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Solutions Which Are Specific to Enhancing the Technical Understanding of the Retail Business Environment:

o Fundamentals of Retailing and Merchandising Programme. 
o Trade Marketing Excellence Programme.
o Fundamentals of Category Management Programme.

SECTION 3



The retailing sector is expanding in many fields, whether in fashion, fast moving consumer 
goods, luxury brands, gold jewellery, or even hi-tech products like, PCs, mobile phones etc. 
Therefore, many companies are differentiating their services and product offers through 
the Silent Seller, Merchandising etc.

Merchandising enables customers and consumers to make the right choice and maximize 
the mutual benefits among the retailers and consumers.

Merchandising and retailing are processes that are mostly used in order to conduct retail sales. Part of the process consists of the 
merchandiser paying close attention to the different kinds of products available for sale and the best possible way of presenting these to the 
end customer, as well as to determining a “reasonable” price for each product that is sold.

It is worth noting at this point that establishing and maintaining strong working relationships with manufacturers is a crucial step of the 
process, in terms of providing goods or services that will ultimately be sold by the retailer. Finally, it is important to note that depending on the 
number of units involved, the retailer may afford to purchase goods at a given time or over a given period, or alternatively may find a 
preferable way to obtain a discounted unit price, making it easier for the retailer to maintain its competitiveness in the market within which it 
operates.

TECHNICAL
SKILLS
IN THE
B.2.C.

This programme is suitable for all executives who are involved in an 
active role of handling consumers or shoppers in a retailing 
environment, whether they are retailers, merchandisers, shop 
supervisors, trade-marketing executives or sales executives. 

Who Should Attend ?
This 3 day programme is available only as an in-company 
customised solution. Therefore, we will be available to 
discuss your requirements beforehand and will then 
customise the workshop accordingly.

Duration

MERCHANDISING  AND  RETAILING
FUNDAMENTALS  PROGRAMME

Why Is Merchandising And Retail 
Understanding Important ?

What Is Merchandising And Retailing ?

ENHANCE
CUSTOMER EXPERIENCE
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Participants who attend this programme, whether 
customer service executives or retail sales executives 
will be able to appreciate the importance of 
understanding the dynamics of the retail environment 
and the movement of power from the consumers to 
the retailers, and thus be able to practice and apply the 
best in-class tools in the following areas:

 The content is designed to aid 
participants in 'thinking like a retailer'. Core skills of 
retailing are included but these will be at a very basic 
level. We will run this through a simulation whereby 
the group will develop their own retail outlet plan 
involving consideration of outlet location, customer 
profile, product assortment, and space allocation. 

Within this programme 
we are going to run a case study of a real-life retail 
project, depending on the channel sector you are 
operating on such as FMCG, telecom, etc. This will 
s o l i d i f y  l e a r n i n g  a b o u t  c o n s u m e r - b a s e d  
understanding and how this translates into 
merchandising actions. 

Retail fundamentals: 

Merchandising fundamentals: 

What makes retailing and merchandising critical for your 
success today?

Retailer skills:
o Space management.
o Stock management.
o Cash management.

The competitive retail environment.

Basic purchasing decisions and common faults on 
purchase decisions.

The suppliers' role in supporting retail customer 
development. Case Study: Issue brief on 'developing a 

new retail outlet' - teams develop their inputs into 
consideration on what decisions have to be taken, but 

do so before basic merchandising principles are 
discussed. The findings will be reviewed against the 

learnings once the merchandising modules have been 
run.

What is merchandising?

The role of merchandising: 
o Role within the marketing mix.
o Objectives of merchandising.

o Merchandising benefits.

Merchandising thinking:
o Beliefs, behaviour, results.

Retailer decision making criteria.

The drivers of profitability.

How merchandising drives outlet profitability.

Module 2: 
Understating Retailing Fundamentals:

Module 3: 
Merchandising Fundamentals:

Module 4: 
The Profit Story in Retailing and Using 

Merchandising:

Module 5: 
Channel Based Merchandising Programme  

Case Study

What Is In It For You ?

Key findings and action plan.

Consumer behaviour; planned versus unplanned 
purchases.

Basic principles of merchandising.

Merchandising as a customer service tool:
o Inventory management.

o Range management.
o Sales development.

Common objections and how to overcome them.

Merchandising should be understood as a way of 
leveraging sales in the retail context. Therefore the 

participants will be practicing the learning points 
through a practical live example case that simulates the 
real world in order to put all previous learning together 

and complete a successful plan of a retailing outlet, 
depending on the sector.

Company / self-development and goal setting will be 
followed by a step wise action plan to enhance the 

customer experience in the retail outlet and 
merchandising best practice as follows:

o Stage 1: Set merchandising standards for the field 
force and develop better practice in this area. 

How we expect your brands to look in the store?
o Where to be situated?
o In which brand order?

o Better practice in the use of P.O.S.M.

o Stage 2: Create a mechanism for measuring 
merchandising. This follows the principle of what 

gets measured gets managed, therefore treat 
merchandising in the same way.

o Stage 3:  Document who is responsible for 
merchandising. Consider how reward mechanisms can 

be applied in order to focus personnel on merchandising.

o Stage 4: Train and educate relevant personnel in 
the sales force, marketing team and other relevant 

practice areas. 

