





Includes all the activities involved In
selling goods or services directly
to final consumers for personal,

nonbusiness use.



Specialty store e Discount store
Department store e Off-price retaller
Supermarket e Superstore
Convenience store e Catalog showroom
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e Self-service

e Self-selection

e Limited service

 Full service
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* Direct selling
* Direct marketing
« Automatic vending

* Buying service
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Corporate chain store
Voluntary chain

Retailer cooperative
Consumer cooperative
Franchise organization
Merchandising conglomerate



Target market

Product assortment
Service/store atmosphere
Price

Communication

Location



 Target market have to be very clear to
guide other decisions

* Retailers needs to divide the market to
provide the best offer to customers



e Match customer expectations

e Decide on:
— Breadth
— Depth



Define the category
Figure out its role
Assess performance
Set goals
Choose the audience
Figure out tactics

Implement the plan



&

Feature exclusive brands that are not
available in competing retallers

Feature mostly private branded
merchandize

Feature blockbuster distinctive
merchandize events

Feature surprise or ever changing
merchandize



e Feature the latest or newest
merchandize first

e Offer merchandize customized services
o Offer a highly targeted assortment









e Merchandise source

e Policies

e Practices



* Pre-purchase services

* Post-purchase services

* Ancillary services



General business districts
Regional shopping centers
Community shopping centers
Strip malls

Location within a larger store
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o Traffic counts
— Average No of people passing
— % who enter the stores
— % of whom buy
— Average amount spent per sale

e Consumer shopping habits
* Analysis of competitors



According to positioning

High margins, low sales

Low margins, high sales

Pricing tactics



 Different marketing communication
techniques

e |t have to match and reinforce the retall
Image positioning






New retail forms and combinations
Growth of intertype competition

Competition between store-based and
non-store-based retailing

Growth of giant retailers

Decline of middle market retailers
Growing investment in technology
Global presence of major retailers



Location-Independent

Nonstore-Retailer

Time-Independent

Time-Dependent

Traditional
Store Retailer

Location-Dependent




Changing
Retaill Format

Globalization

Cyberspace
Retailing
The Virtual Store
The New Retalil
Customer -Focused =~ €hanging Formats
Technologies Retall |
Industry Retail Database
Efficient peileeiling
Organizational Powerful
Structures  value Retailer/
Pricing Vendor

and Low-Cost Relationships
Structures



The Virtual Store

Cyberspace retailing
Interactive TV
Electronic kiosks
Virtual showrooms

Database Retalling
Direct mail

advertising and selling
Retail micromarketing
Retail telemarketing

Communicating
and Selling Out of
the Box

Traditional
Store Retailer Nonstore

Retailers







Also called distributors

e
.
i

-
o

Different regulations and taxes '
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Selling and
promoting

Buying and
assortment building

Bulk breaking
Warehousing

Transportation
Financing
Risk bearing

e Market information

Management
services and
counseling



Do not promote aggressively
manufacturers product line

Act more as order taker

Do not carry enough inventory and fail to
fill customers orders

They do not supply the manufacturer with
up to date market information.

Do not attract high caliber managers
They charge too much







































