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ADVANCED RETAIL STRATEGY:
RETAIL COMMUNICATIONS

Christie Nordhielm, PhD
Georgetown University

5 PRINCIPLES (+1)

• UNDERSTAND 
CUSTOMER NEEDS

• DRAW INSPIRATION 
FROM OTHER 
INDUSTRIES

• LOOK TO THE 
FUTURE

• EMPOWER TEAMS

• USE AGILE 
TECHNOLOGIES

• (+1) UNDERSTAND 
CORE SKILLS
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5 PRINCIPLES (+1) • (+1) UNDERSTAND 
CORE SKILLS

THE BIG PICTURE

B U S I NE S S  
O B J E C T I V E

C U S TO ME R
F O C U S

C O MP E T I T I V E  
F O C U S TA R G E T

P R I C I NG

P O S I T I O N

S E G ME NT

P RO D U C T

P RO MOT I O N

P L AC E
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THE BIG PICTURE

B U S I NE S S  
O B J E C T I V E

C U S TO ME R
F O C U S

C O MP E T I T I V E  
F O C U S

BUSINESS 
OBJECTIVE

WHO ARE WE?

WHAT ARE WE GOOD AT?

WHERE ARE WE GOING?
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BUSINESS 
OBJECTIVE

WHO ARE WE?

WHAT ARE WE GOOD AT?

WHERE ARE WE GOING?

WHO ARE WE?

BUSINESS 
OBJECTIVE

WHO ARE WE?

WHAT ARE WE GOOD AT?

WHERE ARE WE GOING?

WHAT ARE WE 
GOOD AT:

CORE 
COMPETENCE
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WHAT ARE WE 
GOOD AT:

CORE 
COMPETENCE

• A sk i l l  that  results  in  a 
susta inable compet i t ive 
advantage

• requires  substant ia l  resource 
commitment

• generates  strateg ic  assets  
that  can be leveraged to 
produce benef i ts

CORE COMPETENCIES

HUMAN
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CORE COMPETENCIES

C O -
P RO D U C T I O N/
P E R F O R MA NC E

CORE COMPETENCIES

TECH & 
LOGISTICS
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CORE COMPETENCE

core competence

strategic assets

benefit (value)

investment

TOOLS TO THEORIES…
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ADVERTISING FROM THE CORE

C O R E
C O M PE T E N C E

• L O G I S T I C S
• H R /T R A I N I NG
• D I S T R I B U T I O N
• I T
• C U S TO ME R  

I NS I G H T
• I NNOVAT I O N
• MA NU FAC T U R I NG
• KNOW L E D G E  

T R A NS F E R
• B R A ND  B U I L D I NG

S T R AT E G I C
AS S E T S

• L O G I S T I C S  
S YS T E M

• WO R KF O R C E
• D I S T. S YS T E M
• I T  S YS T E M
• C U S TO ME R  

KNOW L E D G E
• MF G P RO C E S S E S
• I NS T. 

KNOW L E D G E
• P RO D U C T

/B R A ND S

B E N E F I T

• C O NV E NI E NC E
• S O L U T I O NS
• E F F I C I E NC Y
• A S S O RT ME NT
• S E L E C T I O N
• P R I C E
• T RU S T
• O U T C O ME S
• E F F I C AC Y

HERTZ

C O R E
C O M PE T E N C E

S K I L L @
L O G I S T I C S /

T E C H

S T R AT E G I C
AS S E T S

L O G I S T I C S
PRO C E S S E S

I T

B E N E F I T

C O N V E N I E N C E
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INTEGRATING 
STRATEGY & EXECUTION

C O R E
C O M PE T E N C E

S K I L L  @
H U M AN  

R E S O U R C E  
M AN AG E M E N T

S T R AT E G I C
AS S E T S

E X I S T I N G  
WO R K F O R C E

B E N E F I T

S E RV I C E

INTEGRATING 
STRATEGY & EXECUTION

C O R E
C O M PE T E N C E

S K I L L @
L O G I S T I C S

S T R AT E G I C
AS S E T S

L O G I S T I C S
S YS T E M

PRO C E S S E S

B E N E F I T

E AS E
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INTEGRATING 
STRATEGY & EXECUTION

