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Kristin:

00:01

Welcome everybody to another episode of the Channel Mastery
podcast, episode 81. I am absolutely delighted to introduce my
guest to you today, Ryan Atkinson, who is the president and coowner of SmartEtailing. Welcome to the show Ryan.

Ryan Atkinson:

00:16

Thank you for having me. It's a real pleasure.

Kristin:

00:18

Yeah, it's awesome to have you here today. Let's go ahead and
step back and set the stage here for our interview and our time
here together. You're basically helping me kick off a special
series of content that will be running through the months of
half of April and half of May of 2019, focusing on the specialty
bike market and bike industry and bike community. Ultimately,
we're gonna be looking at channel strategies and where the
consumer is in that mix right now, and you're such a great
resource for us in terms of SmartEtailing. You're celebrating
your 20-year anniversary in 2019.

Kristin:

00:54

I'd love for you to just take a step back and walk my audience
through the founding story and when you joined SmartEtailing.

Ryan Atkinson:

01:03

Sure. Well, first, I'm just thrilled that you're having these
conversations. I care so much about the IBD channel. Especially
for a bike shop owner, it is hard to stay tuned in to high-level
conversations outside of what's happening in your four walls.

Your pod is just a great destination for a bike shop owner to get
that information.
Kristin:

01:28

Thank you. I really appreciate that.

Ryan Atkinson:

01:30

Yeah, keep it up. It's awesome. Yeah, SmartEtailing, we're
celebrating our 20th anniversary this year. In a lot of ways, I
think SmartEtailing has been ahead of the retail technology
curve at several points during that period. I'm very proud of
how this company started in 1999. Two industry veterans, one a
marketing professional and one a bike shop owner, they
conceived of a system that would hep make it easy for local bike
shops to build a website and for brands and suppliers to provide
consistent product and pricing information across the IBD
channel.

Ryan Atkinson:

02:04

This was the .com era, and the common belief at the time was
that the internet was gonna get access to global markets, but
SmartEtailing saw the internet differently. They saw it as a way
for local businesses to connect with local shoppers. We started
as a small business. We were funded by our co-founders and by
our customers. We had 20 customers show up and put money
down and invest in the initial software development. We were
born from a passion to preserve and grow the IBD channel, and
we're the same today. Many of your listeners may know that
the company has gone through a couple of mergers in the last
10 years. I believe 2012, the company was acquired by Steve
Flagg, who also owns QBP. Quality Bicycle Products.

Kristin:

02:52

They're a great company.

Ryan Atkinson:

02:53

They are a great company. Yeah, and Steve is a great guy. He
bought SmartEtailing because he wants a healthy independent
bike dealer network. And he saw that that being connected in a
more modern way with consumers was gonna be important for
the long-term health and vitality of independent dealers. He's
exercised great discipline in allowing SmartEtailing to run as a
standalone company, knowing full well that if we do our job
right then QBP benefits because they've got healthier
customers. But then, the company went through another
change in 2016 where we merged with the company that I
founded. So, I was running a marketing company called Harvest
Retail Marketing, and we did marketing for large multistory trek
bicycle dealers.
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Ryan Atkinson:

03:42

I worked with a business coach and he helped me to find a very
narrow niche, which was awesome.

Kristin:

03:47

I was gonna say…good job!

Ryan Atkinson:

03:48

Yeah, so then the opportunity to merge with SmartEtailing was
great because it gave us scalable marketing tools. You come
from an agency background and you know that you're solving
problems of one customer at a time and that is really satisfying
work. But if there's a whole new level of what we're able to
accomplish, if we have a systems level approach to marketing,
and how can we help both individual bike retailers, bike dealers
as a whole more effectively market their businesses. So, that
merger in 2016 was really important because it brought up
more of a marketing sensibility to this really powerful software.
And so, then I think what our customers are seeing today is us
evolving in the direction of being a really powerful marketing
tool.

Kristin:

04:35

Well, then I have to say, and I have reverence for the specialty
bike community, but 20 years in, there's a little banner ad
fatigue, right? I can remember, having worked at a couple
different brands over the years that were clients and customers
of yours. You guys would sign a brand and BRAIN would run the
release. It was sort of like a rinse and repeat. I think that in a lot
of ways it's important that ... I wanted to have you on the show
because I wanted to really open up where you are today
because you guys have really been there, you've been in the
trenches on the ground driving a lot of this. I know you're very
humble, but 20 years is proud in terms of what you have in a
mission in this market.

