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This department
presents an in-
depth, topical
question-and-
answer session fea-
turing participants
from the vendor,
retailer, and/or ana-
lyst communities. It ’s
an opportunity to
present the face of your company in
an interactive, first-person interview
format.

This editorial
opportunity pre-
sents the latest
research findings,
analysis, commen-
tary, and advice on
specific topics from
the retail research,
analyst, and consult-
ing communities.
Here, regularly-featured commentary
from Retail Systems Research, Aberdeen
Group, IHL Consulting, and other
research partners will provide exclusive
insight into all things retail. 

Integrated Solutions For Retailers and Retail Solutions
Online feature stories focus on how recognized
retailers solve critical business problems using tech-
nology. These articles often include sidebars on prod-
ucts and services that contributed to the featured com-
pany’s growth. 

Similar in presenta-
tion to the Vendor
Perspectives piece,
this editorial outlet
serves as the voice of
our association and
tradeshow administra-
tion partners. Here,
association and show
execs comment on their
initiatives to further industry education and
activism, and discuss the pressing issues of
the day. 

*per June 2010 BPA Worldwide Statement
**Publisher’s Own Data

Tell the story in
your own words.
The Vendor
Insight section
gives thought
leaders in the ven-
dor community an
opportunity to
share their opinions
on the issues and
technologies that are shaping the
retail landscape. In our C -Counsel
columns, retail executives are given
the same liberty.

Retail Success Features

The drop deadline for ad materials is noon Eastern Daylight Time on the ad sales deadline.

The Green Retailing
Research Supplement
Examining green initiatives in
hardware manufacturing/life-

cycle maintenance, operations,
and consumer concerns
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ad sales deadline:
12/10/10
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The Retail Supply
Chain Research

Supplement 
With Vendor Compliance

Federation (VCF)

and Auburn University
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PRODUCT SHOWCASE

2011 EDITORIAL CALENDAR

Magazines are distributed at additional trade shows.  Contact your account representative for more information.

Cross-Channel
Integration: Best

Practices In Enabling
The Multichannel

Consumer

TRADE SHOW DISTRIBUTION

The State Of The
Store Manager Report 
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In December 2011,
Integrated Solutions
For R etailers will
publish its annual
retail solutions
investment report
examining the best
and worst invest-
ments of 2011 and
fresh insight into
retailers’ investment
plans for 2012. 

The issue will
include a compre-
hensive listing of
market-leading ven-
dors that provide
those solutions
deemed the best
investments for
2012. 
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Q&A

Research & Trends

Vendor Insight

Partner Perspectives

These articles describe to our 22,500* print subscribers and
44,000** email newsletter recipients how your product or service
was implemented by a retailer. Case Studies detail the implemen-
tation of retail technologies, services, and solutions that help retail-
ers improve efficiency, save money, increase revenue, or grow sales.

Case Studies
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Case Study Cross-Cha
nnel Retai

ling

A relaunch
ed websit

e and a ne
w online c

all center
 bring in a

dditional s
ales reven

ue for the
 retailer.Lord & Taylor Matches Online 

To In-Store Shopping Experience

he recen
t U.S. Commerce Department’s

retail and
 food se

rvices sa
les tally 

shows

that retai
l sales w

ere up 6.
4% from March

2009. While analy
sts are ca

utious ab
out pre-

dicting an
 upswing

 in the ec
onomy, they do

 believe t
hat

lower un
employment rates

 and ho
me price 

declines

showing 
signs of l

eveling o
ff could s

pur retail
 spending

.

As consu
mers begin

 to loosen
 their pur

se strings
, retail-

ers will b
e there to

 reap the 
rewards.

One way to
 do that

is by im
plementing an

 e-commerce

strategy t
hat exten

ds beyon
d sales to

streamlining or
dering p

rocesses 
and

increasin
g sales.

Retailers 
are listen

ing. A n
ew five-

year fore
cast from

 Forreste
r Researc

h

shows th
at e-com

merce sale
s in the

United S
tates will

 keep gr
owing at

 a

10% compound a
nnual gr

owth rat
e

through 2
014. It fo

recasts on
line retail

sales in th
e United 

States wi
ll be near

-

ly $250 b
illion, up

 from $155 bill
ion in

2009; e-c
ommerce sales

 will repr
esent

8% of all retail 
sales in 

the Unit
ed

States by
 2014, up

 from 6% in 2009.

