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Module 1
Introduction and Perspectives on Retailing

World of Retailing:

Retailing is a global, high-tech industry that plays a major role in the global economy. About
one in five U.S. workers is employed by retailers. Increasingly, retailers are selling their

products and services through more than one channel—such as stores, Internet, catalogs.

Firms selling services to consumers, such as dry cleaning and automobile repai

retailers.

Retail management:

The various processes which help the customers to procure t i 2 from the

without any difficulty.

What is Retailing?

_ Most common form

modern shopping arcades/ malls.

Meaning of Retailing:

7 According to Kotler: "Retailing includes all the activities involved in selling goods or

services to the final consumers for personal, non business uses.
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e A process of promoting greater sales and customer satisfaction by gaining a better
understanding of the consumers of goods and services produced by a company.

Characteristics of Retailing:
1. Direct interaction with customers/end customers.
2. Sale volume large in quantities but less in monetary value

3. Customer service plays a vital role

4. Sales promotions are offered at this point only ; !
5. Retail outlets are more than any other form of business
6. Location and layout are critical factors in retail busine
7. It offers employment opportunity to all age
Types of Retailers:
Store Retailing by Store based Strateg

Food Retailers

Departmental stores.
Convenience Sto
Full Line Discount.

© o NSO W

ited Line Stores.
15. Membership Club.

1. Department Store

Department stores are large retailers that carry wide breadth and depth of products. They
offer more customer service than their general merchandise competitors. Department stores



http://www.businessdictionary.com/definition/process.html
http://www.businessdictionary.com/definition/promoter.html
http://www.businessdictionary.com/definition/sales.html
http://www.businessdictionary.com/definition/customer-satisfaction.html
http://www.businessdictionary.com/definition/consumer.html
http://www.businessdictionary.com/definition/goods-and-services.html
http://www.businessdictionary.com/definition/goods-and-services.html
http://www.businessdictionary.com/definition/company.html
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are named because they are organized by departments such as juniors, men‘s wear, female
wear etc. Each department is act as —ministorel. Means the each department is allocated the
sales space, manager and sales personnel that they pay an attention to the department. IMC
programme for each department is different and particular. Department store utilizes various
sources for marketing communication. Due to overstoring most of the budget are spending on
advertising, couponing and discounts. Unfortunately the use of coupons diminishes profits
and creates a situation where consumer does not buy unless they receive some type of
discount.

2) Convenience stores:

store receives products almost daily. Because convenience sto
volume purchase.

3) Full line Discount Stores

It conveys the image of a high volu
merchandise assortment for less than
products line expected at departmen

tores, including consumer electronics, furniture and
appliances. There is also greater e i

asis on such items as auto accessories, gardening
i re not provided within stores but at

they specialize in one type of product. Such as apparel and
. Specialty store utilizes a market segmentation strategy rather

5) Off-price Retailers

Off price retailers resemble discount retailers in that they sell brand name merchandise at
everyday low prices. Off price retailers rarely offer many services to customers. The key
strategy of off price retailers is to carry the same type of merchandise as traditional
department stores but offer prices that can be 40 to 60 percent lower. To able to offer the low

prices, off price retaiters devetop special retationstip with their supptiers for targe quantity of
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merchandise. Inventory turnover is the key factor of successful off price retailing business. In
addition to purchasing close outs and cancel orders, off price retailers negotiate with
manufacturer to discount order off merchandise that is out of seasons or to prepay for items to
be manufactured thus reducing the price of buying items.

E.g. there are many types of off price retailers, including outlet store, Manufacturers
department store or even specialty store chains can be an off-price retailer.

6) Variety Store

Variety store offer deep assortment of inexpensive and popular goods like stati
items, women‘s accessories, house wares etc.They are also called 5 to 10 per
because the merchandise in such stores, used to cost much.

7) Flea Market

Flea market is a literal transaction of the French aux puces, i
market is the outdoor or indoor facility that rent out space to
services and other goods that satisfy the legitimate needs of cuSto
opportunity for entrepreneur to start business at ice. A

services.

8. Factory Outlets

Factory outlets are manufac
merchandise, irregulars,
merchandise.

holesale ling and retailing. Some members of typical club
and employee who pay a nominal annual fee and buy merchandise

Conventional supermarket is essentially large departmental stores that specialize in food.
According to the food marketing institute, a conventional supermarket is a self service food
store that generates an annual sales volume of $2 million or more. These stores generally
carry groceries, meat and produce products. A conventional food store carries very little
general merchandise.
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11. Food Based Superstore

One of the biggest trends over the past twenty years in food retailing has been the
development of superstore. Superstores are food based retaliates that are larger than the
traditional supermarket and carry expanded service daily, bakery, seafood and non food
sections. Supermarket varies in size but can be as large as 150000 sq ft. Like combination
stores food based superstore are efficient, offer people a degree of one stop shopping
stimulate impulse purchase and feature high profit general merchandise.

12. Combination Store

Because shoppers have been demanding more convenience in their shopping expé
new type of food retailers has been emerging. This type of retailer coge

ft. this leads to operating efficiencies and cost savings. Cons
will travel further to get to the store. Impulse sales are high.

13. Super Centres and Hypermarkets

Warehouse clubs and store
every day and are willi

their over, st ToW: erally, warehouse clubs offer varying types of merchandise
D oduct that manufactures have dlscounted for variety of reasons.

iNe store also known as box stores or limited assortment stores, represent a relatively
small number of food retail stores in the United States. Limited line store are food discounters
that offer a small selections of products at lows prices. They are no frills stores that sell
products out of boxes or shippers. Limited line stores rarely carry any refrigerated items and
are often cash and carry, accepting no checks or purchase bags from the retailers. In limited
line store, the strategy is to price products at least 20 percent below similar products at
conventional supermarkets
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Non Store Retailing.

Direct Marketing.
Electronic/Internet/E- Direct Selling.
Vending Machines

Catalog Marketing

Franchising

SANE S A

Direct Marketing

Direct marketing is defined as an interactive system of marketing, which uses nom
medla of communlcatlon to make a sale at any location or to secure measurable

Direct Selling.

In contrast to direct marketing, which involves
selling entails some type of personal contact. This con
an out of home location such as the consumer office.

theé consumer home or at

Vending Machines.

al class of

Vending machines represents an add tail institutions. Essentially, vending is
e a product through a machine. The
from taking the money to providing the
product. Vending machine from typical products such as soft drinks and

candy to insurance, one cards, books, paper and pens.

arketing, also called as mail order business, is one of the
t marketing. Since mail orders marketers use catalogues for

in French means privilege or freedom. Franchising refers to the methods of
practicing and using another person‘s philosophy of business. The franchisor grants the
independent operators the right to distribute its products, techniques and trademarks for a
percentage of gross monthly sales and royalty fee. Various tangibles and intangibles such as
national or international advertising, training and other support services are commonly made
available by the franchisor. Agreements typically last five to twenty years, with premature

fv\—\ "t Ihaarima aari~atia A e~ A A~e £y LAl o~

ttorror-termination-of mostcontracts-bearing-seriotsconseguences-for-franchisees:
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Advantage of Franchising.

Advantage to the Franchiser.
Low Capital & Low Risk.
Speeder Expansion.
Extended Market Penetration.

Disadvantages of Franchising

Business Control.
Expenses Involved

Lower profit Potential.

Multichannel Retailing:

Multi channel retailers are defined as those who brows threugh more than one
channel (retail store, catalog, Internet)
The emergence of multiple channels, egpecially the internet ag’a strong channel for shopping,

has been a real empowerment for thef@ustomer today. The customer is option rich, time and

d more at the store (about $150) when buying a product after performing

their rese online; increasing the retailer‘s share of the customer wallet

a) Store channel:
Store-Based Sellers — By far the predominant method consumers use to obtain products is to

acquire these by physically visiting retail outlets (a.k.a. brick-and-mortar).  Store outlets can
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be further divided into several categories. One key characteristic that distinguishes categories
is whether retail outlets are physically connected to one or more others stores:
©Stand-Alone — These are retail outlets that do not have other retail outlets connected.

© Strip-Shopping Centre — A retail arrangement with two or more outlets physically
connected or that share physical resources (e.g., share parking lot)

©Shopping Area — A local centre of retail operations containing many retail outlets that may

or may not be physically connected but are in close proximity to each other such city

shopping district. Regional Shopping Mall — Consists of a large self-contained shop
With many connected outlets

b) Catalog channel:

The consumer selects the goods he/she wants to purchase

1. Need recognition / Problem recognition:

The need recognition is the first and most important step in the buying process. If there is no
need, there is no purchase. This recognition happens when there is a lag between the
consumer*s actual situation and the ideal and desired one.
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However, not all the needs end up as a buying behaviour. It requires that the lag between the
two situations is quite important. But the —wayl (product price, ease of acquisition, etc.) to
obtain this ideal situation has to be perceived as —acceptablel by the consumer based on the
level of importance he attributes to the need.

2. Information search

Once the need is identified, it‘s time for the consumer to seek information about possible
solutions to the problem. He will search more or less information depending on the
complexity of the choices to be made but also his level of involvement. (B
requires little information and involves fewer consumers than buying a car.)

Then the consumer will seek to make his opinion to guide his choice ag
process with:

Internal information: this information is already present in th ,
from previous experiences he had with a product or brand an ini : ave of the
brand.

Internal information is sufficient for the purchasi that the consumer

(CPG). But when it comes to a major i evel of uncertainty or stronger

involvement and the consumer does n i fOn, he must turns to another
source:
External information: This is i on a product or brand received from and obtained

by friends or family, by revi
course, official business

3. Alternative evaluatig

Smith may prefer a product for the reputation of the brand X rather than a little more
powerful but less known product. While Mrs. Johnson has a very bad perception of that same
brand. The consumer will then use the information previously collected and his perception or
image of a brand to establish a set of evaluation criteria, desirable or wanted features, classify
the different products available and evaluate which alternative has the most chance to satisfy
him.



http://theconsumerfactor.com/en/3-decision-making-processes-purchasing-behavior-of-consumers/
http://theconsumerfactor.com/en/3-decision-making-processes-purchasing-behavior-of-consumers/
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4. Purchase decision

Now that the consumer has evaluated the different solutions and products available for
respond to his need, he will be able to choose the product or brand that seems most
appropriate to his needs. Then proceed to the actual purchase itself.

His decision will depend on the information and the selection made in the previous step based
on the perceived value, product‘s features and capabilities that are important to him.

5. Post-purchase behaviour

alternative evaluation for his next purchases i
produce customer loyalty.

Types of buying decisions:

1. Extended problem solving:

engage in this type of buying process when they have had some prior experience with the
product or service and their risk is moderate. In these situations, customers tend to rely more
on personal knowledge than on external information. They usually choose a retailer they have

shopped at before and select merchandise they bought in the past. The majority of decisions

involve limited problem solving.

RETAIL MANAGEMENT 14AMBAMM302
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One common type of limited problem solving is impulse buying, which is a buying decision

made by customers on the spot after seeing the merchandise.

3. Habitual decision making:

Is a purchase decision process involving little or no conscious effort. Today‘s customers have
many demands on their time. One way they cope with these time pressures is by simplifying

their decision making process. When a need arises, customers may automatic respond

with, —I‘ll buy the same thing i bought last time from the same store.l typically, t
decision —making process is used when decisions aren‘t very importan
involve familiar merchandise they have bought in the past. Whe

brand or a store, they are involved in habitual decision making.

Factors influencing the buying process:

1. Cultural factors

Cultural factors are coming from the different compo d to culture or cultural

environment from which the consumer
Culture and societal environment:

needs and behaviours of an individual.

Social factors are among the factors influencing consumer behavior significantly. They fall

into three categories: reference groups, family and social roles and status.

Reference groups and membership groups:



http://theconsumerfactor.com/en/4-factors-influencing-consumer-behavior/#78905654
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The membership groups of an individual are social groups to which he belongs and which
will influence him. The membership groups are usually related to its social origin, age, place

of residence, work, hobbies, leisure, etc..

The influence level may vary depending on individuals and groups. But is generally observed

common consumption trends among the members of a same group.

The understanding of the specific features (mindset, values, lifestyle, etc..) ofyeach group

allows brands to better target their advertising message.

More generally, reference groups are defined as those that provide

habits. They influence the image that the individual has of

Whether it is a membership group or a non-membership grou

will try to buy the same products.

Family:

patterns that the ones we had known in our family.

Perceptions,and family habits generally have a strong influence on the consumer buying

behavior. People will tend to keep the same as those acquired with their families.

Historical perspective

The retail industry emerged in the US in the eighteenth century, restricted to general stores.
Specialty stores were developed only in those areas that had a population of above 5,000.
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Supermarkets flourished in the US and Canada with the growth of suburbs after World War
I1. The modern retail industry is booming across the world. Revenues from retail sales in the

US alone stood at $4.48 trillion in 2007, according to a report by the US Census Bureau.

Role of retailing:

1. Destination

The retailer uses the destination category to take a leadership role in the
destination category communicates the retailer's commitment to meet the specifi
consumers. It delivers consistent superior value to target shoppers andg

draws shoppers to the store where they can do the rest of the ing W ey come in
for dinner.

2. Routine

3. Preferred routine

The preferred routine role
choice by deliverigg i periorg¥alue to the target consumer. This is the trusted

3 asional role for a category is focused on specific events—the floral department
for Moth®
on Moth

s#Day. Retailers typically place a great deal of emphasis on the floral department
s Day by increasing their selection, inventory and gift ideas.

