
UWE FABER-BILLOT 

Global Category Management & Shopper Based 
Strategy 

 

INNOVATION THROUGH CO-OPERATION 



 

What makes her shop ? 



 

What makes him stop ? 



Working together towards being 

Two key needs for change:   

 
1. Reduce Complexity 

2. Increase Seduction 

IRRESISTIBLE instore 



The status quo 

Each supplier fights for:   

 
1. More space 

2. Better space 

 

Key tool: More and more news… 

Innovation = Product news… 



Working together towards being 

What can a supplier bring to the table?   

 
1. Shopper understanding/psychology 

2. Category strategy proposals 

IRRESISTIBLE instore 



Barriers of not buying customers, ranked 

1. No need to buy 

2. Can buy cheaper elsewhere 

3. I couldn’t find what I wanted 

4. I couldn’t make up my mind 

5. Product I was looking for was not available 

6. I did not have time for shopping 



Shopper psychology 

The right amount of choice:   

 
1. Paralysis, rather than Freedom 

2. Less satisfaction from choice made 

IRRESISTIBLE instore 

Working together towards being 



 

POS: Mom and Pop store in the 60s 



 

here you get almost everything! 

 

POS: Mom and Pop store in the 60s 



Past: POS = Point Of Supply 

POS 



Past: POS = Point Of Supply 

POS 



POINT  OF   SEDUCTION 

POS 

FUTURE: 



APPLE 



Hollister Co. 



POS  

Beauty Stores 

+POINT  OF   SEDUCTION 

-COMPLEXITY 



P.O.S.itioning 

 

Why „Have it all“ or Having the „Biggest Assortment“  

may not be a winning strategy 



AMAZON.com 

Millions of sku’s… 



Replenishment goes online! 



Cheap-est – difficult to be! 



The status quo 

Today, the typical TR perfume store holds: 
 
 
1. > 80 Brands 

 
 

2. > 500 scents 
 
 
 
ca. 100 scents account for >80% of the business 
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Aramis (UK) 
Bvlgari (DE/US) 
Cartier (DE/US) 
Chanel 
Christian Dior 
Clarins 
Elisabeth Arden  
Estee Lauder 
Givenchy 
Gucci 
Guerlain 
Hermes 
Lancome  
Lanvin 
Rochas 
YSL 

Bvlgari (FR/UK) 
Carolina Herrera (US) 
Cartier (FR) 
Dolce & Gabbana 
Giorgio Armani 
Gucci 
Jean Paul Gaultier 
Issey Miyake 
(US/DE/FR) 
Moschino (US) 
Marc Jacobs 
Michael Kors 
Narciso Rodriguez 
Prada 
Stella McCartney 
Tom Ford 
Thierry Mugler 
Valetino 
Versace 
Viktor & Rolf 

Bruno Banani 
David Beckham 
Marc O’Polo 
Mexx 
Puma 
Tom Tailor 
 
Only in 
Germany and 
neighouring 
countries 

Carolina Herrera (DE) 
Cacharel 
Clinique 
Calvin Klein 
David Beckham (UK) 
Diesel 
DKNY (DE) 
Dsquared2 
Escada 
Gant 
Guess 
Ikks 
Issey Miyake (UK) 
Jil Sander 
Joop! 
Kenzo 
Lacoste 
Laura Biagiotti 
Lolita Lempicka 
Moschino 
Sean John 
Shilpa Shetty 
Tommy Hilfiger 
Usher 
Vera Wang (DE) 

Aramis 
(DE/FR/US) 
Azzaro 
Baldessarini 
Hugo Boss 
Burberry 
Cerruti 
Davidoff 
DKNY (US)  
Dunhill 
Kenneth Cole 
Mont Blanc 
Paco Rabanne 
Paul Smith 
Ralph Lauren 
Roberto Cavali 
Vera Wang (US) 

MALE BRAND Segments 

TRADITIONAL 
ELEGANCE 

HIGH FASHION CASUAL CHIC YOUTHFUL & 
PLAYFUL 

ESTABLISHED BEAUTY 
HOUSE 

In bold with Quant data 



Profit Impact 



Airline assortment 

Inflight catalogue: 
 
 
1. 30 scents 

• 20 female 
• 10 male 

 
 
Covering all brand segments and grouping them together 

will increase chance to sell to our passengers 

 



TR P.O.S.ITIONING 

Point Of Seduction 
•   Right, managable assortment 

•   Great category experience 

•   Win with men 

•   Win in Gifting 

Differentiate 

Stand for something 

vs. Domestic 

vs. eCommerce 



 
 
 

Thank you! 
 


