Chapter 1
Retailing – a set of business activities that adds value to the products and services sold to consumers for their personal or family use
A retailer is a business that sells products and/or services to consumers for personal or family use.
Attempt to satisfy consumer needs by having: The right Merchandise, At the right Price, At the right Place, In the right Quantities, At the right Time
Distribution channel – a set of firms that facilitate the movement of products from the point of production to the point of sale to the ultimate consumer
Vertical integration – example of a diversification of retailers involving investments by retailers in wholesaling or manufacturing merchandise (when a retailer performs more than 1 set of activities in the channel like investments by retailers in wholesaling and manufacturing)
Backward integration – when a retailer performs some distribution and manufacturing activities like operating warehouses or designing private label merchandise
Forward integration – when a manufacturer undertakes retailing activities ex. Roots
MOST LARGE RETAILERS EX. WALMART, STAPLES ARE VERTICAL. GAP, LA SENZA, ROOTS ARE EVEN MORE INTEGRATED BECAUSE THEY DESIGN THE MERCHANDISE THEY SELL AND THEN CONTRACT WITH MANUFACTURERS TO PRODUCE THEM
Value-creating functions of retailers are: providing assortment of products/services, breaking bulk, holding inventory, providing service and services
Retail Decision Process:
1. Understanding the world of retail (competitors and customers (micro environment)
2. Formulating and implementing a retail strategy

Intratype competition – competition between retailers of the same type 
Intertype competition – competition between retailers that sell similar merchandise using different formats, such as discount department stores 
Variety – the number of different merchandise categories within a store or department
Scrambled merchandising – the offering of merchandise not typically associated with store type, such as clothing in a drug store (scrambled merchandising increases intertype comp)
Retail strategy – indicates how firm plans to focus its resources to accomplish its objectives. It identifies: 1) target market 2) the nature of the merchandise (format to satisfy target market’s needs) 3) how the retailer will build a long-term advantage (sustainable competitive advantage) over the competitor
CRM – customer relation management – business philosophy and set of strategies, programs and systems that focus on identifying and building loyalty with a retailer’s most valuable customers
Ethics – system or code of conduct based on universal moral duties and obligations that indicate how one should behave
Retail mix (used by a retailer to satisfy its customer’s needs): 1) product (intensity, assortment) 2) place (store design, layout, and location) 3) value (quality, price) 4) people (climate, knowledge, service) 5) communication (promotional mix)






Chapter 2 

Services vs. Merchandise Retailers
1. Intangibility
· problems in evaluating service quality
· performance of service provider
2. Simultaneous production and delivery (consumption)
· Importance of service provider
3. Perishability of services
· No inventory, must fill capacity
4. Inconsistency of the offering to customers
· Importance of HR management 

Types of Ownership: independent/single-store establishments, corporate retail chains, franchises

Retail chain – firm that consists of multiple retail units under common ownership and usually has some centralization of decision making in defining and implementing its strategy
Franchising – a contractual agreement between a franchisor and a franchisee that allows the franchisee to operate a retain outlet using a name and format developed and supported by the franchisor
Multichannel retailer  - retailer that sells merchandise/services through more than one channel
In-store kiosk – spaces located within a computer connected to the store’s central offices or to the internet

Retail is the 3rd largest industry sector – leading non-auto retailers are: fmix Weston Group, Walmart Inc. and The Sobeys Group

The Canadian market is powered by a small number of large retailers who dominate in their specific retail category