5. Convenience

The convenience role is geared toward filling impulse needs. This category strategy typically
plays an important role delivering profit and margin enhancement through items like the
ready-to-eat meals in the deli and the chilled single serve beverages at the checkout lines.
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Trends in Retailing:

The Retail Industry is changing rapidly due to various reasons

1. Spatial convenience: Number of working women has fuelled an intense demand for

convenience. The quest for convenience on the part of consumers is shown by

o frantic growth of convenience store fuelled by the entry of Petroleum
marketers AM/PM store

o Exploding Popularity of online shopping operators

all townships
E- commerce: The amount of retail business conducted on the Internet is

which helped pioneer the retail e-commerce. Fabmart.com

o Department store with varied merchandising operations.

growing every year. Companies like Amazon. Com and First and second.com



http://second.com/
http://fabmart.com/
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o Franchise: Territory rights are also sold to franchisees. Various distribution
and other services are provided by contract to franchisees for fee. Ex.
McDonalds, Blockbuster Video

o Warehouse club- wholesale club: Appeal is to price conscious shopper. Size is
60000 sq. ft. or more. Product selection is limited and products are usually
sold in bulk size.

o Mail order catalog: Non-store selling through the use of literatre sent to

potential customer. Usually has a central distribution centre fo
and shipping direct to the customer.

o Speciality Discounter —Category Killer:

Offers merchandise in one line ( e.g. sporting goods, office
with great depth of product selection at discounted prices. S
50,000 to 75000 square feet.

25000- 35,000 sg. feet range. Most
various cities, which has helped the

estimates, close 0mn/sg. feet of mall space is being developed across several cities in the

FDI in retail industry means that foreign companies in certain categories can sell products
through their own retail shop in the country. At present, foreign direct investment (FDI) in

pure retailing is not permitted under Indian law.




Smartworld.asia

19

RETAIL MANAGEMENT 14AMBAMM302

Government of India has allowed FDI in retail of specific brand of products. Following this,
foreign companies in certain categories can sell products through their own retail shops in the
country. India‘s retail industry is estimated to be worth approximately US$411.28 billion and
is still growing, expected to reach US$804.06 billion in 2015.

As part of the economic liberalization process set in place by the Industrial Policy of 1991,

the Indian government has opened the retail sector to FDI slowly through a series of steps:

1995: World Trade Organization‘s General Agreement on Trade in Services, whi des

both wholesale and retailing services, came into effect.

1997: FDI in cash and carry (wholesale) with 100% rights allowg

approval route.

2006: FDI in cash and carry (wholesale) brought under the au

investment in a single-brand retail outlet permitted.

2011: 100% FDI in single brand retail permitted. T eriment removed the 51

Up to 100 percent FDI is permissible in single-brand retail, subject to the Foreign Investment
Promotion Board (FIPB) sanctions and conditions mentioned in press Note. These conditions
stipulate that: Only single-brand products are sold (i.e. sale of multi-brand goods is not
allowed, even if produced by the same manufacturer).Products are sold under the same brand

internationally.
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Single-brand products include only those identified during manufacturing. Any additional
product categories to be sold under single-brand retail must first receive additional
government approval FDI in single-brand retail implies that a retail store with foreign

investment can only sell one brand.

For example, if Adidas were to obtain permission to retail its flagship brand in India, those
retail outlets could only sell products under the Adidas brand. For Adidas to sell products
(if

under the Reebok brand, which it owns, separate government permission is requ
permission is granted) Reebok products must then be sold in separate retail outlet.

FDI IN —MULTI-BRANDI RETAIL

these plans to fructify

Problems of Indian retailin

from bad to worse. Many banks/institutions made massive write-downs following this turn
of events. During 2007-10, the write-downs on global exposures are expected to be worth
USS$ 4 trillion while the write downs on the US-originated assets alone are likely to be worth
US$ 2.7 trillion1l. Such massive write-down will affect the financial system to a grave

extent, as it is likely to further strain banks* funding capabilities. Already these write-downs
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are turning into a major challenge for banks/financial institutions because of solvency issues,
and deepening risk of failure of banks/ financial institutions. Failure of the US investment
bank Lehman Brothers, for instance, has had an enormous impact on the overall global
financial system, and has consequently shaken the confidence of banks, investors,

households etc.

2. Consumption declines in the advanced economies

Private consumption expenditure is an important indicator of overall economic g

f global wealth in 2008.

registered negative growth

measures to retain their customers, which directly affected organised retailers. Generally, it
has been observed that customers shop impulsively and end up spending more than what
they need at organised retail outlets; however, in Kirana stores, they stick to their needs

because of the limited variety. During a downturn, many customers may not like to spend
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more as is evident from the past few months* trend that shoppers are increasingly switching

from organised retail stores to kiranas.

4. Retail sector yet to be recognised as an industry

The retail sector is not recognised as an industry by the government even though it is the

second-largest employer after agriculture. Lack of recognition as an industry affects the

retail sector in the following ways:

e Due to the lack of established

5. High real-estate costs

Even though the real estate prices have

and the financial crises, these prices

the sector faces high stamp d

6. Lack of'basic infrastructure

Poor roads and lack of cold chain infrastructure hampers the development of food retail in
India. The existing players have to invest substantial amounts of money and time in building

a cold-chain network.
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7. Supply-chain inefficiencies

Supply chain needs to be efficiently-managed because it has a direct impact on the
company‘s bottom lines. Presently the Indian organised retail has an efficient supply chain
but it appears efficient only when compared with the unorganised sector. On an international
level the Indian organised retailers fall short of international retailers like Wal-Mart and
Carrefour in terms of efficiencies in supply chain. In the following paragraphs some key

challenges that the retailers face during procuring goods from suppliers to del e

same to end-customers are discussed.

8. Challenges with respect to human resources
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Module — 2
Theories of Retailing

1. THEORY OF WHEEL OF RETAILING

The theory was given by Malcolm P. McNair.One of the well accepted theories regarding
institutional changes in retailing. This theory states that in a retail institution changes
takes place in a cyclical manner.

The cycle is: the new retailer often enters the market with a low status, low pro
and low price store formats. Later they move to up market locations and stock
products to differentiate themselves from imitators. Eventually
high price retailers, vulnerable to new retailers who come
retailing format/concept. This same retailer will in turn
retail development.

The cycle can be broadly classified into three phases:
Entry Phase

Trading up phase

= Vulnerability Phase
ENTRY PHASE

The new, innovative rei@ s with a low status and low price store
at offers goods at low prices or goods of high demand.

the customers ).Thus in this process the new entrant will mature to a higher status and
higher price operation . This will increase the cost of the retailer. The innovative
institution will metamorphose into a traditional retail institution. This will lead to
vulnerability phase.

RETAIL MANAGEMENT 14AMBAMM302
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VULNERABILITY PHASE

The innovative store will have to deal with high costs, conservatism and a fall on ROI.
Thus, the innovative store matures into an established firm and becomes vulnerable to the
new innovator who enters the market. Entry of the new innovator marks the end of the
cycle and beginning of the new cycle into the industry.

Example Of this theory — kirana stores were replaced by the chain stores like Apna Bazar
and Food World (new entrant) which in turn faced severe competition from supermarkets
and hypermarkets like Big Bazaar and Giant.

Price cutting, low E
cost, narrow profit
) - i s

Vulnerable to lower Trade
priced entrants o

Improve display and

location, give credit,

increase advertising
expenditure

R &«

Increase in costs

High cost, high
price, conservative
operators

Wheel of Retailing

b4

L ACCORDION THEORY:

Hollande 66) proposed the Retail Accordion theory, which explained retail evolution as a
cyclical trend in terms of the number of merchandise categories (i.e., product assortment). In
this theory, at the beginning of operation, a retail institution carries a broad assortment of but

does not carry a deep assortment (i.e., various styles within one product classification).
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At this early stage, the retail institution is a general store. As time passes, the retail institution
becomes specialized by carrying a limited line of merchandise with a deep assortment. At this

point, the retail institution is a specialty store.

The theory suggests that retail institutions go from outlets with wide assortments to
specialized narrow line store merchants and then back again to the more general wide
assortment institution. It is also referred to as the general-specific-general theory.

3. THE MELTING POT THEORY:

Also called —Dialectic Processl. A new value proposition by one retailer gives

new retailers with the same proposition. Retail firms adapt mutua

Iage 3 Wawar pad Ny ph o
azie

tiar oy rea lirg
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4. POLARIZATION THEORY

This theory suggests that, in a longer term, the industry consists of mostly large and small
size retailers. The medium size becomes unviable. This is called polarization. Large stores
offer one stop shopping. The smaller ones tend to offer limited range of products, but add
value to their offers with other services. It is found that firms tend to be more profitable when
they are either small in size or big. The medium ones fall into the —Bermuda Trianglel

&
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Module -3

Retailing strategy for setting up Retail organisation and planning

Retail market strategy:

7 Retailing strategy outlines the mission & vision

7 Itis asystematic plan which provides the retailers overall framework for d

its competitors, technological and international movements.
1 Strategic management actually is of recent origin as far as retaili

. Retailing strategy sets the tone for creating sustainable cqr

the optimization of available resources.

Strateqic retail planning process:

Step 1: Define the business mission

Mission statement-broad description of ‘s objective the scope of activities it

plans to undertake.

1. What business are we in?

and analysis of the opportunities and threats in the retail environment and the

strengths weaknesses of the retail business relative to its competitors

Market Factors

 Market size — large markets attractive to large retail firms

« Growing markets — typically more attractive than mature or declining



http://image.slidesharecdn.com/retail-strategy-3-1227219952780925-8/95/retail-strategy-3-7-728.jpg?cb=1227191193
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« Business cycles — retail markets can be affected by economic conditions — military base
towns

« Seasonality — can be an issue as resources are necessary during peak season only

Competitive Factors Barriers to Entry Bargaining Power of Competitive Large Vendors

Rivalry Customers Threat of Substitution

Environmental Factors

* Questions for analyzing

« New developments or changes -- technologies, regulations, soci

conditions

« Likelihood changes will occur

« Key factors determining change

« Impact of change on retail market and competitors

Strength and Weakness Analysis

system Mgrchandising Capabilities: Knowledge and skills of buyers Customers Relationships

with vendors Loyalty of customers Capabilities in developing private capabilities

Step 3: Identify Strategic Opportunities

« After completing the situation audit, the next step is to identify opportunities for increasing
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Step 4: Evaluate Strategic Opportunities

 Evaluate opportunities that have been identifies in the situation audit the evaluation
determines the retailer‘s potential to establish a sustainable competitive advantage and reap

long-term profits from the opportunities being evaluated.

Step 5: Establish Specific Objectives and Allocate Resources

« Establish a specific objective for each opportunity
* Three components:

1. Performance sought Included a numerical index which progres
2. Time frame within which the goal is to be achieved
3. Level of investment needed to achieve the objective

Step 6: Develop a Retail Mix to Implement Strategy

Develop a retail mix for each opportuni i will be made and control
and evaluate performance

Step 7: Evaluate Performance

e is the backbone of any successful business, retiling is not an exception

. Be it manufacturing, whole selling or even retailing, without finance no business can
survive for long.

7 Retail firm requires finance to run their business and meet day to day requirements.
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" For the success of a business, there should be continuous movements of funds in and
outside the firm.

Retail Cash Flow Management

7 Itis the procedure of monitoring, analyzing, and adjusting the cash flow that comes
through selling merchandise.

7 For retail business managing cash is to avoid shortage of cash
7 The larger the gap, chances are of failure

I Optimum balance is required

A retail firm may be profitable one as per financial statement§ b it is unable to

pay the bills on time

Budget and Budgetary Control

7 Retail Budget: A retail budg

transactions that shows esource will be acquired and used over a period of

is a financial plan or blue print of overall financial

atement of the profit earned or loss incurred during an accounting year,
a month, a quarter, or a year.

1 This represents a summary of a retailer‘s revenues and expenses over a particular
period of time such as Aprill, 2010 to March 31, 2011.

1 A profit or loss account or an income statement has the following components:

N

il + Q~al
] INTL oSdItS
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7 Cost of Goods Sold
7 Gross Margin
1 Operating Expenses

7 Net Profit

Asset Management

7 Each retailer has assets to manage and liabilities to control.

©Itisthe retailer‘s ability and efficiency how effectively he man@

outputs.

Location is the most important ingredient for any business that relies on customers. It is also
one of the most difficult to plan for completely. Location decisions can be complex, costs can
be quite high, there is often little flexibility once a location has been chosen and the attribute
of location have a strong importance on retailers overall strategy.
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Importance of Location Decision:

Location is a major cost factor because it:

¢ Involves large capital investment
e Affects transportation cost
e Affects human resources

Location is major revenue factor because it

e Affects the amount of customer traffic
e Affect the volume of business

A location decision is influenced by the flow of pedestrian and
determine the footfalls in a retail store. Footfalls refer to the ng
store in a defined time period.

Levels of Location Decision and its Determining Factors:

1. Selection of a city:

Factors to be considered for selection of a city:

o Size of the city‘s tradi
from which customersfcome to the city for shopping. A city‘s trading area
would comprise it suburbs as well as ngighbouring cities and towns. Cities like
Mumbai and Delhi,_ha large tradipg are as they draw customers from far

in the trading area: A high growth in
can also increase the retail potential.

its distribution: Cities with a large population of
class customers can be a attractive location for

eleCting a city.
Development cost

Margin Free Market, the Kerala based retail chain (grocery and toiletry product
targeted middle and lower class) located 250 stores in small towns in Kerala.

11. Selection of an Area or Type of Location within a city.

Evaluation of the following factors required:
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o Customer attraction power of a shopping district or a particular
store(commercial street-Bangalore, Chandni Chowk in Delhi)
Product lines carried by other stores, number of stores in the area.

o Availability of access routes- There should not be traffic jam and congestion
Nature of zoning regulations: Retailers should examine the plans of zoning
commissions and municipal corporations regarding the development of
shopping centres, residential areas, flyovers.

o Direction of the spread of the city. For ex. Mumbai‘s subarbs and Navi
Mumbai are growing at a fast rate

I11. Selection of a specific Site:

1. Adequacy and potential of traffic passing the site: The volume of
pedestrian shoppers who pass by the specific site shoud Ja
represent the potential customers.

