of 
demand generation with a creative twist. With senior executives from medium-sized businesses 
and Fortune 1,000 companies attending more than 100 WBR events each year, we are uniquely 
positioned to energize your organization’s marketing campaigns with a full array of marketing and 
bespoke content services. Learn more at  digital.wbresearch.com

https://www.timetrade.com/
https://twitter.com/timetrade%3Fref_src%3Dtwsrc%255Egoogle%257Ctwcamp%255Eserp%257Ctwgr%255Eauthor
https://www.linkedin.com/company/timetrade-systems-inc./
https://www.facebook.com/TimeTrade/
https://digital.wbresearch.com

