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WHERE SHOPPING 1S A PLEASURE

|. Executive Summary

Business: Publix

wPublixis one of the largest employee owned supermarket chains with over 1,048 stores stretched
across Florida, Georgia, South Carolina, Alabama and Tennesed?Uifiexsupermarket chain was
establish in 1930 by George W. Jenkins and has grown into a FORTUNE 500 coRygaigexcels in
community involvement, volunteer work and competition in market areas. Publix’'s management
principle revolves around customer relationship marketing concepts to enhance the consumers
shopping experience

Research:

oin order to develop a campaign plan that would aid us in accomplishing our goals, the researchers first
conducted the following primary research methods:-ttepth interview, Surveys and Focus Groups.

wWe conducted the interview with the store manager &fublixat Ramblewood Square, Bill Andrews.
Mr.Andrews cooperated very effectively on his part and gave uslapth answers to all of our
guestions.

wWe were denied the privilege of conducting surveys at sevétablixstores, but this obstacle did not
intimidate us. Instead we conducted the surveys amongst members of our community, teachers, and
family members who all shopped &ublixin Ramblewood Square.

wWe conducted two focus group sessions at Parkland City Library with the help of the librarian Dianne.
The first session consisted of fotublixshoppers and the second session consisted of four competitor
store shoppers

Findings and Conclusions:

wWWe made the following conclusions based on the research:

A Publix rewards card program that focuses on gas station fuel rewards should be designed in order to
help bring about a higher retention rate of customers and expand the current target market

uPrice promotions offered aPublixplay an important role in motivating customers to shop &tublix.
wCustomers need a rewards program that gives them recognition

Proposed Activites/Timeline

uSeptember 2012: 1.) Partner with Fuelperks 2.) Partner with Sun Sentinel to promote Fuelperks
program

uNovemberDecember 20121.) Implement "Fuel Me" video contest on Facebook to heavily <
consumers in promotional activites

wlanuary 2013ctober 20131.) Implement Gift Card Sweepstakes when sales start to declil
consumers engaged at a moderate level. “Fuel-Me” contest

Budget -
Gift-Card Sweepstakes

Fuelperks Rewards

sun-Sentinel

Total
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Il. INTRODUCTION
A. Description of the business or organization
George W Jenkins foundedPublixin 1930.Publix is one ofthe largestemployee
owned retail supermarketand one of the ten largestolume supermarket chain#t has
over 1,048 stores stretchedceoss Florida,

Georgia, Alabama, South Carolina, and p U b I i X l

Tennessee with overl49,000 employees

Publix strives to excel in community
involvemen, volunteer work and comgtitive
market areasPublixhas a legendary philosoptthat is instilled into the companyntil
this day, whichis to please the customer and to never knowingly disappoint them.
t dzo f midsiénhais to be the premier qualifgod retailer in the world. Publix has
committed to be:

o0 "Passionately focused of€ustomer Valug

0 Intolerant of Waste,

o0 Dedicated to theDignity, Valueand

o0 Employment Securitgf our Associates,

o Devoted to the highest standards of stewardship for our Stockholders, and

Involved as Responsiblgitizensn our Communitiest

Pubix has been recognized for various awards being an industry leadeg caring

employer dedicated to workforce divaty, and being involved in theommunity.
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Publix also containsa variety of different programs offered at their stor&s help

make shopping enjoyable for their customeBomeof the most famous programare

a ! LINRthyesGieen Wise Marketand Publix

U I (1

DIOKNS, 2

Pharmacy TKS &! LINPy a ¢ LINP I NI
simpe easyto-make nutritious meal
demonstrations in kiosksthroughout Publix Learning to have fun in the kitchen,
stores.

Publix also launched their Green Wise Market

in 2007 to compete, as well as profit from, the PUBLIX

9
increase of health food stores in the U.S such as Gree“ w.se

MARKET*®

Whole Foods. Their Green Wise market offers a

wide range of organic foods, salads and other

nutritious items.

PUB LI X
PHARMACY

Faeling wall. Living betlar.

In 1996 Publix opened their first
pharmacy within their stores. Currently 81% of

Publix stores contain pharmacies.Publix

pharmacy has been recognized for its policy of
free antibiotics with prescription for two weeks.

