MK0012- Retail Marketing

	Q1:Write about- 

	a) Definition of Retailing (R):

 b) characteristics of consumers

 c) Classification of  consumers 


	 

	
	

	Ans:

a) It is commercial transaction in which a buyer intends to consume the good or 

service through personal, family, or household use.It is the process of selling 

consumer goods and/or services to customers through many

 channels of distribution to earn a profit.


b) Shoppers look for information online, in stores or from other sources. They will buy

 online or in brick-and-mortar stores. They will often start in one venue and finish in 

another. They might start the process using a PC at home &

 finish it on a tablet or smartphone in the store.

Below elements tell their behaviors.  

Consumer Controlled: It’s the consumer that begins every lead. It’s very different 

than marketers telling them what they need & where to buy it, i.e., push marketing.

 So  sellers need to use “pull” or “inbound” selling tactics to reach them.

Search Dominated: Search is at the heart of today’s buying behavior.With it we learn more about what we want  &narrow down solutions & to settle on ways to evaluate different products or services. 

Local Intent: Searches with local intent have grown. Better targeting, improved device 

integration & mobile usage growth are driving the trend.

Social: A social-media strategy is needed to connect to today’s consumers.

c) Retail industry is constantly faced with the issue of trying to find new customers.

There are below types of customer :

Loyal Customers: They represent no more than 20 percent of our customer base, but make up more

 than 50 percent of our sales.

Discount Customers: They shop stores frequently, but decide based on the size of  markdowns.

Impulse Customers: They do not have buying a particular item at the top of their “To Do” list, 

but come into the store on a whim. They will buy what seems good at the time.

Need-Based Customers: They have a specific intention to buy a particular type of item.

Wandering Customers: They have no specific need or desire in mind when they come into 

the store. Rather, they want a sense of experience.

2Q:Write about Retail Buying(RB):

a)Definition b)RB process

Ans:-

a) RB  is selling of merchandise directly to  consumer. R  began 

many thousand years ago with peddlers hawking their wares at  earliest marketplaces.

RB is extremely competitive, & failure rate of retail establishments is relatively high.

 Price is key arena of competition, but other factors as convenience of location, selection ,

 display of merchandise, attractiveness of  & reputation of store also matters.

Its forms may be vending machines, door-to-door &telephone sales, direct-mail marketing, 

the Internet, discount houses, specialty stores, department stores, supermarkets, &

 consumer cooperatives.

b)It covers Industrial/organisational buying behavior  which  is more complex than consumer buying behavior.

 Retail Buyers get items for direct resale.They are intermediaries between producers & consumers.They  need to understand consumer behavior. It sees below:

 User: Item  is bought on behalf of him

ii) Influencer: He is a specialist who advises on the problem 

iii) Decider: He has responsibility to buy

iv)Buyer: He is involved in day to day activity 

v) Gatekeeper: He informs on issues as products or markets distributed via him.

Retail buying recognizes customer need, write specification of product to satisfy  their need,search for a supplier , specify the order (time, quantity, delivery)& sees performance of product &supplier.RB influences 

3 Q:Write about Retail Merchandising Management (RMM):

a)Definition

b)Steps in RMM

Ans:-

a) RMM r.t various activities which contribute to the sale of products to the consumers for their end use. Every retail store has its own line of merchandise to offer to them.Their display  is key to attract &prompt  customers into. Merchandising helps to increase their sale & generate revenues for the retail store. These helps in the sensible presentation of  products available for sale to entice the customers and make them a brand loyalist.
b)Below are steps

Step 1 :Open a colloquium.This colloquium must meet once a month. Speaker should never be a mathematician, but a representative of any community which might need mathematics industry, banks, insurance etc. Speaker will present his firm &mention some difficulties in "human terms". Then mathematicians will try to turn these difficulties in quantitative terms. It is called modeling, is not easy at all. 

Step 2 : open a working seminar.

Working seminar must consist in mathematicians, junior  &senior together. It will meet every week (4 times as often as the colloquium) & its

task should be to "digest" what the speaker said. This is  place where  modeling described above will occur

Step 3 : write reports.Output of the working  seminar should be  production of written reports, describing problems mentioned by the speaker during the colloquium (step 1),& possibly

some steps towards their resolution. These reports should of course not be under final form but are simple working papers.

Step 4 : Give the reports to speakers

When the "digestion"  is well advanced, when we have some documents on it, we return to the initial speaker &present our approach to him. This way, he will be convinced we have understood his problem &are willing to work on it.

Then, depending on the size of the project, a contract should be signed with the speaker's  firm to work on this problem.These four steps are needed if we want to address real-life problems. Colloquium is needed to discover them, then the working group is necessary to digest them (the digestion will not occur by itself, just listening to the speaker), then the written documents are needed to set our propositions under a a precise form (which is what real-life organizations expect)&then the final discussion will prove our engagement.

buyer Macro-environment

4QWrite below about e-tailing:

a)Definition b) 

	 Advantages & Disadvantages of E-tailing 


Ans:-a)

E- R  or “E-tailing:It r.t growth of the websites related to the retail sector. Instead of the original “brick-&-mortar” retail firms  as supermarkets and malls, we now have the option of “click-&-mortar” firms  as online superstores and e-malls. These online versions sell every conceivable item from groceries to gifts, books, CDs and travel products. Today, every product available in offline retail stores can be found online too. It offers us range of products at convenient pricing .Changing profile of consumers,  as the entry of teenagers as a major market segment, has also contributed to its rise .