Kristin:

05:19

And now, we're at a point when I think everybody's kind of
raised their head up, and they're raising their hands and you're
like, "Hey, I really need help with this, and you have been there
for so long evolving. That's why I want him to have you on the
show. It's like, everybody, let's reexamined what SmartEtailing
is bringing to the equation because you're market focused,
you're enabling trust in that end consumer by having clarity and
consistency across channels. And then, let's face it, we are in
the era in 2019. This is a very, very positive year for very good
brick and mortar specialty IBDs.

Kristin:

05:55

So, let's talk in the context of that. What are some of the
evolution, or the technological advancements that you have
made to the platform and what you're bringing to the bicycle
community now?
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Ryan Atkinson:

06:08

Well, first, just touching on something that you said. In a lot of
ways, SmartEtailing was building this great utility for 10 or 15
years and it's incredibly powerful. But because individual
retailers on the whole were not able to capitalize and see the
benefits, it did become a little bit kind of rinse and repeat. But
you're right, a lot has changed. And really, the broader retail
market has caught up with the functionality that SmartEtailing
built 10 years ago where the interconnectivity of the supply
chain, the expectations of the consumer for information have
finally caught up.

Ryan Atkinson:

06:52

My predecessor Mark Graff uses a turn of phrase that
SmartEtailing has a tailwind now, which I think is a really good
way to describe it.

Kristin:

07:00

Yeah, it is.

Ryan Atkinson:

07:01

But you kind of asked about evolution, and I think most
importantly is what's happened outside of the industry. The rise
of eCommerce, the rise of the smartphone, interconnected
supply change over the course of 20 years, these are the big
things that have really impacted retail as a whole. You're right
that it's been crucial that SmartEtailing has had to stay alert to
those changes and respond by building technology in our
application. In your intro, you mentioned Supplier Sync and Buy
Local Now, and MAP Protection, and these are all really valuable
features that connect suppliers and retailers so that the industry
can solve big problems together. I'm happy to talk more about
those if you're interested.

Ryan Atkinson:

07:47

In recent years we've been more focused on the mobile
consumer and we launched a new mobile friendly website
template environment and that we've been just tenacious
about improving site speed, which as a marketer, that's ... the
cost of entry today is a site that loads quickly on a mobile sign,
on a data network. But looking to be more introspective about
the bike industry. I think brands and suppliers, they've learned
that in order to adapt to the changing needs of a consumer, that
they need to have their products available in more places.
That's a reality.

Ryan Atkinson:

08:29

When you and I got into this industry, the channel was really
clear. Manufacturers sold to retailers, retailers sold to
consumers and all sales ran through the independent retailer
store. That's just not the way it is today. It's important to
recognize it that still a majority of sales are happening that way,
so I don't buy into this like sky is falling mentality. Like these are
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their incremental changes in the business environment that we
need to react to. But the reality is, it has made running a bike
shop more complex and this dynamic and the industry is only
going to accelerate.
Ryan Atkinson:

09:05

I'm glad that you're having these conversations because the
whole supply chain needs to be thinking about how these
change is impacting us.

Kristin:

09:14

That is exactly why the show exists because I have so many
revered clients who are in the middle of this across the active
outdoor lifestyle markets and in specialty, the business of
specialty, and honestly, solid good specialty businesses be the
brands or retailers, we're very well positioned today to compete
against Amazon if we have the right tools in the arsenal and if
we're willing to test and learn and make changes along the way.
And you have a tool that helps to manage and close the digital
divide gap. What I mean by that is data and how that really
powers the large, large entities that were competing with today
like Amazon or Target, you probably saw the news recently that
Target's considering doing a 3P platform.

Ryan Atkinson:

10:02

I think they've launched it. Yeah.

