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Agenda
• Rethinking  Trade  Promotion  ROI
• Category  Promotions  Mapped
• FMOT  Survey
• Promotion  Design  Changes

• Crossmark’s Initiative
• Case  Studies
• Retailer  Promotion  Success
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Brand  A
$3.50  -­ Aug  1

Brand  B
3  for  $10.00  -­ Sept  12

Brand  C
2  for  $7.00  -­ Nov  21

Brand  D
$2.99  -­ Jul  4
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