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kyise) ATT=NOANC=

Kindly please scan the code to complete
your information and mark yourself as
“Present”.

Please only select the date of today, e.g.
7 May 2024.

LEAP ATTENDANCE
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VISUAL M=rRCHANDISING

Visual merchandisin? is the process of planning,
designing, and displaying products to highlight
their features and benefits. Its goal is to attract
and motivate customers to buy something.

It is the most productive and efficient
 salesperson!

@ Higher sales: the average shopper makes

3 unplanned purchases 4/10 stores they
visit.

@ Customers spend more time in the store

® More organic referrals (93% of customers
feel user-generated content is helpful
when deciding to buy something)

Platform for Connected Leadership©



WINDOW DISPLAYS

Benefits:

A Instant information

A Value for money

A Attracting customers

A Building a positive
image

A Increase brand
awareness

A Promotion of sales and
special offers
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R=TAIL STOR= D=5IGN AND
LAYOUT

Store entrance: often the highest
footfall. Placing offers can reassure the
customer’s decision for deciding to
enter your store

Recommendations:

@ do not crowd the entrance — keep
it uncluttered

@ Place essentials as far from the
entrance as possible e.g. milk /

bread
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Impactful displays and customer
experience

® Use striking colors
® Group similar products together

@ Use repetition to make a
statement

P Keep high profit items at eye-level
® Provide enough space for the
customer to walk around

@ Create an atmosphere that mirrors
your image. Premium interiors,
lots of space and shorter shelves
with colors



INT=RACTIV=DISPLAYS

@ Captures attention

@ Entertains the customer - 70% of
shoppers think of digital signage

as entertainment,

SPRING/SUMMER

Educates without being invasive - — | W ABBIVALS

@ Promotional flexibility
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CRH=CKOUT JISPLAYS

P Powerful enough to attract new customers from the outside and

encourage impulse purchase

@ Create a checkout display like you don’t have any employees. Make sure
it represents the brand and promotes small, affordable upsells that benefit

shoppers

Platform for Connected Leadership©
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PLANOGRAMS

@ Planogram is a schematic tool used to plan
a retail store layout. Planograms place
special attention on product placement
and displays, as well as point of sale
locations

@ Before ordering perishables, grocery stores
must know whether the retail products will
fit on their shelves. This is where details
ike  product packaging dimensions,
shelving layouts and dimensions, and
product turnover come into play
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GRrROUP ACTIVITY 1 - CR=AT=
YOUR OWN PLANOGRAM

o_O
.&. GROU

(30 mins + 15 mins presentation / feedback)

AEither use a paper or a software (e.g. Planogram)

ACreate a planogram for a specific section of a Spinneys store (e.g. snacks,

beverages, household items) to optimize product placement and enhance
the shopping experience.

APrepare to present and get feedback
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https://www.smartdraw.com/planogram/examples/shelf-display-planogram/

BR=AK (10:30)




COLOR INR=TAIL DISPLAYS

@ Color psychology: studies how colors shape human emotion, thinking, and

behavior
P It can guide consumer decision-making and purchase

@ Vibrant and contrasting colors attract attention guiding customers to specific
areas. Bold color choices create focal points, encouraging engagement and

Interactions

®Warm colors like red and yellow evoke excitement, while cooler tones like blue

and green create feelings of calmness and trust

Platform for Connected Leadership©
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COLOR INR=TAIL DISPLAYS

@ Colors can reinforce your brand (Spinneys is green)

MRed prompts urgency and impulse purchases while soothing colors

encourage exploration and potentially larger basket sizes

P Bright colors feature highlighted products while muted tones create

backdrops
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STRAT=GI=5 FOR USING COLOR

Colour blocking: utilize contrasting colours to highlight specitfic products or
sections in your display

@ Directs customer attention to highlighted items, making them focal
points and encouraging exploration
Monochromatic schemes: use varying shades of a single colour throughout
the display
@ Achieve sophistication and cohesion, perfect for showcasing product
categories or themes
Seasonal adaptation: adjust colour schemes to match seasons or holidays

P Keeps displays feeling fresh and emotionally connecting with
shoppers, encouraging repeat purchase
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STRAT=GI=5 FOR USING COLOR

Colour harmony: apply complementary or analogous colour schemes for
visual appeal.

