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EXHIBIT 15-3
Communication
Objectives and Stages
in Consumer’s
Decision-Making
Process
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The AIDA Buyer's Journey
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Integrated Marketing Communications
(IMC) Program

e IMC program: successful retailers utilize IMC
program in which they integrate a variety of
communication elements to deliver a
comprehensive, consistent message to all
customers over time, across all elements of their
retail mix and across all delivery channels
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Integrated Marketing Communications
(IMC) Program




Traditional Media Elements




e Advertising entails the placement of
announcements and persuasive messages
purchased by retailers and other organizations
that seek to inform and/or persuade members of
a particular target market or audience about their
products, organizations or ideas

e Mass advertisement is typically used to generate
awareness in the need recognition stage of the
buying process because of its low cost per
exposure and control retailers have over content
and timing of the communication




Newspapers

e A freestanding
Insert (FSI) also
called preprint is
an advertisement
printed at the
retailer's expense
and distributed as
an insert in the
newspaper

When customers see this ad, it highlights the deals that are being offered at Target.
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Magazines

e Magazines offer both print and

online adverstising or have
transitioned to online only

e This change in the business model

for some magazines from print to
online (or both) enables retailers to
reach potential customers at a lower
COSt per exposure

» Retailers tend to use it for image

advertising, but due to lead time,
difficult to coordinate with special
events and sales




e Direct mall includes brochure, catalog,
advertisement, or other printed marketing material
delivered directly to the consumer through the
mail or a private delivery company

e With the advent of loyalty and CRM programs,
retailers are now able to personalize their direct
mail to all customers, to a subset of customers
according to their previous purchase or even
personalized basis to individual customers




Television

» Retallers use TV for image ¢

advertising, to take advantage of | o
the high production quality and
the opportunity to communicate
through both visual images and
sound

e TV can demonstrate product
usage

e |s an excellent medium for car,
furniture, and consumer
electronic dealers
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Radio

e Many retailers use radio advertising because
messages can be easily targeted to a specific
segment of the market

e Audiences can be loyal in a talk radio format

e The cost in developing and broadcasting radio
commercials is low




Sales Promotions

IN-STORE PROMOTIONALIF




Sales Promotions

e Sales promotions are special incentives or
excitement-building programs that encourage
consumers to purchase a particular product or
service

e Part of long term CRM programs

e The abillity to control the message is high and
cost per exposure Is low eventhough they provide
relatively little information




e Coupons offer a discount of price of specific items
when they are purchased

e Coupons are issued by manufacturers and
retailers in newspapers, on products, on the shelf,
at the cash register, over the internet, on mobile
devices and through the maill

e Some retailers link coupons to their loyalty
programs




When customers sign up for
its loyalty card, they also
agree to let Safeway track
their purchases. With this
information, Safeway can
offer coupons that are likely
to appeal to each customer.
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Rebates

e Rebates provide another form of discounts for
consumers

e The manufacturer instead of the retaller, issues
the refund portion of the purchase price returned
to the buyer in form of cash

e Some retailers offer "Instant rebates" that can be
redeemed at point-of-purchase




Premiums

e A premium offers an item for free or at a bargain
price to reward some type of behavior such as

buying, sampling or
e Such rewards build
who often perceive

testing

goodwill among consumers,
nigh value in them

e A premium can be distributed in a variety of ways

for ie. Toys in cerea

boxes, free perfume offers

that Victoria Secret mails to customers




In-Store Marketing/Design
Elements




Point-of-Purchase (POP) Displays

e Point-of-purchase (POP) displays are
merchandise displays located at the point of
purchase, such as the checkout counter in a

supermarket

e Retallers have long recognized that the most
valuable real estate in store is at the POP

* Interactivity is low, cost per exposure is low




Point-of-Purchase (POP) Displays
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Point-of- Purohase (POP) Dlsplays
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Point-of-purchase displays
stimulate impulse purchases
while customers are waiting
to pay for their purchases.
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e Samples offer potential customers the opportunity
to try a product or service before they make a
buying decision

 Distribution samples is one of the most costly
sales promotion tools, but it is also one if the
most effective

e Retallers of cosmetics and fragrances, as well as
grocery stores, frequently employ sampling