Kristin:

10:05

We'll actually put a link in that in the Channel Mastery podcast
notes for this. Everybody, you can check that out there. But
Ryan's point is things are changing. It's not just Interbike taking
a hiatus or redefining itself. We are still in a retail correction.
We're going to continue to be because the changing perception
and the changing preferences of the end consumer are there.
So, knowing that, let's talk a little bit about the adoption of your
technology and what you see as maybe the high points of that.
You just said we can discuss certain services. Let's dive into a
few of those that you think are most relevant right now for
retailers and maybe for brands. I don't know if we want to do it
separately or if you see it as one ecosystem solution.

Ryan Atkinson:

10:52

No, let's just see where the conversation goes. The
SmartEtailing is a really simple service on one level, but because
we have so many stakeholders it can get complex fast. But if
you, if you look at it in its most simple form, which we exist
because our websites for bike shops. That value proposition is
so simple. If you're a local bike shop, then you've got a big
investment in inventory. You can connect your point of sale, the
SmartEtailing and automatically merchandise your product
online so you can use your inventory as a marketing tool to
attract search traffic and convert local sales. That's the core
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value proposition that I hope that everybody understands about
SmartEtailing. Endless features involved in that. How does your
point of sale connect nightly via our point of sales sync so that
your website reflects your inventory on hand and at what price?
Ryan Atkinson:

11:49

We have Suppliers Sync close to a retailer, can connect all their
suppliers, show an expanded inventory with accurate stock
status and pricing. We have that MAP Protection tool, which
ensures that manufacturers can get their products on more
independent retailer websites without worrying about whether
or not retailers are going to devalue the brand by selling below
map. We protect retailers from accidental MAP violations,
which amongst our customers is honestly the number one
trigger of these violations is there was a manufacturer pricing
change and they didn't update it in their point of sale. And then,
lastly, Buy Local Now, which is this really cool product locator
tool that lives as its own separate entity, but also is being woven
into more and more brand websites, most notably, the giant
web link program, is powered Buy Local Now pro.

Ryan Atkinson:

12:43

And that allows Giant to display local stock status on Giant’s
brand website. And if a consumer chooses to buy from the
brand, they can actually sell it off of the retailer's sales floor.
There's a lot of different layers to how the connectivity works to
make sure that a local retailer maximize their sales opportunity,
but a brand is able to fully activate the potential of a retailer. I
talked about a lot there, but we can unpack anything you want
to.

Kristin:

13:15

Well, I'm immediately interested in the MAP Protection tool
because the show, we've done a lot on 3P, and everything we
did was last fall and it's outdated now. Can you give us an
update on the landscape as it pertains to bicycles specifically?

Ryan Atkinson:

13:32

Well, I think that there's been a lot of work over the last couple
of years on channel integrity, I think was the language that I
hear most often. That's making sure that the right retailers are
selling a brand's product, and they're selling it in a brand
appropriate way, at the right price. There's been a lot of
cleanup work that's happening. So, I'm very optimistic about the
current state, but I will say that I definitely see a lot of tension in
the market and a lot of brands feeling a new draw to Amazon.
MAP policing and protection is not going to go away. It's so
important to independent retailers because retailers have
bought and are holding the inventory and they need to be able
to recover the maximum price out of it.
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Ryan Atkinson:

14:23

A brand needs their product to retain its value. For our part, we
try to make sure that this service helps ... it acknowledges that
bike retailers on the whole are not going to become polished
eCommerce sellers. That doesn't mean that they can't open up
this channel for their business. So, we need to put effective
guardrails in place to make sure they're not having to create a
full time job for themselves to manage their website and stay in
compliance. We wanna make sure that ... brands know this
about their customers, and so they're rightfully ... I don't know if
they're rightfully, but it's a common thing I hear from brands
that, well, what if 1,000 of my customers sign up for
SmartEtailing, does that mean I have 1,000 bad actors selling
below, below map across the country? The MAP Protection
service just neutralizes that. It makes it a non-factor.

Kristin:

15:22

That's so, so important today I think, especially with a high
investment item like a bicycle.

Ryan Atkinson:

15:28

Yeah. Agreed.

Kristin:

15:30

So, let's talk about a couple of other services that you're
offering right now that maybe they might have a legacy aspect
to them, but you are seeing them adopted now because of the
state of the end consumer and the needs the retailers have
today to serve that consumer.

