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Designing to Dazzle
Increase your sales and customer satisfaction with strategic zone merchandizing 

The retail landscape in the 
region is changing quickly. 
Traditional local stores 
that have dominated the 

economy are beginning to face 
competition from major multi-
nationals moving in. Big brands 
such as Carrefour are ready to lure 
customers to the mall, away from 
family-owned businesses and 
neighborhood shops. Food outlets 
such as McDonalds and KFC are 
already here. And as we have seen 
from examples in other emerg-
ing markets, it is usually these big 
brands that win. 

Why is it that the big brands 
almost always win? Why do only a 
handful of retailers dominate the 
market? Why do customers con-
tinue to return to their stores? 

The fact is that leading retailers 
are leading because they follow 

merchandizing strategies that are 
known to work. Whether they are 
a grocery chain, a bank, a clothing 
store, or a food outlet, they are 
leading because they are getting 
retail “right.”

Just think Zones
The most successful retail providers 
have recognized that their stores 
are not just big branded boxes. 
Each store is actually a collection of 
many individual “customer operat-
ing zones.” Customers behave differ-
ently in each zone. Their needs and 
expectations are different. Each of 
these unique zones is right for one 
merchandizing strategy, and dead 
wrong for another.

Decades ago, King-Casey pio-
neered the concept of developing 
merchandising and communica-
tions strategies based on “customer 
operating zones,” or COZI®. We use 
this blend of science and creativity 
to help clients manage the entire 
customer experience. Is it worth 
it? You bet! Double-digit improve-
ments are the norm. 

So how is your business doing? 
Let’s measure how your customer 
experience adds up.

1. Zone assessment  
Begin by identifying all of the 
customer operating zones within 
your store. What are your “zones of 
opportunity”?  Note how customers 
use and interact with these zones. 

Measure the time they spend in 
each zone. For each zone probe to 
discover customer needs, expecta-
tions, attitude, and behavior. What 
problems do they encounter in 
these zones? Do they understand 
what’s being communicated to 
them? 

2. Zone Strategy
 This step consists of three ele-
ments: what is it that you want to 
achieve; what is it that you want 
to say; and how you are going to 
say it?

Business objective 
We begin by identifying the busi-
ness strategy for each of the zones. 
What is it that you hope to achieve 
in this zone? How will you measure 
improvement? 

message Content
What is it that you must commu-
nicate to achieve your business 
objectives for this zone? The mes-
sage should be responsive to how 
customers use this zone.

physical element 
What is the physical nature of com-
munications in this zone that will 
best communicate your message? 
What would work best in this zone? 
A poster? A window decal? 

design development 
This step includes the creation of 
graphics, images, typography, and 
branding. It is tempting to jump 
straight to this step. Many well-
meaning design firms do. Avoid fall-

ing into this trap. Design, however, 
should be driven by thoughtful 
analysis and strategy development. 

3. Zone implementation 
By now you have identified your 
business objectives; you know what 
you want to say and you know how 
you are going to say it. During this 
step you fine-tune and finalize your 
zone merchandising elements. By 
all means evaluate the concepts 
and get team consensus. Keep 
things objective by using focus 
groups to validate the concepts 
with customers and non-customers.

4. improvement and Roll-out 
Continue to monitor key measures 
of success to identify opportunities 
for improvement. What is working? 
What is not? 

Get in the Zone
It’s amazing how many organiza-
tions (even the really smart ones) 
overlook the value of developing 
strategies based on “customer oper-
ating zone improvement.” The good 
news, however, is that there is no 
reason a homegrown business can-
not dazzle like a Carrefour.  Through 
our work in the Middle East, we at 
King-Casey have seen how quickly 
best practices in retail can spread. 
We see this potential in East Africa, 
and are already receiving calls from 
local business owners ready to 
adapt. 
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