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ADVANCED RETAIL STRATEGY:
RETAIL COMMUNICATIONS

- UNDERSTAND
CUSTOMER NEEDS

- DRAW INSPIRATION
FROM OTHER
INDUSTRIES

- LOOKTOTHE
FUTURE

- EMPOWER TEAMS

© USEAGILE
TECHNOLOGIES

© (+1) UNDERSTAND
CORE SKILLS
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- (+1) UNDERSTAND
CORE SKILLS

THE BIG PICTURE

PRODUCT
SEGMENT

PRICING
BUSINESS CUSTOMER ||COMPETITIVE
OBJECTIVE FOCUS FOCUS TARGET
PLACE
POSITION

PROMOTION
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THE BIG PICTURE

BUSINESS CUSTOMER COMPETITIVE
OBJECTIVE FOCUS FOCUS

WHO ARE WE?

BUSINESS

OBJECTIVE WHAT ARE WE GOOD AT?

WHERE ARE WE GOING?
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BUSINESS )
OBJECTIVE WHO ARE WE!

WHAT ARE WE

GOOD AT:
BUSINESS

OBJECTIVE CORE
COMPETENCE
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WHAT ARE WE
GOOD AT:

CORE

COMPETENCE
A skill that results in a
sustainable competitive
advantage

requires substantial resource
commitment

generates strategic assets
that can be leveraged to
produce benefits

CORE COMPETENCIES
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CORE COMPETENCIES

iPhone Support Communities

MeKinsey Global Institute

CO-
PRODUCTION/
PERFORMANCE

BY YOU

N v K v
, | W
THE INDIVIDUALIZED

MAJOR PROGRAM

» -




CORE COMPETENCE

strategic assets

core competence benefit (value)

investment

TOOLS TO THEORIES...

If all you have is a hammer,
everything looks like a nail.

— Bernard Baruch —

AZ QUOTES
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ADVERTISING FROM THE CORE

CORE
COMPETENCE

LOGISTICS
HR/TRAINING
DISTRIBUTION

IT

CUSTOMER
INSIGHT
INNOVATION
MANUFACTURING
KNOWLEDGE
TRANSFER
BRAND BUILDING

CORE
COMPETENCE

SKILL@
LOGISTICS/
TECH

STRATEGIC
ASSETS

LOGISTICS
SYSTEM
WORKFORCE
DIST. SYSTEM
IT SYSTEM
CUSTOMER
KNOWLEDGE
MFG PROCESSES
INST.
KNOWLEDGE
PRODUCT
/BRANDS

STRATEGIC
ASSETS

LOGISTICS
PROCESSES

IT

BENEFIT

CONVENIENCE
SOLUTIONS
EFFICIENCY
ASSORTMENT
SELECTION
PRICE

TRUST
OUTCOMES
EFFICACY

BENEFIT
CONVENIENCE
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INTEGRATING
STRATEGY & EXECUTION




CORE
COMPETENCE

SKILL @
USER
INTERFACE
DESIGN

INTEGRATING
STRATEGY & EXECUTION

STRATEGIC
ASSETS
BRAND

IP
PATENTS
PROCESSES

BENEFIT

- UNDERSTAND
CUSTOMER NEEDS
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ACQUISITION

CUSTOMER
FOCUS
(PRIMARY)

RETENTION

LOYALTY
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ACQUISITION
awareness
information
invitation
meeting objections

CUSTOMER
FOCUS

(PRIMARY) RETENTION
¢ reminder/reinforcement
e transformation
* co-production
* loyalty

EARN SHARE

COMPETITIVE

FOCUS

STIMULATE DEMAND

5/17/19
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COMPETITIVE
FOCUS exclusive
(PRI MARY) customers

COMPETITIVE 3

FOCUS ‘ competltlve
tomers

(PRIMARY) cus

13
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COMPETITIVE

shared

ESRﬁ:rl/'Ji RY ) customers

COMPETITIVE
FOCUS
(PRIMARY)
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CUSTOMER
FOCUS
(PRIMARY)

