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RETAILING

According to Kotler: “Retailing includes all the
activities involved in selling goods or services to the
final consumers for personal, non business use”

It is responsible for matching individual demands of
the consumer with supplies of all the
manufacturers.
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RETAIL MANAGEMENT

The various processes which help the customers to
procure the desired merchandise from the retail
stores for their end use refer to retail management.

Retail management includes all the steps required
to bring the customers into the store and fulfill their
buying needs.




EVOLUTION OF RM

EVOLUTION OF RETAIL IN INDIA

Traditional
Formats

Haats
Melas

Mandis etc.

Established
formats
Kirana shops
Convenience/
department stores
PDS/
fair price shops

Pan/ Beedi shops

Emerging
Formats
[E.xclusive retail outlets
Hypermarket
Internal retail
Malls / Specialty Malls
Multiplexes
Fast food outlets
Service galleries




FACTORS OF RM

FACTORS INFLUENCING RETAIL MANAGEMENT
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"WHEEL OF RETAILING"

High-priced Low-priced

: merchandise merchandise
{4 top range high value store
| store

Trading up mid-
price merchandise
mid-range store




TYPES OF RETAILERS

Department Store
Supermarkets
Warehouse retailers
Specialty Retailers
E-tailer

Convenience Retailer
Discount Retailer



INDIAN RETAIL INDUSTRY

Evolution of retail in India
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INDIAN RETAIL INDUSTRY

Figure 11. Timeline of Retailing in India

Timeline of Retailing in India
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GLOBAL RETAILING

Modern Retail — Organized Channels

* The share of organized retail is less than 3% of the total retail maret

*» The size of modern retail is about US$ 8 Billion and has grown by 35% CAGR in last
five yvears

20%
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RETAILING IN ASIA
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SERVICE RETAILING

‘Operations
Management

Senior
Management

CEO

Presentation By: Vinay Shekhar
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SERVICE RETAILING
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RURAL MARKETING
EVOLUTION

ORIGIN FUNCTION MAJOR SOURCE DESTINATION

PRODUCT MARKET MARKET

Phase | Before Agricultural  Agricultural Rural Urban
mid1960(From marketing produce
independence
to Green
revolution)
Phase I  Mid sixties Marketing of Agricultural Urban Rural
(Green agricultural inputs
revolution to inputs
Pre-
liberalization
period)
Phase Il  Mid Rural Consumables Urban and Rural
nineties(Post- marketing and durables rural
liberalization for
period in 20th consumption
century) and production
Phase IV  21* century Development All products Urban and Urban and rural

i al marketing and services rural



ETHICS IN RETAILING

Ethics in Retailing Ethical Challenges fall into three interconnected
categories:

eEthics
eSocial Responsibility
eConsumerism

Ethics Ethics relates to retailer’s moral principles and values. Social
Responsibility A retailer exhibiting social responsibility acts in the best
interests of society — as well as itself. The challenge is to balance
corporate citizenship with a fair level of profits for stock holders,
management, and employees. Consumerism Consumerism relates to
the activities of government, business and other organizations that are
designed to protect individuals from practices infringing upon their
rights as consumers.
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Unit- 11
UNDERSTANDING SHOPPERS & SHOPPING

The concept of shopping can be understood from a number of different
perspectives. In order to develop a conceptual framework and a holistic

view of shopping and shopping behavior, shopping could be viewed from
three dimensions:

a) The shopping environment

b) Shopping in a socio-cultural context, and
C) Shopping and the individual.



SHOPPING PROCESS

The Consumer Buying Process

Information Search

Evaluation of Alternatives

Purchase

Post-Purchase
Evalaution

www.shanepatrickjones.com
©Copyright 2003 Pearson Education
Canada Inc.



http://www.nascar.com/

SHOPPING BEHAVIOUR

* Physical setting

* Social setting

* Temporal perspective
* Task definition



THE CUSTOMER DECISION MAKING PROCESS

NEED

|
INFORMATION GATHERINGISEARCH

|
EVALUATION OF ALTERNATIVES

l
PURCHASE OF PRODUCTISERVICE

l
POST PURCHASE EVALUATION



INDIAN SHOPPERS

DEMOGRAPHIC OF INDIAN SHOPPERS:
Population growth

Life expectancy

Age segmentation

The middle class

Rural shoppers

Socio cultural profile



DEMOGRAPHICS OF INDIAN SHOPPERS

DEMOGRAPHIC OF INDIAN SHOPPERS:
* Population growth

 Life expectancy

* Age segmentation

* The middle class

e Rural shoppers

* Socio cultural profile



The psychographic profile of Indian shoppers as
follows:

* Segments of men
* Segments of women
* Youth Segments



FACTORS INFLUENCING RETAIL MANAGEMENT



Life style of Indian shoppers

SH()PPZRS STO

1

g ) 9‘:_#'4.