Forrester
 draws o

ne critica
l conclu-

sion abou
t finding 

success o
nline: Ret

ailers nee
d to do a

better job
 of appea

ling to on
line cons

umers and c
an do

so by pa
iring the 

online an
d in-stor

e shoppi
ng exper

i-

ence. Lo
rd & Ta

ylor reali
zed

that such
 a strateg

y could h
elp

the 180-y
ear-old c

hain reco
up

revenue l
ost when

 it was so
ld

by Federa
ted in 20

06.

In an eff
ort to he

lp increa
se

revenue,
the upsc

ale retail
er

relaunche
d its onli

ne busine
ss

at the en
d of 2008, wi

th the

goal of
delivering

 a rich a
nd

inviting 
shopping

 experien
ce

to the e-
commerce cust

omer,

explains 
Christina

 Callas, v
ice

president
 of e-commerce at

Lord & 
Taylor. “

Ultimately, we
 wanted 

to match the

customer’s onlin
e shoppi

ng exper
ience to 

what she

would ex
perience 

in one of
our store

s. We would d
o this

by offeri
ng a high

-level and
 branded

 customer servic
e

experienc
e.”

Brand Spe
cialists Ad

d Value

Lord & 
Taylor w

as alread
y outsou

rcing its 
online ca

ll

center op
erations,

but want
ed to add

 value at 
the point

of call and o
ffer the c

ustomer point-

of-call re
solution 

as much as po
ssible,

explains 
Kim Audan,

director 
of e-

commerce merchandis
ing and 

opera-

tions for
 Lord &

 Taylor.
To achie

ve

these goa
ls, the re

tailer felt
 that havi

ng

call agent
s dedicate

d to Lord
 & Taylor

and its br
ands was

 essential
.

For this r
eason, G

lobal Res
ponse of

Margate, F
L, was c

hosen be
cause its

customer represen
tatives 

would

become Lord &
 Taylor b

rand spec
ial-

ists, unde
rstanding

 the retai
ler’s prod

-

uct and 
customer. One of the first

changes t
he retaile

r made to its
 online

business 
was to re

place a p
roprietar

y

administratio
n tool w

ith a more robu
st e-com

merce

platform
 called iC

ongo. Th
is is a ne

xt genera
tion busi

-

ness-to-c
onsumer e-com

merce and
 marketing 

system

designed 
for retail

ers want
ing

an easy-t
o-manage on

line con-

sumer storefron
t. Global

Response
 represen

tatives

working 
for Lord

 & Tayl
or

were trai
ned to u

se the p
lat-

form, and eac
h special

ist has

their own
 user nam

e and pas
s-

word to
 access 

the syste
m.

When an or
der is pla

ced eithe
r

online o
r by p

hone wi
th a

brand sp
ecialist, the orde

r is

entered i
nto iCon

go and t
hen

routed to
 order m

anagement

by Cindy Dubin

Lord & Taylor takes advantage of the real-time, 24-hour

statistical reporting that Global Response offers.

T
“Ultimate

ly, 

we wante
d to 

match the
 customer

’s

online sh
opping ex

peri-

ence to w
hat she w

ould

experienc
e in one o

f our

stores. W
e would d

o this

by offerin
g a high-l

evel

and brand
ed custom

er

service e
xperience

.”

Christina C
allas, 

VP of e-co
mmerce, 

Lord & Taylor

60_XC_C
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Q&A

D
ean Lindstr

om,CEO 
at Novar, p

rovides ins
ight on

retail sustai
nability effo

rts and wha
t lies on the

 ener-

gy manage
ment horiz

on.

The Globa
l Retail CIO

 Survey ind
icated reta

ilers have

an interes
t in susta

inability, b
ut it’s not

 a priority

because so
lutions pro

viders are
 behind in

 terms of

application
 developm

ent. What 
do you thin

k?

Most have a
 difficult t

ime using 
the word s

ustainabili
ty, seeing

it as some
thing too 

nebulous 
to define.

But when
 considerin

g

the means
 to that en

d  —  energy c
onsumptio

n and exp
ense

—  it breaks 
sustainabil

ity down i
nto defina

ble and m
easurable

pieces.

