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*This is the third episode in a 3-part series asking the question, “Why is Amazon OK for the outdoor
markets but Walmart is not?” In parts one and two, Kristin interviews John McCoy and Carter Jensen.
Also check out Episode 56, where Kristin interviews retailer Wes Allen for his take on premium outdoor
gear being sold via walmart.com.

Kristin:

00:00:00

Hey there everybody. This is a special episode of the Channel
Mastery podcast. You're gonna get two shows this week, and
this first show basically comprises three interviews that I have
pulled together to bring the other side of the equation with the
walmart.com and Moosejaw news that dropped on August
27th. And, the corresponding article that ran in the Wall Street
Journal after that.

Kristin:

00:00:23

Many of us have been living in a crazy zone with all of the press
that's been happening. Some great stories have appeared in
SNEWS and Outside Magazine. All of the links will be bellow this
video on the Channel Mastery podcast YouTube channel, as well
as at channelmastery.com. And, Verde Brand Communications
is the presenting sponsor of the Channel Mastery podcast. So,
thank you everybody at Verde.

Kristin:

00:00:46

Okay. So, the reason I wanted to pull this show together is I feel
like it is really important for us to get re-centered together on
the fact that we are here to serve the [inaudible 00:00:58]
consumer. We have to put our consumer first. And, I do have
some notes here that I'm reading from. We've had ... oh, about,

four hours worth of recording today. So, a little glazed over
here. But, I wanted to make sure that I really nailed this and
explained what you're about to get in this episode.
Kristin:

00:01:14

I want to enable you to understand that when I first covered
this, the Friday after it broke on Monday, August 27th, I had
Wes Allen with Sunlight Sports, a regular guest on the Channel
Mastery podcast. And, Wes, obviously, has 10 years experience
at REI, owns a specialty retail shop that's award winning in
Cody, Wyoming, and then also spent time as a VP in a very
prominent footwear brand in our industry. So, he brings a lot of
insight around specialty retail, specialty branding, and
understanding our ecosystem.

Kristin:

00:01:47

And, we definitely talked about the effect that having a
premium brand on walmart.com, whether it was Moosejaw
curated or not, was very, very much a challenge for specialty
retaill. And, brands in our markets, the premium brands that
tune into Channel Mastery, thank you, have spent decades
building brand equity for their brands. And, ultimately, this
show here today is designed to give you another side of the
story. Because, I feel like as we're going into this key planning
window of Fall 2018, and the key selling windows comprising Q3
and Q4 in retail, it's really important that we understand what
walmart.com can actually turn into, or evolve into, in relatively
short time in terms of a viable retail marketplace.

Kristin:

00:02:35

And, also, just how Walmart is changing their branding. The reskinning and re-launch of walmart.com, and the Walmart app.
And then, talking about Amazon and Walmart and how the
outdoor brands fit it, and what's going on right now. But,
obviously I hit the specialty angle with Wes, and I really wanted
to bring three more voices to the table so that you could have
all sides of the equation to consider as you're creating your plan
going forward.

Kristin:

00:03:04

So, know that, I wanted to make sure that I introduce you to the
three guests you're gonna meet today. So, there's three
segments. One of them is pretty long, and that's with John
[McCoy 00:03:13]. He is a global director at [SAPC4 00:03:18],
and that means he's a retail industry value engineer, and also
travels the world as a consultant on behalf of SAPC4, which is a
global digital commerce software company. And, John's career
track was in sporting goods and outdoor prior to that.

Kristin:

00:03:31

So, we're so lucky to have somebody like him who's out on the
global scene working on this level with major market places and
big brands, as well as smaller brands, and also has a lot of
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fluency in our spaces. So, he's the first interview. And, he's
talking about the capability of disruption, and also the speed
with which walmart.com can evolve to become a viable retail
marketplace. You don't have to sign up and say, "Yes, I agree."
It's just good to understand what's happening out there and
how quickly it's evolving.
Kristin:

00:04:01

He also talks about being careful on Amazon. While it seems like
Amazon is okay to be on right now, 10 years ago that most
certainly wasn't the case. We talk about the perception of
Amazon and how brands really need to have their eyes wide
open around that market place and platform as well. So, that's
our first guest, John McCoy.