P Enhance the display’s visual appeal with pleasing and balanced
arrangements
Storytelling through colour: use colour to communicate brand values anad
product narratives
@ Foster a deeper connection with customers who share similar values
and beliefs
Accent colours: incorporate contrasting accent colours for specific elements

@ Direct attention to critical information or standout items, enhancing
overall impact
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STRAT=GI=5 FOR USING COLOR

Colour sequencing: arrange products in a deliberate colour sequence to

create a visual journey

P Immerse customers in a curated shopping experience, resonating with

their emotions and guiding purchasing decisions
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ey GRrROUP ACTIVITY 2: USING
- COLORINR=TAIL

(15 mins then share)

A Discuss the strategies for using colour in retail in pairs and draw parallels to
the Spinneys store you manage

A Provide specific examples for each if possible and be ready to share

A If you do not have a specitic example, explain how you could use the
strategy In your store

A Provide pictures (actual or online)
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MAXIMIZING IMPACT WITH SIZ= AND
SPAC=

Principles of Product Arrangement

@ Vertical Gradation: Arrange items
by size to guide eye movement
and improve browsing

P Block Placement: Group similar-
sized items to reduce visual clutter
and enhance findability

Platform for Connected Leadership©
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MAXIMIZING IMPACT WITH SIZ= AND
SPAC=

Expanding Perceived Space

@ Mirrors: Use mirrors to reflect light
and expand visual space,
especially in corners

@ Shelf Placement: Vary shelf heights
to open space—lower in the
center, taller at the edges

Platform for Connected Leadership©
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MAXIMIZING IMPACT WITH SIZ= AND
SPAC=

Spacing Between Products

@ Clutter Prevention: Maintain clear
spaces between products to avoid
a cramped appearance

@ Navigation Ease: Ensure aisles are
wide enough for comfortable
movement and browsing

Platform for Connected Leadership©
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OP TIMIZING PRODUCT PLAC=M=NT

High Traffic Areas

@ Strategic Placement: Position new
or promotional items where foot
traffic is highest to maximize

exposure

PExample: Near the entrance, end
caps, or checkout lines for impulse
Eye-level refers to the height equal to the level of your customer’s

y eyes when standing in front of a shelf in-store. In retail, it's the
most lucrative spot on the shelf and the most difficult to obtain
because of the high level of competition to secure it.

Platform for Connected Leadership©
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OP TIMIZING PRODUCT PLAC=M=NT

Eye-Level Shelving

PPrime Real Estate: Place bestsellers
and high-margin items at eye level to
increase  visibility and encourage
purchases

@Adjust for Demographics: Consider
th e a Ve ra g e h e [ g h t Of yo u r ta rg et Eye-level refers to t‘he I?eight equal to thg level of your Fu.st'omer's
customer when determining eye level bl ol i e

because of the high level of competition to secure it.

Platform for Connected Leadership©
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OP TIMIZING PRODUCT PLAC=M=NT

Location Variability

P Flexibility: Rotate product locations
regularly to  maintain  customer
interest and highlight different items

@Seasonal Adjustments: Adapt shelf
placement based on seasonal

. . Eye-level refers to the height equal to the level of your customer’s
S h O p p | ﬂ g t re n d S a n d p rO m Otl O n a | eyes when standing in front of a shelf in-store. In retail, it's the
most lucrative spot on the shelf and the most difficult to obtain
CyC | es because of the high level of competition to secure it.

Platform for Connected Leadership©
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—FF=CTIV=SIGNAG=FOR B=T T=R
=NGAG=M=NT

Purpose of Signage S
1.Navigation: Help customers find =
their way around the store P
efficiently, reducing frustration and
improving shopping experience.
2.Information: Provide clear, concise

details about products and

promotions to aid purchasing
decisions.

3.Marketing: Attract attention and

promote special offers, new
products, or events.
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—FF=CTIV=SIGNAG=FOR B=T T=R
=NGAG= M NT

Signage Best Practices

1.Visibility: Ensure signs are clearly
visible from a distance; use large,
bold fonts and high-contrast colors.

2.Readability: Keep messages short
and simple; avoid cluttering with
too much text or overly decorative
fonts.

3.Consistency: Maintain a consistent
design theme throughout the store
to support brand identity and
professional appearance.

Platform for Connected Leadership©



—FF=CTIV=SIGNAG=FOR B=T T=R
=NGAG=M=NT

Types of Effective Retail Signs

1.Directional Signs: Point the way to
different sections, making
shopping more intuitive.

