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Insipid.  Prior to Christmas and 

during the first quarter of 2017 the 
broader retail sector, Australia in 

particular, has languished. 

 
It has lacked direction, focus, an 

underlying driving force and, as a 

consequence, sales revenue and 

profits. 

  

New products, services and 

applications have been scant. 

Therefore, gift selection was 

difficult. 

  

To many consumers, the offerings 

have been same ol’, same ol’. 

  

Perhaps what the sector, and 

commerce in general need is a  

Fad-led Recovery. 

  

Discretionary expenditure is 

down, noticeably. Induced 

purchases have become more 

important. Scope exists for 

further use of the means. 

  

Fads stimulate interest, generate 

energy, and above all, are short-

term accelerators of revenue. 

There have been in the past, and 

could be in the future, direct sales 

for specific events and periods ... 

like Christmas! 

  

 

 

 

 

 

 

Post-war baby boomers will 

remember, generally fondly, the 

seeming bi-annual launches of Yo-

yos. They were so popular. Many 

models were sponsored by 

entities like Coca-Cola. The 

colours of the units were 

influenced, if not determined by 

the sponsors. It was a fashion 

statement and early evidence of 

the importance and influence of 

branding. 

 

 They’re back! Yo-yos are 

becoming more evident in the 

streets and in the parks 

throughout Australia. 

  

 

 

Similar case studies abound. 

  

Hula-hoops were popular, and the 

gyrations of the hips did wonders 

for the body shape and self-

images. 

  

Through the decades, fads, as is 

their nature, have come and gone. 

The products’ life-cycles are 

typically measured in weeks. They 

fulfil wants, but lack the capacity 

to satisfy and to sustain longer-

term needs. 
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Football “Swap Cards”, featuring 

what would now be AFL 

(Australian Football League), NRL 

(National Rugby League), A-

League (Soccer) sporting legends, 

were a staple annual promotion 

initiative for newspapers, which 

enhanced circulations with tied 

offerings that were readily taken 

up by an adoring and supportive 

public. 

  

Rubik cubes were a fixation for a 

short period of time. So too were 

Cabbage Patch Kids and the 

collectible packaging of the now 

politically incorrect FAGS 

(cigarette) lollies. 

  

More recently, the conspicuous 

presence and practices of 

Pokémon Go fanatics created 

widespread comment, annoyances 

and frustrations, not to mention 

accidents and injuries. 

  

Significantly, over the years the 

appeal of fads has broadened. A 

recent national study in Great 

Britain conducted by Hamley’s, 

the upmarket toy retailer, found 

that some 35% of adult 

respondents declared the 

purchase of fads was for their 

own use, indulgence and pleasure. 

  

BALANCED EVALUATION 

Introductions, promotions, 

marketing and the selling of fads 

will not correct the structural 

deficiencies of the global, regional, 

national or local economies. 

These initiatives are essentially 

transactional, (that is a business 

strategy that focuses on single, 

“point of purchase” transactions) 

and therefore, short-term. They 

will however, improve cash-flows 

and consumer traffic counts. 

  

 

 

 

 

 

 

 

 

 

In many instances they will be 

directed at, and taken up, by 

children and youths. That in itself 

is an attractive marketplace. 

Pester-Power purchases - that is, 

those initiated or influenced by 

children – is estimated to be 

currently worth around $120 

billion per annum in Australia. 

That presence extends beyond 

the $300 billion p.a. mainstream 

retail sector. 

  

If nothing else, fads have the 

potential to reintroduce FUN into 

the lives of kids, consumers and – 

importantly, to business owners. 

  

Significantly, Woolworths, which 

is well advanced into its 5-year 

recovery competitive strategy has 

just concluded a deal with Disney. 

Marvel Hero Super Disks are now 

available in some 980 Woolworth 

stores throughout Australia. Alas, 

a new fad. 

  

ESSENTIAL PHASES 

Successful fads require 

fundamental disciplines to be 

formulated, documented and 

implemented. 

  

Six phases are readily identifiable, 

being: 

1. Identify a product – usually 

small, interactive and inexpensive. 

2. Seek out a sponsor – fast 

moving consumer goods are 

appropriate, because of regular 

repeat purchases. 

3. Collaborate with a retail 

network – being readily 

accessible is imperative. 

4. Involve a media group – 

publicity and exposure are self-

generating demand inducers. 

5. Maintain a small inventory 

– prepare for rapid decline in 

sales. 

6. Promote product 

ambassadors – high 

performance individuals create 

challenges. 
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Important Notice 
© Copyright 2017, Bizezia Limited, All 

Rights Reserved 
 

This article appeared in Better Business 

Focus, published by Bizezia Limited (“the 

publisher”). It is protected by copyright law 

and reproduction in whole or in part 

without the publisher’s written permission 

is strictly prohibited. The publisher may be 

contacted at info@bizezia.com (+44 

(0)1444 884220). (Some images in this 

article are taken from Creative Commons – 

such images may be subject to copyright. 

Creative Commons is a non-profit 

organisation that enables the sharing and 

use of creativity and knowledge through 

free legal tools). 

 

 The article is published without 

responsibility by the publisher or any 

contributing author for any loss howsoever 

occurring as a consequence of any action 

which you take, or action which you 

choose not to take, as a result of this 

article or any view expressed herein.  

 

Whilst it is believed that the information 

contained in this publication is correct at 

the time of publication, it is not a substitute 

for obtaining specific professional advice 

and no representation or warranty, 

expressed or implied, is made as to its 

accuracy or completeness. Any hyperlinks 

in the article were correct at the time this 

article was published but may have changed 

since then. Likewise, later technology may 

supersede any which are specified in the 

article. 

  

The information is relevant primarily within 

the United Kingdom but may have 

application in other locations. 

 

These disclaimers and exclusions are 

governed by and construed in accordance 

with English Law. 
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