Discount store (aka mass merchandiser, full-line discount store) – a general merchandise retailer that offers a wide variety of merchandise, limited service, and low prices (ex. Walmart, Zellers). (Variety – broad, assortment – average to shallow)
Specialty store – store concentrating on a limited number of complementary merchandise categories and providing a high level of service in an area typically under 744 square meters (deep and narrow)
Category specialist/killer – a discount retailer that offers a narrow but deep assortment of merchandise in a category and thus dominates the category from the customers’ perspective. Usually low prices, and big-box format, so they kill the competition. (Ex. Bass Pro Shops’, home improvement centre)
Department store – retailer that carries a wide variety and deep assortment, offers considerable customer services, and is orgsnized into separate department for displaying merchandise
Leased department – area in a retail store leased or rented to an independent firm
Off-price retailer – retailer that offers an inconsistent assortment of brand-name, fashion-oriented soft goods at low prices (ex. Winners, HomeSense). Two types: closeout and outlet stores.
Closeout retailer – off-price retailer that sells a broad but inconsistent assortment of general merchandise obtained though retail liquidation and bankruptcy proceedings (ex. XS Cargo)
Outlet store – off-price retailer owned by a manufacturer or department or specialty store chain (usually in mall)(factory outlet is an outlet store owned by a manufacturer)
Value retailer – general merchandise discount stores that are found in either low-income urban or rural areas and are much smaller than traditional discount stores
Combination store – retailer that sells both food and nonfood items
Conventional supermarket – a self-serve food store that offers groceries with limited sale of nonfood items
Superstore – large supermarket 
Supercenter – large store combining a discount store with a supermarket (less combination of food_
Hypermarket – large combination of food (60-70%) and general merchandise (30-40%)
Power perimeter – areas around the outside walls of supermarket that have fresh merchandise categories
Big-box stores – large limited service retailers
Warehouse club – retailer that offers limited assortment of food and general merchandise with little service and low prices to ultimate consumers and small business (ex. Costco)
Convenience store – store that provides a limited variety and assortment of merchandise at a convenient location with speedy checkout. Charge higher prices than supermarkets 
Electronic retailing (aka e-tailing, online/internet retailing)– retail format in which the retailers communicate with customers and offer products/services for sale over the internet 
Direct selling – retail format in which a salesperson, frequently an independent distributor contacts a customer directly in a convenient location and demonstrates merchandise benefits, takes an order and delivers merchandise to customer. Two types: party plan system and multilevel network
Pyramid scheme – the firm and its program are designed to sell merchandise to other distributors, rather than the end user
Television home shopping/t-commerce/teleshopping – retail format in which customers watch a TV program demonstrating the merchandise and then placing order by phone (3 types are: infomercials, direct-response advertising and cable channels)


Strategic Decision Areas 
Involve the following strategies: Market, Financial (how much to invest), Location, organizational structure and human resources, Location, Information systems, supply chain, CRM

 North American Industry Classification System

Chapter 3
Buying process – stages customers go through to purchase merchandise or services
1. Need/Problem Recognition (e.g., broken TV) 
2.  Information Search (e.g., reviews on web) 
3.  Evaluation of Alternatives (e.g., 3D TV?) 
4.  Product Choice (e.g., promo on this model) 
5.  Outcome (e.g., complete transaction) 
6.  Post Purchase Evaluation (e.g., feedback/return) 
Utilitarian needs – needs motivating consumers to go shopping to accomplish a specific task
Hedonic needs – needs motivating consumer to go shopping for pleasure
Stimulation: Retailers use music, visual displays, scents and demonstrations to create a more entertaining shopping experience. Graphics and photography are also used in flyers, catalogues and on Web sites to stimulate consumers
Need to Socialize:
Regional shopping malls have replaced open markets, Mixed-Use development, Lifestyle centers with restaurants, theatres and outdoor entertainment, The use of technology to enhance this through blogs, emails & twitter
Cross-shopping – pattern of buying both premium and low-priced merchandise or patronizing expensive, status-oriented retailers and price-oriented retailers
Information search – stage in the buying process in which a customer seeks additional information to satisfy a need
Internal sources of information – information in a customer’s memory such as names, images, and past experiences with different stores
External sources of information – information provided by the media and others
How much information a consumer needs depends on a number of factors: 
the nature and use of the product, characteristics of that customer, buying situation, number of competing brands, and time pressure

Limit the customer’s search to its store or web site through: Assortment of merchandise EDLP, Price matching, and Services

Everyday low pricing strategy (EDLP) – pricing strategy that stresses continuity of retail prices at a level somewhere between the regular nonsale price and the deep-discount sale price of the retailer’s competitors
Multiattribute attitude model – model of customer decision making based on the notion that customers sees a retailer or a product as a collection of attributes or characteristics. Can also be used for evaluating a retailer, product or vendor. Model uses a weighted average score based on the importance of various issues and performance of those issues
Consideration set – set of alternatives the customer evaluates when making a merchandise selection. Looking to create top-of-mind awareness through the use of product, price, location and promotion strategies. 