Kristin:

00:04:20

Then, I go into Carter Jensen, who's also a regular guest on my
show. Carter's a digital educator and a modern-day ad-man. I
love that about his bio. His focus is on emerging media and
platform innovation, and he has a passion for the newest and
most technical parts of the advertising industry and the retail
industry. He's also a co-host on the Omni Talk podcast, and that
is one of my favorite podcasts. So, all of the links will be in the
show notes at channelmastery.com and under this YouTube
video. So, keep your eyes out for that.

Kristin:

00:04:49

So, Carter is gonna talk with us about the digital component of
this journey. He talks about the Walmart business strategy, and
he talks about just how Walmart is also evolving toward a
convenience facet in its branding. He also is an Amazon
marketing services expert and talks a lot about the evolution of
that as well. That's a shorter segment. It's about 15 minutes, if I
remember. So, that follows John McCoy, and I think he brings
an interesting millennial viewpoint, Carter Jensen does.

Kristin:

00:05:20

And then, the third person I'm interviewing is Mike Massey.
And, Mike is somebody I think most of you all know. Third
generation owner of Massey's Outfitters, a chain of four
physical specialty stores in and around New Orleans. And, also,
the co-founder of locally.com. So, Mike is a very well quoted,
well spoken, out on the sharp end big time with channel
convergence. He is gonna close this grouping of interviews up
by just reminding us, again, this is all about your end consumer,
which is how I started this intro. And, I'm not gonna have an
outro, 'cause there's just too much content.

Kristin:

00:05:59

But, please know that Massey's interview is super important to
anchor what John McCoy and Carter Jensen say. It really is
about serving your consumer and converging channels,
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because, ultimately, at the end of the day, there's only one
channel, and that is your sales channel.
Kristin:

00:06:15

And, everything that has just happened with the walmart.com
news, and with everything we've been living through with
Amazon, and Instagram, and other emerging technologies,
marketplaces, etc., all of this is here to remind us that yes,
things are fragmented, yes, change is happening, but if we
always align ourselves with the North star of our end
consumers' experience, we try and take out all the friction we
possibly can, make it convenient for them, make it memorable,
make it branded and fun, do what we do best in these markets.
We know how to brand, right? We know how to build these
experiences. If we're able to keep our eye on that North star,
most of the decisions we're gonna put in place will be right.
And, I say most because all of us are gonna be failing if we're
taking risks and trying new things, which is really important to
do right now.

Kristin:

00:07:02

So, I hope you enjoy these three interviews designed to give you
the other side of the story on the Walmart Moosejaw story.
There's all kinds of things we can all it, movement, awareness ...
But, basically, everything is never gonna be the same again.
And, I think that's really good. Change is here to stay.

Kristin:

00:07:24

All right everybody. I'd love to hear what you think of this show.
And, I hope you get a lot out of it. Please share it with your
friends and colleagues, give us a rating on iTunes, and also be
sure to interact with us here on this Channel Mastery podcast
YouTube channel. Thank you so much.
**Intentional time stamp jump**

Kristin:

00:55:19

All right. Welcome everybody to the third segment of the
Channel Mastery podcast where we're talking about everything
that we need to be keeping top of mind as we head into Q3 and
Q4 2018. My guest today in this segment is Mike Massey. And,
Mike is here to talk with us about a lot of things. But, really the
fall under the umbrella, if you will, of making sure that your end
consumer is having the best experience possible thorough your
sales channel. So, Mike, let's give a little background. Welcome
back to the show, by the way. Give a little background on
yourself, and we'll go ahead and get started with today's
episode.

Mike Massey:

00:55:57

Sounds good. Well, I am a 30-year retailer, third generation. I
have a fourth generation coming in behind me right now. And, I
own Massey's Outfitters in New Orleans. We have three stores.
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We were an early pioneer in the eCommerce space and the
Amazon space. I also am the founder and president of Locally, a
platform that helps consumers connect what they're doing
online with what [inaudible 00:56:25] offline.
Kristin:

00:56:27

Awesome. And, again, you've been on the show. I've included
you in a couple of different panel presentations over the past
year. So, thank you so much for your contributions. And, if ever
the industry and our community needed North star guidance
from people like you, it's now. So, thank you for joining us
today.

