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Product- in a New York minute…continued
In the streets of New York you see products of varying shapes, sizes, price and quality. In our experience having walked and shopped Fifth Avenue – to the vans and back rooms of Canal Street, product selection at either extreme was obvious.

In business one of many ‘rules’ is to know thy customer. Know their buying habits, the price points, their needs and market products, or services that provide your target group a benefit. Not the bells and whistles- benefit is what will secure their purchase and hopefully makes them a repeat customer.

So let’s talk about the benefits of purchasing- on Canal, and on Fifth Avenue.

Canal Street- NYC
MiLearn Team:  2 groups of 5

Products: handbags, chains and watches

As mentioned, and to those who have been to Chinatown in New York, you know what you are getting. Cheap designer knock-offs, fakes, smuggled into the U.S. by profiteering individuals, seeing an opportunity when they can (albeit illegal- but that is for another day).
The benefit is simple. Bring home that “Prada”, “Gucci”, and “Coach”, fake and wear it in style- for around $20.00. A great deal for a product that- from afar- has a very similar resemblance to the real deal. Yes of course the quality is cheap, but for those wishing to benefit from walking their hometowns in a knock off Prada bag, even if cheaply made, and for a short duration- the product and pricing is simply irresistible.

Those street vendors in this locale- know exactly what their customers want- and they deliver in spades. A huge selection, cheap pricing and once you get through the annoying haggling and bargaining, and the dizzying pace of being shuttled into dank rooms, and darkened vans (never go it alone!- it is intimidating), you find yourself addicted…and want more.

Just like our group of Canal Street buyers who in some cases scared off the vendors!! (this is NOT an easy thing to do!)
So, the bottom line is that don’t always think you have to sell higher priced goods or services- there is always a market for lower priced goods- lower quality- and you can still make a decent profit if your run your operation and manage your business wisely.

In 2009- given he global markets, we may see lower end purchases become more common then in years past.
Fifth Avenue-NYC

MiLearn Team: 2 groups of 4

Products: handbags, chains, (watches were looked at ever so briefly- but we gave up as prices were in the stratosphere!)

Fifth Avenue is beyond compare when it comes to real estate- and the businesses that occupy that space. Prestige comes with the address along Fifth Avenue New York City. That ion itself is worth money- millions.

So it comes as no surprise that the businesses and retailers along this avenue exude wealth, quality, and superior service. Their clientele expect nothing more.

A market segment with estimated annual income over $150,000 per individual (according to Unity Marketing's Luxury Consumption Index), is in the upper percentile of all Americans. So, how do you service this clientele?
Marketing shows that consumer consumption, when targeting the upper percentile of income earners, is often based on prestige, and showcasing luxury items- regardless of costs. Think of why BMW, Lexus, Mercedes, Prada sell high. Much of their clientele require the status that comes with high end and expensive products.
In understanding your client- from Canal to Fifth, the principals are the same. 

In my experience as a business consultant this basic fact if often forgotten. Small business owners, so caught up in their day to day operations, and with little outside resources, can easily lose track of what their customers need and want or more so, who in fact their customers are and why they are, or are not purchasing.

Basic principles, common sense and logic. These play out on Canal Street and Fifth Avenue.