In addition to helping the communityPublix also strives to developstrong
relationships with their customers. In a customer review about Publix, a passionate

customer stated:
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d live 85 miles from the neareBublix store but | make sure | shop Rublix every
week...There is only one reason why | go through the troutble customer service and
wonderful personalities of the employees. It's a delight to interact with everyone there
YR ¢6KSyYy L fSIF@Ss L FSSf 322R I 02dzil AK2LILAY Z
Publix not only looksto create a thriving community environmenibut also seeks to
make the shopping experience for their customers a pleasure.

B. Description of the Community
Economy

The Coral Springs economy thrives off of small businesses in theaaddaas a
broad distribution of workers in different area®f Coral Springs resident$ years of
age and over; 72.5% work the labor force, 95%re employed and 5%nemployed. Of
that population 39.5% workin management and related occupation; 32.9%rkvin
sales and office occupations; 12.8% in service occupations; 7.6% in construction,
extraction and maintenance occupations; 7% in production, transportation and moving
ocaupations; and lastly 0.1% woik farming, fishing and forestry occupatiorigach
family household in Coral Springs has a median income of about $58,459 with the per
capita income for the city $29,285.

{dFYyR 3 t22NDa RSaONAR o Saibraht2egibrial edondih y 3& SO
with aboveaverage wealth levels and consistenfly2 ¢ dzy SYLJX 2@ YSy (i ®¢ ¢ |
RSOIFIRS /2Nt {LINAY3IQA AY Rdzadll 1924 df the offieis O2 YY SN
valuation50% higher than the decade befor@f all the cities in Broward Counigoral

Springs has the lowest tax rate of 3.8715 mils.
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Geogaphic
Coral Springs is krge city covering
about 23.93 square miles of that 22.2

miles being land and 1.91 square miles

being water. Coral Springgas chartered

officially on July 10 1963 in Broward
County, Florida approximately 20 miles

north of Fort Lauderdale. During the

z A

MPTNQATI MpynQad YR mMdbdpnQad (K OAle 3ANBg

Coral Springs has a distinguished atmosphere tbatptiments its aesthetic@gpeal.
Demographics
The Publix at RambleWood Squaris in a plaza area and is known forifge an

anchor store in the areaCoralSpringds a large citynhabiting 121,096 people and with
45,433 householdsCoral Springs has experiencad3% increase in population from
2000 until 2011 Males make up 48.7% of the population in Coral Springs, whereas
females make up 51.3% of the population.

The average age of males is 33, and the average age of females is 35. The population
is evenlydistributed for the most part. 16.06% of people are between the agés 0
15.47% of people are 107 years old. 16.42% of the population is28 People ages
30-39 years old make up 16.06% of the population. 16.22% of people are between the

ages 409 yars old. 14.26% of people are-b@ years old. 5.51% of people are 65 and
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older. Coral Springs is a city known for disersity with approximatelyhirty percent of
the population speaking another language other than English.
Publix at RambleWoodSquareappealsto a largecommunity and generates mass
appealwithin the community Due to a familoriented environmentthe researcher has
a more accurate response from the community when carichg different types of

marketingresearch

Sociceconomic

The Coral Springs economy thrivassa fiscally strong government with high bond
ratings{ G F YR 39 t 22 NXDa RSaONM oayibrant régNdalecofiondlh y a8 S«
with aboveaverage wealth levels & O2y aA ad Sy i f & Hit¢chgMoady,SYLJX 28 YS
FYR {dFyRINR 3 t22NRA& KI %2000 GNNRatefl @orkal £ { LINR y
Springs as the #4best city to live inCoral Springs has twice received the Florida
Sterling award foexcellence in administration ariths won many accatles for
livability, lowcrime rate and famikfriendly community

C. Description of the businesses target market

Pulix targets a wide variety otonsumes and has its target market itwo
different market segments: a primary and secondary marketlzd f A E Q& LINA Y I NE
market is the lower and higher portion of the middle class. Due to the recent economic
recessionPublix has been working to cater the upper classwell as the poor working
class.Middle class families findPublix a suitable plae to shop asPublixis in many

convenient locations andbffers great deals on savingsnd affordable products
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Customers who shop at Publix have extra expendable income but are still cost and
budget conscious.
lll. Research Methods Used In the Study
A. Description and rationale of research methodologies selected to conduct the
research study.