2. Ability of the site to intercept the traffic following p
pedestrian traffic moving past the site would be a
segment the store is targeting.

Type of Retail Location:

1. Free standing location:

Where there is no other retail

tlets in the viginity of the store and therefore depend
on its own pulling powerand

otion. Dhahas on highways.

2. Neighbourhood

ess‘associated location:

e are locations where a group of retail outlets offering a variety of merchandise
together to attract customers to their retail area but also compete against each
other for the same customers.
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This can further be classified into two:

a) Unplanned business districts

An unplanned business district is a type of retail location where two or more retail
stores locate together on individual consideration rather than on the basis on any long-
rang collective planning. We may find 4-5 shoe stores, 3-4 medical stores in a cluster,
but no grocery store. Connaught place in New Delhi

i) Downtown or central Business District: A CBD usually has a trade are
according to the size of the city or town. CBD s in major metro like Delf
even draw customers from far off places. In major metros like Delhi and
find two or more CBD‘s each serving different segments.

parking facilities. The malls in

b) Planned Shopping Centers

facilities.

Regional shoppingsfeet

Regional s
anchored

area and
Chennai,

djor“department stores, have enclosed malls, serve a large trading
cross roads in Mumbai, Ansal Plaza in Delhi, Spencer Plaza in

Specialized Markets: In India most of the cities have specialized market famous for a
particular product category. For ex: Chennai- Go down street is famous for clothes, Usman
street for jewellery, T. Nagar for readymade garments.

Periodic Markets: Another peculiar type of market found in India is the periodic market,
which is established at particular places on a particular day in a week. Most of these markets
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operate in evening hours. These markets are mostly associated with the name of the day it is
held on.

Type of consumer Goods and location Decision:

1. Convenience Goods —low price, purchased frequently- convenience stores located in
central business districts, such as low priced, ready to wear have a limited mobility to
generate their own traffic. eg. Subhiksha has an expansion strategy of setting up one
outlet within every 3-4 km.

2. Shopping Goods- involve more intensive selling effort — suits, automebiles and
furniture- shoppers stop and Westside prefers to locate in Central business
major secondary business districts.

3. Speciality Goods- imply products with high unit price, brought i
special effort — may use isolated locations because they gener

Trading Area:

A trade area is a contiguous geographic area from which
account for the majority of a store‘s sales. A trade area may a
beyond the city‘s boundaries. A trade area can be diyi

with key location data) used for this p
variety of merchandise, which also en

Site Selection Analysis: A retai o consider the following factors while selecting a

jriation of rent, utilities, leasehold improvements, general decoration, security,
insurance! and all the related cost of having a place to conduct business operation) is
important factor.

3. Competitor location: Intense competition in the area shows that new businesses will have
to divide the market with existing business.

4. Ease of traffic flow and accessibility (studying flow of traffic, nothing one way street,
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5. Parking and Major Thoroughfares: The way parking lot is laid out, the direction of the
travel lanes and spaces, landscaping. The ideal ratio for food stores is in the magnitude of 7-8
cars per 1000 square feet of food store.

6. Market Trends: Discussions with the business owners and officials are a good source of
information. Make use of information available through the chamber of commerce.

7. Visibility: It is important when a shopper is trying to find the store for the first or second
time. The question relevant to this factor is: who will be the store‘s neighbour, what will be
their effect on store sales, how much space is needed.

Selection of a particular shopping centre or Market Area:

The following consideration influence the selection of a particular shog
1. Merchants® Association: can strengthen business and sa
advertising, insurance plans and collective security measures.

2. Responsiveness of the landlord: Prospective retailers exp
on the following issues: placement and size of signs, mai
adjacent retail space.

retail location and surrounding area under

there restrictions that will limit
operation; - will construction or change i

ways present barriers.

4. Leases: Before entering into any lgase agreement, retailers should collect information on
future zoning plans and decid it will bg viable to run business at a particular
location.

ehaviour, competition, cost and accessibility to the particular site.

nalogue Analysis: It attempts to predict the economic performance of a

particular site by assessing its potential against the already running stores.

Financial analysis: regarding development and operation of an outlet,
comparing the development cost, capital investment on site, building and
variable cost against expected returns.

4. Regression Modelling: developed around a no. of determinants such as
demographics, accessibility, competitive environment, trade area
characteristics, to estimate the potential turnover of the prospective outlet.

5. Retail Area Development: There are 4 important interest groups that can work
indi\/idua_lly and.in partnprchip to_overcome Phallpngpq and obstacles in the
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development of new retail markets. 1. Public 2.Developers 3. The Government
4. Retailers.

Obijectives of good store design:

1 Implement the retailers® strategy

Primary objective: to implement retailers strategy * Design- consistent and reinforce the
retailers strategy by meeting the needs of the target market and building a competitive

advantage.

E.g. Sam's-price sensitive- floor design and racks — metal and concrete to rei
brand image ¢ Flooring and shelving also affect retailer‘s image: glass-g

2 Influence the customer buying behavior

3 Provide flexibility

Dynamic business- wh ay,may not be applicable tomorrow- need to change

5 Meet I€gal requirements

The store design should fully comply with the standards set by civic authorities.
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Human Resource Management:

7 HRM includes recruitment and selection of appropriate employees at various levels.

1 The main objective of HRM is to help an organization to meet its strategic goals by
attracting, maintaining and managing them.

7 HRM basically is the organizational function that deals with issues related to people
such as compensation, hiring, performance management, organization development,
safety, wellness, benefits, employee motivation, communication, administfation, and
training.

Obijectives of HRM in Retailing

7 To serve as standards against which performance is evalua
7 To promote harmony among human efforts & volunt
1 To fulfill the demand of retail industry.

7 To boost up survival-integrated activities itment, selection,
induction, training and development, supéii ompensation in the
organization.

7 Right person at right position

HR Functions in Retailing

1 Itis a network of retailers, distributors, transporters, storage facilities, and suppliers
that take part in the production, delivery, and sale of a product that convert and move
the goods from raw materials to end users.

1 It describes the processes and people involved in converting and conveying the goods
from raw materials to end consumers.
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1 The activities close to the raw material stage are known as upstream activities and
activities between the manufacturer and end consumer are downstream activities.

Parts of a Supply Chain

1 Supply: It focuses on the raw materials supplied to manufacturing, including how,
when, and from what location.

2. Manufacturing: It focuses on converting these raw materials into finished products.

3 Distribution: It focuses on ensuring these products reach the consumers th
organized network of distributors, warehouses, and retailers.

Obijectives of SCM

1 To provide an uninterrupted flow of goods and ser
© To meet quality criteria.
1 To reduce the inventory investment to the extent'pos
and low unit cost.
7 To ensure quick responsiven

© To select and maintain

Components of Retail Supply Chain

. Planning

1 Source

tracking technology that involves small tags that emit distinct signals. Retail
business ers can use remote scanners to read RFID tags placed on individual products,
enabling them to record a variety of information, including quantities of various stock items
and their precise locations.

Benefits of RFID:

1. Inventory Shrinkage (Shrink) Reduction




Smartworld.asia

41

RETAIL MANAGEMENT 14AMBAMM302

 Track retail items between point of manufacture or purchase from supplier and
point of sale.

« Real-time notification of security when RFID tagged items leave area without
payment

« Competitive advantage — saving money on theft allows to offer product at lower
prices

2. RFID Smart Labelling

« Monitor unattended inventory

« Automatic item identification on mixed pallets

+ "Smart Shelf" systems — designed to provide real time tra
tagged items on shelves

« Shipping and Receiving applications _

3. Shelf Stocking

» Real-time notification of out-of —stock ¥

« Improvement of product replenishgient

* Retention of consumers who to competi
stock

rs if inventory item is out-of-

 Automated charting proved product forecasting

t of employees

process with ability to scan multiple items and pay for

oduct shipping and receiving from point-to-point automatically versus
manual tracking to save time and labour cost

« Know how many units of inventory or on-site via automated RFID system versus
manual process, saving labour and time cost

« Efficiency in error reduction reduces manual labour cost
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Module -4
Store management and Visual Merchandising

Store management:

Duties and Responsibilities of store manager:

7 Management of employees

. Maintaining the sales environment

. Cost minimization

7 Recruitment, Training and Development

7 Budgeting and Forecasting

. Implementing Marketing plans

1 Team Leadership

_ Maintaining Leave and Salary Record
7 Holding Inventory

© Extending Customer Services _

Store security:

can be located in the store

to sforage areas and ware houses should be restricted _

and accounting system:

Store functions
Pricing of purchased material.
Pricing of store returned material.

B~ w N

Material received account.

1 £ bl £ +
IS5UtC O ITiatletidl 1ToUrT  StOrce,

[S)
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1 Store functions:

O Store Procurement
O Store Keeping
O Store Accounting

2. Pricing of purchased material.

U Un-used Material

O Local Purchases through Tender / Quotation.
O Purchase through Purchase Committee or through
O Material Transferred in/from other WAPDA formati

O Foreign Material Purchase.

3. Pricing of store returned material.

(Not needed gfow to ke us

14AMBAMM302

6. Physical verification of store stock.

Store functions will be supervised by different persons and will have separate sphere duties.

O 1st copy of SMB page attach with commercial invoice and process for
making payment by the Accounts Section.
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O 2nd copy of SMB page sent to Accounts Section along-with GST invoice
for posting in the Stock Value Ledger and compiling GST input claim of the
formation.

O 3rd copy of SMB page sent to Store Section for posting of receipt of
material in the Stock Register along-with following documents.

O Purchase order

Q Invoice

Q Bill of entry.

O Inspection Certificate.

O 4th copy of SMB retain for office record. Based office \copy

procurement Section will prepare list of all the the
month and sent it to the Accounts Section and Sto
5 Issue of material from Store.
A. Issue of consumable material.
B. Issue of Spare Parts.
Issue of T&P
Section and Accounts Section will jointly  carry out

tock item having unit price of Rs.50,001 and above will be physically
verified 100% in the month of June of each financial year as first
preference,

e The stock items having unit price of Rs.5 000 to Rs.50,000 will be
physically verified 100% in 2nd preference in June of each financial year,
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e In 3rd preference the store items having unit price less than Rs. 5,000 will
be physically verified at random basis during January to May of each
financial year.

e The difference identified by the physical verification committee must be
investigated by the authorized officer and adjustment (recovery or write-
off) must be made at the end of financial year with the approval of

competent authority as per Rules and Procedure.

Coding system:
A code system should have the following characteristics to be scient
« Simple to use: easy to understand with minimum and
* Flexible: ease to expand and accommodate m

« Good formulation: adopted system should be able t all functional

areas in the entire organization.

Common Codification Systems

the combination of alphabets and numbers. This is the

ers and letters of the alphabets e.g. SP-11 etc 1

—the use dash or stroke in the coding e.g. Main, Sub I, sub Il an sub
1l e.g.47.1.1 etc

V. Brisch — this is the use of numeric system. It combines numbers and decimals.
E.g. 47.002
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V. Kodak — this originated by Eastman Kodak Co. of the USA. This system
borrows all the good points from all other systems. It is much based on the
numerical codification system and in the place of decimals hyphens are used in the
Kodak System.

Marking of stores / materials:

This is another method of codification. There are two t ypes of marking of stores:

i. Color marking — this is used to supplement the other codificati

use of paint such as blue, red, aluminium etc

i. Secret Marking — expensive stores items are hig b eft and

pilferage. These are discreetly marked to help detect /

have been sold out. The secret marks are not easiby Visible.

Material handling in stores:

Material handling is an integral part gff all retail stores and aCcounts for 10-20% of the total

cost of the selling price. It is the way @ which the gopds of greater efficiency can be attained

Thus mai@hi ) includes all types of movements within the retail stores.
(s types, shapes and size. At each stage of selling materials are

store staff to perform these tasks safely and easily by implementing and upholding proper
policies and procedures for minimum and automatic materials handling resulting in reduction

in handling costs.
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Manual material handling operations are carried out in most retail stores because the goods
comparatively belong to FMCG sector and these are light in weight. But in case of electronics
furniture/luxury retailing, manual lifting can spoil the goods/items meant for sale. As when

these items collide with each other, they can create hazards that result in injuries.

Management of modern retail:

The more merchandise customers are exposed to that is presented in an orderly

new consumer to come into your store)

Types of store layout:

1. Grid (Straight) Design

» Best used in retail environmenf§ in which majority of customers shop the entire store

o

RETAIL MANAGEMENT 14AMBAMM302
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2. Curving/Loop (Racetrack) Design

« Major customer aisle(s) begins at entrance, loops through the store (usually in shape
of circle, square or rectangle) and returns customer to front of store
« Exposes shoppers to the greatest possible amount of merchandise by encouraging

browsing and cross-shopping

3. Free-Flow Layout

»  Fixtures and merchandisg grou into free-fl

ing patterns on the sales floor —no
defined traffic patter,
*  Works bestins 000 square feet) in which customers wish to

browse

Bag&d on single main aisle running from the front to the back of the store

(transporting customers in both directions)

« On either side of spine, merchandise departments branch off toward the back or side
walls

« Heavily used by medium-sized specialty stores ranging from 2,000 — 10,000 square

feet
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« Infashion stores the spine is often subtly offset by a change in floor coloring or

surface and is not perceived as an aisle

Layout: external factors

LI Size must be adequate to accommodate business needs.

o Appearance must create the proper image or —personalityl for the business in the

customer‘s eyes.
1 Entrances must invite customers to come in.
1 Create effective window displays and change them often; they les
tools.

