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Nordstrom - $50.27 (Online Price)

Sephora - $39

The Bay - $35.10 (Online Price, On 
Sale)

YVES SAINT LAURENT: 
ROUGE PUR COUTURE -
53 BEIGE PROMENADE



COMPARIS
ON Sephora Nordstrom

Difference of: $11.27
Percentage: 22%

The Bay Sephora

Difference of: $3.90
Percentage: 10%

Nordstrom The Bay 

Difference of: $15.17
Percentage: 30%

COMPARISON



NORDSTROM
Description:
- Retail Operation: department store
- Location: Online, 
http://shop.nordstrom.com
- Atmosphere: modern, prestige
- spacious layout, use of white space
- one photo, option to zoom, no other 
perspective
- specific categories and search engine, 
browsing by brand

Product:
- Location: under YSL’s category, lips section
- Display: page one, near the bottom
- Adjacent Products: YSL lip products



Description:
- Retail operation: department store
- Location: online, thebay.com
- Atmosphere: proper, prestigious, 
organized
- compact layout
- one photo to view, option to zoom
- lack of product information
- categories with drop menus for 
more options
- ability to search website

Product:
- Location: Under beauty 
category
- Display: page 3, under lip 
category
- Products Adjacent: variety 
of similar lip products

THE BAY 



Description:
-specialty store
-Downtown Vancouver: Pacific Centre
-Lighting: dark with small lights projected 
on displays
-Atmosphere: cluttered with products, 
overwhelming
-Security: store security towers

SEPHORA -
DOWNTOWN

-Location: end of the mall near exit, 
first floor
-Display: on a shelf with products of 
same collection
-Products Adjacent: products of 
same collection, brands with similar 
products



Nordstrom - $99.95

Little Burgundy -
$74.98

Vans - $49.95

VANS - PERF LEATHER 
SK8 - HI



COMPARISONS

Nordstrom Vans 
Difference of: $50
Percentage: 50%

Little Burgundy Nordstrom 
Difference of: $24.97
Percentage: 25%

Vans Little Burgundy
Difference of: $25.03
Percentage: 33%



Description

- Department store
- Downtown, Pacific Centre, three floors
- Lighting: bright, lighting varies as floors 
increase, brightest level was first floor 
(makeup, shoes, handbags)
- Atmosphere: welcoming, inviting, loud
- Security: store security towers, security 
tags on products, cameras

NORDSTROM - DOWNTOWN

Product 
Location: end of the store near an 
entrance
How it’s displayed: at the front of the 
shoes section, sale sign on display
Adjacent products: variety of Converse



Description:
- Specialty
- Location: Downtown, Pacific Centre
- Lighting: varied throughout the store,  
showcases products through use of 
brighter lights
- Atmosphere: welcoming, not 
overwhelming, clean and proper
- Security: store security towers

LITTLE BURGUNDY -
DOWNTOWN 

Product: 
-Location: straight ahead from 
entrance, under sale promo sign
-How: eye-level on shelves
- Adjacent Products: products of 
same brand, next to Nike shoes



Description: 
- specialty store
- Location: Granville Street, Downtown 
Vancouver
- Lighting: bright lighting by the displays
- Atmosphere: casual, hip
- Security: security tags, store security 
towers

VANS - DOWNTOWN

Product:
- Location: straight ahead, along the 
wall
- How: on shelves, below eye-level, 
juts out
- Products adjacent: shoes of similar 
style



Kitchen Aid - $549.99

Bed Bath & Beyond -
$499.99

Costco - $399.99 

KITCHENAID ARTISAN STAND MIXER



COMPARISONS

Bed Bath & Beyond Kitchen Aid
Difference of: $50
Percentage: 9%

Kitchen Aid Costco
Difference of: $150
Percentage: 27%

Costco Bed Bath & Beyond
Difference of: $100 
Percentage: 20%



Description: 
- Specialty Store
- Location: Online 
- Atmosphere: proper, clean, simple
- well-organized headings that 
categorizes products
- many different angles of the mixer, 
option to zoom in on the photo
- many options underneath product 
photo to learn more about the mixer

KITCHEN AID 

Product
- Location: Countertop Appliances
- How: under featured products 
when on the Stand Mixers section
- Adjacent products: variety of other 
available mixers



Description:
- Superstore
- Online
- Atmosphere: cluttered, very informative, clean
- plain design, nothing makes it pop out
- one photo to view, option to zoom
- limited product information compared to other 
sites
- recommended possible accessories built for the 
mixer

BED BATH & BEYOND

Product:
- How: page 5, under Small Appliances
- placed along in rows, able to customize 
into own preferences (rows of 3, 4 or 
individually down the page)
- Adjacent products: similar cookware 
products, recommendations of different 
product brands



Description: 
- Wholesale Warehouse Club
- Location: Online
- Atmosphere: overwhelming, too much on page
- cluttered layout, only one photo to view
- three different angles, but not for one specific 
colour
- option to zoom and view

COSTCO

Product: 
- Location: Small Kitchen Appliances
- Display: page 1, under Food 
Processors and Mixers
- Adjacent products: other mixers of 
different brands



RETAILING TRICKS

Vans: distorted mirror that makes the person look skinnier

Nordstrom: used a photo of a famous figure to attract customers 
to that section

Nordstrom: strategically placing shoes that weren’t on sale on 
the same display as ones that were to deceive the customer 
and get them to look at them

Bed Bath & Beyond: Free shipping over a certain amount ($99), 
makes you want to buy more to not have to pay for shipping

Vans: placing sales at the back of store, allows the customer to 
walk past other tempting products before getting to where they 
desire



WHAT WE LEARNED/WHAT WAS 
INTERESTING

▸ to scour for different retailers that hold the same product 
for better prices and deals

▸ various retailing tricks help and enhance our desires to 
purchase something, usually in our favour

▸ a comfortable environment makes customers more 
susceptible to the retailing tricks a store uses

▸ retailing tricks go unnoticed by everyday customers until 
you specifically try to find them


