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Technology plays a large role in a retailer’s day-to-day operations. From point-of-sale (POS) terminals to self-checkout systems to customer loyalty programs, the impact of technology is widespread in the industry.

However, most retailers deploy their technology in piecemeal fashion and often select hardware and software from different manufacturers. The result is significant compatibility and connectivity issues that negatively affect the merchant’s operations and customer service.
In 2006, Fujitsu Transaction Solutions Inc. developed a retail technology concept called the Pervasive Retailing Framework (PRF), a software solution that would cut the time, cost and risk for retailers to create real-time interoperability between their disparate technologies.
The solution immediately improves efficiency and decreases costs for the retailer, while establishing a platform for additional and more advanced applications that personalize the shopping experience for store customers at any retail touchpoint.
Fujitsu management tasked its internal marketing communications team and Michael A. Burns & Associates Inc. (MB&A) to develop and execute an integrated communications plan that would establish awareness of the Pervasive Retailing concept in the industry, and continue building Fujitsu’s brand and product awareness.
Research


Every two years, Fujitsu commissions an independent research firm to conduct a brand awareness survey among tier-one retailers, comparing Fujitsu’s brand with that of industry leaders IBM and NCR Corp.

The latest survey, conducted in 2005 (see attached), showed that Fujitsu’s brand and product awareness had gained traction against its chief rivals. However, the company still trailed its competitors in several key categories, and needed additional brand-building to capture majority mindshare of top retailers.


Concurrently, an AMR research report released in June 2005 (see attached), showed that a pervasive interaction model similar to the Pervasive Retailing vision that Fujitsu was developing could revolutionize the store experience in the minds of consumers, thus satisfying high customer expectations, increasing store sales and margin and improving long-term customer frequency and loyalty.
Planning


Thus, Fujitsu and MB&A sought to leverage these trends through an effective marketing communications plan (see attached) that would build awareness of the Fujitsu brand and the company’s Pervasive Retailing concept.


Primary Objectives

· Build significant awareness across the full retailing market of Fujitsu’s Pervasive Retailing vision.

· Raise the profile of Fujitsu’s existing mantra, “In Touch with Retailing.”

· Communicate Fujitsu’s value proposition.
Primary Strategies
· Continue building relationships with retail industry opinion leaders (media, analysts, influencers and business partners).
· Increase frequency and reach of Pervasive Retailing messaging.

· Raise profile of executive management team among retail press.

· Position Fujitsu solutions as a means to achieve certainty.

Execution


The MB&A/Fujitsu team deployed a variety of media relations and marketing communications tactics to achieve 2006 objectives with a relatively modest budget of less than $500,000.
· The team prepared and issued customer, partner and product press releases throughout the year that incorporated the Pervasive Retailing messaging. The Pervasive Retailing announcement itself (see attached) kicked off the campaign when it was distributed in January 2006 at the National Retail Federation’s annual convention, the biggest retail trade show of the year.
· The Pervasive Retailing Journal, a six-page print and electronic newsletter, was established by the team to provide retailers, trade media and other industry influencers with objective trend information that illustrated the Pervasive Retailing concept. To establish and maintain credibility, all articles are written as thought-leadership pieces, not promotional material. Readership currently sits at about 2,400. (See attached).
· The team bolstered media and industry analyst relationships through face-to-face and phone meetings throughout the year, in which top Fujitsu executives presented their Pervasive Retailing vision and illustrated how the concept would benefit retailers and consumers.
· Monthly advertising in targeted retail trade publications kept Fujitsu’s messaging in front of retailers and extended brand awareness throughout the year. The team enhanced the well-received 2005 advertising creative to reflect the Pervasive Retailing initiative while maintaining the In Touch with Retailing branding. The ads (see attached) featured a liberal use of white space, eye-catching graphics and minimal copy to deliver a clear, concise message.
· The team used industry trade shows to directly communicate its company messages to the retail industry. Fujitsu attended several major events throughout the year, including the NRF Conference. Booth design, graphics and demonstrations reflected a Pervasive Retailing environment (see attached). An average of 15 media and analyst briefings were arranged for each show. For the NRF 2007 show, the team sent pre-show direct mail pieces to retailers and influencers, which resulted in unprecedented booth traffic for Fujitsu and a saturated meeting schedule for the booth’s three large conference rooms.
Evaluation


Although complete market absorption of the Pervasive Retailing vision will take more than one year, several achievements by the MB&A/Fujitsu team demonstrated that the Pervasive Retailing concept had caught the retail industry’s attention:
Retail trade media and industry analysts reacted positively to the Pervasive Retailing concept as illustrated by articles in the industry’s top two periodicals, STORES Magazine and RIS News (see both attached). Overall, 2006 media relations efforts landed more than 70 significant placements covering a variety of related topics in industry trade media.

Susan Reda, STORES editor and key industry influencer, wrote in a March 2006 article that “experts say Fujitsu’s Pervasive Retailing Framework built on the Microsoft .NET framework has the potential to be ‘game-changing.’”
The Pervasive Retailing Journal was very well-received among retailers, media and analysts. 
On average, about 20 percent of recipients opened the electronic version of the newsletter. Several retailers and partners also chimed in with their positive feedback.

“I read every article in the Pervasive Retailing Journal and think it’s a good newsletter with excellent content,” said a Home Depot executive after receiving the first two of four 2006 issues.

An upper-level executive from Intel said “I would very much like to continue receiving the Pervasive Retailing Journal,” when he moved to a similar position at Cisco Systems in December 2006.

The 2006 Pervasive Retailing branding efforts culminated at the 2007 NRF convention, where Fujitsu was selected to sponsor and conduct a forum on the Pervasive Retailing experience. The session drew a standing-room-only crowd of about 500 registered attendees on the opening day of the retail industry’s largest event. The expert panel was moderated by Fujitsu’s CTO and former AMR Research analyst Scott Langdoc; and included notable MIT visionary Michael Schrage, as well as clients Canadian Tire, DressBarn and Stop & Shop.