Module 6: 
Merchandising Principles and Merchandising 

Objections:

Module 7: 
Putting All Into Practice: 

How We Do It
Module 1: 

The Changing World of Retail and the Power 
Shift Towards Consumers:

Changes in consumer behaviours and the need to 
become more differentiated in the retailing approach.

What makes a customer to purchase?
The journey of the consumers and shoppers

 buying process.
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TECHNICAL
SKILLS
IN THE
B.2.C.

ENHANCE
CUSTOMER EXPERIENCE

Trade Marketing is a form of business-to-business (B.2.B.) marketing in which companies 
attempt to market and sell their products to wholesalers, distributors or retailers rather than 
directly to consumers. Profitable trade marketing is contingent on a number of factors, from 
an awareness of retailer and consumer needs to the ability to formulate innovative and 
modern sales techniques.

The trade marketing manager’s role is vital since it is responsible for developing, coordinating 
and implementing marketing programmes that increase the company's brand presence and 
market share and improve customer satisfaction.

TRADE  MARKETING  MANAGEMENT  PROGRAMME

Why Is Trade Marketing Management Important ?

This 3 day programme is available only as an in-company 
customised solution. Therefore, we will be available to 
discuss your requirements beforehand and will then 
customise the workshop accordingly.

Duration

This programme is suitable for all executives who are 
involved in the marketing, sales, and retail area of 
business.  The course is also suitable for distributors and 
importers since they will know what to demand from 
their suppliers. 

Who Should Attend ?
To be successful, trade marketing managers should also work closely with 
the sales team to ensure that trade marketing strategies are aligned with 
sales objectives and revenue targets.
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Participants who attend this programme, whether 
from the field of marketing, sales or trade, will be able 
to design effective trade marketing strategies that 
will help them achieve business objectives across all of 
the product categories they are responsible for.  More 
analytically they will be able to: 

Module 1: 
The Trade Evolution: 

Module 2: 
Understanding the Trade Marketing 

Fundamentals:

Module 3: 
Why Finding the Right Key Customers is 

Important to the Success of a Trade Marketer:

Module 4: 
What Will Motivate the Intermediate Channel 
to Cooperate With Us, Instead of Any Other 

Competitor:

Module 5: 
What is the Profile of the Top Trade Marketer:

Changes in the market.
How do these changes affect us?

What is the future of trade?

What is the quintessence of trade marketing?
What are the benefits of trade marketing:

o For the supplier?
o For the channel (e.g. distributor / retailer)?

The Trade Marketing Mix:
o Distribution.  o Display.  o Promotion.  o Price.

What is of interest to the retailer?
o Assortment.  o Presentation.  o Logistics.

o Cooperation.  o The consumer.  O Promotions.

Well-maintained personal relationships with retailers, 
distributors or wholesalers are essential.

The relationship development model:
o Pros and cons of each stage.

o Buyer-seller relationship zones.

Analyse a trade marketing manager job description.

Identifying gaps through open discussion.

What Is In It For You ?

Develop my personal action plan of how to 
close those gaps.

How to conduct shopper research?
o What's the added value of research?

How well trade marketers know the consumer?
o Methods of research:

Primary sources: interviews and surveys: 

Off-line or on-line.

Secondary sources: use of pre-calculated trade statistics.

Trade Shows.
Utilising the technology: online presence:

o Websites. o E-mail. o Social media marketing.

What are the best promotional activities for a product?
o In-store? o On-line? o Alternative approaches?

Man or superman?

Skills to coordinate the trade marketing and sales team 
to implement the trade marketing plan:

o Systems and processes. o Customer information.
o CRM. o Forecasting and logistics. o E-commerce.

o Organisation and resources.

Case Study: Participants will work on a real-life case 
study related to their business where they will prepare 

a detailed plan which will be presented to the rest of 
the team.  Through discussion and questions and 

answers, their draft plan will be finalised and 
become ready for implementation.  

Module 6:
Understanding the Market Chain and 

Where You Are Situated Within it:

Module 7: 
Promotional Strategies in Trade Marketing:

Module 8: 
Making it Happen. What Will it Take:

How We Do It

Understand the fundamental concepts related 
to trade marketing.

Grasp how to put in place, monitor and improve 
processes to link all trade marketing activities 
with the activities of the sales team.

Familiarise yourself on how to work closely 
with key customers to provide category and 
shopper insights to drive performance.

Be trained to develop, implement and evaluate 
category plans to meet profit objectives.

Manage and evaluate trade promotion 
strategies to achieve maximum returns.

Through practical examples, cases, tools, 
discussions and group exercises, participants 
will be able to transfer the knowledge gained 
from the seminar into their workplace, thus 
contributing to their company's goals and 
objectives.  

The outcome is to improve market share, 
customer satisfaction and productivity 
performance. 
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TECHNICAL
SKILLS
IN THE
B.2.C.