Changing important weights is harder than changing performance beliefs because weights reflect customers’ personal values
 All about converting positive evaluations into purchases: by making it easier to purchase, reduce wait times by using more check outs, Reduce the risk by offering liberal return policies, money back guarantees, refunds or price matching, and Self service checkouts, drive thru’s

Satisfaction - How well a store, product or service meet or exceeds customer expectations (post-consumption evaluation)
Postpurchase evaluation – evaluation of merchandise/services after the customer has purchased and consumed them (then becomes part of customer’s internal information)
Reference group – one or more people whom a person uses as a basis of comparison for his beliefs, feelings and behaviours. Most important reference group is family. Ex. Mike wier (golfer) relationship with Sears
Factors influencing buying process: family, reference groups, culture, beliefs, attitudes, and values
Store advocates – customers who like a store so much that they actively share their positive experiences with friends and family
Culture – value shared by most members of a society
Subculture – distinctive group of people within a culture. Share some customs and norms with society but also have unique perspectives (ex. Baby boomers)
Retail market segment – group of customers whose needs will be satisfied by the same retail mix because they have similar needs and go through similar buying processes.
Four criteria for evaluating whether a retail segment is a viable target market are: actionability, identifiability, accessibility and size
Actionability – the definition of a market segment must clearly indicate what the retailer should do to satisfy its needs (ex. Addition Elle for plus size women)
Identifiability – permits retailer to determine market segment’s size and with whom the retailer should communicate when promoting its retail offering
Accessibility – the degree to which customers can easily get in and out of a shopping centre, and ability of the retailer to deliver the appropriate retail mix to customers in the segment
Geographic segmentation – segmentation of potential customers by where they live. A retail market can be segmented by countries, provinces, neighbourhoods, cities
Demographic segmentation – segments based on easily measured, objective characteristics such as age, sex, income and education
Geodemographic segmentation – market segmentation system that uses both geographic and demographic characteristics to classify consumers
Lifestyle segmentation – method of segmentation based on how they spend their time and money, what activities they pursue, and their attitudes and opinions about the world they live in
Psychographics – refers to how people spend their time and money, what activities they pursue, and their attitudes and opinions about the world they live in
Buying situation segmentation – method of segmenting a retail market based on customer needs in a specific buying situation such as a fill-in shopping trip versus a weekly shopping trip 
Benefit segmentation – method of segmentation on the basis of similar benefits sought 
Composite segmentation – method of segmenting using multiple variables, including benefits sought, lifestyles and demographics (are very actionable)
Fashion – category of merchandise that typically lasts several seasons; sales can vary dramatically from one season to the next 
Fashion is affected by economic, sociological and psychological factors
Trickle-down theory – theory of how fashion spreads that suggests the fashion leaders are the consumers with the highest social status-wealthy, well-educated consumers. After they adopt a fashion the fashion trickles down to lower classes. When fashion is accepted in the lowest social class, it is no longer accepted to the fashion leaders in the highest social class
Knock-off – a copy of the latest styles displayed at designer fashion shows and sold exclusively in specialty stores. These are sold at lower price through retailers targeting a broader market
Mass-market theory – theory of how fashion spreads that suggest each social class has its own fashion leaders who play a key role in their own social networks. Fashion info trickles across classes rather than down from the upper to lower classes
Buzz – genuine, street level excitement about a hot new product
Hype – artificially generated word of mouth, manufactured by public relations people
Subculture theory – theory of how fashion spreads that suggests subcultures of mostly young and less affluent consumers, such as motorcycle riders and urban rappers have started fashion for such things as colourful fabrics, sneakers..
Compatibility – degree to which fashion is consistent with existing norms, values and behaviours
Complexity – how easy it is to understand and use a new fashion. Consumers have to learn how to incorporate a new fashion into their lifestyle for it to be successful
Trialabiility – costs and commitment required to initially adopt a fashion
Observability – degree to which a new fashion is visible and easily communicated to others in a social group
Means-end chain – attribute (ex. Bank open on Sunday) -> consequence (don’t have to go during the weekdays) -> values (I can spend time with my family)
Why segmentation? Its easier marketing, find niches, and efficient

