
One question, more than any other, ripples through 

this issue of The Hub.

That question is, “What do we really mean when 

we say ‘retail as media’? It’s not a new question, 

exactly, but we don’t yet have an answer to it.

Is retail a vessel for advertising and promotions, 

just like television, radio and print? Many seem very 

comfortable with that idea and are finding ways to 

package, sell and measure it that way.

Or is retail a medium unlike any other, a 

platform for experiences more than a channel 

for messages? Here’s where it gets a little dicey 

because it raises a more difficult 

question: How do we measure 

an experience?

Maybe we don’t. Maybe we 

buy into the concept that if we 

create a better shopping experience, sales will go up. 

So will brand image, equity and loyalty.

In effect, that’s what Bob Thacker is doing at 

OfficeMax (page 24). That’s what Julie Gilbert is 

doing at Best Buy (page 32). That’s what Andy 

Austin is doing at AT&T Stores (page 6). That’s 

what I saw first-hand a couple of weeks ago at a 

remarkable little shop called Economy Candy on 

New York’s Lower East Side. 

Economy Candy is not a huge store, but it creates 

a huge impression. It feels like a warehouse and a 

small shop all in one shot, packed to the rafters with 

candy, candy, and more candy. They just pile it high 

and watch it fly. 

The other thing about Economy Candy is the smell, 

which can be described in just one word: Sugar. The 

place is jammed with shoppers and filled with a cash 

register’s ring. Sweet.

Retail as media, indeed.

Tim Manners, Editor-in-Chief

24
C O V E R  S T O R Y

OfficeMax Magic
Bob Thacker says his plans to make us love 
OfficeMax are right on target. An exclusive Q&A 
interview.

6
R O U N D T A B L E

Screen Test
Digital-media networks get ready for their close-up.  
A discussion featuring Andy Austin of AT&T Stores, 
Laura Davis-Taylor of Retail Media Consulting, 
Suzanne Alecia of OVAB and Stuart Armstrong  
of EnQii Americas. 

30
W H I T E  PA P E R

Back to McLuhan
If we agree that retail is a medium, then what’s the 
message? By Al Wittemen.

40
R E T A I L  S T R A T E G Y

Kimberly-Clark at Retail
A conversation with Hedy Lukas, vice president of 
integrated marketing, Kimberly-Clark. 

 

Sweet as Media

PIVOT POINT

How do we 
measure an 
experience?

HUBThe



Editor-in-Chief
Tim Manners

Senior Editors
Peter F. Eder 
Jane Harris

Managing Publisher
Joseph McMahon

Art Director
Julie Manners

Design Concept
Alexander Isley Inc.

Illustrator
John S. Dykes

Circulation Director
Bertha Rosenberg

Brain Trust
Alliance Sales & Marketing
EnQii N.A.
Hawkeye
Hoyt & Company
Insight Out of Chaos
Landor Associates
McGuinn.com
MARS Advertising
Meridian Consulting Group
Miller Zell Inc. 
Now Inc. 
TracyLocke
WomanWise

Friends
Malone Advertising
MENG
Penguin USA

The Hub 
David X. Manners Co.
107 Post Road East
Westport CT 06880
203-227-7060 ext. 227
hub@hubmagazine.com

n Brought to you by the editors of 
Reveries.com and Cool News of the Day, 
The Hub magazine is dedicated to explor-
ing insights, ideas and innovation as the 
ultimate drivers of success in marketing. 

n Published bi-monthly since July 2004, 
The Hub’s circulation is exclusive to 
Reveries’ proprietary database of approx-
imately 3,500 senior-level, client-side 
executives in Fortune 1000 marketing 
departments and major ad agencies.

n Advertising: For more information on 
The Hub’s sponsorship and advertising 
opportunities, please contact Joseph 
McMahon (joseph@hubmagazine.com)  
or 845-238-3516.

4

12

14

16

18

22

32

36

44

46

C O OL  N E W S

Three-D Reality, Hardware Art, Theme-Time Radio. 

R E S E A R C H  R E P OR T

Heart of Starbucks | Starbucks, whose relevance once seemed to manifest 
itself on nearly every street corner, is closing 600 stores. Why? An executive 
summary of a Reveries.com survey. 

W H I T E  PA P E R

The Missing Link | Do your brands have a media strategy at retail? 
By Jon Kramer. 

W H I T E  PA P E R

Path to Purchase | The road to brand growth is now longer and less 
predictable. By Karen Strauss.

R E S E A R C H  R E P OR T

Shopping for Superstars | Opportunities for innovation and growth attract 
the best and brightest to shopper marketing. By Anne Howe. 

C A S E  S T U D Y

Retail as Theater | The store is a stage. And don’t forget audience 
participation. By John Wilkins.

C A S E  S T U D Y

Howlin’ WOLVES | Best Buy becomes a great place for women to shop by 
becoming a great place for women to work. By Dori Molitor. 

B E S T  P R A C T I C E S

Shopper Structure | Where you put shopper marketing will seal your 
success ... or failure. By Chris Hoyt.

B A C K  PA G E S

Four marketing chiefs interview Tim Manners, author of Relevance: 
Making Stuff That Matters.

C O OL  B O O K S

A roundup of current releases of interest: Tupperware Unsealed, Iron Fists 
and The Way We’ll Be. 

A L S O

S eptember         /  O ctober       2 0 0 8


