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Introduction:
Marketing budget of Target Corporation cannot exceed 5% of the $73,783 million revenue, since being a retail chain spending a higher proportion in marketing could result in surge in overhead cost. Thereby, the ideal budget stands around $3.690 million. The Latin American market has strong growth potential because of population size and an economy open to FDI. Target’s Latin American arm requires high marketing budget because of Target being an entrant in the retail market. Moreover, because of presence of high profile competitors like Wal-Mart, k-mart, Amazon.com, Price mart INC, Sears Holding Corporation the marketing in Latin America had to be both pervasive and impactful.

Target Latin America Advertising Strategies:

As stated by Neti (2011, p.1), global companies have recognized social media marketing as a potential marketing, utilizing them with innovation to power their advertising campaign. However, Radio and Television advertising is correlated with Latin American lifestyle because of which promotion through these media is relevant as well. Verhoef et al. (2011) mention that innovative marketing plans are required for the development of new markets. 

Social media Strategies:
Social media is a modern channel that has become very popular around all ages population, especially with teenagers and middle-aged people in the commercialization of products and services. Giving the company the opportunity to connect, and know customers’ needs and feelings.  

Target in Latin America will be using the most widespread social media such as Facebook, Twitter, Instagram, and Linked in, Etc. Most of these social media are focusing to the same public, therefore, the social media campaign can contain the same message and information structures for all social media channel, with the objective of creating a social network between our users. 

Social media contained:

Example Facebook:




We are distinctive logo and style, Target’s Facebook page bring to our customers all the current information about new local activities and the newest updates of our merchandises in our different locations. Target.com[image: https://scontent-lga3-1.xx.fbcdn.net/v/t1.0-9/5987_10154087940373120_9202508583476263836_n.jpg?oh=1cd4cecdd324040ecac27351e42bca8c&oe=58252F25]

Our vision is to offer Latin America the best products and services with the best accessibility in the market. 

Radio and Television advertising:
The Radio:
The Radio is a very important and powerful communication media, this is still capable of getting in the most place that the rest of the marketing channel due to it access to the most rural area in the world, and especially in the third world countries like Latin America. The Radio advertising most be precise and focus on bringing news customers from difference and distance areas to our stores. Therefore, we need to interact with the cultures and languages to deliver the right messages which will create the path for a loyal and mutual relationship. 

This is an example of Target’s Radio commercials: https://youtu.be/knayh0iDxno

[image: https://c1.staticflickr.com/4/3781/12766341593_fe5bdc3dbe_n.jpg]

TV commercial:
Television Advertising is the most powerful tool of the company marketing channel, this can bring up the image of a company or destroy if it wrong used. In the last few years, Target Corporation has explored a lot of successful TV commercials for the US, Canada, and India. Now is the time for Latin America, our successful record of advertising campaigns Target Corporation is looking to explore the Latin American marketing with newest and freshest company images’ for the television commercials.
[image: Get Full on Summer thumbnail]
https://www.ispot.tv/brands/AfA/target
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