Zero segments: un-differentiation, mass marketing approach. Ex gas
One Segment: concentration or single niche, highly focused marketing
Two or more: differentiation or multiple niches, a sound approach for competing in several market arenas. Ex Bell
Dozens to thousands segments: atomization (customization), require 1-to-1 marketing strategies dependent on a strong marketing info system

Homogeneous (similar) within segment	
–  Heterogeneous	(diﬀerent) between segments	
–  Interested in diﬀerent	beneﬁts	
–  Substantial in terms of $$$ (proﬁtability)	
–  Durable	(not changing	too quickly)	
–  Big enough	

A priori segmentation	
" Without	primary research	
" Analysis	of secondary data source, historical data	
" E.g. Male	vs female; heavy-user vs light-user	
" Post hoc	segmentation	

Post Hoc Segmentation 
" Involves	primary research	
" Segments are not deﬁned until after data is collected	
" E.g. Students who like to watch the “Star War” movie

7 Mental Models of Consumer Market Segments	
1.  Beneﬁt segmentation (e.g., candle for stress relief)	
2.  Life-cycle and lifestyle segmentation (e.g., Ryerson Mastercard)	
3. Belief segmentation (e.g., Winterlicious)	
· Identify growth opportunity among non-user
· Develop a new product that overcomes the objections of the consumers who have negative beliefs. If non-user’s belief is that it’s too expensive have a price promo 
4.  Choice rule segmentation (e.g., Land Rover vs Porsche)	
· Logical choice behaviour: feature/price ration. PC users..specs
· Experiental choice behaviour: I feel good. Mac users..it looks cool!
5.  Brand loyalty segmentation (e.g., Harley-Davidson)	
6.  Price sensitivity segmentation (e.g., President’s Choice Financial)	
7.  Search and shopping segmentation (e.g., hotel booking via priceline.com)	

VALS framework
 [image: Macintosh HD:private:var:folders:jx:r0z7m7f170g73k3j6mg_t6ym0000gn:T:TemporaryItems:usframework.jpg]

Chapter 4 

Target market – market segment(s) toward which the retailer plans to focus its resources and retail mix
Retail format – the retailers’ type of retail mix. Outline the retailer’s mix to be used.
Sustainable competitive advantage – a distinct competency of a retailer relative to its competitors that can be maintained over a considerable time period
Retailing concept – management orientation that holds that the key task of a retailer is to determine the needs and wants of its target markets and to direct the firm toward satisfying those needs and wants more effectively and efficiently that competitors do
Retail market – group of consumers with similar needs (market segment) and a group of retailers using a similar retail format to satisfy those consumers in need 
Retail strategy – determines market in which a retailer will compete
micro-environment – elements that retailer can change and control (product, price, location, promotion)
macro-environment – elements that can’t change and control
· Competition
· Economic stability of trade area
· Technology that will make retailing more efficient
· Regulatory and ethical environment in which the business operates
· Social trends

analysis of macro-environment – some frameworks that are used: market analysis, Porter’s 5 forces model (bargaining power of supplier, customers, threat of new entrants, substitute, and competitive, PEST., and SWOT

SWOT - An analysis of strengths, weaknesses, opportunities and threats designed to assess both the micro and macro environments and their relation to the retailer

Holt Renfrew is a –line department store
The Gap, Laura – specialty, traditional store
Club Monaco, Le Chateau – Specialty, fashion-forward store
Sears – Department, traditional store
The Bay, Holt Renfrew – Department, fashion-forward store
Pay Less – discount store, conservative
Walmart – discount, traditional store
Salvation Army – off-price store, conservative
Winners – off-price store, traditional/fashion-forward
Sears, Eddie Bauer – catalogue, traditional store