Ryan Atkinson:

15:49

Well, the core functionality that we have is pretty amazing, and
the tool as it exists today is helping large local bike shops, the
names that will be on anybody's top 10 list as the biggest
independently on bike shops. Nine out of 10 of those are using
SmartEtailing, and some of them are doing seven figures off of
their website, many more are doing six figures. The tools that
we have are driving real sales growth for our customers. Last
year, I should have an exact number, but I wanna say it was
around 15% year over year sales growth for the overall
platform. We're targeting 20% for this year. The big push that
we are making right now is around click and collect.

Kristin:

16:40

I'm so glad we're going here. That was one of my-

Ryan Atkinson:

16:46

Good. Yeah, and do you use the terminology click and collect or
do you use buy online pickup in store?

Kristin:

16:50

I think either one. I think in the bicycle industry it's click and
collect. I like it so much better than the acronym BOPIS.
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Ryan Atkinson:

16:59

Yeah, BOPIS, I know.

Kristin:

17:01

Let's go with click and collect. Shall We?

Ryan Atkinson:

17:05

Yeah. Perfect. So, click and collect. It's a part of our philosophy
of putting the consumer first. The tendency in bike retail is to
put business operations first. Like how do we protect ourselves
from all risk? How do we make our jobs easier so we can make
more money with less work? Which is awesome. You need to be
thinking about that. But if you do that at the expense of thinking
what does the customer want, then it can cause real harm your
business.

Kristin:

17:35

Absolutely.

Ryan Atkinson:

17:38

We've made a big investment in the last year towards our
product locator technology. And that's on a website. So, this has
been a big win from multi-store retailers. That means that if a
consumer in a Denver is shopping for a bike on one of our multistore client's websites, they know precisely which location the
product is available, and more importantly, when can they get
it. Because consumer expectations have changed and they don't
necessarily care where a product's at. They care about when
they can get it in their hands.

Kristin:

18:13

That's exactly, with no friction.

Ryan Atkinson:

18:17

Exactly. Yeah, I talk about that so much. Create a frictionless
shopping experience. So, then help me retail is turn on their
shopping cart for in store pickup. This has been one of the big
fear things that I've encountered since joining this company is
that retailers seem to think that just that selling online ... that as
soon as they turn their shopping cart on, they're immediately
trying to compete with Amazon or Competitive Cyclist. I remind
retailers that dipping your toe in the water is not the same as
jumping in the deep end. You're putting a shopping cart online,
you're reducing friction with your customers, you're making
your inventory more accessible, you're putting it to work for
you, but if you're afraid of the complexity of putting an item in a
box and shipping it or you're of fraud for somebody who might
buy something from you, but you don't have a face to face
interaction with them, the ideal steppingstone is to turn on your
website for in store pickup only.

Ryan Atkinson:

19:15

It restricts the consumer in some way because the consumer
really doesn't ... they don't see the business challenges you face
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as a retailer, but it at least as a stepping stone to make it easier
for them to buy with you. And so, we have all the functionality
to do that. A customer can shop, can see what's in stock, they
can order online. Our order notification system helps the bike
shop stay on top of that order and give good customer service.
It works really well.
Kristin:

19:39

Well, that's great. That's awesome that you explained that. The
most recent guest I just had on, which was Greg Carter from
Acuity Brands said that he works in large, large retail. He wasn't
able to name a lot of his customers in the podcast for the
connected buildings that he's doing. But he said that the click
and collect trend is literally only beginning and it is going to be
like a freight train going into the next year to 18 months. Yes,
we are well positioned like very good specialty, is well
positioned at the end of the buying journey 'cause people want
to, especially with a bike because there's a service component.
If there's a, I'm falling in love with a brand component, they
want to join up with the brand and oftentimes, a great IBD can
make that happen, a great retail location.

Kristin:

20:31

Ultimately, being able to service this person, so they get out of
their pajamas and come down and get the bike and sign up to
be a customer, that's a big part of it. But can you talk at all
about any trends you're seeing or anything that you're hearing
from your customer base in terms of retaining the loyalty or
nurturing that relationship? Because ultimately, I'm so excited
to hear that click and collect is taking off and is only going to
gain steam. But we want to make sure it's not a hit and run, or a
one hit wonder. Can you advise, 'cause I know you have this
great marketing background in a portfolio of those services too,
but what do you see in terms of customer retention when
you're getting that new customer off of their online consumer
decision journey, and it's not somebody you've already had in
the coffers?