Measuremen
t is the ke

y to under
standing t

he ROI p
otential

of an ente
rprise-leve

l energy m
anagemen

t solution.
Start with

metering a
nd subme

tering at th
e store lev

el. This he
lps deter-

mine whe
re energy 

is being c
onsumed.

You’ll qui
ckly asses

s

how much
 of your ener

gy budget
 is going 

toward he
ating,

cooling, li
ghting, re

frigeration
, POS, pl

ug load, a
nd so on

.

From ther
e, you kno

w where t
o focus.

Next is po
rtfolio ma

nagement.
Rank all o

f your sto
re sites, in

reverse ord
er, from th

e worst en
ergy hogs 

down to th
e very best

.

Employ a 
variety of

analytics to
ols to anal

yze that ra
nking, and

diagram h
igh perfor

mers and 
outliers. Fr

om there,
dig into th

e

reasoning 
for poor p

erformers 
and learn f

rom the b
est users.

Use bench
marks tha

t illustrate 
how your 

operations
 compare

with facilit
ies of sim

ilar size, sh
ape, and u

se. Integra
te the data

with other
 relative d

ata to help
 gain insig

ht into po
tential cor

-

relations. T
he relation

ship betwe
en utilities

 usage and
 sales per

square foo
t is an exa

mple. Ens
uring you’

re not ove
rspending

on low inv
estment lo

cations or 
underspen

ding on hi
gh-perfor-

mance sto
res can res

ult in sign
ificant sav

ings.

What’s the
 biggest op

portunity f
or savings 

in 2010?

There is pl
enty of op

portunity 
to implem

ent baselin
e technolo

gy

to achieve 
financial re

turn. Basel
ine techno

logy impro
vement ini

-

tiatives ty
pically res

ult in an
 ROI be

tween 20%
 to 40%.

Refinemen
t of those 

installation
s can result

 in ROI be
yond 100%

.

Retailers 
can gauge

 their own
 ROI potentia

l by cond
uct-

ing a matu
rity assess

ment mod
el. On the low

 end, are e
ner-

gy bills ju
st paid as 

they come
 in? Or are the b

ills being 
ana-

lyzed/me
asured ag

ainst benc
hmarks a

nd energy
 strategies

applied? M
ost retaile

rs are som
ewhere in

 between,
but even

those wh
o have en

gaged in 
energy m

anagemen
t for year

s

can still im
prove.

The bigg
est oppor

tunity for
 continue

d results i
s to see it

through. D
on’t plug 

energy ma
nagement

 technolo
gy in and

walk away
. Your pr

ogram ha
s to be on

going; wa
tch what’s

going on 
in the sto

re to ensu
re it’s op

erating th
e way it’s

supposed
 to, and a

void any d
eviation.

There’s an i
nterest in c

urtailment 
programs a

nd emission
s

cap and tra
de. Is this a

n opportun
ity for reta

ilers too? 

There is v
alue in cu

rtailment
 initiatives

, which ar
e demand

response 
programs

 offered b
y ISOs or electr

ic utilities.
Most

offers giv
e a cash in

centive fo
r agreeing

 to partici
pate, simi

-

lar to a sig
n-on bonu

s. Then, w
hen there

’s a trigger
ed event,

the retaile
r can crea

te savings
 by respo

nding to 
the event

.

The grid e
xperience

s stress, th
e retailer r

educes its
 electrical

load to all
eviate the

 stress, an
d their bil

l goes dow
n.

Twenty p
ercent to 

40% of retaile
rs engage

 in curtail
ment

programs
. Participa

tion make
s it more 

complicat
ed to man

-

age the cu
stomer ex

perience a
s it relates

 to tempe
rature and

lighting. T
hat’s why 

smart reta
ilers are le

veraging t
he finan-

cial incen
tives offe

red by de
mand resp

onse as a 
way to pa

y

for energy
 managem

ent techno
logy inves

tments.