Customer loyalty – customers’ commitment to shopping at a store. Developing clear and precise positioning strategies. Developing strong brand for the store (Canadian Tire) or store brands (Motomaster). Loyalty means customers will be reluctant to patronize competitive retailers. A retailer builds customer loyalty by developing a clear, distinctive image of its retail offering and consistently reinforcing that image through its merchandise and service

Positioning – the design and implementation of a retail mix to create an image of the retailer in the customer’s mind (not retailer’s mind) in relation to its competitors (brand building). Retailers must research what its image is and ensure it is consistent with what the customer in its target market wants


refer to Perceptual (Positioning) Map – pg 102 – frequently used to represent the consumer’s image and preference for retailers (fashion forward,  extensive service, traditional, limited services +). Retailers that are closer to an ideal point (green) are more favourable by customers in the segment than the retailers located further away


Methods for developing competitive advantage
· Customer loyalty (building a brand image)
· Retail branding, positioning, loyalty programs (includes CRM)
· Location (convenient locations)
· Human resource management (committed, knowledgeable employees)
· Distribution and information systems (shared systems with vendors)
· Walmart is largest data warehouse in the world. Systems have enabled it to be the lowest-cost provider of merchandise
· Unique merchandise (exclusive merchandise is more sustainable)
· Private-label brands – products developed and marketed by a retailer only available for sale by that retailer, also called store brands
· Vendor relations (coordination of procurement efforts, ability to get scarce resources)
· Customer service (knowledgeable and helpful salespeople)

Data warehouse – coordinate and periodic copying of data from various sources, both inside and outside the enterprise, into an environment ready for analytical and information processing. It contains all of the data the firm has collected about its customers and is the foundation for subsequent CRM activities 

Approach for Builing Customer Loyalty (develop sustainable competitive advantage)
1. Unique positioning
2. Customer service
3. Information about customers
4. Loyalty programs
5. Unique merchandise
6. Location!


Ansoff Matrix (Growth Opportunities Strategies) 
· Existing market, existing retail format  market penetration
· Market penetration opportunity – investment opportunity strategy that focuses on increasing sales to present customers using the present retailing format
· Ex. Attracting new customers by opening more stores in the target market and keeping existing stores open for longer hours
· Cross-selling – when sales associate in one department attempt to sell complementary merchandise from other departments to their customers 
· 
· Existing market, new retail format  format development
· Retail format development opportunity – investment opportunity strategy in which a retailer offers a new retail format which involves a different retail mix to the same target market
· Ex. Chapters website, or adding new merchandise categories like Amazon began selling DVDs, or best buy geek squad, and Tesco (UK based) by operating several different food store formats that all cater to the same target market
· New target market, new retail format  diversification 
· Diversification opportunity- strategic investment opportunity that includes an entirely new retail format directed toward a market segment not presently being served
· Ex. La Senza opened La Senza girls for teens 
· Related diversification opportunity – present target market or retail format shares something in common with new opportunity (ex. Same vendor
· Unrelated – lacks any communality between present and new business (very risky, usually don’t work)
· Designing private-label merchandise is related diversification but actually making it is unrelated
· New target market, existing retail format  market expansion
· Market expansion opportunity – strategic investment opportunity that employs the existing retailing format in new market segments 
· Ex. Abercrombie is for university students, Hollister is for teens



Strategic Retail Planning process – steps that a retailer goes through to develop a strategic retail plan. Describes how retailers select target market segments, determine the appropriate retail format and build sustainable competitive advantage
1. define the business mission
a. mission statement – broad description of the scope of the activities a business plans to undertake
2. conduct a situation audit 
a. market attractiveness, competitor and self analysis
b. situation audit – an analysis of SWOT of business relative to its competitors
i. elements are: market factors, competitive factors, environmental factors and analysis of strengths and weaknesses
ii. competitive factors include: barriers to entry, bargaining power of vendors and competitive rivalry
iii. barriers to entry include scale economies, customer loyalty and availability of great locations
iv. scale economies – cost advantages due to the size of the retailer. 
1. Markets dominated by large competitors with scale economies are typically unattractive
v. Bargaining power of vendors
1. Markets are less attractive when few vendors control the market
vi. Competitive rivalry – frequency and intensity of reactions to actions undertaken by competitors
1. Conditions that may lead to rivalry are 
a. Large number of competitors that about the same size
b. Slow growth
c. High fixed costs
d. Lack of perceived differences between competing retailers
3. identify strategic opportunities
4. evaluate strategic alternatives
5. establish specific objectives and allocate resources
6. develop a retail mix to implement strategy
7. evaluate performance and make adjustments

strength and weaknesses analysis – indicates how well the business can seize opportunities and avoid harm from threats in the environment