Competition for customers has never been so vicious. Competitors are fighting neck
and neck to obtain customers. Customer loyalty programs havereift benefits for
businesses and sometimes can make or break a busifibegesearchers used different
types of primary research to build customer profiles, identify needs and wants of the
target market current usageand effectiveness of Publix loyalyyogramsand evaluate

the potential of acustomerrewards program. The differergrimary research methods

that we will use are:

Interview Surveys

Interview-

Interviews are excellent ways to find information and build customer profiles as you
get a firsthand eperience. Interviews allow the interviewee to express their true
concerns and feelings. According to our Deca advisor, Mmnédy, nterviews are
efficient to find out whatPublixdoes to retain their customer population and how they

meet the needs and wants of their customers. The researchers will use the
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standardized, opemnded interview. The researchers will have a set ofgetermined
guesions to ask the manageiThe main fous of these questions will be tgather
information on these thredey areas:
o Customer retention ifPublixand why?

0 Howdo Publixloyalty programsneet the needs and wants of their market?

o Factorsthat influence customers to shop &ublix? (Price, ValueServices)

Surveys

According to the bookMarketing Essentialst KS & dzZNI3Seé rsdrdh?z R
technique in which information is gathered from people through the use of surveys or
j dzSa G A 2 yy IsukviyB avithaid the #esearchers in findingnformation on the
following key areas:

o Current usage and motivatn of Publixloyalty programs

o How often customers shop &ublixandwhat drives them to shop there.

o Customer feedback on Publix price promoticrsd an alternative customer
rewards card program.

The researchers will design the survey as a questionnaire asggnbination of
closeended and yes/no questions. Closeended questions will allow the customer to
pick from a list of answers and will help the researchers in getting specifieriafion
we need such ahow often customers shop a&ublix and cutomers current usage of

Publixloyalty programs Yes/Noquestions will help the researchers also in getting direct
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information from the customerThe researchers will distribute thesarveysto regular
Publix shoppers.
Focus Groups

The researchers will conduct a focus group sessimongst twodifferent groups.
Focus groups are an effective primary research method on generating insightful and
more indepth responses from people. We will conduct two focus group sessibas,
first one will consist of fouPublix shoppers anthe second one will ansist of four
competitor shoppersFocus groups give us the ability to talk to the session members in
a casual group setting leaving members in both groups feeling comfortable and able to
speak their true opinions.

B. Process of conducting the selectedsearch method
Research Method: Personal Interviews

We scheduled an interviewn Sunday,
November &, 2011with Bill Andrews, the L ar _nll :“ s §

manager ofPublixat Ramblewoodquaren

Coral Springs Florida. The researchers .
this opportunity to gain understanding of
t dzo f mah&gémet style towards the
customer We asked the following questions to theanager irthe interview:

o What do you see as dzo fstoBg@si attribute? Wakest?

o What is your store currently doing to maintain its current customer base? Is it

proving to be successful?
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o Are there any changes you feel need to be made in order to maintain and
expand the current customer base?
o Doest dzo f lac&tiOréplay any rolén making shopping convenient for the
customer and attracting them back to your store?
o0 Why do you thinkPublixputs great emphasis on their coupon policy?
o On average how many daily customers do you receive?
o Roughly, how much does the company spend on atsieg to maintain and
build on the customer base?
o On average, what does your current revenue stream look like per week?
He said he would answer the questions as best as he could but could not give out any
confidential information.
Research Method: Focusaups
For this research method we set up twyooups: one group oPublixshoppers and
one group of competitor shoppers. The researchers conducted the focus group at
Parkland City Library on Sunday Novembef 2811 12:00 p.m. We were able to
schedule a separate room with the librarian, Dianteeconduct the focus group session.
Each session lasted for 20 minutesmch with one of the researchers directing the
session and another recording feedback from sessiwwembers. The first session
conducted was forPublix shoppers and the second session conddcteras for
competitor shoppers.
The researchers had a set of pietermined questions to ask the session

members, but asked them in a more natural wayve® could receive an honest and
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natural response from the group. The quiests asked in the focus group &fublix
shoppers focused on current usageRiiblix loyalty programs. The questions asked to
the competitor shoppers were focused on what incentives/el those customers to
shop there.
Research Method: Surveys
The researchers contacted the managers of seveudllix stores and were denied

the privilege of surveying customers due ttodzo f nb Boficitation policy. Instead we
conducted the suvey amongst neighbordamily members and teachers who are all
regularPublixshoppers The people who were surveyed were given a pen/pencil and a
clipboard to complete the survey. All of the people were surveyed under the following
conditions:
SurveyConditions:

o Friday, November 112011

0 Teachersln School between 7:40 a.m2:40 p.m.

o Family members and Neighbewfter 6 p.m.
IV. Findings and Conclusions of the study