C O R E
C O M PE T E N C E

S K I L L  @
U S E R  

I N T E R FAC E
D E S I G N

S T R AT E G I C
AS S E T S

B R AN D
I P

PAT E N T S
PRO C E S S E S

B E N E F I T

E AS E
O F  U S E

5 PRINCIPLES (+1) • UNDERSTAND 
CUSTOMER NEEDS
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CUSTOMER 
FOCUS
(PRIMARY)

ACQUISITION

RETENTION

LOYALTY
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CUSTOMER 
FOCUS
(PRIMARY)

ACQUISITION
• awareness
• in format ion
• inv i tat ion
• meeting object ions

RETENTION
• reminder/re in forcement
• trans format ion
• co-product ion
• loya l ty

COMPETITIVE
FOCUS

EARN SHARE

STIMULATE DEMAND
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COMPETITIVE
FOCUS
(PRIMARY)

exclusive
customers

COMPETITIVE
FOCUS
(PRIMARY)

competitive 
customers
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COMPETITIVE
FOCUS
(PRIMARY)

shared 
customers

COMPETITIVE
FOCUS
(PRIMARY)

non-users
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CUSTOMER 
FOCUS
(PRIMARY)

EARN SHARE
• comparat ive
• compet i t ive
• emphas ize brand
• ident i fy  key comparat ive 

benef i t

STIMULATE DEMAND
• def ine category
• emphas ize category benef i t
• brand not as  important

STRATEGIC 
FOCUS:

CUSTOMER &
COMPETITOR

key activity:

co
m

pe
tit

iv
e 

fo
cu

s
st

im
ul

at
e

de
m

an
d

ea
rn

sh
ar

e

customer focus

acquisition retention

attract new 
category users

new volume
new value

convert 
competitive

users

convert 
competitive

usage
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LOYALTY

heart

hand

head

ADVANCED RETAIL STRATEGY:
PATH TO PURCHASE
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need 
recognition

search

alternative 
generation

comparison

purchase

post 
purchase 
evaluation

P A T H  T O  P U R C H A S E

P A T H  T O  P U R C H A S E

need 
recognition

search

alternative 
generation

comparison

purchase

post 
purchase 
evaluation
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need 
recognition

P A T H  T O  P U R C H A S E

• Market driven

• Externally generated need

• Driven by demographics/behaviors

• Marketing driven

• Latent needs

• Purview of category leader

need 
recognition

search

alternative 
generation

P A T H  T O  P U R C H A S E

• Consideration set

• Critical step toward purchase

• Acquisition (gain initial inclusion)

• Retention (maintain inclusion)
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need 
recognition

search

alternative 
generation

comparison

P A T H  T O  P U R C H A S E

• Communicate essential brand information 
(perception)

• Influence choice weighting (importance)

need 
recognition

search

alternative 
generation

comparison

purchase

post 
purchase 
evaluation

P A T H  T O  P U R C H A S E

• Leverage other marketing elements

• Product:

• Sales force/Retail

• Point-of-purchase materials

• Customer service

• Packaging/Instructions

• Objectives

• Provide additional information

• Deliver on promise

• Reinforce experience

• Provide support

• Identify potential performance issues/opportunities
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A P P L E