STRATEGIC
FOCUS:

CUSTOMER &
COMPETITOR

EARN SHARE

comparative
competitive

emphasize brand
identify key comparative
benefit

STIMULATE DEMAND

define category
emphasize category benefit
brand not as important

5/17/19
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LOYALTY

ADVANCED RETAIL STRATEGY:
PATH TO PURCHASE

16



need
recognition

alternative
generation

comparison

purchase

post
purchase
evaluation

need
recognition

search

alternative
generation

comparison

purchase

post
purchase
evaluation

PATH TO PURCHASE

PATH TO PURCHASE

5/17/19
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need
recognition

need
recognition

search

alternative
generation

© Market driven
- Externally generated need

 Driven by demographics/behaviors

© Marketing driven

< Latent needs

© Purview of category leader

PATH TO PURCHASE

© Consideration set
© Critical step toward purchase
© Acquisition (gain initial inclusion)

© Retention (maintain inclusion)

PATH TO PURCHASE

5/17/19
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need
recognition

search

alternative
generation

comparison

need
recognition

search

alternative
generation

comparison

purchase

post
purchase
evaluation

+ Communicate essential brand information

(perception)

* Influence choice weighting (importance)

PATH TO PURCHASE

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

PATH TO PURCHASE

5/17/19
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Apple Store, Glendale Galleria

5/17/19

Store Information
Address:

2126 Glendale Galleria
Glendale, CA 91210

(818) 502-8310

Driving Directions & Map »

Store hours:

Mon - Sat 10:00 a.m. - 9:00 p.m.
Sun: 11:00 am. - 7:00 p.m.
e
1 . ) See Extended Holiday Hours

FLOWERS

20
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‘B
\flb%’ersm

need
recognition

, 1-800- \&
£5sCALYX FLOWERS' [WANGE flowersicom.

LUXURY FLORAL GIFTS 1-800-FLOWERS.COM, INC.

alternative
generation

comparison
purchase

post
purchase
evaluation
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1-800- \&
flowersYcom.

1-800-FLOWERS.COM, INC. recognition

alternative
generation

comparison

purchase

post
purchase
evaluation

s CALYX FLOWERS

LUXURY FLORAL GIFTS need
recognition

search

alternative
generation

comparison

purchase

post
purchase
evaluation

PATH TO PURCHASE

5/17/19
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- DRAW INSPIRATION
FROM OTHER
INDUSTRIES

nolines:

Get Advice on Restaurants <¢

‘Benihana Japanese Restaurants

Use Shower H

S —

Broadway

Choose Hotel >> Make
Awareness and familiarity Availability, yield management
This example lists all the myriad recall: irlines, Wal-Mart
steps a consumer could actually go McDonalds, Pepsi Flexible pricing
through ir imple tage Priceline, Sprint
aa of booking and staying in a ce: Telephone customer service
hotel room. At each step, it is clear Crown Books Cot Coca-Cola, Frito-Lay
that the possibiltie for seeking - Onine access
best practices outside the hospital Bames & Noble, Neiman eBay, Amazon,
ity industry are vast. Marcus, Hewlett AmericanGreetings.com
Greeting << Enter Lobby << Walk to Hotel H Park Rental Car << Travel to Hotel <<
Friendly,casual Physical environment Clear, Clear, i Easy access
lart, Club Med functional, economical : good signage: (good signage: send map with confirmation:
Airlines, the Gap, Disney Mal of America Hertz airport kiosks,
Cordial, professional
ordstrom, Rite Carlton Target, Sam's Club ‘minimal efort: staff: M
Discreet attractive, luxurious: major airports, parking lots at concerts convenient site location:
Nechatics A Virgin Atlantic, eme parks and sporting events interstate gas stations,
lcoholics Anonymous Lewus car dealerships valet service: McDonald’s
restaurants, theaters Access any time of day
7-Eleven, Taco Bell
1ib Require Assistance of
A\awnsed A\ » > o
> Check: ) Carries Luggage ) Go to Room ) Look Around Room a Hotel Employee
Fast, efficient service Attentive employees. Sensible layout of rooms Nice ambience Quick attention to minor problems