Ryan Atkinson:

21:21

Well, there's a lot to talk about here.

Kristin:

21:24

I know. This is like really, really important I think to the audience
no matter what specialty industry they're in. So, I'd love to get
your take.

Ryan Atkinson:

21:30

This is the conversation right now. What your other guests said.
I hope your audience hears that. This is the freight train coming.
The advantage is shifting back to stocking local retailers.
Consumers want the product now, and if you read about what
Walmart and Target are doing, the conversation's slightly
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different because they own all their stores, they have
nationwide logistics, but they're leveraging the fact that they've
got inventory closer to the consumer than Amazon does in the
distribution center. Fundamentally, the IBD network has the
same thing. We've got the best product distributed across the
country close to consumers. How do we use technology to
connect those two? And as consumers are starting to, not recoil
from shipping, but the honeymoon is kind of waning.
Ryan Atkinson:

22:23

The shipping costs are starting to play a bigger role in
purchasing decisions, fear of porch pirates and just the desire to
have the thing they want today. Click and collect, it's a
significant trend that bike shops can join. What was your turn of
phrase you said like not flash in the pan or like trend. What did
you say?

Kristin:

22:45

The one hit wonder.

Ryan Atkinson:

22:46

One hit wonder. Yeah. First, I don't think it is, but what if it is?
Do we fear?

Kristin:

22:54

No. It's about the consumer being like, if let's say you ...

Ryan Atkinson:

22:58

I see what you mean.

Kristin:

22:59

You go into the retailer, you pick it up, instead of having the
bike shipped to your house, you're shipping it to the retailer.
That's where I'm going with this. Is actually retaining that
person, having them join the tribe that is your store. That I think
is a big chasm for a lot of retailers who are super busy just
keeping the lights on. You're a marketing solution for them. I
thought that you could speak to some trends in that direction.

Ryan Atkinson:

23:25

Yeah. Great. Do you mind if I reference another podcast on your
show?

Kristin:

23:29

No, please do. I always put the links to everything. I'm such a
podcast junkie. The more we can give to the audience, the
better.

Ryan Atkinson:

23:37

Great. Bicycle Retailer did one [crosstalk 00:23:41].

Kristin:

23:40

I listen to that.

Ryan Atkinson:

23:45

Do you remember Tom Landry in that one?
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Kristin:

23:47

I thought he was fantastic.

Ryan Atkinson:

23:48

He was fantastic. And his basic take was, is like, let's say my
website represents 1% to 2% of my overall sales right now.
That's nothing to scoff at. You got to fight for 1% or 2%
additional sales.

Kristin:

24:01

A lot of brands would love to have that.

Ryan Atkinson:

24:03

Absolutely. And so, what if the customer that buys from you
comes in, [inaudible 00:24:09] walks out, and you never see him
again. A, that's not gonna be all the customers, but if it's some
of the customers, whatever, you have that happening now in
your brick and mortar. You know some of your customers and
some customers you'll never see again. What's the lost
opportunity of not providing a pathway for a consumer who
prefers to close the sale online or to purchase online, why not
provide a pathway for them to shop with your business? So,
then more specifically to your question, what can a dealer do to
take control of whether that becomes a loyal customer or not?
A, that comes down to business operations, so same stuff that
keeps their business going today. Great customer service ...

Kristin:

24:54

Building a process around it.

Ryan Atkinson:

24:56

An operational process. Exactly, right. And the operations, it
unfortunately has to go into the details of there's now an extra
responsibility to maintaining an accurate inventory 'cause you
can't just kind of laugh off the fact that your pump section is
way out of whack right now. You got to keep that accurate
cause there's a consumer somewhere counting on you having it
accurate and you've got to train your staff to buying online is
not a bad thing. If somebody came off from your website and
came in, that's a great customer. Treat them with great
customer service, get them their product task, ask them if they
need anything else and get them out the door. I'm sorry, I didn't
pull stats before this call, but I can try to send you a link. What
was the article called? The buy online pick up in store, Super
Consumer. And it said something that ... I'm not going to give a
percentage. Very high percentage of consumers .... what's that?

Kristin:

25:48

Do you remember the publication?