ENHANCE
CUSTOMER EXPERIENCEOne may say that people that do not experience category management or category knowledge 

management in general are really missing a rewarding opportunity. This is because managers may 
develop amongst other things the expertise for the financial health of suppliers, the position of 
their company within the industry they operate in, strengths and weakness of themselves and 
simultaneously their suppliers. It is considered as an extremely important process as it “benefits” 
the consumer through improved assortment, less costly prices and ease of shopping. This is a 
result of the operational collaboration between the retailers and suppliers, where they manage to 
improve effectiveness as well as efficiency of demand/supply chain management.

Category management is the process by which people are able to manage their businesses at the category level in order to deliver better 
product, pricing and service to their customers. It is worth noting at this point that the category management is now more than a way to 
manage a category as a business. It is essential to operating successfully a promising retail operation. Nevertheless, it may offer retailers a 
powerful competitive advantage if executed appropriately. Therefore, one may argue that the winners in the marketplace at the end of the 
day will be the ones that fully satisfy their customers' needs by knowing how to combine and appropriately use the available data, insights as 
well as the merchandising savvy.  

The course is suitable for all executives who will be involved in the 
category management, and that need to be category literate. 
Furthermore, this programme is suitable for key account managers 
that are looking to get deeper in the management and development 
of target retails accounts.

Who Should Attend ?
This 3 days programme is available as an in-company 
customised solution only. We will be further happy to 
discuss your needs and customise the workshop to suit 
your people.

Duration

FUNDAMENTALS  OF  CATEGORY  MANAGEMENT  PROGRAMME

What Is Category Management ?

Why Is It Important To Understand The
Fundamentals Of Category Management ?
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Participants who attend this programme, whether 
sales executives or key account managers, will 
experience the different changes that need to be 
implemented in the marketplace along with the 
importance of being able to focus on the customer's 
specific needs at all times in order to increase their 
credibility towards their consumers, and generally 
understand the role of the retailers perspective. 

In addition, participants will be able to experience the 
importance of the impact that the above actions have 
on the suppliers, how to adopt and therefore, 
implement a team approach and generally anything 
concerned with the suppliers perspective.   

Part 1 Modules: 
Understanding the retailer's perspective:

Changes in the marketplace and the need for 
changing strategies.

Learn how different changing strategies can be 
effectively implemented to fulfil the needs that occur 

in the marketplace.

The importance of focusing on consumer needs
How important is to be able to focus specifically and 
explicitly on the consumers' needs? What does this 

offer to you and to the organisation as a whole?

Benefits of category management.
What are the different benefits of category 

management which are offered to you. 
How can best practice of category management 

benefit the company?

Impact on a retailer's organisation.

The role of the category manager.
What is the role, duties and responsibilities of a 

category manager in an organisation?

The stages of category management.
What are the different stages in category 
management and why these stages 

when implemented effectively can add value
to your company? 

Reviewing the category.
Understand the fundamentals of each category 

and therefore the way the category works better 
for you and your company.

Targeting consumers.
Boost your skills in targeting the right consumers 

according to your target segmentation and identify 
the most effective ways to prioritise the key accounts 

of your organisation.

Planning merchandising.
Develop your skills in planning an effective 

merchandising strategy through an efficient 
step-by-step practice that will add value to your 

merchandising planning process.

What Is In It For You ?

How We Do It
Implementing strategy.

Align the company's strategy with the 
stakeholders' objectives and implement it 

effectively to get positive results. 

Evaluating results.
Develop your ability to reflect on the outcomes 
and boost your skills in evaluating the results.

Changing distribution opportunities.
Know how and when it is SMART and APPROPRIATE to 

seek for new distribution channels that will enable 
you to move faster and quicker in the market. 

 
Impact on the supplier's organisation.

Understand why difficulties with supplier's 
organisation occur and develop skills that will help 

you manage these difficulties in an effective manner. 

Adopting a team approach.
Develop a team spirit approach that will enable 

you to respond effectively to the various stages of 
collaborative teams.

Developing supplier / retailer clarity on how to 
increase sales.  Positively grow the existing 

relationships between supplier and retailer to 
accomplish clarity and transparency in order to 

increase sales and therefore profitability. 

Increasing efficiencies in marketing and working 
with retailers. Enhance your efficiency on how to 

effectively advertise your products to the appropriate 
audience and build/maintain relationships of 

cooperation with the concerned retailers. 

The stages of category management from the 
supplier's perspective. Develop and practice your 

knowledge on how the stages of category 
management should be efficiently approached, 

particularly from the supplier's standpoint. 

Part 2 Modules: 
The supplier's perspective:

www.ttmassociates.com     Email: info@ttmassociates.com                                                                                                                              UK  .  France  .  Belgium  .  Africa  .  Middle East  .  Turkey                 .31.


	Value Connect Book low Res PDF
	Chapter 00 - Intro
	Chapter 01 - B2C
	Chapter 02 - B2B
	Chapter 03 - Marketing
	Chapter 04 - Consultants
	Chapter 05 - References

	Value Connect Book low Res PDF 70