1 Must comply with Americans with Disabilities Act (A

Building interiors

1 Ergonomics is an integral part of
1 Proper layout and design pays

Proper lighting is measured b

ation of attractive sales displays and retail floor plans to

in such as way as to attract consumers from the

Feature Areas

The areas within a store designed to get the customer*s attention which include:

O End caps — displays located at the end of the aisles

O Promotional aisle/area

RETAIL MANAGEMENT 14AMBAMM302
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O Freestanding fixtures

O Windows

O Wwalls

O Point-of-sale (POS) displays/areas

Fixture Types

e Straight Rack — long pipe suspended with supports to the floor or attached

e Gondola — large base with a vertical spine or wall fitted with sockets or not

inserted.
e Four-way Fixture — two crossbars that sit perpendicul
e Round Rack — round fixture that sits on pedestal
— Other common fixtures: tables, large bins, flat-based dec

Fixture Types

B Wall Fixtures: To make store‘sgvall merchandisable, wall usually covered with a skin
that is fitted with vertical columns of notches similar to those on a gondola, into

which a variety of har inserted. ALLan be merchandised much higher than

floor fixtures (m 421 onjiloor racks on wall can be as high as 72l.

Merchandise Di

e Stdcking — for large hardlines can be stacked on shelves, base decks of gondolas or
flats — easy to maintain and gives image of high volume and low price

e Dumping — large quantities of small merchandise can be dumped into baskets or bins
— highly effective for soft lines (socks, wash cloths) or hardlines (batteries, candy,
grocery products) — creates high volume, low cost image
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POS Displays

¢ Assortment display — open and closed assortment
[ Theme-setting display

[ Ensemble display

[ Rack display

[ Case display

[ Cutcase

[ Dumpbin_

Store front Design

[ Storefronts must:

Give some hint as to the merchandis
Includes all exterior signage

O O O O

Atmospherics

L

InStitutional signage
[ Directional, departmental and category signage
[ Point-of-Sale (POS) Signage

Clearly identify the name and general nature of the

RETAIL MANAGEMENT

14AMBAMM302
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[ Lifestyle Graphics

o Coordinate signs and graphics with store‘s image
[ Inform the customer

[ Use signs and graphics as props

[ Keep signs and graphics fresh

[ Limitsign copy

[ Use appropriate typefaces on signs

[ Create theatrical effects

Lighting

[ Important but often overlooked element in successful s

o Highlight merchandise

o Capture a mood

o Level of light can make a differenc
= Blockbuster

= Fashion Departments

Colour:

[ Can influence behavi

od pressure, respiratory rate and other physiological

Sound &

usic viewed as valuable marketing tool
o, Often customized to customer demographics - AIE
(http://www.aeimusic.com)

o Can use volume and tempo for crowd control
[ Scent

o Smell has a large impact on our emotions



http://www.aeimusic.com/
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o Victoria Secret, The Magic Kingdom, The Knot Shop
o Can be administered through time release atomizers or via fragrance-soaked
pellets placed on light fixtures

Controlling cost and reducing inventory loss:

Inventory management simply means the methods you use to organize, store and replace

inventory, to keep an adequate supply of goods while minimizing costs.

[ Each location where goods are kept will require different methods of invento

management.
[ Keeping an inventory, or stock of goods, is a necessity in
[ Customers often prefer to physically touch what the asing, so
you must have items on hand. In addition, most cu ave it now,
rather than wait for something to be ordered
[ Every minute that is spent down because the s

costs the company unplanned expenses

[ Inventory control is the techniqug’of maintaining the sizg’0f the inventory at some
desired level keeping in view the best economjc interest of an organization.

e carrying cost and time.

trol'investment in inventories and keep it at an optimum level

Customer service:

1 Integral part of the retail industry.

7 Customer service acts as lifeblood
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©Itisto bring customer back to the store

7 Sending customers happily

1 Satisfy customers recommend others to visit that store

7 ltis the word of mouth that multiplies your customer base within a short span of time.
1 The strength of good customer service is to develop a long lasting rapport with

customers.

Customers Contact Points

Financial Assistance
Physical Assistance
In-Person Product Support
Internet

Kiosks

o gk~ w N

Telephone/Help line/Toll free Numbers

Essentials of Good Customer Service

1 Answer customers phone

© Doesn‘t make fake pro

. Listen to custome

ing profit always

laints are less
1 Customers are always happy and satisfied

1 Drives profitable growth

7 Helps retailers create differentiation and value through their experiences
7 Increase the image of a store

_ Increases client base
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7 Itis asource of mouth advertisement
1 Strengthens competitive advantage

7 Visitors become customers and customers become loyal to stores

Planning Merchandise Assortment

1 Itis atechnique of developing, securing, pricing, supporting and communicating the

retailers offerings.
1 This task is done by a retailer who ensures that right product should reach to
customers at right time, right place and at right price.
© Therefore he devotes most of his time to understand consun;

merchandise accordingly.

Category management:

Category management is the process of
maximising the sales and profits of
brands or models.

sees as reasonable substitutes for each
t consider female and male clothing as

m . pd profit goals. Today, the relevance of category

em and Ofganizational commitment.

uld be arranged as if consumers could stock the shelf themselves

ategory composition should be on the basis of time, space and product benefit

Category management should drive multiple item purchase

4. Category management is a dynamic, proprietary set of decision, not a standard,
universal practice.

5. ltisdirected to create value for the consumer rather than facilitating relationsbetween

supplier and retailer.




56

Smartworld.asia
RETAIL MANAGEMENT 14AMBAMM302
6. Category management plan should be based on the overall competitive environment

in a specific trading area.

Stock Keeping Unit (SKU)

I

Merchandise Buying system:

It is a unique number (identifier) assigned to an item that describes its features in

terms of size, color, style and quantity.

Each organization according to its size, level of operations and product cat
develops its own SKU numbers.

These numbers are unique and allotted/assigned to a single it
outlet will have identical SKU number and are usually assi
outlet/merchant level.

This system allows retailers to track records of mercha

es of buying systems:

oks, briefcase, gift items and house wares.
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Buying System for Fashion Merchandise

7 Fashion merchandise consists of the items those usually have unpredictable demand
and limited sales record. Demand forecasting as discussed earlier, in the absence of
any sales history for specific fashion SKU becomes difficult.

© For instance, _Yoga and meditation‘ that was part and parcel of Indians‘ lives before
seventies, was replaced by gym, spa and health centers, has again entered jn Indians*

lives and becoming popular among youths too.

Merchandise Budget Plan (MBP)

like monthly & weekly plans.

7 In an effective merchandise Budget Plan, a retailer“forecasts and plans about five

fundamental variables, nam sales level, stock levels, purchases, reductions

effective accomplishment, the firm‘s internal records, past years experience

mast be carefully considered instead of relying on historical data alone.
Retail communication mix:

_ Communication is the foundation of all business relationships.

1 Communication gap can hamper the business relationships
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© The communication program intimates the customers about the presence of a store
and its merchandise unigqueness.

7 Communication program attracts the customers

© Attract them and lure customers to visit the store

! Retailers adopt both paid & unpaid modes of communication

Role of Communication in Retailing

e Toincreasing brand awareness

e To develop associations with brands
o Merchandise Uniqueness :
o Price policy
o Unique Lifestyle
Unique properties @

o

e Continuous Recall

Methods of Communication

1. Paid Impersonal Communication

Merchandising

7 Publicity

4. Unpaid Personal Communication

1 Word of Mouth Communication




Smartworld.asia

59

RETAIL MANAGEMENT 14AMBAMM302

Retail Communication Process

Planning the Retail Communication Programme
To Device the Communication Strategy
Preparing the Communication Budget

Implementation of Communication Programme

AN

Evaluating the Communication Programme

&
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Module — 5
Retail Pricing

Setting the right price will result in increased revenue to the retail firm. The prime objective
of retail pricing is to achieve profitability which is influenced by two factors. They are Profit

margin of the offering and cost of merchandising.

Factors Influencing Pricing:

appropriate price. There is so
rather than the price. Situati

mpetitor: It affects the freedom to fix price. The range varies from being perfect
to/monopoly. Retailers generally avoid price based strategy because it may end up in
price war.

4. Government: There are legal issues relating to price discrimination. The retailer can

charge different price to different customer only when the distance is the justifying
factor.
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Vertical Price Fixing: The retailer to set price at manufacturer suggested price.

Horizontal agreement: - agreement between retailer competitors

Predatory pricing- This pricing is considered as illegal as it intends to drive away the
competition.

Retail pricing strategies:

Low prices are stable and not subject to one time sale. Th
offer products below MRP.

Advantages: Less reliance on price reduction to tisement, Informed

customer service, Better Inventory management.

2. High — Low Pricing: Prices that

Advertisement to promote frequent sa

share. The retailer has to be very careful with this strategy as it may establish long term price

expectation and that makes it difficult to eventually raise prices. The solution is to set the

initial price at the long term price but include an initial discount coupon
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6. Price lining: refers to the offering of merchandise at a no. of specific but pre-determined
prices. Prices may be held constant over a period of time eg. 79.50, 109.50, 149.50

7. Psychological pricing: intended to have special appeal to customers.

e Prestige pricing: high prices to convey distinct and exclusive image for the product.
Charging high price for a product where it is judged this in itself give it prestige. For
e.g.. TAJ

e Reference Pricing: uses consumers frame of reference that is establishe
previous experience of purchasing eg: sports items.

e Traditional Pricing: uses historical /long standing prices ( Sg

high quality.
e Multiple Unit pricing —encourage additional
that is sacrificed in a multiple unit sales i

from reduced selling and handling expenses.

entrants

Extinction prici

a) Increasing store traffic by encouraging new shoppers to visit store
b) Increasing the share of wallet for all shoppers

¢) Increasing the sale of a given product category
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The promotional elements include:
Advertising, sales promotion, Publicity, personal selling, Direct marketing, Public relations.

Selection of Promotion Mix:

Retailers usually employ a combination of the above. The degree and nature of usage of each

credibility and cost associated with them.

Retail Advertising:

0 enter new market, to manage competition
To enhance goodwill of the retail firm and to improve dealer relation
o Towarn the public against imitation of the retailers products.
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SIGNIFICANCE OF ADVERTISING IN RETAIL SECTOR:

Its imperativeness has increased in this era of globalization and liberalization around the
worlds. Raymond‘s the apparel retail chain, primarily used television and print ad to promote
experiential aspect associated with shopping at its stores.

TYPES OF ADVERTISING:

a Consumer oriented or persuasive Advertising: The major objective of

attention and preferences of the customers. eg: Wills [
retail chain

b. Informative Advertising: Purchase of durable {ne IS Y expensive to buy,

Sales promotion refers to communication strategies designed to act as a direct
inducement, an added value or incentive for the product to customers. Sales promotion
provides extensive tactical measures to marketers to manage internal or external impediments

to sales or profits. Internal impediment (unsold stock); External impediment (competition)
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Objective of Sales Promotion:

o Assist the other communication activities undertaken by the store.
o toencourage new tiers by offering free trial
o toencourage repeat purchase

Supplier originated sales promotions:

Sales promotion can originate from two sources — suppliers or retail store itself.

In-store Activities:

the form of a discount.

Premiums: These are in the form of small gifts th

It‘s attached to the pack or inside the pack.

product. The product may be entirely new and customers may have little knowledge about the

product
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Multipack: two or more packs are attached and sold for a better and attractive price than the
price of the items singly. Maggie noodles packet free with the purchase of four or one gets

three soaps at the price of two.
Buy one Get one free: The customer can get two units of the product at the price of one.

Point of purchase (POP) Display Material:

Leaflets, special fittings: Products are kept in the special racks row stands provi

suppliers. For ex: racks provided by the toothbrush suppliers, dry battery stands, g case

for watches.

Demonstrators: sometimes demonstrators used in this cont product

may use a person dressed as their logo (e.g.: teddy bear)

PUBLICITY:

Publicity entails any communication that ge for the retailer among its

public. It can be personal or non per

nal, paid or non-paid‘and sponsor controlled or non-
sponsor controlled. Publicity is a n@R personal form of promotion where messages are

vided by the media is not paid for, and

UNEX TED PUBLICITY: It takes place when the media reports on a firm without any
advance notice about the media coverage. TV and newspaper reporter may anonymously visit

stores and rate their performance for their coverage.

COMPLEMENTARY PUBLICITY: Sometimes media reports about a firm in a

complimentary manner with regard to the excellence of its retailing practices. eg: HDFC
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Retail promotion needs to be organised with due understanding of the retail business and its

positioning.

Demonstrators: sometimes demonstrators used in this context. For ex: a children‘s product

may use a person dressed as their logo ( e.g.: teddy bear)

DIRECT MARKETING:

Direct marketing is a channel-agnostic form of advertising which allows busi

television commercials, response-generating newspaper/ and
Direct marketing is one of the forms of communicati

databases about clients; influences separat

and analyze their action of the consum

Direct marketing is directly

personal (phone calls, priv. iN i ass-media basis (infomercials, magazine

ads, etc.).

PROBLEMS Ab

e Image problems

e Lack of comfort with interactive technology

e Privacy and ethical issues



https://en.wikipedia.org/wiki/Direct_marketing#54013496
https://en.wikipedia.org/wiki/Advertising
https://en.wikipedia.org/wiki/Cell_phone
https://en.wikipedia.org/wiki/Text_messaging
https://en.wikipedia.org/wiki/Database_marketing
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PROSPECTS

e Segmentation and targeting

e Geographical range

e Shopping convenience

e Technological advances

e Lower prices to customer is possible

e Lower operating costs are possible

Tools of Direct marketing:

Personal relations with clients
* Public statements

+ Use of recommendations

* Personal SALE

« Catalog marketing

+ Mobile marketing
« TV marketing
« Web marke%

* Door to ontact
EL

G:

elling is a promotional method in which one party (e.g., salesperson) uses skills and
or building personal relationships with another party (e.g., those involved in a

purchase decision) that results in both parties obtaining value.