A. Findings of the research study

After finishingour research stdy, we noticedthe researchfindings correlated

throughout all threeresearch methodsEach research method was used to target key
areas of our research study. The survey method was used to find cust@uparsn on
incentives that motivate them to shop @&ublix or elsewhere. The interview method

was used to gain an understandingtofdzo f niafageient style toward the customer.
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Lasty, we conducted two focus groups as a research method to gaimgreater
understanding of the incentives &fublixshoppers anghoppers at competitor stores.
Findings: Personal Interview
The responses given to us tine interview with Billl y R NJeipedkius gain a
better insight ino t dzo f makagementThe following are findings frorthe interview
that we conductedvith Bill Andrews
1) 2 KFd A& t dzof AE QaWha is KRvgaleStattribute® ( NA 0 dzi S K
t dzo f sirdagest attribute is customer servideublix seeks to develop a family
oriented environment and retain customers through customer satisfacticizo f A E Q &
weakest attribute is price. In a harsh economylzo f pkideQténd to intimidate
newer customers who are not familiartofdzo fvariBu price promotions.
2) What is your store currently doing to maintain its customer base? Is it proving to
be effective?
Pdzo f BINROS LINRPY2(GA2ya &4dzO0K & a&[ 208 -42 {K2L
one get ondree) play a large paiin our retaining of customers. Customers find that
they are able to save more money Rtblix than other grocery stores by taking
advantageof the price promotions offered &ublix
3) Are there any changes you feel need to be made in order to expand your current
customer base?
Publix needs to expand the awareness of its price promotions to help with the
expansion of & current customer base. Publilso doing various community

outreach programs, such as DECApoograms at colleges such astailgating
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program at FAU (Florida Atlantic University) to help expand business to local
communities.
5284 t dzof A E Qaaty rdleirOrhalirig hybppind moge convenient for the
customer and attracting them back to your store?
Loation plays a significantrole in retaining customersBefore they build &ublix
store corporate sends out people to check out the property and community
environment. Most Publixstores in Florid@pen up in plazas to exparmlisiness into
existing customer bases.
Why do you think Publix puts great emphasis on their coupon policy?
The supermarket industry is changing afdblix wants to adapt to the changes.
Publix £ a2 | OOSLJia O2YLISGAG2NI O2dzLl2ya o6SOl dz
itQa | 1 AYR 2 Btoreldzttfact dustanérg. NJ F2 NJ G KS
On average how many customers gou receive at Publix daily?
Mr. Andrews could nogive out an exact amountlue to the information being
confidential but hedid give us amestimatethat on some days theseceive as less as
15,000 customers and other days thggt as high as 25,000.
Roughly how much does Publix spend on advertising to maintain and expand its
customer base?
Mr. Andrews told us that this ien a corporate levelAdvertising charges vary

Sometimes Publis charged more than$1000 for advertising funds and other times

tkSe FNBy Qi OKIFINHSR FyeiliKAy3Iod
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8) On average what does your current revenue stream look like per week, an

estimate is ok?

We were not able to receive this information due to this being on a confidential level
Findings: Survey

The researcherfound a large similarity in the responsd Publx shoppers that

were surveyed. A total of forty people were survey®de conducted this survey to find
out what drives customers to shop Bublixand other grocery stores and what needs to
be improved withinPublixto expand their customer base.
Finding Question #1Why do you shop aPublix?
We found that out of the twentycustomers we surveyed0% shopped aPublixdue to
its convenience inlocation. Customers that chosdocation as theiranswer when
surveyed gave similar feedback such as:

0 OPublixis on my way home from wornd a few minutes away from my house

0 OPublix is located next to my gym and barbershop so its location makes it

convenent.
0 G2 KSYS@SNJ [PublixK #1tJl dani do Imore than just shopping for
INEB OS NA S & in th&darhedataza asly bHafd stylist and dry cleanets.

Finding Questions #2Nhat type of saving deals do you take advantage of?