Kristin:

00:56:46

I'm gonna go ahead and start by just teeing up the big
overarching ... The reason I wanted to have you on the show is,
as we were batting the ideas together around what we were
gonna do here together, you brought up such an amazing point
to me, which is, "You know, here I am doing a podcast called
Channel Mastery. And we talk about multi channel. We talk
about omni channel." But, what you reminded me of, and it was
quite a sobering moment, is we really only have one channel,
and that's the sales channel. And, I was hoping we could start
our conversation today with just you give us your insights on
exactly what you mean by that. 'cause, I think it is incredibly
forward thinking during a time like this.

Mike Massey:

00:57:24

So, we spent a lot of time talking to small retailers, big retailers,
large brands, CEOs, channel managers. And, locally, I spend a lot
of time talking to those same types of people through Massey's.
And, what's really abundantly clear is that channel conflict, and
the problem of channels coexisting with one another, is purely a
manifestation of the business. It has nothing to do with the
consumer. The consumer really doesn't see there being a
difference between where they buy a product, where they
order a product from, how they do research. The consumer
really is much more interested in a seamless brand, or a
seamless product experience.

Mike Massey:

00:58:07

The people who are doing an excellent job of breaking down
barriers between their different business units, or between
different [inaudible 00:58:14], the people who are doing a really
good job at that is somebody like Apple who, at their very
heyday of online selling, at the top of their brand penetration,
looked up one day and said, "You know what we really need?
Brick and mortar. We really need to open stores coast to coast
and make this into a completely immersive experience that goes
where the consumer wants to go. We don't wanna try to force a
consumer down a funnel and into a channel, or into a silo, that
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prevents them from seeing any other opportunities to
experience the product.
Mike Massey:

00:58:45

Ultimately, the goal here is, "How is the consumer gonna touch
my product? Will they buy it this time around? Will they talk
about it with their friends? Are they gonna love it? Do they
enjoy the product?" And, if that means seamless returns, if it
means they do research in one avenue and end up in another,
then really, that isn't omni channel. That's just one channel for
that consumer. They don't see a difference there.

Kristin:

00:59:09

That's a really insightful way to talk about it, and it grounds all
of us to really what matters today. And, that is being
remarkable to our end consumer, and really allowing them to
continue to drive. So, as we look at that, I do think it would be
important to see if you have any insights or takes that you can
offer on the importance of having a clean experience for that
end consumer. And, the first thing that pops to my mind is
unauthorized 3P sellers on marketplaces, and just really trying
to explain why it's so critical that we actually are able to try and
get a hold on that so, again, this consumer can have that
seamless experience that you're talking about. Do you have any
insights that you can share on that that might help the
audience?

Mike Massey:

00:59:53

I look at scenarios like Ray-Ban or Birkenstock, who ... Those are
not great experiences for the consumer, where they're not
really sure that they're getting authentic product. They're not
really sure if the product that they're getting is gonna be
warrantied. That is not a very good experience. It doesn't really
help Birkenstock or Ray-Ban. Even if it's driving top line revenue
for a large marketplace, or a large internet, digital marketing
firm. That doesn't matter. It doesn't help those brands to build
good will that they can tap into for the next decade.

Kristin:

01:00:30

Right. And, to your point, and when we were rehearsing the call
here, or the interview rather, for many brands that are really
having this moment of reckoning right now, they've spent
decades investing in this brand equity with this end consumer.
And, that has gone a long way. And, I know that a lot of
specialty retailers have actually been a part of that journey and
really helped a lot with that journey, as have reps. And so, let's
talk a little bit about the work that's gone into building that
equity and that trust with the consumer. And, obviously, what
we just talked about in terms of 3P and getting control of that.
It's about mitigating anything that's going to take trust away
from them, anything that will make the experience fragmented,
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or anything that gets in the way of that seamless convenience ...
they're gonna jump, right?
Kristin:

01:01:17

So, one thing that I think we've seen, especially through the
most recent news cycle is, the growth for growth's sake, the
quarterly bonuses that brands might be putting on sales leaders
internally-

Mike Massey:

01:01:32

[crosstalk 01:01:32].

Kristin:

01:01:31

... or even worse, when you see a silo of a direct to consumer
sales team and a wholesale sales team under the same brand
rooftop. And, what can happen to that actually brand equity
and the consumer experience when that happens? Can you talk
a little bit about that in terms of the short-sightedness of
meeting those goals versus really nurturing what you've built
over decades?