Special Events

e A special event is a sales promotion program
comprising a number of sales techniques built
around a seasonal, cultural, sporting musical or
some other type of activity

e Special events can generate excitement and
traffic in the store

e Event Sponsorship occurs when retailers support
various activities (finally or otherwise), usually In
the cultural or sports and entertainment center
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Personal Selling

- Personal selling is a communication process in
which sales associates help customers satisfy
their needs through face-to-face exchanges of
Information

- Sales people can personalize every message to
fit the customers' needs and provide as much
Information as needed




Public Relations

e Public Relations (PR) involved managing
communications and relationship to achieve
various objectives, such as building and
maintaining a positive image of the retaller,
handling or heading off unfavorable stories or
events




e
Public Relations

 Neiman Marcus and Its Chritmas Catalog is the
nation's best known retail catelog

PAUPTER # instRumens of ol
faur — PARIS ET MATCRIL D CHEMIE <

Classes 49 ot 740 (

A recent Neiman Marcus Christmas catalog reatures a ivicLaren 12C Spider tor
$354,000, and his-and-hers watches, featuring scenes of Paris and Geneva, and
trips to each location for $1.1 million.




SR S
IIII‘
-

CHRISTMAS

B () T“O\D
THOUSAND
FIFTEE\)
" 4 A/ VA BIGGER.
O \\\ al A "(f/'///(, B e
'h : 1:01

Celebrate Big, Love Even Bigger | Holiday
2021 Campaign | Neiman Marcus

Neiman Marcus - 5.4K views - 5 months ago




 Macy's and Cause-Related Marketing

e Starting in 2011, Macy's partnered with many
charities in a successful campaign

 |n addition to providing a benefit for society, its
Shop for a cause related campaign generates a
lot of publicity




Public Relations
 Macy's and Cause-Related Marketing

#MacysGoesRed

Color your world red and we'll donate $2 to Go Red for Women® , up to $250,000. Post it,
pin it, tweet it and tag it with #MacysGoesRed and you can share the magic of giving with
Macy's.
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 When retalilers and vendors use product
placement, they pay to have their product
Included in nontraditional situations, such as a
scene in a movie or television program




Retailers and Product Placement

STARTING WEIGHT

CURRENT WEIGHT

Subway pays to have its products featured in nontraditional situations, such as
\ when contestants on The Biggest Loser run from one restaurant to another. I
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Online Media




» Retallers are increasing emphasis on
communicating with customers via website

e Used to build brand image, inform customers of
store locations, special events, and the
availability of merchandise in local stores;and sell
merchandise and service

e Retallers actively using search engine marketing
to improve the visibility of their websites on
searches




e E-mall involves sending messages over the
Internet to specific individuals

e The Increased use of customer databases has
enabled retailers to track consumers over time
and across purchase situations

» As a result e-mail can be highly personal and
message very controlled
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69% of people would
rather use their phone
than approach an
in-store employee

With the spread of COVID-19, mobile communications
are more important than ever




Mobile Communications

e Mobile communications are delivered through
wireless handheld devices, such as cellular
telephones and m-commerce or mobile

commerce can involve completing a transaction
via the cell phone

o Smartphones offer kind of mobile computer, apps,
e Gps technology

» Very powerful tool
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] SNEES

wetherspoon

Once Foursquare users
check in at participating
Walgreen'’s stores, they can
download special deals to
their phone, along with a
scannable barcode.
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Social Media




Social Media

e Soclal media include various forms of electronic
communications, which users can create online
communities in which they share ideas,
Information, their personal messages and other
contents (e.g. Videos)

e Major facilitators of social media are YouTube,
Facebook and Twitter

e Feedback very important, for ie. Sentiment mining
IS the process whereby retailers can tap into a
variety of online chat formats to collect consumer
comments




e Social Media does not only allow retailers to
respond to unhappy customers but also to
monitor trends and respond to customer
demands

e Various examples of social media indicate they
can be personal and interactive

e Retaller can control its message, but customers
message cannot be controlled




Consumers Demand Social Customer Service

18-24 year olds who use
social media for customer

People who think social
media will become the next
tier of customer service

Source: Retailers Respond Slowlv on Social Media (businessinsider.com)



https://www.businessinsider.com/retailers-respond-slowly-on-social-media-2013-7

e On this video-sharing platform, users upload,
share, view and comment on videos

e This medium gives retailers a chance to express
themselves in a different way than they have
before

e Provides an effective way for hosting contests
and instructional vdo

e Home Depot attracted more than 18,000
subscribers and 41 million views
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YouTube

videos on YouTube.
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Facebook

e This social media platform with more than 1 billion
active users gives company a forum to interact
with fans

e Macy's Facebook has long been a promising
communications outlet, so it has been the first to
adopt to facebook format

facebook. ‘




Facebook




Facebook




e Blog or weblog, is an individual blogger or a
group of users regularly post their opinions and
various topical information on the webpage