In most cases the "value" for the salesperson is realized through the financial rewards of the
sale while the customer‘s "value" is realized from the benefits obtained by consuming the

product. However, getting a customer to purchase a product is not always the objective of

RETAIL MANAGEMENT 14AMBAMM302
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personal selling. For instance, selling may be used for the purpose of simply delivering

information.

Because selling involves personal contact, this promotional method often occurs through
face-to-face meetings or via a telephone conversation, though newer technologies allow
contact to take place over the Internet including using video conferencing or text messaging
(e.g., online chat).

PUBLIC RELATIONS:

Public relations (PR) are the practice of managing the spread of 4 en an

individual or an organization (such as a business, governme ofit

public relations is to inform the publi

and other stakeholders and ultimatel



https://en.wikipedia.org/wiki/Information
https://en.wikipedia.org/wiki/Organization
https://en.wikipedia.org/wiki/General_public
https://en.wikipedia.org/wiki/Individual
https://en.wikipedia.org/wiki/Publicity
https://en.wikipedia.org/wiki/Advertising
https://en.wikipedia.org/wiki/Marketing_communications
https://en.wikipedia.org/wiki/Leadership
https://en.wikipedia.org/wiki/Marketing
https://en.wikipedia.org/wiki/Businesses
https://en.wikipedia.org/wiki/Companies
https://en.wikipedia.org/wiki/Official
https://en.wikipedia.org/wiki/Official
https://en.wikipedia.org/wiki/Public_information_officer
https://en.wikipedia.org/wiki/Nongovernmental_organizations
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Module — 6
Relationship marketing and International retailing

Relationship marketing refers to all marketing activities directed towards establishing,

developing and maintaining successful relational exchanges.

1 Relationship marketing draws upon number of areas(customer quality, cus

service, social interaction)

ards, cu er

1 Relationship marketing implemented through various component

services and involvement of customers in planning and exec ail strate

pUrpose.

Scandinavia and Norther

marketing.

acro level( At the macro level there was an increased necessity to maintain
relationship with employees, customers, suppliers and government)
2. Micro level(At the micro level there was a shift from Transaction focus to

Relationship marketing

Transaction Marketing: - focuses on single sale, product features, little emphasis on customer

service and moderate customer contact.
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Relationship Marketing:-focuses on customer orientation, high emphasis on customer service,

High commitment. Related to this is Pareto‘s Law which states that 80 % of the company
revenue comes from the 20% of the loyal customers. The fact is that acquiring a new
customer cost 5 times of retaining an existing customer. Relationship Marketing attempts to

optimise the resources for the retailing by retaining customers.

Relationship Strategies in Relationship Marketing:

1. Personalisation: It describes the social content of the interaction between

Relationship marketing. It emphasizes rela

Differentiation required betwee n-loyal one. Up gradation

and service augmentation are sgfhe ways to provide special Treatment benefit to the

loyal customers.

en to —Stay in touchl with customers- is

Marketing. Companies use Direct mail, e-mail

Organised Retailer provide standardized service, large retail format with high quality

ambience, well trained sales staff, wide range of merchandising.

Unorganised Retailers: (Kirana stores and Central Business district of a city)
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1 The USP (Unique selling Preposition) of this unorganized retailer is locational
convenience and customized service.

1 They establish comfortable relationship, and the customers inform about their
changing needs on a regular basis. Sometimes the retailers are considered to be the
part of their family

1 Relationship efforts of unorganized retailer are not only confined to Grocery but also
ds. This

garment, jewellery and durables. Customers depend on retailers than on

Is the result of relationship.

Loyalty Programme:

The use of loyalty programme is evident from the fact that th

loyalty programme is booming.

The following are the bases for loyalty programme

performance) design the method of collecting information, manages and implements the data

collection process, analyses and communicated findings and their implications.
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Importance of research in retailing:

[ Retail research can help retailers to take important decisions such as market
positioning, which retail format will be most suitable for the particular target market,
how best to display merchandise and so on.

[ At the retail level, research is used for concept testing, business feasibility analysis,

identifying the correct product mix, understanding the target market profile,

understanding and analyzing consumer behaviour.

Methods of retail research:

Qualitative Research Methods:

It is used to find out what is in consumer‘s mind. The retaile t oriented to
the range and complexity of consumer activity and goncerns. help retailer to
know more about things (feelings, thoughts, and inte ur) which cannot be

directly observed or measured.

Focus group study is used to identify the most likely product positioning, and to know the

cues on the various features which g@tinto the shopping such as ambience, shopping needs

and requirements, style pref;

3 Major types:

e problem in detail, suggest  hypotheses, used for

Qualitative research can take the form of Focus Group Discussion, Projective techniques

(Word association test, third person role playing, and sentence completion test)

Quantitative Research through survey:
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Survey can help to understand the consumer‘s behaviour: Current shopping patter, to know

the size of the market, the retail formats currently being used, size of the core target.

The survey in many forms is one of the most widely used and well knows method of
acquiring marketing information by communicating with the group of customers through

questionnaire or interview. It is efficient and economical.

Observation Method of Research:

-used to provide information on current behavior. The research design ¢ : Casual

systematic.
It will be easy to observe the following information:

o what is the in store traffic pattern
o what is the customers reaction to the displ
o what is the pattern of customers movement

o why is the reaction to private la

1) Theory construction which records in details the thoughts, premises, and hypothesis.

2) A detailed date and time sequenced notes which are kept on the technique used for

enquiry with special attention to biases or distortions




Smartworld.asia

75

RETAIL MANAGEMENT 14AMBAMM302

5) Behaviour recording devices: help to overcome deficiencies of human observers. People
meter, Eye movement recorders, voice pitch analyses.

Brand management in retailing:

Of the top 10 strongest brand in the world five are retail brand. Brand management possess
several challenges to the retailer. The key issues are:

1. Brand management of the retail outlet, and

2. Deciding whether or not to opt for the strategy of self own brandi

The 10 strongest brands in the world:

1. Format

2. Location

3. Visual Merchandisin
4. Experience
5. Price

6. Product

Own branding occurs when a retailer sells products under the retail organizations house

brand name. Own branding can be of two types, integrated own branding (occurs when the
retailer also manufactures the branded retail products.
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eg.Raymonds, Bose, Sony retail outlets) and Independent Brand (occurs when the retailer
procures the products from other suppliers though, they are sold under the label of the retail

house e.g. grocery, garments, shoes).

Significance of Own Branding:

Private labels have showed an increase in tern of both value and volume across countries.
Private label share of the product categories such as food, drink, personal ¢ anged
between 5% and 20% in value terms in most countries. A well run private Ia

enhances store profitability by increasing pressure on branded manufa

Internationalisation of retailing

Evolution of International Retailing:

The geographic shift in consumer spending over the

attractive. The lure of high growth r

sparking a sharp rise in the nu arket entrie§ from retailers across the world. Many

ternet retailers has made saturated markets even more

of attraction and repulsion have propelled the

f the internationalisation of retail.

quisition of supply chain infrastructure and local knowledge mean grocery retailers

est suited to inorganic international growth.

3. Vertically integrated retailers stand a much greater chance of success when
internationalising compared to multi-brand retailers.

4. High growth opportunities from luxury brand retailers will be geographically different

from the rest of the retail world.
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5. The shortage of international home improvement and gardening retailers proves that
some retail concepts are harder to export than others

6. Despite the importance of internet retailing, real growth abroad requires stores.

Motives of International retailing:

There are numerous reasons why to proceed internationally, however the objective of every

production volume increases.

3. Risk Diversification - Several companies move worldwide so that they can diversify.

Selling products in numerous countrigsireduces the company‘s exposure to economic as well

4. Uniqueness of Product i The product with distinctive attributes isn‘t likely to

meet competition i

6. Resources and Ideas - Due to unavailability of resources in domestic country or at better

competitive rate companies turn into global market. Also companies proceed internationally
to collect the different ideas in the different lifestyle of various countries as well as to

broaden their workforce.

RETAIL MANAGEMENT 14AMBAMM302
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7. Employees - All organization wants skilled and well trained employees, as Company goes

to worldwide marketplace to find alternate source of the labour at lower cost.

International Retail Environment:

1. Political factors:

a. How stable is the political environment in the prospective country?

b. What are the local taxation policies? How do these affect your busi
c. Isthe government involved in trading agreements, such as the Europ
(EU), the North American Free Trade Agreeme FTA),
Association of Southeast Asian Nations (ASEAN)?

r the

d. What are the country‘s foreign-trade regulation

e. What are the country‘s social-welfare policies?

2. Economic factors:

)/hat is the level and distribution of education and income?

What are the dominant local religions, and what influence do they have on

consumer attitudes and opinions?

e. What is the level of consumerism, and what are the popular attitudes toward
it?

f.  What pending legislation could affect corporate social policies (e.g., domestic-
partner benefits or maternity and paternity leave)?



http://catalog.flatworldknowledge.com/bookhub/3158?e=fwk-168388-ch10_s02&amp%3Bamp%3B25684413
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g. What are the attitudes toward work and leisure?

4. Technological factors:

a. To what level do the local government and industry FUND research, and are
those levels changing?

b. What is the local governments and industry‘s level of interest and focus on
technology?

c. How mature is the technology?

d. What is the status of intellectual property issues in the localenvironme

e. Are potentially disruptive technologies in adjacent ing eping inat the

edges of the focal industry?

5. Environmental factors:

a.  What are the local environmental is
b. Are there any pending ecological or env
industry?

¢. How do the activities

sues relevant to your

international activist groups (e.g., Greenpeace, Earth
First!, and People for Ethical Treatment of Animals [PETA]) affect your

business?

re there relevant consumer laws?

What is the status of employment, health and safety, and product safety laws?
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Module -7

Retail Audit and Ethics in Retailing

It helps to ascertain the sales personnel‘s efficiency at the point of sale or to find out the

average time taken on a normal day or during the weekend.

household stock of certain product categories at regular intervals

2. Mail Dairy Method: the panel member records details of every purchase made in

certain categories and return the completed dairy by mail at regular intervals.
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Examples of a few Research studies in India:

1. The A.C Nielson Shopper Trends

2. Consumer outlook 2004- study conducted by KSA Technopak has revealed
that personal credit off take has increased from about 50000 crore in 2000 to about
Rs. 1, 60,000 in 2003.

3. KSA Technopak Intimate Apparel Retail study- to explore the intimate apparel retail

scenario in India
4. The BT - Indica Research Index of Consumer Sentiments (BT-IRICS)

marketers to measure consumer confidence.

Indian Retail Prognosis- ICICI Bank Research study compilati

banking experience gives data on the Indian consumer behaviou

Retail audit process:

(5] (2)

Determinntion oaf When audic is
wha does the audit conducted audited

Shaould Should sudic How is the

Haow larn, In audic ta be aceur while
should audic ;anploy";o‘; disguised or recallar In '"ml‘ ';.'
talea? ® NGOFIIN noandisguised? open or e
in advancef P g prepared!

| | | | |

v

(6) Roporting the results of audic to management

: Management's respoase to the audic e 3
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Ethics in Retailing:
Ethics is a set of rules for human moral behavior.
For retailers they can have explicit code of ethics or implicit code of ethics.

[ Explicit code of ethics: Written policy that specifies what is ethical and unethical

behavior.

[ Implicit: Unwritten but well understood set of rules/standards

responsibilities.

Ethical situations in retailing

[ Should aretailer sell merchandise that was made using
[ Should a retail buyer accept an expensive gift from ven
[ Should a retailer treat some customers bett
[ Should a retailer give preferences to minorities w

Ethical and legal issues:

1. Consumer Fraud: The defr nsumer offvarious products and services which do

ying hidden charges through deceptive

3. RetalhTh

~

ft: It is also called as Shop Lifting Shoplifting (also known as boosting, five
finger disCount, or shrinkage within the retail industry) is theft of goods from a retail
establishment. It is one of the most common crimes. There are people and groups who make
their living from shoplifting, who tend to be more skilled. Generally, criminal theft involves

taking possession of property illegally.
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4. Slotting Allowances: A fee paid by a manufacturer to a retailer to provide shelf space or a

slot for a new product. Is a fee charged to produce companies or manufacturers by
supermarket distributors (retailers) in order to have their product placed on their shelves? The
fee varies greatly depending on the product, manufacturer, and market conditions

5. Use of Customer Information: The consumer information contained here is intended, in

part, to alert the reader to pertinent issues regarding this site. The information contained

herein is not intended as a substitute for professional consultation.

Social responsibility:

it

fostering of a desire to purchase goods or services in ever greater amounts.

Consumerism in India:

« India is a developing economy.



https://en.wikipedia.org/wiki/Ethics
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» Not all Indian consumers are well educated.

« Consumers are often exploited, misled by deceptive advertisements, packaging poor after

sales service, adulteration, price collusion and so on.

« Liberalization and competition

« Survival of the fittest

Changes in the attitude of Indian consumers

« The attitude of Indian consumers has undergone a major transforaét

years.

 He wants to lead a life full of luxury and comfort.

 He wants to live in present and does not believe in

* He is open to the idea of consumption tter lifestyle.

« An increase in their income level dugto high rate ofijindustrialization, growth of services

sector and better employment@pp0ortun

@‘1*




Explain different types of competition.

Competition can take various forms depending on the context and the nature
of the entities involved. Here are some different types of competition:

1. **Perfect Competition**: In perfect competition, there are many buyers and
sellers in the market, and no single entity has control over prices. All firms
produce identical products, and consumers have complete informa bout

prices and products. Examples include agricultural markets.

2. **Monopolistic Competition**: This type of competit
firms competing with similar but not identical pro
degree of market power due to product differentia include
restaurants and clothing stores.

3. **Oligopoly**: Oligopoly exi§ts when a market i§'dominated by a small
number of large firms, often s@lling similar pr identical products. These firms

can influence prices. Examples include the

regions.

irectional Competition**: This occurs when two or more entities
compéte with each other while also cooperating. This is common in industries
where firms both compete and collaborate, such as the technology sector.