Shopping patterns in India

DISABILITY SEGMENTS

PHYSICAL
LIMITATIONS

VISION
DIFFICULTY

Blind or have
serious difficulty
seeing, even when
wearing glasses or

. contacts
Have serious.

difficulty walking or
climbing stairs, lifting
or grasping

Source: Nielsen’s Reaching Prevalent, Diverse Consumers with Disabilities Report, October 2016

2016 The Nielsen Company

Copyright

HEARING
DIFFICULTY

Deaf or have
serious difficulty
hearing even
with a hearing
aid

Because of a
physical, mental, or
emeotional problem,

have difficulty
doing errands alone
such as visiting a
doctor’s office or
shopping




Shopping patterns in India

Females more engaged in most top online purchase categories

|

Any Clothes, Shoes, Accessories 17% 29%
s
Travel 209 £4%
70
O
ook N | 3 . i
> 70
: . 15%
Airline Reservation 129
o
Hotel Resrvation 12%
10%%
S 129%
Drugs & Remiedies N 105
%
Music 12:1‘
. 11%%6
Cosmetics 39,
10%
Auctions 3%
10%
Fumiture / Home Accessories 6%
19
Computer Hardware § = 10%

® °% Male ® % Female

ource else 309 20U -
Source: The Nielsen Company, Q3 2010 nielsen



Consumer spending patterns in India

Cansrer Spending Patems in [ndias key Clles, 2015
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Unit- Il RETAIL FORMATS

* The retail format is the store 'package 'that
the retailer presents to the shopper .A format
is defined as a type of retail mix used by a set
of retailers. It is a place, physical or virtual,
where the vendor interacts with his\her
customer. The store format depends on the
mix of variables such as assortment, price,
transactional convenience, and experience
that retailers use to develop their business
strategies.

© 2003 McGraw-Hill Companies, Inc., McGraw-Hill/lrwin



Classification of retail format

v v v

Store based Non-store Service

Retailing retailing
* Direct selling * Banks
* Mail order * Carrental
*Telemarketing *service Contracts

v v
Form of Merchandise

Ownership offered
*Independent  * Convenience

* Chain * Super markets

* Franchise * Hyper markets

* Leased * Speciality stores
Departments  * Departmental stores

* Consumer * off price retailer

Cooperative  * Factory outlet
* Catalogue Showrooms

© 2003 McGraw-Hill Companies, Inc., McGraw-Hill/lrwin



NN
%‘ STORE STRATEGY MIX

The major types of non store retailing are:

* Direct marketing
* Tele marketing

* Online retailing
* Direct selling

* Automatic vending



@ NON STORE RETAILING

The major types of non store retailing are:
* Direct marketing

* Tele marketing

* Online retailing

* Direct selling

* Automatic vending

© 2003 McGraw-Hill Companies, Inc., McGraw-Hill/lrwin



~\.! OTHER FORMATS

1. Malls

2. Supermarkets

3. Videos Kiosks

4. Hyper markets

5. Discount stores

6. Street Vendors

7. Mom-and-pop Stores
8.Category Killers
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%..-i! EVALUATING THE COMPETITION IN RETAILING

Models of Retail Competition
)
The campetitive marketplace
Market structure
The demand side of retailing
Nonprice decisions
Compaetitive actions

Suppliers as partners and
competitors

© 2003 McGraw-Hill Companies, Inc., McGraw-Hill/lrwin



Models of Retail Competition

The competitive marketplace

Market structure

The demand side of retailing
Nonprice decisions

Competitive actions

Suppliers as partners and competitors

© 2003 McGraw-Hill Companies, Inc., McGraw-Hill/lrwin




Monopolistic
Competition

© 2003 McGraw-Hill Companies, Inc., McGraw-Hill/lrwin



Monopoly Profit
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MONOPOLISTIC COMPETITION

Examples of Monopolistic Competition

N
Shoe repairs and Taxt arnd manibus Sandwich bars
ey makers COmpanies and coffee stores
& . MNISS
‘ CLEANING

Hairdressing Dry-Ceaners and Bars and
salons launderettes Nightciubs



OLIGOPOLISTIC COMPETITION

[P
Oloool Curi o/
Ohgopoly

« smill group of firms in g market with substuntial .
barmiers o eniry &
* because relatively few firms compete in such a ) IV N
mirkes, PRICE \

+ wich ferm faces a downwand-sloping demand curve

. . \
+ each firm can set ils price: p > M( .

« market fathere: inefficient (oo linle) consumption !

o gach affects rval Tirrs ' \“

* tvpical oligopolists differentiate their products

QUANTITY



THE DEMAND SIDE OF RETAILING

The Demand 5ide of Retailing

In o monopaolistically
competitive market, the
retailer will e confronted
with a negatively sloping :
demaond curve, :

coused by —the low of

diminishing refurns



NON PRICE DECISION

MNonprice Decisions

* Lsing nonprice variables

+« Stare pasitioning: ldentifying a well-defined
market segment Using:

= Damograghic or Ifestyle wariables and appeading to this
seprmeEnt @tith a clearly dilferentiated appresch

= Jffermg prvvate-label merchandise that has unique
features ar affers hetter valise than competitors

= Providmg add®tional benefits for the custamer

= Masternmg stock keeping wsth basic merchandise
assartment

= fecaming b destinalion store 1or Certain produils




TYPES OF COMPETITION

: * Same sector and same product
DII’EC.'( * Offer better value to gain
competltors customers