Ryan Atkinson:

25:50

No, I'll send it. I think it's either ... no, I'll send you the link
though.
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Kristin:

25:57

Yeah, we'll put it in the note to everyone.

Ryan Atkinson:

26:00

The study was people who buy online and pickup in store, what
percentage of them buy additional merchandise when they
come into the store and what's the add on value of those
transactions? I'm sorry I don't have the information at hand, but
basically when a customer walks in, they're coming in for that
convenience. But a good portion of the customers are open to
suggestions selling at that point. So, what is your staff gonna do
when that customer walks through the door? "Hey, I saw you
got this awesome helmet. Have you seen the new shoes that we
just got in? Did you see when you walked in that we have the
new suspension platform on display?

Kristin:

26:38

Engage with that customer and you can win sales in the
moment. But then, the long tail of that is you're getting more
customers into your database, and like you said earlier, data is
everything now. And so, it's remarketing to those customers
and nurturing loyalty. So, I got my first bike shop job in 1994,
and at that time, a customer was your [indaudible] a bike shop.
Like they bought their bike from you, they got all their
accessories from you and that is just not the case today. So, you
have to compete for every transaction and so you need that
email information, you need to address information and you
need an active marketing program in order to get in front of
customers and ask for repeat business.

Kristin:

27:22

I totally agree. And just so everybody knows, it doesn't have to
be super crazy detailed. Let's face it, across all of our markets,
all of our specialty markets that Verde serves, we don't see that
specialty retailers have designated a marketing person. It's like
somebody who does marketing, but also does five other jobs
there.

Ryan Atkinson:

27:44

I totally agree.

Kristin:

27:45

This is why you make a great solution for them and it's evolving.
And obviously, email marketing I think is really important to this
and it's still definitely, at Verde, we see it as the highest
converting platforms still in specialty. Even if it's just that, I think
that's a really important nurture sequence starter is capture
their information and communicate with them. And obviously
your site has a lot of great content in that regard, but that's
really what I think people need to just stay in front of them with
that and that way they can see how they're opening the email.
They can ask them what their preferences, they can engage
them in further conversation. That's a way I think that we can
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keep that person who came down to the store made a
purchase.
Kristin:

28:34

And that, in and of itself, gives them loyalty to your store. Let's
think about it. They buy from Amazon or they buy from an
online retailer, they haven't made the investment of actually
going down and talking to somebody. I think that if that is a
good experience for them, it's not only frictionless, but it's
personable. There's an art and the science, right? If the retailer
can be the art and the person in that equation, I think that
you're very well positioned to win in terms of creating a longer
term loyal customer there.

Ryan Atkinson:

29:05

I agree. I do want to speak to that just briefly because I think
you're right in that most bike shops don't have a dedicated
marketing person. But also, I think marketing has this like
mysticism around it because it can be so advanced and
complicated. Some retailers will hear us talk about data and
their minds immediately go to like data driven marketing, like
auto responders and that sort of thing. It just makes the
challenge of getting a program going seem more complicated.
But marketing, it's just about communication. So, with email
marketing, just ask yourself, if you're a bike shop owner, what
would I tell ... if a good customer walked in the door and said,
"Hey, what's going on? What's new?" What would you answer
to them?

Ryan Atkinson:

29:51

That's your monthly email or really, every two weeks is better.
But tell people like, did the new spring apparel arrive? What's
the latest suspension platform that just came in? You know that
they've got a road bike that's still has room breaks. Why aren't
they looking at a disc brake, a quick road bike with wider tires?
It's really pretty intuitive and just put a good picture, a headline
and a link on it. It doesn't have to be a lot of copy, but then the
difference maker for us is that your call to action can be so
much more effective because if you don't have a catalog
enabled website, your call to action is come visit the store,
which is asking somebody to go out of their way.

Ryan Atkinson:

30:30

But if you can just say shop now, and it goes to a catalog
enabled website where they can see the features, selection, and
maybe even buy it, your return on your marketing can go
through the roof. That might be an overstatement, but there's
something to be had there.

Kristin:

30:46

In a lot of cases there's nowhere to go, but [inaudible 00:30:48].
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Ryan Atkinson:

30:47

Yeah.