6. **Non-price Competition**: In non-price competition, firms compete on
factors other than price, such as product quality, customer service, advertising,
and innovation. This type of competition is prevalent in markets with
differentiated products where brand loyalty and product features play
significant roles.

7. **Price Competition**: Price competition occurs when firms compete

primarily by lowering prices to attract customers. This is common in
with homogeneous products, where consumers are highly sensitive tt
changes.

8. **Direct Competition**: Direct competition inv er similar
ket.

share similar features and attributes, an mong them

products or services and compete for the same tar ey often

based on price, quality, or other factors.

: Local competition occurs between businesses

eographical area and targeting the same customer

Understanding the different types of competition is essential for businesses to
develop effective strategies to thrive in their respective markets.




Demonstrate the evolution of Retail competition

The evolution of retail competition has been a dynamic process driven
by technological advancements, changing consumer behaviors, and
shifts in market dynamics. Here's a broad overview of how retail
competition has evolved over time:

independent retailers dominated the landsca
primarily local or regional.

2. **Emergence of Chain S 9th and early 20th
centuries, the concept of ¢
expand their reach acr@ss

standardized pr Iging across their stores. This marked a
shift toward JZation and efficiency in retail

rs and Walmart, which offered a wide range of products
e roof. These retailers focused on economies of scale, bulk
purchasing, and aggressive pricing strategies to attract customers.




4. **Catalog and Mail-Order Retail**: Catalog and mail-order
retailing became popular in the late 19th century and remained
significant through much of the 20th century. Companies like Sears
and Montgomery Ward offered consumers the convenience of
shopping from home, bypassing the need to visit physical stores. This
form of retail competition laid the groundwork for later developments
in e-commerce.

the retail landscape by offering vast selections
and convenient delivery options. E-commercey
barriers to entry, allowing small busi
compete on a global scale.

y leverage data analytics and artificial intelligence to
ize the shopping experience and target consumers more
Ively. By analyzing customer preferences, purchase histories,
and browsing behaviors, retailers can tailor promotions,
recommendations, and marketing messages to individual shoppers.




8. **Rise of Direct-to-Consumer (DTC) Brands**: Direct-to-
consumer brands have emerged as a disruptive force in retail
competition, bypassing traditional distribution channels to sell
directly to customers. These brands leverage social media, influencer
marketing, and online advertising to reach niche audiences and build
loyal followings.

9. **Sustainability and Ethical Consumption**: Consumers a

business practices and offering eco-friendly alte
products.




Analyze the Future changes in Retail competition.

Analyzing the future changes in retail competition involves
considering emerging trends, technological advancements, evolving
consumer behaviors, and shifts in the competitive landscape. Here are
several potential developments that could shape the future of retail
competition:

the increasing prevalence of online shoppin
invest in robust digital platforms, logistics in

commerce. Retailegs will ne
applications for ile s, pffering seamless and intuitive
shopping e [ rious devices.

nd personalized recommendations to understand consumer
ces, optimize pricing strategies, and enhance the overall
shopping experience.




4. **Augmented Reality (AR) and Virtual Reality (VR)**: AR and
VR technologies have the potential to revolutionize the retail industry
by enabling immersive shopping experiences. Retailers can use AR
and VR to create virtual fitting rooms, interactive product
demonstrations, and engaging marketing campaigns, driving customer
engagement and conversion rates.

5. **Voice Commerce**: The rise of voice-activated smart
like Amazon's Alexa and Google Assistant presents

platforms, allowing customers to make purc
using voice commands.

increasingly prioritizing s
making purchasing decisiofis. Retailers will need to adopt

ices, offer transparent supply chains,
and provide ethi d products to meet evolving consumer

expectations.

igital marketing, social media, and influencer partnerships
irect relationships with consumers, offering unique products
and personalized experiences.




8. **Omnichannel Retailing**: The integration of online and offline
channels will become increasingly important in the future of retail
competition. Retailers will need to adopt omnichannel strategies that
seamlessly connect physical stores, e-commerce platforms, mobile
apps, and social media channels, providing customers with consistent
and cohesive shopping experiences.

9. **Subscription Services and Membership Programs**:

convenience, value, and personalized recom
leverage subscription-based models to culti




Examine in detail the advantages and disadvantages of
Marketing structure.

Marketing structure refers to the organization and arrangement of
marketing activities within a company. It involves how marketing
tasks are divided, coordinated, and managed to achieve the
organization's objectives. Examining the advantages and

disadvantages of marketing structures helps companies unde G
how different approaches can impact their effectiv in reacling
customers and achieving their goals.

**Advantages of Marketing Structure;**

2. ** [ y dividing marketing tasks into specialized
leverage the expertise of individuals with

3. **Flexibility and Adaptability**: An effective marketing structure
allows companies to respond quickly to changes in the market
environment, consumer preferences, and competitive dynamics.




Flexible structures enable organizations to adapt their marketing
strategies, tactics, and resource allocation in real-time to capitalize on
emerging opportunities and address challenges.

4. **Coordination and Collaboration**: A well-defined marketing
structure facilitates coordination and collaboration among different
departments, teams, and stakeholders involved in marketingyactivities.
Clear communication channels, cross-functional teams, and
collaborative processes enable organizations to alig
work towards common goals.

5. **Scalability**: Scalable marketing struct
growth and expansion without signifd iSr
inefficiencies. As companies grow, the their marketing
operations by adding new te hannels, resources while
maintaining consistency inftheir brand messaging and customer
experience.

**Disadvantages of keting’Structure:**

2. **Silos and Fragmentation**: In some cases, traditional marketing
structures can lead to silos and fragmentation, where different




departments or teams work in isolation, focusing solely on their own
objectives and priorities. Silos can create communication barriers,
hinder collaboration, and limit the organization's ability to deliver
integrated and cohesive marketing campaigns.

3. **Duplication of Efforts**: Poorly designed marketing structures
may result in duplication of efforts, inefficiencies, and was of

resources. Without clear coordination and oversight, multipl
or departments may pursue similar initiatives indepe
to redundancy, conflicts, and suboptimal outcom

ng

5. **Complexit . Complex marketing structures
ent, overlapping responsibilities, and

structures depend on various factors, including the organization's size,
industry, culture, and strategic priorities. Companies should carefully
evaluate their marketing needs, objectives, and internal capabilities to
design and implement structures that align with their goals, foster




collaboration, and enable them to adapt and thrive in a dynamic
business environment. Regular reviews and adjustments to the
marketing structure can help organizations address emerging
challenges, capitalize on opportunities, and maintain a competitive
edge in the marketplace.

MODULE 4

Summarize how distribution center pla In
logistics management. Write the adv

distribution centre.

2. **Inventory Management**: Distribution centers facilitate efficient
inventory management by tracking stock levels, monitoring product
movements, and implementing inventory control measures. They help




minimize stockouts, reduce excess inventory, and optimize inventory
turnover rates to improve overall supply chain efficiency.

3. **Order Fulfillment**: Distribution centers are responsible for
fulfilling customer orders accurately and promptly. They pick, pack,
and ship products to fulfill customer orders received through various
sales channels, such as online platforms, retail stores, or dir

7. **Seasonal and Peak Demand Management**: Distribution centers
help companies manage seasonal fluctuations and peak demand




periods effectively. They provide additional storage capacity and
workforce flexibility to handle increased order volumes during peak
seasons, holidays, or promotional events.

8. **Product Mixing and Cross-Docking**: Distribution centers
facilitate product mixing and cross-docking, allowing companies to
consolidate and redistribute products efficiently. They ena
seamless transfer of goods between inbound and outbound s

without the need for long-term storage, reducing ha nd
improving supply chain agility.

9. **Value-Added Services**: Distribution c offefvalue-added
services such as labeling, packagin tomization to
meet specific customer requirements. '
differentiate their products, evolving customer

demands effectively.

10. **Supply Ché
pivotal role i

. Distribution centers play a
chain performance by providing

In summary, distribution centers are integral to logistics management,
enabling companies to streamline operations, reduce costs, improve
service levels, and enhance overall supply chain performance. They
serve as vital links in the supply chain network, connecting suppliers,




manufacturers, and customers to ensure the timely and efficient flow
of goods from production to consumption.

Outline various objectives of retailers pricing

Retailers use pricing strategies to achieve multiple objectives
align with their business goals and market conditi re are
various objectives of retailer pricing:

1. **Maximize Profits**: One of the lves’of retailers'
pricing strategies is to maximize profi set prices at
levels that generate the highestypossible réwenue While considering
factors such as demand elasticity, cost structyres, and competitive

dynamics.

2. **Increase Mar are**jRetailers may use pricing as a tool to

Enhance Perceived Value**: Retailers often use pricing
strate@ies to enhance the perceived value of their products or services.
By pricing products higher, they can create the perception of higher
quality, exclusivity, or prestige among customers, leading to increased
demand and willingness to pay premium prices.




4. **Maintain Price Stability**: Another objective of retailer pricing
IS to maintain price stability and avoid price wars or excessive
discounting that can erode profit margins and undermine brand value.
By carefully managing pricing strategies, retailers can establish
pricing discipline and maintain stable pricing over time.

5. **Generate Cash Flow**: Pricing strategies are also used
retailers to generate cash flow and improve liquidity. By offe
' dels

discounts, promotions, or
products, reduce inventor
new merchandise.

rkdowns to sell Slow-moving or seasonal
vels, and ffree up valuable shelf space for

8. **Encourage Repeat Purchases**: Pricing strategies can also be
used to encourage repeat purchases and foster customer loyalty.




Retailers may offer loyalty programs, discounts for frequent shoppers,
or bundled pricing to incentivize customers to return and make
additional purchases over time.

9. **Achieve Price Discrimination**: Retailers may employ price

discrimination strategies to capture consumer surplus and maximize
revenue. They may offer different prices to different custo
segments based on factors such as willingness to pay, purch
history, or geographic location, effectively segmenti

In summary, retad 'prici rategies to achieve a variety of
izing profits and increasing market




Explain the interaction between pricing decision and other
retailer’s decisions.

Pricing decisions are interconnected with various other decisions
made by retailers across different aspects of their operations. The
interaction between pricing decisions and other retailer's decisions is
multifaceted and can significantly impact the overall perforiaa
success of the retail business. Here's how pricing decisions i
with other key decisions made by retailers:

2. **Promotion an - PgiCing decisions are closely linked
to promotion an strategies. Retailers often use pricing as a
key promotiosi ng discounts, coupons, sales events, and

s depends on how pricing decisions
einforce marketing efforts.

tory Management**: Pricing decisions play a critical role
ory management and supply chain operations. Retailers must
balance inventory levels, demand forecasts, and pricing strategies to
minimize stockouts, reduce holding costs, and optimize inventory
turnover rates. Effective pricing decisions help retailers maintain
adequate inventory levels while maximizing sales and profitability.




4. **Channel Management™*: Pricing decisions affect channel
management strategies, including distribution channels, online
platforms, and brick-and-mortar stores. Retailers must consider
pricing consistency across different channels, channel-specific pricing
dynamics, and the impact of channel partnerships on overall
profitability and customer experience.

5. **Customer Relationship Management (CRM)**: Pricing 10
' imed at

loyalty through rewards programs, discounts,
promotions tailored to specific custo

level of service and overal perience provided by retailers.
Premium pricing m
personalized assj ed shopping experiences, while

fficiency, convenience, and self-

icing strategies, assess consumer perceptions of value,
just pricing accordingly to maintain competitiveness and
differéntiate their offerings in the market.




8. **Financial Management**: Pricing decisions impact financial
management practices, including revenue forecasting, budgeting, and
profit analysis. Retailers must assess the financial implications of
pricing decisions, including revenue projections, cost structures, profit
margins, and return on investment, to make informed decisions and
achieve financial objectives.

9. **Regulatory Compliance**: Pricing decisions are subjec
regulatory compliance requirements, including pricing,regula

avoid deceptive or unfair pricing practices, &
specific regulations and guidelines.

within retail organizations. ' st align pricing strategies with
jecti ds, competitive threats, and

etailer's decisions, retailers can develop integrated
les that optimize performance, enhance customer value, and
drive’competitive advantage in the marketplace.




Illustrate how retailers make adjustments to prices
overtime.

Retailers make adjustments to prices over time to adapt to changing

market conditions, consumer preferences, competitive dynamics, and
internal factors affecting their business. Here's an illustration of how
retailers make adjustments to prices over time:

1. **Market Research and Analysis**: Retailer
research and analysis to understand consum
landscape, and pricing trends in the market.

competitor pricing strategies to ide
adjustments.

2. **Cost Analysis** gRetallers analyze their cost structures,
including raw mat [ sts, overhead expenses, and
né piicing thresholds and profitability

impaet of cost fluctuations, currency

petitors to assess their relative position in the market and
pricing gaps or opportunities. They monitor competitor
pricing strategies, promotions, discounts, and value-added services to
stay competitive and adjust prices accordingly.




4. **Dynamic Pricing**: Retailers employ dynamic pricing strategies
that leverage real-time data, algorithms, and predictive analytics to
adjust prices dynamically based on factors such as demand
fluctuations, inventory levels, time of day, seasonality, and customer
segmentation. Dynamic pricing allows retailers to optimize prices for
maximum profitability and respond quickly to changes in market
conditions.

5. **Promotions and Discounts**: Retailers use promagtions,

account factors such as timing, duration, pricifg
promotional channels to maximize effg@tiveness ant
cannibalization effects.

prices to capitalize riods, holidays, and seasonal
trends. They off iscounts, bundle products, and introduce
seasonal promati ' les, increase foot traffic, and enhance

tisfaction levels and identify areas for improvement. They
mer insights to adjust prices, refine product offerings, and
enhance overall customer experience to maintain customer loyalty
and satisfaction.