Chapter 5 

Location decisions based on 4 levels:
· country, regional analysis, trade area analysis, site analysis 

Location type decision needs to be consistent with the shopping behaviour and size of its target market and the retailer’s positioning in its target market

trade area – geographic sector that contains potential customers for a particular retailer or shopping centre

Factors Affecting Demand for a Region or Trade Area
· Economies of Scale Versus Cannibalization 
· Demographic and Lifestyle Characteristics 
· Business Climate 
· Competition 
· Saturated trade area – offers customers a good selection of goods/services while allowing competing retailers to make good profits
· Understored trade areas – area that has too few stores selling a specific good
· Overstored trade area – area having so many stores selling a specific good that some will fail
· Span of Managerial Control 

[bookmark: _GoBack]3 types of shopping situations
1. Convenience shopping – indifferent about brand and somewhat insensitive to price (coffee, milk) (CBD)
2. Comparison shopping – know what they want but no strong brand preference (furniture, appliances, camera) (Malls)
3. Specialty shopping – know what they want, do not accept substitutes. They are brand loyal and will pay more for it (will travel to get there)

Destination store – retail store in which the merchandise, selection, presentation, pricing and other unique features act as a magnet for customers. (place to go even if inconvenient. Bestbuy)

3 types of location:
1. Shopping centre – group of retail and other commercial establishments that is planned, developed, owned and managed by a single property
2. Strip centres – shopping centres that usually have parking directly in front of the stores
3. Malls – shopping centre with a pedestrian focus where customers park in outlying areas and walk to the stores

Anchors- major retailers located in a shopping centre
· In strip centre, supermarket is usually anchor
· In mall, department store is usually anchor

Power/Smart centre – unenclosed shopping centre that is dominated by several large anchors, including discount stores (Walmart), off-price stores (Winners), warehouse clubs (Costco) or category specialists (Home Depot)

Demailing – activitiy of revitalizing a mall by demolishing a mall’s small shops and enlarging the sites once occupied by department stores, and adding more entrances to the parking lot

Regional centre – is a shopping mall that provides general merchandise/services in full and depth variety 
Super regional centre – is a shopping centre but bigger than a regional centre. It has more anchors and deeper selection of merchandise(West Edmonton Mall)

Lifestyle centre – shopping centre with a outdoor traditional streetscape layout with sit-down restaurants and a conglomeration of specialty retailers (pottery barn, Williams Sonoma) (Shops @ Don Mills)

Fashion/specialty centre – a shopping centre that is composed of mainly upscale apparel shops and boutiques, high quality and price

Outlet centre – features stores owned by retail chains or manufacturers that sell excess and out-of-season merchandise at reduced prices 

Mixed-use development (MXD) – development that combines several uses in one complex – ex. Shopping centre with office tower, residential complex

Central business district (CBD) – traditional downtown business area of city or town

Gentrification – process which old buildings are torn town or are restored to create new offices, housing developments and retailers

Freestanding site – retail location that is not connected to other retailers

Factors affecting attractiveness of a site: 
Road pattern – consideration used in measuring the accessibility of a retail location via major highways, arteries or roads
Road condition – includes the age, number of lanes and stoplights congestion and general state of repair of roads in a trade area
Natural barrier – a barrier such as a river or mountain that affects accessibility to a site
Visibility (micro) – customers’ ability to see the store and enter the parking lot safely

Congestion – amount of crowding by people or cars

Ingress/egress – means of entering/exiting the parking lot of a retailer site

Cumulative attraction – principle that a cluster of similar and complementary retailing activities will generally have greater drawing power than isolated stores that engage in the same retailing activity

