Retail Communication  

Outcome: Students will explain how retailers build brand equity for their 

stores and their private-label merchandise, evaluate the strengths and 

weaknesses of the different methods for communicating with customers, 

illustrate why retailers need an integrated marketing communication 

program, determine the steps involved in developing a communication 

program, prepare a communication budget, and discover how retailers 

may employ different elements in a communication mix to alter 

customers’ decision making processes. 

Assessment: Through real life applications.
Syllabus

· Role of the Retail Promotion Program
· Defining promotion

· Promotion’s impact

· On the marketing mix

· On the consumer

· Promotion and integrated marketing

Promotion’s tactical toolset—when and how to apply the right tactics-

· Build traffic

· Reach new users

· Trade users up

· Introduce new products

· Gain product distribution, placement and display

· Load consumers up and take them out of the market

· Stimulate repeat purchase 

· Generate brand loyalty

· Enhance your brand image
Target Audience

· How to spark the emotional response that leads to sales and brand leadership

· Hitting the bullseye

· Demographics vs. consumer lifestyle, which is key

· Finding the kernel of insight that ignites your customer’s imagination and stimulates purchase

· Segmentation examples

· Planning the Retail Communication Program
· Objective setting
· Perspectives on strategy
· Measuring Promotion Effectiveness

· Implementing Retail Promotion Programs
· Strategy’s not enough: Why detailing is vital to executional success

· Achieving great detailing every time

· How to write briefs that inspire

· Elements of the brief

· Time-saver shortcut—two things your brief can’t live without

· Frequent Shopper Loyalty Programs
· Customer acquisition and retention 

· What are loyalty programs

· Development & Implementation of Loyalty Programs

 