Kristin:

30:51

I have a couple other questions. I want to be mindful of your
time here, but going back to what you said, Steve Flag of QBP
said really wanting to invest in a healthy network. I just saw,
and I know you did too, REI raised their hand to go deeper into
bike going forward. Obviously, they've always been in bike. It's
an authentic place, so they have permission to expand there for
sure. They're also doing a lot of interesting things with their
house brands, if you will, in this category. But let's talk about
the healthy network or the ecosystem and REI taking a bigger
interest in that because in our other markets at Verde, and
historically, even when I was a journalist before Verde, REI was
the 800-pound gorilla that people would just look around and
be like, "Okay, well, what is REI gonna do?" I think in bike, it's
more what is Trek and what is Specialized going to do, right?

Ryan Atkinson:

31:41

Mm-hmm (affirmative).

Kristin:

31:42

What do you think about that? Give us your take on that when
you read that headline.

Ryan Atkinson:

31:47

Well, first, I have a ton of respect for REI as a retailer, so it's
hard for me to be critical of their business in any way. I don't
know it the same way a supplier might. I tend to welcome good
competition. In some ways, I wish the IBD network hadn't
allowed this opportunity to open for REI. I believe the fact that
the majority of bike shops aren't evolving the ways that they
merchandise and sell products, means that REI saw unmet
consumer demand that they can capitalize on. The result is
there's gonna be more competition for bike shops. It's really
good competition. But if bike shops do nothing, they'll lose
business, plain and simple, which is not a sky is falling
statement. 'Cause at the same time, there's a real positive in
this change, like REI sees growth in cycling. That's a good
indicator. If you're a bike shop, go for the growth.

Kristin:

32:42

Right. I also feel like, just looking at a historically from my lens,
GORE-TEX is a Verde client and having, literally when I was a
journalist back when Fred Flinstone was roaming the earth, I did
some international press trips with GORE and I'm very familiar
with the category. If it wasn't for GORE-TEX, there wouldn't be
visibility around needing that type of product in the
marketplace. I feel like REI is going to do a great job with their
content marketing engine to make more awareness around
more categories of bikes, which is going to drive people who
may be don't want to buy from REI or who want to see a
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different brand selection into IBD. So, I think it's ultimately
gonna be healthy.
Ryan Atkinson:

33:25

I certainly hope so. There's no prediction of future. You've been
through this sort of thing long enough to know that any one
announcement in any given year is gonna make a marginal
impact on overall IBD health. It's the cumulative effect over
time and the IBD's failure to evolve that is probably the bigger
challenge. But I would definitely encourage retailers to pay
attention to this one. And not just if they're in your market. If
they're in your market, you know that they're a great retailer,
and if they get ... the broader their product assortment goes,
the more of a competitor that they'll be, but they also have a
highly sophisticated digital marketing program.

Ryan Atkinson:

34:11

And so, if you think of like where do consumer start the buying
process online, and REI is going to get their product in front of
shoppers through organic, through paid, consumers are gonna
know they can get premium product and REI. Bike shops need
to make sure that that's where the game is being won or lost
right now is in search. And if they're not getting in there, then
you're just watching your business erode.

Kristin:

34:36

That is such a good point. I really appreciate you bringing that
up. And in terms of a healthy network, I think obviously, when
Steve flag came into the equation that was not the situation. I
think what you just said is actually what is encapsulating where
we are heading into Q2 of 2019. What you provide does enable
the specialty IBD to be in that game. And that is so important.
One other thing I'd like to add that I think wraps everything up
well that we've been talking about here is the opportunity
ahead for, and I've been saying this on a couple of different
shows, but the bike industry expanding into a bike community. I
had Nick Sargent from the SnowSports industries of America
show organization.

Kristin:

35:26

He's the president of that organization. They should have a
show actually, but he was talking about it as a community and
not an industry. I feel like since [nurture 00:35:34] bike is
evolving, we are opening up whether we like it or not beyond
industry. And community is going to take on a whole different
level of momentum, I think as the transportation act is
underway and mobility and the things that people for bikes
have been really lobbying and advocating for. There's actually a
huge, huge opportunity for Americans to see themselves as
cyclists more than ever before. I just wanted you to talk about
the opportunity there and what your take is on that because

Channel Mastery Podcast Episode #81: Ryan Atkinson, SmartEtailing
www.channelmastery.com
email: kco@verdepr.com

Page 15 of 18

ultimately showing up in search for that broader consumer is
only going to be a benefit I think to IBDs.
Ryan Atkinson:

36:15

Agreed. Gosh, we've got so much content to cover. It's no
wonder you're able to put out shows at such an inspiring pace.
This is awesome.