express aisles in supermarkets Hertz Festive, informal impression retail: Crate & Barrel, IKEA Systems Coca-Cola’s 800 number, Xerox
Wﬂm’i«:;naxm:lm wait: Camival Cruise Lines, Southwest it k problem:
‘Bennig Lunch Express

gams Lunch & Sedate, formal impression resorts and health spas ;'x:: e rencl)
pleasant queue experience ‘man: consulting firms, Minimalist environment 9. ien
through entertainment: Tiffany & Company i Customized, ta i
Disney, Six onastery 'Amazon, Nordstrom
pleasant queue experience m ’ retreats
using pagers: Top security
Cheesecake Factory s vice, bmh_

jewelry stores, shopping malls

Use Business Equipment <%

Call Home <

Intelligent agents who Good shower design Location and Convenient business center Fast, friendly
k professional sports irlines’ Red hotekoperator assistance
dlectronic agerts: Reliable plumbing maintenance Kink Lands’End 800 number
Yahoo! SeaWorld smooth calkcenter management
employees: 911, Home Shopping Network
travel agents infomercials
agents who know their customers:
Nordstrom
> Breakfast >> Check-Out >> Retrieve Car >> Head to Airport H Follow-Up
Room service Quick,seamless departure (see Park Rental Car) (see Travel to Hotel) Satisfaction guarantee
food arrves promptly, T checkout software: Verify airline schedule Saturn, Hampton Inns
il The Weath fectiv i issatisfacti
delivery pizzerias Intuit’s TurboTax Effective handling of dissatisfaction
ourteous delfery personnel: Tracking of preferences, irect marketing
Federal Express, Fingerhut, Amazon

CREATIVE BENCHMARKING

5/17/19
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HOW ADVERTISING WORKS

Attention capture

Message delivery

Message reinforcement/retention

Experience Management

basic top-of-mind

awareness awareness information image behavior

©»

$55$$

5/17/19
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EVOLUTION OF SERVICE
DIFFERENTIATION

INTANGIBLE

25
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CANNOT BE INVENTORIED
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INTANGIBLE:

MAKE THE
INTANGIBLE
TANGIBLE

LOGOS
IDENTITY
UNIFORMS

DIFFICULT TO STANDARDIZE

5/17/19
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INTANGIBLE:

MAKE THE
INTANGIBLE
TANGIBLE

LOGOS
UNIFORMS
IDENTITY

CANNOT BE

INVENTORIED:

PRICING TO
SMOOTH
DEMAND

5/17/19
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PERFORMED, NOT
PRODUCED:

SEGMENT YOUR
CUSTOMERS

CO-PRODUCE
CO-CREATE

insights o ces®

STANDARDIZE:

TRAINING
TECHNOLOGY
TOOLS

29
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CUSTOMER SATISFACTION
“DEATH SPIRAL”

failure to meet \\‘““'""l"' customer expectations
increase

customer expectations

decreased resources exceed customer
available to meet expectations
expectations \

y
8

decreased revenues

“u
\\
Uiy increased resources
loss of customers required to meet
increase costs ‘ customer expectations

2
|\\\\\“

//
"'lmn

\\\\‘\‘\“I"I[”




standard

custom

backstage

front office

“All your luggage is lost, but apparently
you still have plenty of baggage.”

standard

custom

backstage

front office

mechanize/automate

standardize

9ZIwolsnd

dramatize

5/17/19
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SATISFACTION

exceptional

\
Perceived performance Zone of Tolerance

abysmal

5/17/19
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WHAT TO MANAGE FOR
SATISFACTION

© Manage expectations: © Manage production:
never make a consistency before
promise you can’t brilliance
keep