8. **Strategic Objectives**: Retailers align pricing adjustments with
their strategic objectives, business priorities, and long-term growth
plans. They balance short-term revenue objectives with long-term
sustainability goals, brand positioning, and competitive differentiation
strategies to achieve optimal outcomes and build lasting relationships
with customers.

9. **Regulatory Compliance**: Retailers ensure that pricin
adjustments comply with regulatory requirements, pricing regilations
5 in thejr

practices, maintain transparency in pricing
industry-specific regulations and guidelines.

10. **Monitoring and Evaluati ontinuously monitor

margins, custome sthion, and retention rates to assess the impact
of pricing ch ¢ ata-driven decisions to optimize pricing

e benchmarking, dynamic pricing, promotions, seasonal
nts, customer feedback, strategic alignment, regulatory
compliance, and performance monitoring. By effectively managing
pricing adjustments, retailers can maximize profitability, drive sales
growth, enhance customer satisfaction, and maintain competitiveness
in the ever-evolving retail landscape.




List out different types of supply chain management in
retailing.

In retailing, supply chain management involves the coordination of
activities related to the sourcing, production, distribution, and delivery
of products to customers. Different types of supply chain management
strategies are employed by retailers to optimize efficiency, ize
costs, and enhance customer satisfaction. Here are several ty
supply chain management in retailing:

1. **Efficient Supply Chain Management**} chain
management focuses on minimizing costs an
productivity throughout the supply ploying this

strategy prioritize streamlining processe g waste, optimizing

chieve cost savings

)$’strategy focus on quick decision-making,
hanges, and real-time collaboration with suppliers

3. **Lean Supply Chain Management**: Lean supply chain
management aims to eliminate waste, improve efficiency, and
optimize resource utilization throughout the supply chain. Retailers
employing this strategy focus on reducing inventory levels,




minimizing lead times, and streamlining processes to enhance
productivity, eliminate non-value-added activities, and deliver
products to customers more efficiently.

4. **Demand-Driven Supply Chain Management**: Demand-driven
supply chain management focuses on aligning supply chain activities
with customer demand patterns and preferences. Retailers egaploying
this strategy leverage demand forecasting, data analytics, an
customer insights to anticipate demand fluctuations, gptimize

this strategy prioritize environmentally friendly sourcing,
ethi bor practices, and responsible product stewardship to
minimize environmental impact, promote social responsibility, and
enhance brand reputation.




7. **Collaborative Supply Chain Management**: Collaborative
supply chain management involves fostering close collaboration and
partnership with suppliers, distributors, logistics providers, and other
stakeholders in the supply chain. Retailers employing this strategy
work closely with partners to share information, coordinate activities,
and drive mutual value creation through innovation, efficiency gains,
and cost savings.

regulatory requirements while maintain er satisfaction.

9. **Resilient Supply Chaif\Management**: Resilient supply chain
management focuses resifience and risk mitigation

capabilities to wi
such as naturg

stomized Supply Chain Management**: Customized supply
chain"management involves tailoring supply chain strategies and
processes to meet the unique needs and requirements of specific
product categories, customer segments, or market segments. Retailers
employing this strategy develop customized supply chain solutions




that align with the characteristics, preferences, and behaviors of their
target customers to enhance value proposition and competitive
differentiation.

In summary, retailers employ various types of supply chain
management strategies to optimize efficiency, enhance flexibility,
improve responsiveness, mitigate risks, and deliver value t
customers while maintaining competitiveness in the dynami
landscape. The choice of supply chain management strategy d ds

business

cess in retailing management involves a
series of interconn ' efficiently sourcing,
producing, distri delivering products to customers. Here's
an analysis Q

nd procure raw materials, components, or finished goods
0 meet customer demand. Effective sourcing strategies focus
on selecting reliable suppliers, ensuring quality standards, and
optimizing costs to maintain profitability.




2. **Production and Manufacturing**: For retailers involved in
manufacturing or private-label branding, the next step involves
production and manufacturing processes. This may include product
design, manufacturing operations, quality control, and packaging to
create finished goods ready for distribution. Efficient production
processes aim to minimize waste, optimize resource utilization, and
ensure product quality and consistency.

3. **Inventory Management**: Inventory managemeat plays aefucia
role in retail supply chain operations. Retailers

manage inventory levels, track stock movem

are de Imize transportation costs, reduce delivery times,
er service requirements.

5. **Qrder Fulfillment and Logistics**: Order fulfillment and
logistics encompass the processes involved in fulfilling customer
orders, including order processing, picking, packing, and shipping.
Retailers leverage logistics partners, transportation networks, and




fulfillment centers to deliver products to customers efficiently and
cost-effectively. Advanced logistics technologies, such as route
optimization, real-time tracking, and last-mile delivery solutions, help
retailers improve delivery speed and accuracy while reducing
transportation costs.

6. **Retail Store Operations**: For brick-and-mortar retailegs, store
operations play a critical role in the supply chain business pr

Retail store operations involve managing store layo

channel integration is esse
online and offline channel

relationship management is a key component of the supply chain
business process in retailing management. Retailers use CRM systems
to capture customer data, analyze purchasing behavior, and
personalize marketing communications and promotions. Effective




CRM strategies focus on building customer loyalty, increasing repeat
purchases, and enhancing overall customer satisfaction through
targeted engagement and personalized experiences.

9. **Post-sales Service and Support**: The supply chain business
process extends beyond the point of sale to include post-sales service
and support. Retailers provide customer support, warranty ices,
product returns, and repairs to address customer inquiries an

issues promptly. Effective post-sales support enhance

rive operational excellence and
maintainac iti ip’the retail marketplace.

rs while maximizing value and minimizing costs

ut the supply chain. Effective supply chain management is
essential for retailers to meet customer expectations, drive business
growth, and maintain competitiveness in a rapidly evolving retail
environment.




Identify various Components of supply chain management
In retailing sector.

Supply chain management in the retailing sector involves the
coordination of various components and activities aimed at sourcing,
producing, distributing, and delivering products to customers
efficiently and effectively. Here are the key components of supply
chain management in the retailing sector:

demand. Retailers must ensure the reliability )
effectiveness of their supply sources ' itability and
meet customer expectations.

2. **Inventory Manageme

3. ** istribution**: Warehousing and distribution

handling, and transportation of products from

processes, and ensure timely and accurate delivery of products to end
customers.




4. **Qrder Fulfillment and Logistics**: Order fulfillment and
logistics encompass the processes involved in fulfilling customer
orders, including order processing, picking, packing, and shipping.
Retailers leverage logistics partners, transportation networks, and
fulfillment centers to deliver products to customers efficiently and
cost-effectively while minimizing delivery times and transportation
COsts.

5. **Supply Chain Planning and Forecasting®**: Supply chai
planning and forecasting involve predicting future d
resources, and optimizing supply chain activities
needs effectively. Retailers use demand forecasti
analytics, and market insights to anticipate
optimize inventory levels, and align supply ¢
business objectives.

reduce lead tim
communicati

eedback to develop accurate demand forecasts, align
y levels with anticipated demand, and minimize stockouts or
excess inventory.

8. **Omni-channel Integration**: Omni-channel integration involves
seamlessly integrating online and offline sales channels to provide




customers with a unified shopping experience. Retailers synchronize
inventory, pricing, promotions, and customer interactions across
multiple channels, including websites, mobile apps, social media, and
physical stores, to deliver consistent and personalized experiences to
customers.

9. **Reverse Logistics and Returns Management**: Reverse logistics
and returns management involve managing the flow of pro
materials, and information in the reverse direction, from the
customer back to the retailer or manufacturer. Retail

chain performance, and i
enhance efficiency, productivi stomer satisfaction. Retailers

accuracy to ide Amprovement and drive operational
excellence i

r retailers to meet customer expectations, drive business
and maintain competitiveness in a rapidly evolving retail
environment.




Utilize Supply chain management network structure in
retailing with a suitable example.

In retailing, the supply chain management network structure refers to
the configuration of relationships, processes, and entities involved in
sourcing, producing, and delivering products to customers. Different
types of supply chain management network structures exist, ing
from centralized to decentralized models, depending on facto
as industry dynamics, market requirements, and org [
capabilities. Let's explore a suitable example of af
management network structure in retailing:

**Example: Fast Fashion Retailer S

Fast fashion retailers, suchfas Zara, H&M, and Uniglo, operate with a

unique supply chain

Ien sghedules are centrally managed to ensure consistency,
mentwith brand objectives, and responsiveness to market trends.

2. **Global Sourcing and Production**: Fast fashion retailers source
raw materials, components, and finished goods from suppliers and
manufacturers located in various regions worldwide. They leverage




global sourcing networks to access cost-effective materials, flexible
production capacity, and specialized capabilities to meet customer
demand and maintain competitive pricing.

3. **Decentralized Distribution and Fulfillment**: Fast fashion
retailers employ a decentralized distribution and fulfillment model to
enable quick response times and efficient order processing.ykhey
operate multiple distribution centers strategically located ne

markets to minimize transportation costs, reduce delivery timesgand
optimize inventory allocation based on demand
forecasts.

6. **Technology and Data-driven Insights**: Fast fashion retailers
leverage technology and data-driven insights to optimize supply chain
operations, enhance decision-making, and improve efficiency. They




invest in advanced forecasting tools, inventory management systems,
and supply chain analytics to analyze sales data, predict demand, and
optimize inventory allocation across distribution channels.

7. **Collaborative Partnerships**: Fast fashion retailers foster

collaborative partnerships with suppliers, manufacturers, and logistics
providers to enhance supply chain agility and responsivene
establish close relationships with key partners, share inform

maintain agility
in the dynamig retai

MODULE-V

Ily outline the qualifications which a buying team
must possess and also layout the various steps involved in
merchandise planning.




Quialifications for Buying Team in Retail:

1. **Analytical Skills**: Members of the buying team should possess
strong analytical skills to interpret sales data, market trends, and
consumer behavior. They need to analyze sales performance, identify
patterns, and make data-driven decisions to optimize product
assortments and maximize profitability.

developments, competitor offerings, and emefg
changes in consumer preferences anaffake inft
decisions.

ept at negotiating contracts, pricing
als to optimize margins and ensure

product quality, and meet customer expectations.




5. **Financial Acumen**: Buying team members should possess
financial acumen to manage budgets, forecast sales, and analyze
profitability metrics. They should understand profit margins,
inventory turnover ratios, and key performance indicators to evaluate
product performance and optimize financial performance.

6. **Creativity and Innovation**: Creativity and innovatio
valuable qualities for buying team members to identify new
opportunities, differentiate assortments, and drive product inn

9. **Decision-Making Ability**: Buying team members must have
strong decision-making ability to assess risks, evaluate alternatives,
and make timely decisions under pressure. They should weigh factors
such as consumer demand, supplier capabilities, and financial




implications to make informed buying decisions that drive business
results.

10. **Customer Focus**: A customer-centric mindset is essential for
buying team members to understand customer needs, preferences, and
shopping behaviors. They should prioritize customer satisfaction,
gather feedback, and adapt merchandising strategies to meegevolving
customer expectations and drive loyalty.

Steps Involved in Merchandise Planning:

3. **Assortment Planning**: Assortment planning involves selecting
the right mix of products, brands, and SKUs to meet customer needs
and achieve sales targets. Retailers consider factors such as product
category, price points, brand positioning, and seasonality to curate




assortments that appeal to target customers and align with brand
objectives.

4. **Inventory Planning and Allocation**: Inventory planning
involves determining optimal inventory levels, safety stock
requirements, and replenishment strategies to support sales forecasts
and minimize stockouts. Retailers allocate inventory to diffegent store
locations based on sales forecasts, store size, demographics,
historical performance to optimize inventory turnov dm Ize
sales.

7. **Visual Merchandising and Presentation**: Visual merchandising
involves presenting products in-store and online in a way that
enhances their appeal and drives sales. Retailers design store layouts,




displays, and product presentations to create visually engaging
shopping experiences, highlight key merchandise categories, and
inspire customer purchases.

8. **Performance Monitoring and Analysis**: Merchandise planning
IS an iterative process that requires ongoing monitoring and analysis

of sales performance, inventory levels, and customer feedb
Retailers track key performance indicators (KPIs), evaluate
merchandising strategies, and make adjustments based.on ma

Ing**: Retailers conduct seasonal
te changes in consumer preferences,

assortments, managing inventory, optimizing promotions, and
monitoring performance to drive sales and profitability in retailing.
Effective merchandise planning requires collaboration across




functional areas, data-driven insights, and a customer-centric
approach to meet consumer needs and achieve business objectives.

Demonstrate the most reliable sources of information for
retailers and how are individual items selected

Retailers rely on a variety of sources of information to infor
decision-making processes and stay competitive in i

Here are some of the most reliable sources of in
retailers:

customer purchasing behavior, ce, and revenue
ategory, SKU, store
location, and time period tQ i [ -selling items, understand
demand patterns, and @ptimize inventgry management strategies.

dynamics. Retailers leverage market research
aple firms and industry associations to gain insights

Impact their business.

3. **Consumer Surveys and Feedback**: Consumer surveys and
feedback provide retailers with direct insights into customer
preferences, shopping habits, and satisfaction levels. Retailers
conduct surveys, gather feedback through online reviews, and engage




with customers through social media channels to understand their
needs, preferences, and expectations.

4. **Competitor Analysis**: Competitor analysis involves monitoring
competitors' strategies, product offerings, pricing strategies, and
promotional activities. Retailers track competitor performance,
conduct SWOT analyses, and benchmark against industry s to
identify competitive strengths, weaknesses, and opportunitie
differentiation.

5. **Trade Publications and Industry Blogs ions and

industry blogs offer valuable insights, best pr ought

leadership on retail trends, technolo industry
tions, attend

industry conferences, and fo to stay informed

6. **Supplier and Relationships**: Suppliers and vendors
information for retailers, providing

regulatory agencies provide retailers with information on regulatory
compliance, industry standards, and consumer protection laws.
Retailers stay informed about regulatory changes, industry guidelines,




and compliance requirements relevant to their business operations to
mitigate risks and ensure legal compliance.