For this questionthe people surveyed were allowed tohoose more than one
answer.85% of Publix shoppers surveyed took advantage tofdzo f.AREDNEQ &  { 2
GKSY al @S Y2ySeéo /dzad2YSNA NBnide thed Raving | U

around andhad a wider product vaety.
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Finding Question #3: What is the main problem you are faced with when looking to
find savings deals at PublPx
About 25% found that the only problem with the price promotionsFRaiblix were
that too much time had to be spent looking faght deals. When conducting this survey
Odzai2YSNBQ FSSRolI O] G2 GKA& 1jdzSairaz2y 6SNBY
0 & LPEblix made lookingfor coupons easier and made some coupons more
consistent | woulddke advantage of the opportunity¢
o a! f20G Y2NB LIS Pubiix§ they 2aldtl Ryurél dizaldayltdisave
GAYS 6KSy t221Ay3 (2 dz&aS GKS LINAOS LINRY2I
Findings Question #4: Other than Publix, where else do you grocery shop the most?
Other thanPublix, 75% of the shoppersusveyed said they shopped &Ya-mart as
an alternative grocerWalMart seems to be dz6 f miaifi Eompetitor in Coral Springs

with its runner up being Target and Whiixie.

Finding Question #5: How often do yod
Survey Results Question# 5

shop at Publix?

u Weekly
45% of people surveyed said they shop
. . = Every Two
at Publix weely. 35% said they shop every Weeks
two weeks and 20%f people said they Monthly

shop monthly.
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Finding Question #6:0n average,

Survey Results Question #6
u $70-$100 how much do you spend monthly on

ies?
= $100-$150 groceries”

'0 Amongst the shoppers surveyed
— $150-$200
\Q’ 35% said they spend more than $250
= $200-$250

dollars when shopping a®ublix and

= $250 and )
above 30% said they spend between $200

$250 dollars.20% of shoppers said they spend $3&D0 dollars on groceries every
month and 12% said they spend $18050. None of the people surveyedaisl they
spend $765100 dollars on groceries every month.
Finding Question #7Do new coupon deals, product discounts or new easier ways to
savemotivate you to shop at Publix?

Approximately80% of shoppers surveyed felt that new product discowmtsprice
promotions helgd motivate them to shop aPublix Some customers felt that dzo f A E Q&
various price promotions were one of the only reasons why they shoppBdlatx
Finding Question #3852 &2dz | 00Sa&a tdzofAEQa 6S0aAridsS
experience?

95% of shoppers surveyed also felt that thedzo f welbsifeadid not aid them in
taking advantage of the various price promotioMghen conducting the survey Publix
AK2LIISNNDE FStd GKFG tdzotAE ySShP&doutivih Sadl of )

web specific deals.
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%

Finding Question#9: NB &2dz al GAAFASR 6AGK tdzof AEQa Odz
55% ofsurveyed shoppers felthat t dzo f custofaér services satisfyingand

enhancs it KSANJ aK2LILA Y3 SELISNA Sy OS o this deesiichY SNA 6 K

adzNpSe 3 @3S LRaAGAOGS FTSSRol O1 2y tdzmfAEQa Od

a tan see thaPublixdoes an excellent job with their customer service and puts in great

effort to enhance oushoppingS E LISNA Sy OS ¢

G L aradikdnly bécause of their pleasant employees. They are very polite and

greet mekindlywhenever | come into the storé.

Finding Question #10:1f Publix was to .
Survey results Question #10

offer a customer rewards card program
Donations to charitable

which of the following areas would you causes

eCoupons (electronic

like to benefit from wsing this card? coupons)

35% ofPublix customers surveyed saic Points product
discount system

that they prefer gas station fueewards as
Gas station fuel

an alternative customer rewards card rewards

. 0% 10% 20% 30% 40%
program at Publix 25% of customer o SR AR SER AU

m Survey responses
AdZNBSe SR g yiSR | LIRAyios EINRRdOG RA&O2dzy

card and another 25% wanteBublix to utilize eCoupons. 15% d&fublix customers
surveyed preferred to have &ublix rewards card program that would provide

donations for chardible causes.
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Findings: Focus Gup
The following are significant points in our focus group session thaeWevould be
important in aiding our research and future goals/objectives.

Publix Group

Finding Question #1Why do you choose to shop at Publix?

R (GKI G t

w»

ol ff FT2dz2NJ aSaaArzy YSYOSNmR adtl
them to shop at Publix specificaliyKk S . hDhQa | yR O2dzlR2yad
o H 2dzi 2F GKS n YSYOSNER Ffaz2 adldSR GKI

shop there.