5/17/19

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

- LOOKTOTHE
FUTURE

34
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APPROACHES TO INNOVATION

Innovate to Innovate to the Innovate from the
competition customer core

APPROACHES TO INNOVATION

Innovate to Innovate to the Innovate from the
competition customer core

© McDonald’s (salads)
© Microsoft (Zune)

35
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INNOVATION TO COMPETITION

reactive
competitor innovation
innovates

increased
pressure
for growth more fewer
non-core core
innovations innovations

price
pressures

increased
commod-

itization
decreased
demand

APPROACHES TO INNOVATION

Innovate to Innovate to the Innovate from the
competition customer core

© McDonald’s (salads) * Motorola

© Microsoft (Zune) © Chrysler
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INNOVATION TO CONSUMER

- - reactive
identify innovation
consumer
—
success

increased
pressure
for growth

proof of
market
demand

de:r:)ef?tssed price
=
decreased
demand

fewer
core
innovations

innovates

APPROACHES TO INNOVATION

Innovate to

Innovate to the Innovate from the
competition

customer core
© McDonald’s (salads) * Motorola

© Microsoft (Zune)

© Apple
© Chrysler © Amazon
© Zara
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INNOVATION FROM THE CORE (TO
CUSTOMER)

increased
“value”
advantage

increased
promote demand/

enhanced
core
competence

focus on
design/build
core comp.

INNOVATION FROM THE CORE (TO
CUSTOMER)

decreased . decrea_set_i i"!“\:lr;::?’d
revenues differentiation advantage
promote increased
e demand/
fast fashion volume

enhanced
core

decrease competence

resources to
core comp. react to focus on
fast fashion design/build
success core comp.

38
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REVENUE ($U.S. BILLIONS)

2006 2008 2010 2012 2014

=== |nditex (Zara) = H&M

=== Gap Inc. Fast Retailing (Uniglo)

GAP VS. ZARA

- EMPOWER TEAMS

© USEAGILE
TECHNOLOGIES

39
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“Not everything that can be counted counts,

and not everything that counts can be counted.”

Albert Einstein

strategic:
unique and

differentiated

integrated
strategy

integrated
metrics

competency-based

40



amazon

ZLappos¢

strategy
integrated
metrics

competency-based

5/17/19
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technology

& content
Amazon continues
to invest in
technology and
content

[P Puneet Sikka
Market Realist December 23, 2014

WHAT ARE WE
GOOD AT:

CORE
COMPETENCE

HR/training

“Zappos invests in the call center not as cost, but the
opportunity to market. Their whole strategy is to
create loyalty through ‘wow’ moments and
emotional connections.”

strategic:
uhique and
differentiated

strategy
integrated
metrics

competency-based
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convenience

The best customer service is if the customer doesn't
need to call you, doesn't need to talk to you. It just
works.

Jeff Bezos

WHO ARE WE: 00

CORE BUSINESS service

Qur customers call and e-mall
us to say that's how it feels
when a Zappos box arrives.
And that's how we view this
company.

Tony Hsieh

strategic:
uhique and

integrated differentiated

strategy
integrated
metrics

competency-based
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consistency => revenue
fccount Health Dashboard umr-228

Customer Service Performance. Product Policy Compliance. Shipping Performance.

WHERE ARE WE et
GOING: 70-75% of purchases
come from returning
customers. They order
cioml about 2.5 times more
than the single
customers.

Net Promoter Score
customer rose 5% after

. implementing the
retention Happiness Experience

Form.

=> revenue
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ADVANCED RETAIL STRATEGY:
RETAIL COMMUNICATIONS

WORKSHEETS

45
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CUSTOMER EXPERIENCE - KEY CHANGES

Experience Activities Metrics

Recognize
need

Research
Alternatives

Purchase

Use <—|

Evaluation

Identify all service

touchpoints
P BACKSTAGE FRONT OFFICE

Place into current boxes mechanize/

automate

Identify problem
touchpoints

STANDARD
Identify ways to clear
roblems
P standardize
4

customize

CcusToM

——a3— dramatize
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