In the co
ming year

s, energy 
managem

ent will b
ecome a

front-and
-center bu

siness issu
e. Emissio

ns cap an
d trade is

coming as
 well, but 

the timing
 is not yet

 known. Y
ou can see

it happen
ing in oth

er parts o
f the world

. It’s sort
 of the

opposite 
of curtailmen

t from a 
behaviora

l perspect
ive —

it’s somet
hing you’l

l have to 
do by law

 to avoid 
fines/taxe

s,

as oppose
d to being

 rewarded
. Once the re

covery is 
in full

swing, re
al-time or

 time-of-d
ay pricing

 tariffs w
ill be a bi

g

piece of l
egislation.

Retailers m
ust becom

e prepare
d for it.

The right
 technolo

gy is a m
ust for m

anaging th
e future o

f

energy.

�

Without so
lid data, y

ou’ll neve
r understa

nd the

return on 
your energ

y managem
ent invest

ment. 

Apply Metrics To

Energy Management

In-Store S
ystems 

by Matt Pillar

Dean Lindstrom, CEO, Novar 
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Research & Trends Marketing
/Operation

s

New resea
rch from R

SR points t
o growing 

consumer 
confidence

 and

steady reta
il sales gro

wth.

A Return To

Value Over Price:

The CRM Story

Of 2010

SR will be
 releasing i

ts latest re
port on re

tail custom
er strategie

s in

August, bu
t we have 

some early
 findings t

o share, an
d the resu

lts

are hearte
ning. Fro

m 87 resp
ondents to

 a survey t
hat we fie

lded

in March and A
pril of 20

10, we saw
 significan

t shifts in 
the busi-

ness drive
rs behind 

retailers’ c
ustomer p

rograms.
The highli

ghts:

Consumers
 Are Growi

ng Less Pri
ce-Sensitiv

e

In 2009, 5
8% of retail resp

ondents to
 our surve

y reported
 that cons

umer

price-sens
itivity was

 a top-thre
e business

 challenge
. In this y

ear’s surve
y, only

36% of retail r
espondent

s reported
 the same,

dropping 
it from #1

 on the lis
t

to #4. Po
tentially, th

is drop is b
ecause reta

ilers are be
tter equipp

ed to deal 
with

consumer
 price-sen

sitivity tha
n they we

re last yea
r, but ther

e are othe
r data

points tha
t show tha

t it may w
ell be cons

umers wh
o are chan

ging, rathe
r than

retailers ge
tting bette

r at accom
modating 

a challeng
ing enviro

nment.

The Econo
my Is Beco

ming Less 
Of An Issue

  

Supportin
g our conc

lusion abo
ve, retailer

 responden
ts to our su

rvey repor
t that

the econo
mic enviro

nment’s pr
essure on 

their busin
esses is eas

ing. While 30%

reported t
he econom

y as an iss
ue in 2009

, only 12%
 reported 

it in 2010.

Growing Sa
les Remain

s Critical  

However, d
espite the

 signs tha
t the eco

nomic “green
 shoots”

of con-

sumer confid
ence, and

 subsequ
ently of

consumer spend
ing, appe

ar to be 
taking

hold, retailers 
still rep

ort that
 sales

growth,
however 

it can be
 obtained

, is

still a to
p priorit

y. In 2009,
53% of

responde
nts repor

ted that r
etaining e

xist-

ing custo
mers is a t

op-3 bus
iness issu

e,

putting it
 at #2 o

n the list
. In 2010,

it

topped 
the list 

at #1, with 40%
 of

responde
nts, and an 

additiona
l 31%

reported 
that driv

ing sales,
however 

they

can be ac
hieved, is

 a priorit
y (an ans

wer

option th
at was no

t availabl
e in 2009

).

How to gr
ow sales?

 In 2010
, 27% of

responde
nts repor

t that the
y don't k

now

how to 
meet custo

mer needs
 because

their sho
pping beh

aviors are
 too much in

flux, vs.
only 13%

 in 2009.
But 31%

 of

this year
’s respon

dents rep
ort that 

con-

sumers want 
more perso

nalized o
fferings

(vs. 25%
 last year

), and 37
% report t

hat

consumers expec
t a highe

r level of
cus-

tomer service
, placing 

it tied fo
r second

on the lis
t of busin

ess challe
nges in 2

010.