Finding Question #2Do you take part in any price promotions offered at Publix?

oo 2F (UKS &aSaairzy YSYoSNB oSbBan®@SSLI & A
weekly ads to help them save money.

om 2F GKS aSaarzy YSYOSNE dziAf AT SR tdzof A
college savings.

Finding Question #3' NE &2dz FI OSR 6AGK Fye& LINROfSYad 6K

various price promotons?
0 ¢KS o &aSaaAirzy YSYoOSNER ¢K2 aidliSR @SNE
coupons/weekly ads price promotion felt that there should be a wider
variety in products to save on.

o hyS 2dzi 2F (GKS F2dz2NJ aSaaizy YSYOoSNA RAR

weekly al price promotions due time spent searching for them.

Page |18



. _ - |.
WHERE SHOPPING [S A PLEASURE

Finding Question #41f Publix were to offer a customer rewards card program that

would provide benefits in either fuel rewards, product discounts, eCoupons or
donation to charity?

o All 4 session memberlt that the best way to maximize their savings in a
downturned economy would be through gas station fuel rewards as this is a
great household expense.

0 Session members stated that eCoupons would not full solve the problems with

coupons productdiscounts 2 dzft R 0SS | yY2GKSNJ adzo addGAGdzi S (s

Competitor Groups:

Finding Question #1Why do you cbose to shop at your current grocer?

o Two session members who shopped at WHirt, shopped there due to low
product prices. Customers found Pulpisoduct prices 1820% higher than Wal
Mart products.

0 The other two session members were WiDixie customers and shopped there
mainly because of their fuel perks program.

Finding Question#2L & G KSNB I OSNIFAYy NBlFaz2y gKe @&2dz F

o AlF2dzNJ aSaaiz2y YSYoSNBR alAR GKS 2yfé NBI 3
was due to high product prices and that they did not have any alternative
customer loyalty program (That they were aware) ab benefit them in

alternative ways other than theregular price promotions.
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Finding Question#% 52 &2dz G 1S LI NI Ay lye 2F &2dzNJ

programs?

o The two WalMart shoppers did not take part in any customer loyalty programs
besides coupons; however, the two WHinxie shoppers didake part in their
fuel perks program and found it to be one of the only factors attracting them to
shop at Winn Dixie

Finding Question #4Would you shop at Publix if they came out with an alternative

customer rewards card program that would benefit thenm either gas station fuel
rewards, product discounts through points, eCoupons or donations to charitable
causes?
0 The session members said it would play as a motivating factor for them to go and
shop at Publix.
o All four session members felt that the fueéwards program and product
discounts through points would generate the most appeal to customers. The
product discounts through points will provide customers an alternative way to

save

After conducting the two focus groupwe sat down and comparethe responses

from eachgroup. We found that our focus grougsults positively correlated with our

survey results.
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B. Conclusions based on findings
After finishingour research studynd analyzing the findings extensively we made
the followingconclusions:

o t dzo flocdtidh Plays a significandle in attracting customers.

o t NAOS LINRY2{APUWRpEY ad TmMp&thd Ple In (motivating
customers to shop a®ublix

o Publix needs to bud a greater webpresence through alternative price
promotionsor customer loyalty programs.

o Publix needs to expandts variety of products which are complimented with
price promotions

o Customersieed a rewards program that gives them recognition.

o A Publixrewards card program #t focuses on gas station fuel rewardshould
be designed in order to help bring about a higher retention rate of customers

and expand the current target market
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V. Proposed Strategic Pta (Including application of marketing concepts and

technology usagg

A. Goals/Objectives and Rationa(short- and longterm benefits to the busness of
enhancingor introducing a customer loyalty program into current operations)

In order to effectively expand dzo f tdrgetOndarket a secure and beneficial plan
was developed to effectively enhance and implement a new customer loyalty program

intot dzo fcérier®@rice promotionsThe followingare objectivefbenefits of the plan:

Objective 1:

Grab the attention of Competitor markets
» Short-Term Benefits:
Introduction of new customer profiles into Publix expandingcustomer base

* Long-Term Benefits:
Diversity amongst customer base This will allow Publix to benefit in sales from
different areasof the customer base

Objective 2:

Infor consumers of potential saving opportunities at Publix

» Short-Term Benefits:
Attract customersthat shop at competitor stores. This will allow Publix to help compete

with competition.