Kristin:

36:27

Thanks.

Ryan Atkinson:

36:29

I like the community concept. Whatever, what happened to
cycling over the last 30 years? Did we make mountain biking a
sport when it should have been a hobby or an activity? Uh,
What role did Lance play on making this seem like a sport that
was unattainable? What have we done to make it insular? A lot
of that stuff is unwinding, which is really good. In terms of trying
to like ... we're trying to open up how can bike shops attract
more non-enthusiasts. So, one way we're looking to do that is
by expanding our product offering.

Ryan Atkinson:

37:12

We're paying a lot of attention towards e-mobility right now.
We expect that will continue to evolve the way we serve that
community. We believe if we build the infrastructure to support
the product mix, then that will empower retailers who feel like
that's the right fit for their business to be able to attract a new
kind of buyer. But quite honestly, like just the most important
things that we're doing to try, and get more, just of the broader
community into bike shops is trying to normalize the shopping
experience for consumers. For most non-enthusiastic a bike
shop is a really strange retail experience, but isn't it? I mean, I
love bike shops.

Ryan Atkinson:

37:54

When I hire a new employee who doesn't have bike shop
experience because we hire a lot of marketers will go to our
bike shops and I feel like I'm revealing all the secret scroll kind
of information about like how this all works and it's just, it's not
normal. But the online shopping experience on the other hand
has become normalized across the web. Consumers know that
they can go to a retailer's website, browse a catalog, search, see
prices, make decisions. We do that today. And then, in addition
to the software, we have a marketing team here that's building
content for the websites all the time. We know the bike shops
need to attract consumers from outside the enthusiast space.
So, we try to be inclusive in photography, broad in our
campaigns and messaging, just whatever we can do.
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Ryan Atkinson:

38:46

But back to the technology, the most important thing that I
hope your listeners take away today about SmartEtailing is that
we can help bike shops grow their market today and be more
inclusive today. Our software has the basic functionality that
Target, Home Depot, and REI have. If you're a bike shop, why
wouldn't you want to serve customers that same way?

Kristin:

39:07

Right. Agreed. Well, that's a really fantastic place for us to wrap
up. Is there anything I might have missed asking you or anything
you want to bring the awesome audience into before we wrap
up here?

Ryan Atkinson:

39:19

Well, I think if you haven't, you said earlier that we've been
around for a long time, but also, a lot has changed. So, if you're
a brand or a retailer who hasn't taken a hard look at what
SmartEtailing is today, I would encourage you to seek out more
information. I want you to make informed choices about
whether we're a good partner for your business or not. You can
request a free demo on our website or if your brand is supplier
who wants to talk directly with me.

Ryan Atkinson:

39:48

I'm really accessible on LinkedIn if you don't already have my
contact information. But I just appreciate the opportunity. I care
deeply about bike shops. I want to see bike shops continue to
do the things in the local community that only they can do. But I
believe I have an obligation to help them pull more sales
through their business so that they can continue to do those
great local things for years to come, and you helping me get the
word out is really helpful.

Kristin:

40:19

Of course. Tell us where we can learn more about you.

Ryan Atkinson:

40:22

You can find more than you'd want to know at
smartetailing.com. The easiest thing to do is just click the "get a
demo" button. This is a small business. We've got real people
here. All we do is work with bike shops. So, we'll give you a call,
give you a tour, answering your questions. Uh, and try to make
the process easy.

Kristin:

40:41

Awesome. Well, Ryan, I really appreciate having you on the
show here today, and I look forward to connecting with you in
the future. I would love to have you on as a regular guest in
terms of multichannel strategy in the bike community
specifically.
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Ryan Atkinson:

40:54

That'd be a ton of fun. You do great work. I'd love to be a part of
it.

Kristin:

40:57

Thanks so much. All right. Until next time then.

Ryan Atkinson:

41:01

Wonderful.
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