With the ris
e of social mar

keting and
 the

mobile ch
annel, reta

ilers have 
more opp

ortu-

nities to 
engage w

ith custom
ers than 

ever

before. W
hen consu

mers were
 focused e

xclu-

sively on t
he best de

als and no
t necessari

ly the

best value,
retailers w

ere challen
ged to use

 their

customer 
programs 

for more 
than “han

ging

on” durin
g tough ti

mes. As c
onsumer c

onfi-

dence (and
 spending)

 returns, a
nd with it 

more

interest in
 value-bas

ed offerin
gs, retailer

s have

an opport
unity to re

ally turn th
ose metho

ds of

engageme
nt into so

mething th
at drives b

rand

value — and, mos
t importan

tly, sales.

To get the
 full story 

on retail C
RM (customer

relationshi
p manage

ment) in 2
010, check

 out

the full re
port at ww

w.rsrresear
ch.com, st

art-

ing Augus
t 25.

�

by Nikki Baird

R
Nikki Baird is managing

partner at Retail Systems

Research. Using its BOOT

methodology, RSR identi-

fies Business challenges

faced by enterprises,

Opportunities emerging

from those challenges,

internal Obstacles that pre-

vent enterprises from taking

advantage of those oppor-

tunities, and the Technology enablers used by retail win-

ners that help make those opportunities a reality.
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Vendor Insight Cross-Cha
nnel Retai

ling

Forrester R
esearch es

timates e-
commerce

 sales 

will repres
ent 8% of 

all retail s
ales in the

 United St
ates by 20

14.

How can re
tailers mai

ntain profi
tability acr

oss all cha
nnels?

Online Merchandising:

Inventory Management 

In A Cross-Channel World

ith online
 sales bec

oming so cr
itical to g

rowth str
ate-

gies, reta
ilers are 

focusing 
on how t

o best se
rve their

customers, show
case prod

ucts, and
 entice c

ustomers

to buy. Equally 
important i

s to ask
, “How do w

e

ensure w
e profita

bly maintain av
ailability 

across al
l custom

er touch

points?”
Boil it all

 down, a
nd the re

al challen
ge center

s on inve
ntory

management and o
nline merchandis

ing. So, s
hould ret

ailers buy
 sepa-

rately pe
r channe

l, fulfill c
ustomer orders

 from shared i
nventory

 or

establish 
some type of

virtual di
stribution

 center,
or do so

mething

else? The
 multitude o

f options c
reates a 

lack of certainty 
when it

comes to dev
eloping a

 strategy
 for buyi

ng and m
anaging i

nventory

beyond b
rick-and-

mortar.

The early
 days of

online m
erchandis

ing were 
simple; start

 by settin
g

up the w
ebsite as

 another
 store w

ith minimal costs 
or chang

es in

inventory
 management. The 

Web as a st
orefront 

was still t
oo new —

too unce
rtain — to spend

 a lot of
money on 

new distr
ibution c

han-

nels. But, with acc
elerated 

growth,
the “trea

t-the-web
-as-anoth

er-

store” strategy s
oon beca

me an “it’s
-a-very-u

nique-ver
y-big-and

-not-

like-any-o
f-our-oth

er-stores”
strategy.

The prob
lem was, the

 strategy

lacked “lo
calization

,” a way i
n which r

etailers c
an custom

ize the of
fer

for each 
point of

customer contac
t. In fac

t, a targe
ted assor

tment

strategy i
s even m

ore important t
o retailer

s that are
 anticipat

ing sub-

stantial g
rowth fro

m their onl
ine prese

nce.

Retailers 
today und

erstand t
hat an on

line “stor
e” is a m

erchandis
ing

priority. I
t is its ow

n channe
l and must be int

egrated w
ithin the 

over-

all mix of outlets. T
his view 

adds to t
he workl

oad and 
intricacie

s of

retail merchandis
ing.

So, how d
o retailer

s — particula
rly their

merchandis
ing team

s — get it al
l done,

be efficie
nt, and b

e profitab
le? Perha

ps a

hybrid ap
proach is

 needed.

Consider
 this: A r

etailer se
ts up a vi

rtu-

al DC. It hol
ds invent

ory separ
ately, per

channel 
— first qu

ality stor
es, outlets,

franchise
s, web, et

c. Now, the re
tailer can

more effect
ively manage ava

ilability le
vels

for each 
customer touch 

point. Th
e risk?