* Long-Term Benefits:
Exisitng customers are likely to spend as much as five times as more than newer
customerswhen shopping. This helps createalonger permanentincreasein sales

Objective 3:

Introduce an effective customer rewards card program

» Short-Term Benefits:
Entice newer customers to participate in customers rewards programs or price
promotions.

* Long-Term Benefits:
Increase sales through higher retention of existing customers. Existing customers also

help reduce overall marketing costs.
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B. Proposed Activities and Timelines

Promotional Activities

Publix has alwaydeen devotedn building a proper relationshipnd understanding
with their customes. To accomplishall of our previously mmationed goals/objectives
we proposel a series ofpromotional events/activities thatwill focus on customer
relationship maketing concepts

o Partner with Fuelperks:

The supermarket industry is a highly

M‘_\W

competitive industry with different companies

focusing on different aspects of the market in ﬁlelper kS'

order to ensure they come out on topAfter /

strict analysis and evaluation of our research
findings we concluded that the best way to mobilize an efficient customewardscard
program was to partner up witkruelperks a corporatiorthat allows customers to shop
at participatingstores and arn cents off per gallon of gasoline they buy, depending on
how much they spend at thparticipating store

For example if a person were to spend $50.00 dollars at a participating store using
their Fuelperksloyalty card, that person can save 5 cents per gallon when they visit a
participating gas station. Since 20B8elperkshassaved over $100 million dlars for its
customers and hagenerated substantial increases in sales for their partn@ise
Fuelperls rewards program has over 90 gas station partners in Coral Springs and

surrounding areas making it ideal fBublixshoppers at Ramblewood Square.
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o Partner With SurSentinel

The researchers proposed fBublixto partner up
with alocal newspapecompanythat generates the
mostappealin Coral Springs, Floridan

advertisement promoting dzo fnéwep@rtneship

with Fuel Perks in the Stfentinel newspapen the
Local Section wible placed to promote the new customer rewards prograheSun
Santinel is the main South Florida newspaper with a deglgdership of 568,100 and a
Sunday readership of 844,700he ad will contain a promotional code offering
customers who utilize the code when opening a new Fuelperks accoaents off per
gallon ofgasoline.

o {20ALf aSREdntesh CdzSt Y S¢

In addition, the researchers proposed
a social media video contest C dzSf a

to ensure that the fuel perks program is

promoted through online activity We

chose to promote the video contest thught dzo fpage éndFacebook. Facebook is
one of the largest social media corporations and ensures that we will target a large
audience. We proposed a video contest to have consumers actively engaged in the
promotion. Participants will create a videmontagein which they will show each and
evey gas station they used their Fuelperks rewsaitiand show how much they saved

usingFuelperks The top 3 most creativend appealingideos will be chosen and ranked
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in 1%, 2" and 3° place.The prizefor 1% place will beb500 dollars In Fuelperks savings.
2" place will be $300 dollars in savings afftiace will be $200 dollars in fuel perk

savings. This promotion will take place twice throughout the year.

o Gift Card Sweepstakes

TheGift Card Sweegtakeswill be a ENTER FOR A CHANCE TO

promotion that targetst & I G A & FA SR C')d\zlé\':jl !&ﬁﬁ%‘]po

GAF GAATASR OdadG2YSNE A3 2V YKZ aklrm G2 I ¢

their basic needs or wants are médthis

sweepstakesvill be utilized to deliver the

NO PURCHASE NECESSARY

A % 4 oA

dzy SELISOGSR (2 G(KS aalGA&aFASR 0dzaG2YSNWE ¢KS
of thispromotionA & (2 KSf L) GdzNy dal GAaFASR- Odza 2 YSNE&
existing customers who care afiotheir shopping experience and amgore likely to sign
up for customer rewards program$he sweepstakes will also be used to ensure
moderate consmer activity in promotions when sales are lower.
When a customesigns up for Fuelperks atPublixstore he or she will be offerefbr
their name to be entered into a free monthly raffier that store The raffle will last for
12 months One persomnvill be chosen from a randomrawing every month to receive
the raffle prize of a $100.00 dalPublixgift card

Timeline of Activites:

The timeline of activities was taken into careful consideration. We wanted to
implement the activities when sales were at the highest. After evaluating several

grocery sales charts we concluded that the between the months of September and
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January are whesupermarket sales are at their peak. Promoting our activities when

sales are the highest allow us to operate when consumer buying activity is at its peak.