8. **Financial and Economic Indicators**: Financial and economic
indicators, such as GDP growth, consumer confidence, and inflation
rates, provide retailers with insights into macroeconomic trends and
consumer spending patterns. Retailers monitor economic ingicators,
analyze consumer sentiment, and adjust pricing and marketi
strategies accordingly to capitalize on growth opportuaities a
mitigate risks during economic downturns.

Individual items are selected by retailers base nation of
factors, including customer demand
availability, pricing considerations, an objectives. Here's

consumer trends/@ : rch to identify product categories
ential. They consider factors such as

capabilities, negotiate terms, and collaborate on product selection to
ensure a diverse and competitive product assortment.




3. **Profitability Analysis**: Retailers assess the profitability of
individual items based on factors such as gross margin, inventory
turnover, and contribution to overall sales. They analyze the cost of
goods sold, pricing strategies, and promotional discounts to optimize
product margins and maximize profitability.

4. **Trend Forecasting™*: Retailers leverage trend forecasti
market research, and consumer insights to identify emerging

and anticipate shifts in consumer preferences. They maonitor faghion

visual presentation, and cr
compelling product assort

In summary, retailers rely on a combination of reliable sources of
information and strategic considerations to select individual items that
meet customer demand, align with market trends, and support




business objectives. By leveraging data-driven insights, supplier
relationships, trend forecasting, and customer feedback, retailers can
optimize product assortments, drive sales, and maintain
competitiveness in the dynamic retail landscape.

Determine the approaches/methods of developing
merchandising plan and how can it be develop

patterns of different customer segments,
duct assortments resonate with target audiences and

the right mix of products, brands, and SKUs to meet customer
demand and achieve sales objectives. Retailers consider factors such
as product category, price points, brand positioning, and seasonality
to curate assortments that appeal to target customers and align with




brand objectives. They analyze sales data, conduct trend analysis, and
collaborate with suppliers to optimize product assortments and
differentiate offerings in the marketplace.

3. **Sales Forecasting and Demand Planning**: Retailers use sales
forecasting and demand planning techniques to predict future demand,
allocate resources, and optimize inventory levels. They analyze
historical sales data, seasonality trends, and market dynamic
develop accurate demand forecasts and anticipate changes in

forecasts, adjust inventory levels, and imple
strategies to ensure product availability whi
and excess inventory.

nal and Trend Analysis**: Retailers conduct seasonal and
alysis to identify emerging trends, capitalize on seasonal
demand patterns, and align merchandising plans with market trends.
They monitor fashion trends, seasonal events, and cultural influences
to introduce new products, refresh assortments, and create compelling
merchandising displays that resonate with customers and drive




impulse purchases. Retailers leverage trend forecasting, market
research, and consumer insights to stay ahead of competitors and
maintain relevance in the marketplace.

6. **Cross-Functional Collaboration**: Developing a merchandising
plan requires cross-functional collaboration and alignment across

various departments, including merchandising, marketing, ogerations,
and finance. Retailers collaborate with internal stakeholders

metrics to inform merchandising decisions a ans are
executed efficiently and cohesively.

technology and analytics t
processes, optimize degisi

Sis, assortment planning, sales forecasting, category
management, seasonal and trend analysis, cross-functional
collaboration, and merchandising technology. By leveraging these
approaches and methods, retailers can optimize product assortments,




drive sales, and enhance customer satisfaction in the dynamic retail
landscape.

Evaluate in detail the steps involved in developing an
assortment plan

Developing an assortment plan is a critical aspect of retail

merchandising that involves selecting and managing '
products offered to customers. It requires carefulé
trends, customer preferences, and sales data
assortment meets customer needs, drives sal
profitability. Here are the detailed steps invol
assortment plan:

eveloping an

1. **Market Analysis**:

- ldentify target
psychographics, ' aviors of the target customer
segments.

2. **Sales Data Analysis**:




- Review historical sales data: Analyze sales performance by
product category, SKU, store location, and time period to identify top-
selling items, seasonal trends, and demand patterns.

- ldentify best and worst performers: Identify products with high
sales velocity and those with low turnover rates to prioritize
assortment decisions and allocation of resources.

- Segment products: Group products into categories base
performance metrics, profitability, and customer demand to
assortment planning and analysis.

3. **Customer Insights and Feedback**:

- Gather customer feedback: Solicit feedbackt urveys, focus

Planning™**:

assortment objectives: Establish clear goals and objectives
ssortment plan, such as increasing sales, expanding market
7 or targeting new customer segments.

for




- Determine product mix: Select the mix of products, brands, and
SKUSs to include in the assortment based on customer demand, market
trends, and competitive positioning.

- Consider pricing strategies: Evaluate pricing strategies and price
points to ensure that the assortment is competitive in the market while
maximizing profitability.

- Balance assortment breadth and depth: Balance the brea
(variety of product categories) and depth (range of options w
each category) of the assortment to meet customer needs and
preferences.

- Plan for seasonality: Anticipate seasonal
and adjust the assortment plan accordingly t
trends and maximize sales opportuniti

6. **Inventory Management**:




- Set inventory targets: Determine optimal inventory levels, safety
stock requirements, and replenishment strategies based on sales
forecasts, lead times, and seasonality.

- Monitor inventory turnover: Track inventory turnover ratios, aging
inventory, and stock levels to optimize inventory management and
minimize carrying costs.

- Implement inventory control measures: Implement inve
control measures such as SKU rationalization, markdown
optimization, and inventory replenishment to managenvento

andising
ucts effectively,
drive customer engagemen ' [ Ise purchases.

signage, and promg ighlight key products,
communicate v itions, and enhance the overall shopping
experience.

aintain customer interest, introduce new
alize on seasonal trends.

- Track performance metrics: Monitor key performance indicators
(KPIs) such as sales performance, inventory turnover, and customer
satisfaction to evaluate the effectiveness of the assortment plan.




- Analyze sales trends: Analyze sales trends, product performance,
and customer feedback to identify opportunities for assortment
optimization and refinement.

- Iterate and adjust: Continuously iterate on the assortment plan
based on market dynamics, customer feedback, and performance data
to optimize sales, profitability, and customer satisfaction.

maintain competitiveness in the retalil

Develop various
merchandise

por eysChannels involved in
with a suitable example.

t involves the strategic planning, acquisition,
ization of products to meet customer demand

nt, distribution, and retail operations. Here's an overview of
nnel along with a suitable example:

1. **Sourcing and Procurement™**:




- **Definition**: Sourcing and procurement involve identifying
suppliers, negotiating contracts, and procuring products or raw
materials needed for retail operations.

- **Example**: A clothing retailer sourcing cotton fabric from
textile manufacturers in India to produce its clothing line.

2. **Inventory Management**:

- **Definition**: Inventory management involves managin

- **Definition ' ' logistics encompass the storage,
roducts from suppliers or warehouses

A'global e-commerce company utilizing a network
aters and third-party logistics providers to fulfill

tail Operations**;

- **Definition**: Retail operations involve managing store
operations, merchandising displays, and delivering a positive
shopping experience to customers.




- **Example**: A department store optimizing store layouts, visual
merchandising, and customer service initiatives to enhance the in-
store shopping experience and drive sales.

5. **Demand Planning and Forecasting**:

- **Definition**: Demand planning and forecasting involve
predicting future demand for products, optimizing inventor
and aligning supply chain activities with customer demand.

- **Example*3# urant chain collaborating closely
with food suppli nsistent product quality, timely

n**: Omni-channel integration involves seamlessly
online and offline sales channels to provide customers

- **Example**: A fashion retailer offering customers the option to
purchase products online, reserve items for in-store pickup, or return




online purchases in-store, creating a seamless omni-channel shopping
experience.

8. **Merchandise Planning and Allocation**:

- **Definition**: Merchandise planning and allocation involve
determining the right mix of products, allocating inventory to
different store locations, and optimizing product assortment et
customer demand.

plans and allocate inventory to stores based
regional demand.

9. **Markdown OptimizationZ

- **Definition**: Markd@wn optimization involves strategically

egies to clear out seasonal inventory,
aximize revenue during off-peak periods.

inquiries and issues.




- **Example**: An electronics retailer offering product warranties,
repair services, and technical support to customers to ensure
satisfaction and build brand loyalty.

In summary, merchandise management encompasses various channels
and processes involved in sourcing, procurement, inventory

management, distribution, retail operations, demand planni
supplier relationship management, omni-channel integration,
merchandise planning, markdown optimization, and post-sale
service. By effectively managing these channels
optimize product assortments, streamline opegdtiC ) ance the
overall customer experience.

Identify various types @ merchandisg”in managing retalil
operations

outerwear.

- Accessories may include hats, scarves, gloves, belts, handbags,
wallets, and jewelry.




2. **Footwear**:

- Includes shoes, boots, sandals, sneakers, and other types of
footwear for men, women, and children.

3. **Home Goods and Decor**:

- Includes furniture, bedding, pillows, curtains, rugs, lamp
and decorative accents for home decoration.

4. **Electronics and Appliances**:

- Includes consumer electronics such as telewis
laptops, tablets, smartphones, came i0 S
appliances like refrigerators, washing maehi ryers, and
dishwashers.

, computers,

s skincare products, cosmetics, hair care products,
g supplies, fragrances, vitamins, supplements, and personal
care items.




7. **Groceries and Household Essentials**:

- Includes food and beverage items such as groceries, fresh produce,
dairy products, canned goods, snacks, beverages, and household
essentials like cleaning supplies, paper products, and toiletries.

8. **Sporting Goods and Outdoor Gear**:

- Includes sports equipment, athletic apparel, footwear, fitn
accessories, outdoor gear, camping equipment, bicycles, and
recreational products.

9. **Books, Music, and Media**:

oksyaudiobooks,
, and digital media

- Includes books, magazines, ne

s pet food, treats, toys, grooming supplies, pet beds,
collars, cages, and other accessories for dogs, cats, birds, fish,
and small animals.

12. **Seasonal and Holiday Merchandise**:




- Includes seasonal items such as holiday decorations, costumes,
party supplies, seasonal apparel, gifts, and novelty items for various
holidays and special occasions.

13. **Specialty and Niche Products**:

- Includes specialty items catering to specific interests, hobbies, or
demographics, such as organic products, eco-friendly goodsy@antisanal
crafts, and ethically sourced products.

14. **Luxury and Designer Goods**:

essories,
ucts targeting

- Includes high-end luxury items, designer
handbags, watches, jewelry, and pre
affluent customers.

ing,

15. **Licensed Merchandi

*x-

and ephance the overall shopping experience.




Summarize Various steps involved in designing a store
layout.

Designing a store layout involves careful planning and consideration
of various factors to create an inviting and efficient space that
maximizes sales and enhances the shopping experience for customers.
Here are the various steps involved in designing a store lay

1. **Define Objectives and Goals**:

ayout™*:

he a ble space and layout of the store, including floor
, ceiling height, architectural features, entrances/exits,

constraints.

4. **Create a Floor Plan**:




- Develop a floor plan that optimizes space utilization, traffic flow,
and product visibility while adhering to zoning regulations and
building codes.

- Consider factors such as aisle width, fixture placement, customer
navigation paths, and designated areas for merchandise displays,
checkout counters, fitting rooms, and restrooms.

5. **Plan Merchandise Placement**:

Signage, props, lighting, and color schemes to
draw attention to featured products, and create an

7. **@onsider Traffic Flow and Customer Experience**:

- Design the store layout to facilitate smooth traffic flow, minimize
congestion, and create intuitive navigation paths for customers to
explore different product areas.




- Ensure clear signage, directional cues, and wayfinding elements to
guide customers through the store and enhance their overall shopping
experience.

8. **Allocate Space for Customer Engagement™*;

- Allocate dedicated space for customer engagement areas such as
seating areas, interactive displays, product demonstration st or
sampling stations to encourage customer interaction and pro
brand engagement.

9. **Incorporate Flexibility and Adaptability

lays, and versatile layout
igured or updated to meet

perfoffmance metrics, and make adjustments as needed to optimize the
store layout for maximum impact and effectiveness.




By following these steps, retailers can design a store layout that
optimizes space utilization, enhances the shopping experience, and
drives sales and customer engagement.

Explain the basic elements required for a store layout.

sales. Several basic elements are essential f
store layout. These elements include:

- The entrance serves as
and sets the tone for their

elements, helps att
and offerin

- Aisle width should be sufficient to accommodate customer traffic
and allow for comfortable browsing without feeling crowded or
cramped.




3. **Merchandise Displays and Fixtures**;

- Merchandise displays and fixtures are used to showcase products
effectively and maximize visibility.

- Display fixtures include shelves, racks, tables, mannequins, and
display cases strategically placed throughout the store to highlight
featured merchandise and create focal points.

4. **Checkout Counters**:

omers with the opportunity to try on
[ purchase.

- Clear signage with easy-to-read fonts, directional arrows, and
category labels improve the customer experience and reduce
confusion.




7. **Product Placement and Grouping**:

- Products should be strategically grouped and arranged based on
category, brand, or theme to facilitate browsing and encourage cross-
selling.

- High-demand or high-margin items are often placed at eye level or
in prominent locations to maximize visibility and drive sal

8. **Visual Merchandising Displays**:

- Visual merchandising displays create vis
products in an engaging and appealing man

- Displays may include window di ature walls,
and thematic displays designed to attra '
seasonal promotions or new arpivals.

estrooms and amenities such as seating areas, water fountains,
and charging stations contribute to customer comfort and
convenience.




- These facilities should be well-maintained, easily accessible, and
clearly marked within the store layout.

By incorporating these basic elements into the store layout, retailers
can create a welcoming and functional environment that encourages
customer exploration, promotes sales, and fosters positive brand
experiences.