Primary zone – geographic area from which the store/shopping centre derives 60-65% of its customers. 
Secondary zone – 20% of sales
Tertiary zone – outermost ring of trade area. Includes customers who occasionally shop at the store or shopping centre

Factors Deﬁning Trade Area
· Accessibility 
· Natural & Physical Barriers 
· Type & Size of Shopping Area 
· Type of Store 
· Competition 
· Parasite Stores

Symbiotic store – store that does not create its own traffic and whose trade area is determined by the dominant retailer in the shopping centre or retail area

GIS – computerized system that enables analysts to visualize information about their customers’ demographics, buying behaviour and other data in map format

Huff gravity model (Model of Spatial Allocation) – trade area analysis model used to determine the probability that a customer residing in a particular area will shop at a particular store or shopping centre

Reilly’s law of retail gravitation – model used in trade area analysis to define the relative ability two cities to attract customers from the area between them
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Objectives of a good store design:
· Design should be consistent with retailers image and strategy (Tim Horton’s)
· Design should positively influence consumer behaviour 
· Design should consider costs vs. value (No Frill’s, Costco)
· Design should be flexible
· Design should meet legal requirements (cigarette in convenience store) 

Store Layout 
· Layout should entice customers to move around and shop the store. 
· Good layouts can: increase store traffic, drive sales and build store loyalty. 
· If the layout is too complex – customers may find it difficult to find merchandise, become confused, frustrated and leave without buying anything. 
· Trade off between ease and interesting.

80-90% of consumers will turn to the right when entering a store. 
Customers view store at 45 degree angles from the path they travel as they move through the store 

Point-of-Sale (POS) at or near the exit can also encourage impulse purchases.
(Candy, chips, battery, magazine)

Grid layout (straight-design)– store design, typically used by grocery stores in which merchandise is displayed on long gondolas in aisles with repetitive pattern. Does not encourage customers to explore store. Easy to locate merchandise. Limited site lines to merchandise


Racetrack (curving or loop design) -Loop, with a major aisle that has access to departments and store’s multiple entrances. Draws customers around the store. Provide different site lines and encourage exploration, impulse buying. Used in department stores (IKEA)

Free Form (boutique design) - Fixtures and aisles arranged asymmetrically. Pleasant relaxing ambiance doesn’t come cheap – small store experience. Inefficient use of space. Used in specialty stores and upscale department stores 

Feature Areas 
· End caps 
· Promotional aisle of area 
· Freestanding fixtures and mannequins (lay figure or dummy) 
· Windows 
· Point-of-Sale (P.O.S.), checkout, cash-wrap areas 

Walls 
· Holds more merchandise 
· Can present coordinated face-outs with a multiple fashion story in a small space 
· Can facilitate a variety of fixturing methods, such as shelving and hanging 
· Is the focal point for seasonal merchandise 
· Can present a feature display to attract the customer 
· Effectively sells more high-margin merchandise than floor fixtures 
· Is visible from a distance 

Space Planning Considerations 
1. What items, brands, categories, and departments should be carried? 
2. How much of each item should be carried? 
3. How much space should the merchandise take? 
4. Where should the merchandise be located to create maximum exposure? 

Factors affecting ﬂoor space allocation
· The productivity of the allocated space. 
· Inventory turnover (planned and actual). 
· Impact on store sales. 
· The display needs required for the merchandise.

Floor space allocation based on sales potential 
· Rent allocation by areas based on consumer traffic patterns
· Rent by allocation based on traffic aisles
· Rent allocation by floors based on consumer traffic patterns

Evaluating a Layout
· Avoid “butt-brush”
· Make merchandise accessible
· Allow transition zone
· Make product information available 

Planograms
· A diagram created from photographs, computer output, or artists’ renderings that illustrates exactly where every SKU (stock keeping unit) should be placed. (Marks & Spencer)
· Maps that describe the location of merchandise based on profitability are called:

Measuring Space Productivity
Sales per square metre 
· A measure of space productivity used by most retailers since purchases are assessed on a per-square-metre basis. 