January 201december
2013

1-Implement Gift Card
Sweepstakes when sales start

September 2012

1-Partner up with Excentus
Corporation's Fuelperks.

2- Partner up with Sun to decline to keep consumers
Sentinel to promote Fuel engaged at a moderate level
Perks in promotional activites.
—— WIN A $160
fuelperks! facebook
et (=]

November 2012 and March
2013

1- Implement "Fuel Me"
video contest on Facebook to
heavily engage consumers in

'Fuelperks” rewards.

C.Proposed Budget

T N N N

sun-Sentinel $150.00/month 12 months $1,800.00
"Fuel-Me” contest $900.00/month 2 months $1,800.00
Gift-Card Sweepstakes $100.00/month 12 months $1,000.00
Fuelperks Rewards $150,000 Yearly $150,000
Total 26 months $154,600

o SunSentinel:The ad will be placed in the local section the -Santinel newspaper and will
run for 12 months. The ad will cost $150.00 a month.
o OFueta S¢ O 2 Wil tké place twice throughout the year November 2012 and March

2013. Prize for each month cost $900 for a total of $1800.00 dollars.
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o Gift-Card Sweepstakesthis promotion will last 12 months with a $100.00 dollar gift card
prize awarded monthly. The total expense for this promotion will be $1,800.

0 Fuelperks rewardsTo determine the total cost for thipromotion was difficult as we did
not have cooperation with Publix at Ramblewood Square due to the information being
confidential. Instead we used various secondary researches to help find an estimation of
costs for a customer rewards program. After exaion of our secondary researches as well
as our interview questions on how many shoppers Publix at Ramblewood square receives,
we arrived upon the conclusion that it costs2% of annual revenue of a business to

implement a customer rewards program.
The dove proposed budget/activities were based on yearly expenses.
D. Proposed metrics to measure return on investment (ROI), sales, customer
retention, customer satisfaction, etc.

The investment will be large expense for Publix and will have thrgoigh corporate
evaluation and approval, but in return it will provide a substantial increase in sales with
a starting increase of-8%. The returron-investment was calculated through evaluation
of our survey results on customer approval/satisfactiorvels on Publix price
promotions and potential loyalty programs. The return of the loyalty program was also
found through evaluation and analysis of secondary researches which we concluded to

be a return ¢ 2-3% of annual sales revenue.
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VII. Appendix

Publix Customer Survey
Directions: Please answer the following questions as best as you cabircle all that apply for
guestions 1-5.
Question 1- Why do you shop at Publix?

a) Quality of products c) Save money eQther-Please Specify:

b) Good customer service  d) Location

Question 2 -What types of saving deals do you take advantage of when shopping at Publix?

a) Online Coupons c) Weekly newspaper ad e) competitor coupons
b) Buy-one-get-one free deals d) Purchase of Publix Brand items

Question 3- What is the main problem you are faced with when looking to find savings deals at
Publix?
a) Time spent on locating deals c) Other-Please Specify:

b) Not enough variety of items to save on

Question 4- Other than Publix, where else do you grocery shop the most?

a) Wal-Mart c) Albertsons e) Othd?lease Spedfy:

b) Target d) Winbixie

Question 5- Do new coupon deals, product discounts or new easier ways to save motivate you to
shop at Publix?

Yes No

Question 6- Do you access the Publix website to enhance your saving experience?

Yes No

Question7-! OA UT &6 OAOEOALZEAA xEOE 00AlI E®
Yes No

0 AGO

Ou

Question 8- How often do you shop at Publix?

a) Daily c) Every 2 weeks
b) Weekly d) Monthly

Question 9- on average, how much do you spend monthly on groceries? (An estimate is ok)

a) $50-$75 c) $106$150
b) $76-$100 d) $151 & over

Question 10- If Publix was to offer an alternative customer re wards card program, which of the
following areas would you like to benefit from using this card?

a) Gas station fuel discounts  c) eCoupons (electronic coupons)
b) Product discounts d) donations to charity
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Thank you for completing this Marketing Research Customer Survey on behalf of Mustafa Ali,

Priscilla Blancett and Monarch Deca Chapter

Interview with Bill Andrews Store Manager of Publix at Ramblewood Square
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