The retai
ler may run sh

ort on pr
oduct in

channel o
ne, but fa

ce overag
es in chan

nel

two. Ano
ther optio

n is to op
erate from

 a

shared D
C invent

ory, yet that 
has an

inherent 
weakness

: The onli
ne chann

el

faces chr
onic shor

tages bec
ause prod

uct

allocation
s to stor

es have 
depleted 

the

inventory
 from the star

t.

The hybr
id approa

ch to inv
entory m

an-

agement and p
lanning i

s already
 gaining

momentum as retaile
rs fulfill t

heir onlin
e

orders d
irectly fr

om their st
ores. This

approach
 maximizes ava

ilability,
both

online an
d in indiv

idual stor
es. It is p

ar-

ticularly 
effective 

where th
e demand is

balanced 
across en

ough sto
res to en

sure

that a few
 key store

s don’t co
ntinually 

get

drained d
ry.

What is the
 bottom line? Ret

ailers must

be nimble, adaptabl
e, and read

y for

change.
Always.

New techn
ologies —

social ne
tworking

 sites, webTV,
mobile

applicatio
ns, and m

ore — are chan
ging

how reta
ilers and

 custom
ers inter

act.

They are
 quicker

 and more com
plex.

Closing t
he sale an

d increas
ing profit

abil-

ity means reta
ilers must focus

 on inven
-

tory management proc
ess and 

efficien-

cies. The lead
ers in r

etail are 
already

innovatin
g in the

ir cross-
channel 

plan-

ning and
 allocatio

n efforts
 and are 

opti-

mizing the 
availabilit

y across a
ll channe

ls.

Only then 
can retail

ers find p
rofitabilit

y,

no matter the 
channel.

�

by Stuart Aldridge

RetailSolutionsOnline.com     � August 2010

W

Stuart Aldridge is chief

executive officer of Maple

Lake Ltd., a provider of

assortment management

and allocation software and

services. For more informa-

tion on Maple Lake Ltd.,

visit www.maplelakeltd.com

or twitter.com/maplelakeltd,

or send an email to

info@maplelakeltd.com.

0810_VP
_XChann

el_DG.q
xp  7/1

6/2010 
 1:36 P

M  Page
 1

73

RILA Continues 

Sustainability Momentum

Environme
ntal Susta

inability &
 Complian

ce Confer
ence to ta

ke place S
ept. 22-24

Partner Perspective

AS THE CALL TO ACTION
FOR CORPOR

ATE ENVIRO
NMENTAL

responsibi
lity grows,

retailers ar
e leading t

he way in g
reening th

eir

operations
, and the R

etail Indus
try Leader

s Associat
ion (RILA

) is

helping th
em get the

re.

Retailers a
re making

 considera
ble investm

ents into 
more sus-

tainable bu
siness prac

tices, and o
ur membe

rship is co
mmitted t

o

advocating
 for standa

rds of env
ironmenta

l protectio
n that wor

k

for the en
vironment

 as well as
 for the re

tail industr
y.

At RILA w
e continue

 to drive l
eadership 

in environ
mental sus

-

tainability 
through o

ur Retail S
ustainabili

ty Initiativ
e (RSI) an

d

through 
RILA’s annual Environm

ental Sustainab
ility &

Complian
ce Confer

ence (ESC
C).

This year’
s ESCC, in

 its third s
uccessful y

ear, will ag
ain feature

major reta
ilers and i

ndustry le
aders with

 firsthand 
experience

 in

integrating
 environm

entally su
stainable 

practices 
into their

respective
 companie

s.

Taking pla
ce Septem

ber 22 to 
24 in San 

Diego, ES
CC brings

together e
xecutives 

involved i
n establish

ing enviro
nmental p

ro-

grams and
 incorpora

ting them 
into their o

perations.
The confe

r-

ence prog
ram will h

olistically a
ddress the

 key opera
tional aspe

cts

of environme
ntal susta

inability a
nd compl

iance for 
the retail

industry, i
ncluding s

essions on
 energy m

anagemen
t, waste m

an-

agement, w
ater conse

rvation, pr
oduct deve

lopment, s
upply chai

n

manageme
nt, commu

nications,
and corpo

rate social
 responsib

il-

ity.
Kicking of

f this year
’s conferen

ce will be 
Casey She

ahan, CEO

of Patagonia.
One of

the pione
ers in su

stainable 
retailing,

Patagonia 
is widely k

nown for 
its commi

tment to p
roduct qua

li-

ty and en
vironment

al respon
sibility. Sh

eahan wil
l share w

ith

attendees 
the story 

of Patago
nia’s journ

ey to succ
ess and th

eir

mission to
 use busin

ess to insp
ire and im

plement so
lutions to 

the

environme
ntal crisis,

which res
ts at the h

eart of their busin
ess

model.