Sales per linear metre 
· A measure of space productivity used when most merchandise is displayed on multiple shelves of long gondolas, such as in grocery stores. 


Merchandise Presentation Techniques
· Idea oriented presentation (office chair and desk together)
· Style/item presentation (multiple tv’s to compare)
· Colour presentation – colour blocking
· Price Lining - Good, better, the best; $699, $799, $899 (iphones)
· Vertical merchandising (national brands at top, store brands at bottom coke vs PC)
· Tonnage merchandising – merchandise itself is the display
· Frontal presentation (books at indigo, some face front)
· Types of Apparel: 
· Display Fixtures
· Straight rack
· Rounder
· 4-way
· Gondola

Visual Communication 
· Consistent with store image 
· Provide information 
· Use as props 
· Kept up to date and fresh 
· Not too much text 
· Create theatrical effects


Atmospherics - The design of an environment via visual communications, lighting, colours, music, and scent to stimulate customers’ perceptual and emotional responses and ultimately to affect their purchase behaviour. Through lighting, highlight merchandise, mood and image, colour, music, scent.

Good store layouts allow for easy access to merchandise, browse options, fast and convenient checkout areas. Design and layout of a store impacts the financial objectives of a store. Design & layout should be used to enhance the shopping experience. Fixtures, signage, music, displays, lighting and other components are needed to assist customers in making their purchases. The retailers web site should be an extension of the store. 
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Retailers engage in international ventures for many reasons: 
· Saturated home marketplace with no room to grow E.g., Tim Horton’s 
· Highly competitive marketplace 
· Aging population that spends less and saves more 
· Economic recession, which limits consumer spending 
· High operating costs including staff wages, rental costs, and taxes 
· Restrictive policies on retail development E.g., signage, M&A, min. wages 
· Shareholder pressure

Key to Success in Global Retailing
Globally sustainable competitive advantage E.g., Starbuck’s (branding, ambiance) 
Adaptability E.g., McDonald’s (beer, rice dishes, fries with mayo) 
Global Culture E.g., HSBC, Citibank 
Deep Pockets E.g., Most luxury brands (showroom in key cities) 
Sourcing product production & distribution E.g., Walmart 


The failure of Canadian retailers in the U.S. market has been due to: 
•  Failing to conduct adequate research 
•  Not devoting enough money to the market entry 
– Starbucks’ annual marketing expenses was $277.9 million globally 
•  Segment revenues 2012: Americas (75%), EMEA (9%), China /Asia Pacific (5%), and Channel Development (10%) 
•  Underestimating the competitiveness of the U.S. market E.g., Banks 

International Market Entry Strategies
· Direct investment
· M&A
· Greenfield operation
· Joint ventures (A+B=C) (new co. owned by both A & B)
· Strategic alliances – A (retailer) with B (real estate developer)
· Franchising 
Global Location Issues
· Decision on a region, trade area within that region, and a specific site 
· Dealing with landlords 
· What if the landlord is a conglomerate that owns retailers like yours? 
· Occupancy costs 
· Real estate restrictions (E.g., IKEA, Wal-mart)

Other Considerations
· Currency
· Pricing
· Operating hours
· Language
· Big mac index (PPP)
· packaging

Counterfeit Merchandise:
Goods that are made and sold without permission of the owner of a trademark, a copyright, or a patented invention that is legally protected in the country where it is marketed. 

Bootleg 
The sale of imitation goods where there is little or no attempt at hiding the fact that the product is counterfeit. 

Knockoff 
A copy of the latest styles displayed at designer fashion shows and sold in exclusive specialty stores. These copies are sold at lower prices through retailers targeting a broader market

International Boundaries
To achieve a better understanding of what international retail activity encompasses and the barriers that international operations face, it is convenient to think of internationalization in terms of retailers crossing: 
1.  Political boundaries 
2.  Economic boundaries 
3.  Social boundaries 
4.  Cultural boundaries 
5.  Retail structural boundaries

Success in global retailing requires understanding in the macro-environment.
Questions about local economies, legal environment, technological capabilities, 
consumer behaviour and competition must be answered before embarking on an international retail strategy.
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