Ave * Same sector different product
Indirect * Release offers and promotions
com peﬂto o toattract customers

* Different sector altogether
* Difficult to compete against as

Phantom
(6] 13/s[=311s] &30 not connected to our sector




EVOLUTION OF RETAIL COMPETITION

The Evolution of Pricing
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EVOLUTION OF RETAIL COMPETITION

— — " p— ™ e —

Evolution of Indian Retail
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THE RETAIL LIFE CYCLE

The Retail Life Cycle




FUTURE CHANGES IN RETAIL COMPETITION

Future Changes in Retaill Competition

Monsiors
Fetlailing

Integration of
Technology

Mew Retailing
Farmals

Heightenad Global
Competition

Frivate Label
Llse

LO 4



FUTURE CHANGES IN RETAIL COMPETITION

Future Changes in Retail Competition
_—

Nonstore retailing (e-taifing, direct selling, cotalog
sales)

New retailing formots

Heightened global competition
- Integration of technology

Incraasing use of private labels
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RETAIL PRICING



Unit- IV.RETAIL PRICING

Factors Influencing Pricing: The porter‘s model can
help to understand the influences of retail pricing.

* Customer

* Suppliers

* Competitor
* Government



RETAILING OBJECTIVES

There are Four Types of Pricing Objectives:
e Survival

* Profit

* Sales

e Status Quo



RETAIL PRICING POLICIES

A Framework for Developing a Retail Price Strategy




INTERACTIVE PRICING DECISIONS

Interactuive Pricing Decisions




DIFFERENT RETAIL PRICING STRATEGIES

T e
MethodslAppmclus to pricing

—— — _

AFPROACHES-
THREE TYFES

i e

) 1 ~
|

COST BASED | BUYER BASED COMPETITION |
METHOD METHOD BASED METHOD

v,



PRICE ADJUSTMENT STRATEGIES

Price-Adjustment Strategies




SUPPLY CHAIN MANAGENT




PARTICIPANTS IN SCM
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DECISION PHASES IN SCM

Decision Phases in Supply Chain

ME=

Unit ! = Inroduchion %o SCW



TOOLS AND TECHNIQUES OF SCM

WORLD CLASS
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DRIVERS OF SCM

SUPPLY CHAIN DRIVERS




TYPES OF SUPPLY CHAIN

Types of Supply Chain Risk
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DIRECT SUPPLY

Direct Maodel




INDIRECT SUPPLY CHAIN

Exhibit 5.4 - Direct and Indirect Supply
Chains

- =E




SUPPLY CHAIN WIDTH

Width of Marketing Supply Chain

Exhibit 5.4 LO2



CONTROL OF SUPPLY CHAIN

Supply Chain Controd Towes




FRAMEWORK OF SUPPLY CHAIN
MANAGEMENT
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RETAIL INVENTORY MANAGEMENT




RETAIL LOGISTICS MANAGEMENT

Logistics & Retail Management
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EDIIN SCM

EDI based Supply Chain System

in 1987, a 24 miaon doffar satellite communicaton system was
introgduced, whisch dewlioped a3 Electronic Data Interchange (EDY)
DasSed supply chan management system in Walmart,




TRADE SHOWS AND CONVENTIONS

e TRADE SHOWS AND CONVENTIONS are
effective to reach many customer not reached
with the regular sales force.
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RETAILING BUYING & MANAGING RETAIL
OPERATIONS



Unit-V: RETAILING
BUYING & MANAGING
RETAIL OPERATIONS




RETAIL BUYING
RETAIL BUYING PROCESS

Assoriment - planning process




OBJECTIVES OF BUYING

Buying Objectives

= Organizations, buy for the purpose of
making profits and this is done through
increasing sales or reducing costs.

- For instance, resellers anticipate the
needs of their customers, and they fill up
their stockrooms with products for resale.




ORGANIZATION BUYING




RETAILING BUYING BEHAVOIUR

Stages in the Buying Process
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MODELS OF BUYING BEHAVIOUR

Model of Buyer Behavior

Figure 5.1
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MERCHANDISING AND ASSORTMENT
PLAN

U Key to assortment planning
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PROCESS OF MERCHANDISE
PLANNING

Merchandise Planning process




IMPLICATION OF MERCHANDISE
PLANNING
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RETAIL BUYING GROUPS

7/  Buying Group Strategy
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CONTRACT IN RETAIL
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TYPES OF LAYOUT




GRID

Grid View Layouf Example

e Colerefer. comA

Item 1

_ Item 2

(Item 3

| Itemd

Item 5

| Item G

Item I

Item B
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LOOP

LOOP LAYOUT

A major customer aisle begms at the entrance, loops through
the store usually m the shape of a circle, square, or rectangle
and then returns the customer 1o the front of the store.

J




SPINE LAYOUT

Spine Layout

The msapor customer aisle
runs from the freat to the
bk of the store, with
merchandise departments
bracehing ot % the the back
side walls

Heavily used by medians.
sized specialty s1ores ranging
from 2,000 - 10,000 sguare
et

Example-. Unzed coloss of
Benetton, Feotwear ete



STORE DESIGN
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