2.Promotional Signs: Highlight sales
and special offers with eye-
catching designs.

3.Informational Signs: Provide
details about products, such as
origin, usage, or nutritional
content, especially important in
food retail like Spinneys.
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BUILOING TH=MATIC AND
S=ASONAL DISPLAYS

@ Importance of Thematic Displays

1. Customer Connection: Create displays that connect emotionally with customers,
reflecting seasonal events or cultural holidays

2. Enhanced Shopping Experience: Thematic displays make shopping more enjoyable
and engaging, encouraging customers to spend more time and money in the store

@ Creating Effective Displays

1. Planning: Start with a clear theme that aligns with upcoming holidays or local events
(e.g., Ramadan, Eid, Christmas, Back to School)

2. Incorporating Elements: Use colours, symbols, and products that are associated with
the theme. For example, use green and red for Christmas; lanterns and moons for
Ramadan

3. Interactive Elements: Consider addinﬂ elements that encourage interaction or social
sharing, such as a photo booth with themed props or a tasting station for seasonal
products

Platform for Connected Leadership©
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CAS=STUDY: RAMADAN DISPLAY
AT SPINN=YS

Spinneys, a prominent supermarket chain in the UAE,
aimed to capitalize on the festive period of Ramadan by
creating a culturally resonant display. The project was
designed to attract more customers, increase sales of
Ramadan-specific products, and foster community
engagement.

Objective:

Boost sales of products associated with Ramadan such
as dates, prayer rugs, and specialty prepared foods.

e

—_— e

Enhance the shopping atmosphere by integrating the
cultural significance of Ramadan into the store
environment.

Platform for Connected Leadership©



CAS=STUDY: RAMADAN DISPLAY
AT SPINN=YS

Theme Development: The store adopted a "Ramadan
Kareem" theme, using decorations like crescent moons,
lanterns, and a colour palette of gold, green, and blue.

Product Placement: Essential Ramadan items were
prominently displayed at the front and centre of the themed
area to capture customer attention.

Interactive Elements: A tasting station for iftar specialties
and a digital screen displaying daily recipes and fasting
nutrition tips.

Promotions: Special offers included discounts on bulk
purchases, pre-packed Ramadan gift baskets, and extra
loyalty points for purchasing featured items.

Platform for Connected Leadership©
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CAS=STUDY: RAMADAN DISPLAY
AT SPINN=YS

Results:

@ Sales of highlighted products saw a 30%
increase during Ramadan

Foot traffic in the store rose by 20%, with
customer feedback praising the festive setup

P Engagement on social media platforms
increased as customers shared photos of the
display and participated in Ramadan-themed
online contests

Platform for Connected Leadership©
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CAS=STUDY: RAMADAN DISPLAY
AT SPINN=YS

Challenges:

@ Maintaining a balance between commercial
interests and cultural sensitivity during
Ramadan

@ Ensuring adequate stock levels to meet the
increased demand, especially during peak
times

Platform for Connected Leadership©
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CAS=STUDY: RAMADAN DISPLAY
AT SPINN=YS

Lessons Learned:

@ Early planning and effective supplier
collaboration helped manage promotions and
stock effectively

@ Engaging with the community through cultural
organizations could enhance the authenticity
and impact of future Ramadan displays

Platform for Connected Leadership©
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CAS=STUDY: RAMADAN DISPLAY
AT SPINN=YS

@ Discussion Questions:

1.

Platform for Conn

Effectiveness of the Theme: Was the "Ramadan Kareem" theme effectively
conveyed through the decorations and layout? How did this influence customer
perceptions and behaviour?

Product Str_ate%:;_Y: Were the selected products appropriate for the target
demographic? How might the product selection and placement have been

improved?

Promotional Tactics: Which promotional strategies were most successful? Could
any other promotional activities have been employed to increase sales further?

Cultural Sensitivity: How well did Spinney's balance commercial ?oals with
cultural sensitivity? What adjustments would you recommend for future

displays?
Customer Engagement: Considering the increase in foot traffic and social

media engagement, what other interactive elements could be added to
enhance customer involvement?

ected Leadership©
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LUNCH BrR=AK




INTRODUCTION TO CUSTOM=R
S=RVIC= =XC=LL=NC=

AT SPINNEYS

What is Customer Service Excellence?