F L O W E R S

Calyx Flowers. The world’s most beautiful blooms.
Our story begins in flower fields around the world.
The most luxurious roses come from Colombia, while the hardiest orchids hail from Thailand. To bring you truly 
exquisite blooms, we have partnerships with growers around the world. The day you place your order, we’ll send it 
straight to the source.
Extraordinary blooms deserve special attention.
Each rose is set on an ice gel pillow and thirsty cymbidiums get individual water vials. Every bouquet is carefully 
packaged, wrapped in tissue, and set in our signature gift box along with a personalized gift card. As soon as your gifts 
are packaged, we air-ship them direct from the grower via FedEx.
You’ll see the difference freshness makes.
Since our blooms don’t lose their glory in a truck or cooler, they last 5 to 10 days longer than most. And because our 
growers span the globe, we can offer summer-bright Gerbera daisies in December and spring-fresh freesia in August.
Definitive style and beauty.
The essence of every gift is captured by the exciting collection of vases, cachepots and baskets we have chosen to 
accompany them. Inspired by our travels around the world, you will not find a more vast collection that so 
complements natural beauty.
Send a glorious bouquet.
We guarantee your flowers will arrive fresh and perfect on the date you specify. There’s simply no easier or more 
reliable way to send the very best flowers the world has to offer!
From Bud to Bloom
Our flowers are shipped to you while they’re still in bud; this ensures that your flowers will last as long as possible. 
Within a few days, the petals will begin to open and fresh blossoms will emerge. The flowers exhibit a great deal of 
vitality, just as they would if they were growing in the garden. After a few more days have passed, your blossoms will 
be a full bouquet that will last for quite some time.
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F L O W E R S

The doorbell rings. From outside,
a friendly voice says,

"Delivery from 1-800-Flowers.com!"
There's a sudden feeling of excitement and anticipation. And then you see it-a 

beautiful arrangement of fresh, colorful flowers. You're surprised. You're 
delighted. And most important of all, you're smiling!

need 
recognition

search

alternative 
generation

comparison

purchase

post 
purchase 
evaluation
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bre
ak

I’m in the 
doghouse

flowers, 
jewelry, 
candy

I need it 
now

am I out of 
doghouse?

need 
recognition

search

alternative 
generation

comparison

purchase

post 
purchase 
evaluation

I want to 
beautify 

my house

art, ceramics, 
flowers

I need 
beautiful

Is it 
beautiful?

need 
recognition

search

alternative 
generation

comparison

purchase

post 
purchase 
evaluation

P A T H  T O  P U R C H A S E
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5 PRINCIPLES (+1)
• DRAW INSPIRATION 

FROM OTHER 
INDUSTRIES

C R E A T I V E  B E N C H M A R K I N G
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HOW ADVERTISING WORKS

• Attention capture

• Message delivery

• Message reinforcement/retention

• Experience Management

behaviorimageinformationbasic
awareness

top-of-mind
awareness

$$$$$

“I will/do inquire/purchase/repurchase/use this brand”

“This brand has this type of image”

“I know facts about this brand”

“When I think of this product I think of this brand”

“I recognize this brand name”

$
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EVOLUTION OF SERVICE 
DIFFERENTIATION

1800’s 
(industrialization)

1960’s 
(branding)

1980’s 
(service as product)

1990’s 
(service differentiation)

2010’s 
(service integration)

INTANGIBLE
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CANNOT BE INVENTORIED

PERFORMED, NOT PRODUCED
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DIFFICULT TO STANDARDIZE

INTANGIBLE:

MAKE THE 
INTANGIBLE 
TANGIBLE

LOGOS
IDENTITY
UNIFORMS
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INTANGIBLE:

MAKE THE 
INTANGIBLE 
TANGIBLE

LOGOS
UNIFORMS
IDENTITY

CANNOT BE 
INVENTORIED:

PRICING TO 
SMOOTH 
DEMAND
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PERFORMED, NOT 
PRODUCED:

SEGMENT YOUR 
CUSTOMERS

CO-PRODUCE
CO-CREATE

STANDARDIZE:

TRAINING
TECHNOLOGY
TOOLS
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exceed customer 
expectations

customer expectations 
increase

increased resources 
required to meet 

customer expectationsincrease costs

decreased resources 
available to meet 

expectations

failure to meet 
customer expectations

loss of customers

decreased revenues

decreased resources 
available to meet 

expectations

CUSTOMER SATISFACTION 
“DEATH SPIRAL”

backstage front office

st
an

da
rd

cu
st

om

THE WALL
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backstage front office

st
an

da
rd

cu
st

om

backstage front office

st
an

da
rd

cu
st

om

mechanize/automate

custom
ize

st
an

da
rd

iz
e

dramatize
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SATISFACTION

SERVICE PERFORMANCEPERCEIVED

EXPECTATIONS

Company
Capability

abysmal

exceptional

Zone of TolerancePerceived performance
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WHAT TO MANAGE FOR 
SATISFACTION