Mike Massey:

01:01:52

I think that any company that's spent 30 years trying to develop
products that consumers love understands that there's always
opportunities hanging overhead. Any one of the companies that
we're talking about could probably launch a $49 rain jacket, and
cash in the brand name, and sell millions of that product to
millions of individuals. There's lots of people who wanna walk
around with a North Face jacket, or a Patagonia jacket, or an
Arc'teryx jacket.

Mike Massey:

01:02:17

The reason that those companies don't do those things is that
they wanna have a business 10 years from now. They're not
looking to turn their company into ... I hate to use this as an
analogy, but they're not trying to make a [prox 01:02:31] like
product that's completely ubiquitous and every school kid in the
world has it. Maybe some of them are. Maybe a few wanna do
it. But, by and large, most of the companies are trying to build a
relationship with consumers that goes through a variety of
different channels. And, only a few people will be very good at
selling mass market products.

Kristin:

01:02:52

Right. And, you named Apple as one of those. And, obviously,
we've seen success there with a store within a store concept
within Best Buy. And, they're constantly trying new things. But,
again, they're trying new things not around reaching sales goals.
They're trying new things to stay remarkable to their end
consumer and to actually stay ahead of where the end
consumer thinks they should be as an Apple consumer.

Mike Massey:

01:03:16

Exactly. Exactly.
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Kristin:

01:03:17

And, there's a big difference there for sure. So, keeping the eye
on the prize, the long-term good will goals is what you're trying
to make the take away here.

Mike Massey:

01:03:26

Well, it's the marketing [inaudible 01:03:28], the brand lifecycle
curve. You are somewhere on the lifecycle curve. You're either
on the front side of it or the back side of it. And, I think that the
more you try to push the volume knob up, the less people can
actually hear what your brand message is. I hate to say it, but
unfortunately, some people buy particular products from the
outdoor industry because there is a certain brand cachet
around it. When there's no longer that brand cachet around a
particular brand that says, "Hey. I'm an authentic user," or, "I'm
a particular type of consumer," then I think that some of that's
lost.

Kristin:

01:04:05

Right. And, I think that you're also able to see such an
interesting side of this because you have your Locally hat, and
you also have your specialty retail hat. So, I wanted to talk a
little bit to the ... a little bit of forward looking trend insight, if
you will, about the state of last mile today as we're going into
the most important months of retail. What can you share with
the audience around some trends that you're seeing there,
especially as we're seeing this war between large marketplace
and platforms like Amazon and Walmart, the 20,000 Amazon
delivery vans that are teed up to drive delivery around a
holiday, etc? There's going to be some kind of a response from
their competitors.

Kristin:

01:04:46

But, let's bring it back to the specialty brands and the retailers
that sell those. What are some of the things that could really
help their business by optimizing a last mile experience, or
really understanding how to nurture a new consumer who
comes in that way?

Mike Massey:

01:05:01

Well, look, what Amazon and now their competitors are trying
to do is dominate screen time 24 hours a day. That's the most
important thing. And, in order to dominate screen time, you
need to be able to provide consumers with types of transactions
that they wanna engage in. Sometimes those transactions lead
to a store. They might be leading into Whole Food. They might
be leading people into Walmart or Target. They could be leading
people into Massey's, or Travel Country, or Half Moon. It
doesn't really matter.

Mike Massey:

01:05:29

But, what's really important is to pay attention to the consumer
and his path. The consumer is buying his movie tickets. 10 years
ago you had to go buy a newspaper to see what times the
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movie's playing. And then you could see what time the movie's
playing online. And then you could book the movie ticket online.
And then you could book the seat online. And, what's
happening is that Amazon, Target, Walmart, and everybody
who has giant war chest to solve technology issues in the retail
space, are really pushing the channels together. The experience
of whether you pick up in store, drive through and have
something waiting for you, or have it delivered to your house,
or walk into the store to try something on, all of those things
are being pushed together. And, the consumer has expectations
around what they can do.
Mike Massey:

01:06:11

It's like Ticketmaster. I tell people all the time is that, if a
concert venue decided, "Well, we're no longer gonna subscribe
to a way for people to buy tickets for our venue," you would
basically take all the bands that play there right out of the
consumer's mind.