@ Definition: Customer Service Excellence at Spinneys is about delivering
consistently high-quality service that exceeds customer expectations at every
point of their shopping journey

@ Purpose: It's not just about meeting needs, it's about creating an
environment where customers feel valued, understood, and excited to return

Why [t Matters in the UAE Retail Market

® Competitive Edge: In a market as competitive as the UAE, outstanding
customer service is a crucial differentiator that can set Spinneys apart from
other retailers

® Brand Loyalty: Excellent customer service fosters loyalty, encouraging
customers to choose Spinneys repeatedly over competitors

Platform for Connected Leadership© 37



INTRODUCTION TO CUSTOM=R
S=RVIC= =XC=LL=NC=

AT SPINNEYS

What does it involve?

P Understanding Needs: Techniques for better understanding the
diverse customer base to meet and exceed expectations

@ Skill Enhancement: Enhance communication and problem-solving
skills to handle customer interactions more effectively

P Leadership Development: Lead and inspire your team to embrace
these standards, ensuring that every customer interaction reflects
Spinneys’ commitment to excellence

Platform for Connected Leadership©
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UND=rRSTANDING SPINN=YS
CUSTOM=RS

@ ldentitying Customer Segments
@ Gathering Customer Insights
@ Adapting to Customer Needs

@ Training on Cultural Competence

39
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TH=MARK=TING FUNN=L

SMB ADVERTISER NEEDS AND WANTS

®= Relevant, informative, and unique content on
websites or blogs

® Being prominent

® Find new customers

- ® Capture the interest of customers and navigate to a

discussion quickly
® Understand what search terms customers are using
= Appear on top of the search results page

CONSIDERATION = Appear competitive, differentiated, legitimate, and credible

Reduce friction for the customer to create an account
Nurture leads

CONVERSION Send a quote in time )

Move customers through the sales process quickly
Ensure good return on advertising spend

Make sure customers purchase the right product

Staff up for the busy seasons

Equip sales teams with customer-facing skills

Ensure every single touch-point with the customers is checked and confirmed

CUSTOMER
RELATIONSHIP

= Understand when it is the best time to reach out and remind customers
RETENTION = Keep their names in front of customers
= Create a dialogue with customers and build relationships
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. AWAR=N=5S

Goal of Awareness Stage
@Increase brand visibility to potential new customers
@ Introduce Spinneys and its offerings to a broader audience

Marketing Strategies for Awareness
@ Advertising: Utilize TV, radio, and print media to reach a wide audience

@ Social Media Campaigns: Engage users with compelling content on
platforms like Instagram, Facebook, and Twitter

@ Community Events: Sponsor local events and festivals to build presence
and engagement within the community

@ SEO and Content Marketing: Optimize website content to rank higher in
search engine results, drawing organic traffic
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. AWAR=N=5S

Why Awareness is Crucial

@ The first step in customer engagement; without awareness, no further
engagement or sales can occur

@ Sets the stage for customer interactions and shapes initial perceptions of
the brand
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2. INT=R=ST (JISCOV=RY)

Goal of Interest Stage
@ Capture the attention of customers who are aware of Spinneys but haven't yet
engaged deeply
@ Provide more information to encourage further exploration of products and services
Marketing Strategies for Building Interest

@ Educational Content: Share blogs, videos, and articles that highlight the benefits of
products, tips on healthy living, and recipes using Spinneys’ products

® Email Marketing: Send targeted emails that offer valuable content and include calls to
action that invite further interaction, such as subscribing to a newsletter or
downloading a guide

@ In-Store Experiences: Host events, tastings, or demonstrations that allow customers to
experience products firsthand and provide immediate value

@ Retargeting Ads: Use online retargeting strategies to show ads to users who visited the
website but did not make a purchase, reminding them of what they’ve viewed
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2. INT=R=ST (JISCOV=RY)

Why Interest is Key

P Deepens customer engagement by providing value beyond the initial

contact

P Helps customers move from just knowing about Spinneys to considering

a purchase
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3. CONSID=RATION

Goal of Consideration Stage

® Encourage customers who have shown interest to consider Spinneys as their top
choice

M Address potential questions or concerns that might prevent a purchase decision

Marketing Strategies for Encouraging Consideration

® Product Comparisons: Provide clear, detailed comparisons that highlight the
advantages of Spinneys’ products over competitors

® Customer Testimonials and Reviews: Share positive experiences from other
customers to build trust and credibility

0] Siecial Offers and Promotions: Create tarieted offers such as discounts, bundle

0]
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