* A well-received blog can communicate trends,
announce special events and create word of
mouth

e By nature, blogs are supposed to be transparent
and contain authors' honest observations, which
can help customers determine their trust and

loyalty levels
BLUG
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e Twitter is a microblog- a short version of a blog —
In which users are limited to 140-character
messages

 Where a retailer may use Facebook to encourage
discussions of their brand, promotions or even
ask their "friends" to post videos, they are more
likely to use Twitter to announce up-to-date or fast
changing information to excite customers

e Twitter is actively used by small and large
retailers
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Communication Programs Build Brand
Images and Customer Loyalty




Brand Images

e Roles of communication in building brand images
Include

- Brands
- Value of Brand Image
- Building Brand Equity
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Brands

e A brand is "a name, term, design, symbol or any
other feature that identifies one seller's good or
service as distinct ftom those of other sellers"”

e This type of brand informs consumers of the type
of merchandise and services provided by this
particular named retailer
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Value of Brand Image

e Brands provide value to customers and retailers

e For customers they provide information in
advance about shopping experience that they
are likely to face when they patronize this retailer

o Also effects customers' confidence in their
decision to buy

e Enhance customers' satisfaction with
merchandise and services




Value of Brand Image

The value of a brand image provides retailers is
referred to as brand equity

A brand with good equity, also known as a strong
brand name, influences customers' decision
processes, often by encouraging their repeat
visits, which in turn leads to greater loyalty

Strong brand names enable retailers to increase
their margins because customers will tolerate higher
prices

Retailers with strong brand names can leverage their
brands to introduce new retail concepts with only
a limited amount of marketing effort




Value of Brand Image
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Building Brand Equity

e Brand Awareness refers to potential customer's
ability to recognize or recall that the brand name
IS a particular type of retailer or product/service

e Thus brand awareness is the strength of the link
between the brand name and the type or service
In the minds of customers

MERCADONA




Building Brand Equity

e Aided awareness occurs when customers
Indicate they know the brand when the name is
presented to them

e Top-of-mind awareness, the highest level of
awareness occurs when consumers mention a
specific brand name first when they are asked
about the type of retailer, a merchandise category
of a type of service




e Retallers build top-of-mind by having
memorable names; repeatedly exposing their
names and customers through advertising,
locations, and sponsorships; and using
memorable symbols

o Zara very little advertising but high awareness
because of the large number of stores




Top-of-mind awareness

Macy’s annual Thanksgiving Day parade and the accompanying publicity have built top-of-mind
awareness for the retailer since 1924.
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Associations

e Brand
assoclations
additional maps can examine
= COMPETITIVE THREAT Laaananiad T —— competition, product line,
are anyth I n g understand who consumers see @ Skechers . spokespeople, emerging issues
as your competition s i

I I n ke d O r UNDERSTAND

how a category early warnin|
relates to Brand signsto po!entia%

connected with E— .
the brand . T

name in a ¢
consumer
memory

Brand Association Map

IDENTIFY

ILLUMINATE
popular markets
and ones that are not
(Where is Golf?)

RECOGNIZE

messaging atributes from
your advertising




Brand Associations

 Merchandise Category
e Price/Quality

e Specific Attribute or
Benefit

e Lifestyle or Activity
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Associations
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Associations

patagonia

Uncommon
Clothes for
Uncomumon
People




Patagonia® Denim




Planning the Retail Communication
Program
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EXHIBIT 15-2

Steps in Developing a Retail Communication Program




EXHIBIT 15-3
Communication
Objectives and Stages
in Consumer’s
Decision-Making
Process

PERCENTAGE OF CUSTOMERS
95%

100

store  of offering attitude to visit shoppers




90-95%

of purchase
decisions happen
subconsciously
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Safeway’s communica
objective should be to

increase the number of
ple with a favorable

attitude toward it.




EXHIBIT 5-7

Stages in the Strategic
Retail Planning Process
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