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Augmented Product
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¥ Value -based pricing
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Channel




Brick & Mortar




1. Store Planning




1.1 Allocating Space




Back room







Oftfice and other functional spaces
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Reception & Cashier




Aisles, services areas,

and other non-selling areas

Y
RN

Y

11

aIU

ayuing




Waiting Area
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Example: Focal Point
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1.2 Store Layout




Free Flow Layout




2. Fixtures and

Merchandise Presentation
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2.1 Fixture Selection
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2.2 Merchandise Presentation
Planning

45-Degree Customer Sightline




2.3 Visual Merchandising




3. Store Design




3.1 Store Front or Exterior Design
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3.2 Lighting Design
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3.4 Sounds, Smell, Atmospherics
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4. Visual Communications Signage
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Website




Www.oralcarespa.com
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IMC Objective
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YANVITHIUAIIAUAT (Contact points)
TVC Advertising

M ]
Recycle Package agazine

Member Card Oral Care Transport Media

Spa

Sampling Internet

Event Marketing Outdoor Advertising

Billboard
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