Kristin:

01:06:28

And, this is why ... I'm going to say it again, 'cause there are new
people, part of the community here, who may not have seen
your other show, but can you please explain the solution that
you needed to build in Locally and how that is actually creating-

Mike Massey:

01:06:42

[crosstalk 01:06:42].

Kristin:

01:06:42

... a mashup of these channels, if you will?

Mike Massey:

01:06:45

Yeah. So, what we recognized about five years ago was that
consumer behavior was slowly but steadily shifting from mostly
in-store research, mostly going to trusted sources that people
had gone to for decades ... Most people would come into a
store and look at kayak information, or they'd buy the brand
that was at their local specialty store. It didn't matter which
industry it was in. We saw a gradual, uber-fication, or people
starting to use our devices to solve shopping problems.

Mike Massey:

01:07:16

And, we realized was that it wasn't gonna be enough just to say
what brands were saying about their distribution network. We
realized that pointing people to the roof of a building and an
address really wasn't adequate to getting somebody to get out
of bed, or to go to that store the next day. But, at the same
time, we were being validated by people like Google and
[inaudible 01:07:40] who were saying, "Look, if we can get local
product information in front of consumers, there's the 70%
chance that within 24 hours they're standing in the store that
says, 'We have this product in stock.'"
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Mike Massey:

01:07:52

And so, we needed to build a solution. And, we knew it couldn't
be a one size fits all solution. We needed to adapt a platform
that could absorb the local inventory of thousands of stores,
which is what we have now, and that could display it in dozens
of different places. And today, Locally displays inventory on
brand sites, search engines, retailer sites, social media and
advertising. We inject where you can guy products into
everywhere that a consumer can shop and that would normally
be led to eCommerce.

Kristin:

01:08:20

Right. Okay. Well, that I think is a perfect solution for so many
people in the audience here today. And, it also has a very robust
data component to it that enables brands and retailers to really
see what's trending, and what's been working in terms of
different campaigns. Can you talk a little bit about how, now
that you've had that data arsenal for a while, and we're heading
into another holiday season, is there anything that you're
maybe reading in the tea leaves there that we need to know
around the last mile experience that Locally supports?

Mike Massey:

01:08:50

Look, we all know that Amazon's giant weapon is the ability to
analyze just billions of pieces of consumer data and have the
product waiting for the consumer, understand and forecast
exactly what the units on hand need to be, and the price needs
to be, and all that stuff. So, while we're not the end solution,
Locally collects tremendous amounts of data too. And, we're in
the process right now of building that into systems that will
allow stores to be more sophisticated about the products that
they carry, find opportunities for products that they maybe
don't carry or aren't aware of, help manufacturers build
inventory and consumer behavior, and local geographic
behavior, into their supply chain. We're looking at a variety of
different scenarios to make everybody's more smart, smarter,
around the use of data.

Kristin:

01:09:43

Okay. Well, that is a huge relief. Because, I know everybody
knows they need it.

Mike Massey:

01:09:46

Right.

Kristin:

01:09:46

They just don't necessarily know how to make it work. And
then, as brands ... On my radar with Verde, as they're building
their internal marketing stack and understanding how to
leverage that, it seems like the more data that's available to
them outside of that ... There's possibly a barrier in terms of
how it bridges together and whatnot. And, it sounds like what
you're really focusing on is simplification. And, I think that's
something that everybody needs.
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Mike Massey:

01:10:12

Exactly.

Kristin:

01:10:13

So, okay. Well, I really appreciate your time. Obviously this ...
We're recording this just about mid-September. There's a lot
going on from a news standpoint. But, ultimately, I just want
everybody to know that if they keep their eye on the prize,
which is really enabling your targeting consumer to have that
seamless, remarkable experience, that really is a place where
you can always call home. That's the North star. Would you
agree?

Mike Massey:

01:10:37

I completely agree with that. Focus on the consumer.

Kristin:

01:10:40

Right. All right. Well, thank you so much, and I look forward to
having you back on the show. And, I really appreciate you giving
us the time right now to help with this conversation on Channel
Mastery.

Mike Massey:

01:10:50

Awesome. Thank you.

Kristin:

01:10:51

All right. Thanks.

Mike Massey:

01:10:53

Bye.
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