• Manage expectations: 
never make a 
promise you can’t 
keep

• Manage production: 
consistency before 
brilliance 

• Manage the memory: 
emphasize success 
and evaluate 
“failures” 

5 PRINCIPLES (+1) • LOOK TO THE 
FUTURE
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APPROACHES TO INNOVATION

Innovate to 
competition

Innovate to the 
customer

Innovate from the 
core

APPROACHES TO INNOVATION

Innovate to 
competition

• McDonald’s (salads)

• Microsoft (Zune)

Innovate to the 
customer

Innovate from the 
core
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reactive 
innovation

decreased
demand

increased
pressure

for growth

competitor
innovates reduced

resources
to core

fewer
core

innovations

more
non-core

innovations

increased
commod-
itization

price
pressures

decreased
profits

INNOVATION TO COMPETITION

APPROACHES TO INNOVATION

Innovate to 
competition

• McDonald’s (salads)

• Microsoft (Zune)

Innovate to the 
customer

• Motorola

• Chrysler

Innovate from the 
core
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reactive 
innovation

decreased
demand

increased
pressure

for growth

identify
consumer

trend/need short-term 
success

fewer
core

innovations

proof of 
market 
demand

competitor
innovates

price
pressures

decreased
profits

INNOVATION TO CONSUMER

APPROACHES TO INNOVATION

Innovate to 
competition

• McDonald’s (salads)

• Microsoft (Zune)

Innovate to the 
customer

• Motorola

• Chrysler

Innovate from the 
core

• Apple

• Amazon

• Zara



5/17/19

38

increased
demand/
volume

enhanced 
core 

competence

focus on
design/build
core comp.

promote
fast fashion

increased
“value”

advantage

INNOVATION FROM THE CORE (TO 
CUSTOMER)

increased
demand/
volume

enhanced 
core 

competence

focus on
design/build
core comp.

promote
fast fashion

increased
“value”

advantage

INNOVATION FROM THE CORE (TO 
CUSTOMER)

react to
fast fashion

success

decrease 
resources to 
core comp.

decreased 
differentiation

decreased 
revenues
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G A P  V S .  Z A R A

5 PRINCIPLES (+1)
• EMPOWER TEAMS

• USE AGILE 
TECHNOLOGIES
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WHERE ARE WE GOING?

create and capture value
strategy-integrated metrics:
• strategic: unique and differentiated
• integrated
• causal
• competency based

strategy
integrated 

metrics

strategic: 
unique and 
differentiated

integrated

competency-based
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strategy
integrated 

metrics

competency-based
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WHAT ARE WE 
GOOD AT:

CORE 
COMPETENCE

HR/training

technology 
& content

strategy
integrated 

metrics

strategic: 
unique and 
differentiated

competency-based
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WHO ARE WE:

CORE BUSINESS

convenience

service

strategy
integrated 

metrics

strategic: 
unique and 
differentiatedintegrated

competency-based
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WHERE ARE WE 
GOING:

GOAL

customer 
retention
=> revenue

consistency => revenue

THREE THINGS:

ALIGNMENT

ALIGNMENT

ALIGNMENT
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ADVANCED RETAIL STRATEGY:
RETAIL COMMUNICATIONS

Christie Nordhielm, PhD
cn454@Georgetown.edu

WORKSHEETS
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CUSTOMER EXPERIENCE – KEY CHANGES

Recognize 
need

Research 
Alternatives

Purchase

Use

Evaluation

Experience Activities Metrics

STANDARD

CUSTOM

BACKSTAGE FRONT OFFICE

dramatize

customize

1. Identify all service 
touchpoints

2. Place into current boxes

3. Identify problem 
touchpoints

4. Identify ways to clear 
problems

standardize

mechanize/
automate


