Introduction to Retail Marketing

Introduction to Retail Marketing
Key concepts, objectives, and tools for driving sales in physical and digital store environments.

1. What Is Retail Marketing?

Aspect Definition
s Planning, promoting, and selling consumer goods and services through retail
cope
P channels (brick?and?brick stores, e?commerce sites, marketplaces, pop?ups, etc.).
Goal Influence the purchase decision of end?consumers and build long?term loyalty.
* Product assortment
* Pricing strategy
Focus _ -
* Store layout & visual merchandising
Areas

* Promotions & communications
» Customer experience (online & offline)

2. Core Components of Retail Marketing

Component Description Typical Tactics
Product Selection, branding, packaging, and Private?label development, exclusive
SKU management. lines, seasonal assortments.
Price Setting price points that reflect value, Everyday low price (EDLP), high?low
competition, and profit goals. pricing, dynamic pricing, price matching.
Place How goods reach the consumer—store Flagship stores, satellite locations, click
L locations, online platforms, ?and?collect, curbside pickup,
(Distribution) _ _ o
omnichannel fulfillment. dropshipping.

o . . Advertising, social media, email
_ Communication that drives traffic and ) )
Promotion _ campaigns, loyalty programs, in?store
conversion. _ _
events, influencer partnerships.

_ _ ) Sales associate training, personal
Staff interaction, customer service, and _
People shoppers, chat?bots, community
brand ambassadors.
managers.
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Component Description Typical Tactics
Process Systems that deliver a smooth Seamless checkout, mobile POS, easy
purchase journey. returns, inventory visibility.
Physical Tangible cues that reinforce brand Store design, signage, packaging,
Evidence perception. website UI/UX.

(The last four items extend the classic 4?P mix to the “7?P” model used in services and retail.)

3. Retail Marketing Strategies

Strategy When to Use Key Elements
. Customers expect a Unified inventory, consistent branding, same
Omnichannel _ _ _ _
_ seamless experience loyalty 1D, flexible fulfilment (ship?to?home,
Integration . .
across channels. in?store pick?up).
To differentiate in crowded ) _
o _ ) Interactive displays, workshops, pop?up
Experiential Retail markets and increase dwell
) concepts, AR/VR try?ons.
time.
_ When you have robust _
Data?Driven Targeted offers, product recommendations,
o customer data (CRM, POS, S o )
Personalization . dynamic pricing, predictive stocking.
web analytics).
o Regional tastes or store?  Tailored assortments, local events, region?
Localization

level competition vary. specific promotions.

) o _ Eco?friendly packaging, transparent
Sustainability & Growing consumer demand , , ,
. T _ sourcing, “green” product lines, recycling
Ethical Positioning  for responsible brands.

programs.
Flash Sales & To create urgency and Countdown timers, exclusive app?only
Limited?Time Offers clear excess inventory. deals, “door?buster” events.

4. The Retail Marketing Funnel

Awar eness ? Interest ? Consideration ? Purchase ? Post?Purchase ?
Loyal ty

Funnel Stage Retail?Specific Actions
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Awareness Outdoor billboards, social ads, influencer shout?outs, SEO for product categories.

Interest Engaging product videos, in?store demos, curated landing pages, email teas
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