Some of
the most 

exciting ad
vances in 

the sustain
ability of

consumer
 product

s lie in 
the Susta

inability 
Consortiu

m.

Launched
 in 2009,

the conso
rtium is an

 independ
ent organi

za-

tion of diverse glo
bal partici

pants who
 work col

laborativel
y to

build a sc
ientific, lif

e cycle-ba
sed found

ation to d
rive produ

ct

innovation
. Represen

tatives fro
m retail co

mpanies th
at are mem

-

bers of th
e Sustaina

bility Con
sortium, a

s well as le
ading con

sor-

tium acade
mics, will p

articipate i
n a panel d

iscussion.
This sessio

n

will focus
 on the 

goals and
 mission 

of the Susta
inability

Consortiu
m and the

ir success 
to date in 

developing
 transpare

nt

methodolo
gies, tools,

and strateg
ies to driv

e a new ge
neration o

f

products a
nd supply 

networks t
hat addres

s environm
ental, soci

al,

and econo
mic imper

atives.

Dara O‘R
ourke, chi

ef executive 
officer of

GoodGui
de, and

Kris Gorr
epati, glob

al marketi
ng at SAP

, will take 
a look at t

he

proliferatio
n of third

-party rati
ng system

s and thei
r potential

 to

significan
tly affect

 product
 manufa

cturers a
nd retail

ers.

Attendees
 will learn

 about the
 various ra

ting system
s, how the

y

work, and
 proactive

 steps to m
ake sure a

 product’s
 sustainab

ility

performan
ce is accur

ately and t
ransparent

ly commu
nicated.

Attendees
 at a gener

al session 
on retail e

nforcemen
t and com

-

pliance tre
nds will le

arn the la
test on en

vironment
al regulato

ry

issues aff
ecting ret

ail. From the
 Environ

mental P
rotection

Agency to
 the Dep

artment o
f Transport

ation to t
he state o

f

California
, attendees

 will receiv
e an up-to

-the-minu
te report o

n

regulatory
 priorities 

for the mo
nths and y

ears ahead
. This sess

ion

will be led
 by Grant

 Nakayam
a and Joe 

Eisert, pa
rtners at t

he

Washington 
office of K

irkland & 
Ellis LLP 

and exper
ts on envi-

ronmental
 counselin

g and litig
ation. In additio

n to this g
eneral

session, t
he confer

ence will 
include fo

ur compli
ance-focus

ed

breakout 
sessions, a

t which r
etailers w

ill hear fr
om indus

try

experts ab
out the cu

rrent and 
future reg

ulations th
at are criti

cal

for retaile
rs to unde

rstand now
 as well a

s policy is
sues on th

e

horizon.

Also joinin
g the list o

f distingui
shed speak

ers is actor
 and envi-

ronmental
 activist E

d Begley J
r., who h

as been re
garded as 

an

environme
ntal leade

r in the H
ollywood 

communit
y for man

y

years. Beg
ley will add

ress attend
ees about 

his activism
 and devo-

tion to env
ironmenta

l sustainab
ly.

Created by
 retailers fo

r retailers,
no other c

onference
 covers the

depth of
informatio

n that RIL
A’s Enviro

nmental S
ustainabili

ty

& Compl
iance Con

ference do
es across 

all segmen
ts of retail.

With a cuttin
g-edge pro

gram, excl
usive

networkin
g, leading

 industry 
presen-

ters, and 
an except

ional exhi
bit hall,

ESCC 201
0 promise

s to be a v
aluable

and impre
ssive even

t.
�

August 2010     � RetailSolutionsOnline.com

Casey Chroust is EVP of RILA, the Retail Industry

Leaders Association. He leads RILA’s efforts in the

association's five key retail disciplines: supply chain,

finance, human resources, asset protection, and

enterprise issues, which includes sustainability, prod-

uct safety, and IT.
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