Its success  is due to below reason:

1) Round the clock service –It is a 24x7x365 venture & customers have to be provided  same levels of service around the clock. Our service must also be provided through many modes  as e-mail, chat, FAQs, personalised web pages, etc.Our complaints can be addressed immediately to retain customers.

2) SCM –It involves both upstream and downstream activities which are valuable to both internal and external customers. It ensures that  vendors &customers are integrated into the system so as to ensure seamless delivery of services.

3) Comparison shopping & customer feedback – We can compare  product specifications and pricing for diverse brands before  buying.Website  offers us facility for feedback and reviews, which help to enhance the visibility of the product. Also,it adapts

innovative business models which engage our attention.

In spite of its growth  by leaps & bounds, it suffers from certain drawbacks as below:

a. Payment problems – Online payments though credit cards or electronic media has had some security concerns attached to it, as there have been instances of abuse of personal and financial information of customers.

b. Shipping problems – There have been issues of goods not reaching on time or not reaching the customer at all.

c. Language problems – As most e-commerce websites are in English, they are yet to penetrate in countries which are not a part of the English-speaking world. Language issues can also lead to misinterpretation of product details, thereby resulting in customer dissatisfaction.

Currently,it is confined to urban pockets of India. But, in the next few years, it is poised for an exponential growth, with the expansion in connectivity across India.

5Q:Write below about Retail Pricing(RP):
a)Explanation b) Strategies

a) RP  is  sensitive & visible part of retail marketing mix. Our profit relies it.

It is key in strategic decision making process.

b)Below are few RP  strategies:

i)Mark-up RP : It can be calculated by adding a pre-set (often industry standard) profit margin, or %, to  cost of the merchandise. Markup on retail is determined by dividing  $ or rupee markup .Ensure to keep initial mark-up high enough to cover price reductions, discounts, shrinkage & other anticipated expenses, &still get a satisfactory profit. We with a varied product selection can use different mark-ups on each product line.

ii)Vendor RP :Manufacturer suggested RP  is  used by  smaller retail shops to avoid price wars &still maintain a decent profit. Some suppliers have minimum advertised prices but also suggest RP . By pricing products with it supplied by the vendor,  retailer is out of the decision-making process. Another issue with using pre-set prices is that it doesn't allow him to have an advantage over the competition.

i ii)Competitive Pricing:We have many choices & are generally willing to shop around to get best price. Retailers considering it will need to provide outstanding customer service to stand above the competition.

RP  below competition simply means pricing products lower than the competitor's price.It works well if retailer negotiates the best prices, reduces costs & develops a marketing strategy to focus on price specials.

Prestige pricing, or pricing above competition, may be considered when location, exclusivity or unique customer service can justify higher prices. Retailers that stock high-quality merchandise that isn't available at any other location may be quite successful in pricing their products above competitors.

iv)Psychological RP:Use when prices are set to a certain level where  consumer perceives the price to be fair.Common way is odd-pricing using figures that end in 5, 7 or 9. It is believed that they tend to round down a price of $9.95 to $9, rather than $10.

Other RP Strategies

Keystone RP is not used as often as it once was. Doubling cost paid for merchandise was once  rule of pricing products, but very few products these days allow a retailer to keystone the product price.

Multiple pricing is way which involves selling more than one product for 1 price, as 3 items . Not only is this strategy great for markdowns or sales events, but retailers have seen we tend to buy in larger amounts where such pricing is used.Discount RP & price reductions are a natural part of R . Discounting can include coupons, rebates, seasonal prices & other promotional markdowns.Merchandise priced below cost is referred to as loss leaders. Although retailers make no profit on such discounts,the hope is we will buy other products at higher margins during their visit to the store.

6Q: write about R in Rural mktg(RRM)
 a)Explanation b)Below are  strategies

Ans:-RRM is  targeted to benefit of rural shops  &  to improve service quality .It is to enhance  rural economical growth. Vision is multifunctional stores(MFS) running in participating regions.MFS r.t store, which gives range of services besides  groceries. Shop can survive also in regions where population is diminishing.Due to MFS, merchants can handle a many tasks. It can be due to  merchants’ &competence levels ,commitment from communities ,institutional frameworks & distribution.

b)Below are  strategies

i)Client & Location specific promotion involves a strategy designed to be  suitable to location & client.

ii)Joint or co-operative promotion strategy involves participation between  marketing agencies & client.

iii)Bundling of inputs:Here many related items are sold to  

target client, including arrangements of credit, after-sale service & so on.

