Week 2
Chapter 2
· Retailing is a set of business activities that add value to products and services to consumers
· Retailer is someone who sells these products or services
· Satisfy customers by having
· Right price
· Right place
· Right quantity
· Right Time
· Goes from manufacturer -> supplier -> retailer -> consumer
· Functions performed by retailers
· Providing assortment to customers
· Breaking bulk
· Holding inventory
· Provide service
· Retail sector largest employer in Canada
· Top 3 Non-Auto Retailers in Canada
· Weston Group (Loblaws)
· Walmart
· Empire Company (Sobey’s)
· Elements in the Retail Mix
· Product – You need a good product to sell
· Place – Need a bomb ass locatoin
· Value – Quality of product, value perception
· People – You need the right people to sell to
· Communication – Promo, how you communicate to people
· Direct Selling 
· Selling door to door
· Online/Ecommerce Selling
· Electoronic Retailing 
· Mobile commerce
· Social media commerce
· Brick and Mortar (Actual physical stores instead of virtual or online stores)
· Department Stores
· Sears
· The Bay
· Specialty Stores
· Sporting Life
· Discount Stores
· Walmart
· Target
· Others 
· Supermarket
· Supercentre
· Convenience Store
Chapter 3
· Buying Process
· Recognize needs
· Info search
· Evaluation of Alternatives
· Choice
· Outcome
· Post purchase evaluation
· 2 Major Types of Recognition
· Utilitarian
· Shopping to accomplish a specific task. (I need pants, im only buying pants) How I shop
· Hedonic
· When people go shopping for pleasure (Basically girls who go shopping)
· Retailers stimulate shoppers with music and visuals or even scents to create a better shopping experience
· KFC puts out that dank ass smell so I get more stimulated
· Shoppers need a thrill
· Give them a discount and make them feel like they won
· Sources of information
· Internal Sources
· Sources from yourself, memory or past shopping experiences
· External Sources
· Media and other people
· Market Segmentation
· Easier marketing
· You choose certain people, same benefit, same age and same gender..
· Find niches
· Find un-served market
· Efficient
· Avoid sending message to wrong people, save time and money
· Homogneious segments
· Similar within segment
· Heterogenous segments
· Different between segments
· Priori Segmentation
· No primary research done
· Analysis of secondary data source, historical data
· Very basic segmentation like male vs female
· Post Hoc Segmentation
· Involves primary research
· No segment is chosen until after data is collected
· Very narrow segment, like people who watch star wars
· Group customers not by demographics but by psychological and personality differences
Week 3
Chapter 4 – Retail Market Strategy
· Vision
· Mission
· Values
· Micro Enviornment
· Things that retailer can change
· Macro Environnment
· Things that retailers can’t change
· SWOT Analysis
· Strength
· Weakness
· Opportunities
· Threats
· Marketing Mix
· Product
· Price
· Promotion
· Place
· People
· Customer Loyalty -> commitment to shopping at a store
· Position yourself in the consumers mind to create an image to the retailer (Brand Building)
· Retailers must research what their image is, can’t be all over the place. (SportsCheck sells sports stuff, not hardware supplies)
Chapter Five – Retail Location Strategy
· Location decision based on four levels
· Country (Large scale, which country you wanna sell to)
· Regional Analysis (Specific region, like province)
· Trade Area Analysis (Which city you wanna target)
· Site Analysis (What region of the city you’re gonna target, like Scarborough)
· Must choose a beast ass location to help sell stuff
· Shopping Centre
· Strip Centre
· Shopping centre that usually has parking directly in front of stores and does not have enclosed walkways linking the stores (Kind of like most stores you see, convience stores, TD and swim school location)
· Mall
· Basically Fairview, has people park outside and they walk inside to the stores
· Power Centres are unenclosed shopping centres that are dominated by large anchors like Walmart or Costco
· Lifestyle Centre
· Shopping centre with an outdoor layout. (Shops by donmills)
· Fashion/Specialty Centre
· Composed of mainly upscale apparel shops
· Outlet Centre
· Stores owned by chains that sell excess out of season stuff
· Store within a Store format
· Mcdonalds in Walmart
· Huff Gravity Model
· Used to estimate the sales of a retail store based on the concept of Gravity
· Aka Model of Spatial Allocation
· Evaluating Store
· Importance weight x Performance Beliefs
· Young Man x SuperMarket
· 4 x 10
· 10 x 2
· 6 x 7
· 8 x 4
· = Answer, which ever one is higher, you would want to focus your advertising on it
Week 4
Chapter 6 – Store Design and Layout
· Layout should entice customers to move around and shop the store
· Good layouts increase store traffic and increase sales
· If store layout is too complex, customers may not shop (IKEA)
· 90% of customers will turn to the right when entering a store
· Point of Sale (POS) at or near the end of the store to encourage impulse purchases
· At the checkout, there is candy and snacks so people may just impulsly buy them
· 3 Different types of Store Layouts
· Grid
· Straight design with rows 
· Used in grocery stores
· Racetrack
· Loop or curving design that makes customers walk around
· Used in department stores (IKEA)
· Free Form or Boutique
· Asymmetrical, makes customers feel at home. 
· Inefficient use of space
· Promotional or Category signage is basically a sign that shows the promotion or where the categories of items are
· Feature Areas, to get the attention of customers
· End Caps
· Displays that are located at the end of an aisle to catch people’s attention. Like at no frills there are the chips stand
· Windows can be used to draw in customers, curiosity kind of thing
· The Power Wall is to the right of the customer when they enter the store
· Try to layout store so there is enough room for customers and also make it efficient for them as well
· [image: ]Planograms is a diagram that shows how and where specific SKU’s should be placed (Stock Keeping Unit)
· Price Lining
· You want to label prices from cheaper to the best.
· $699, $799, $899
· Vertical Merchandising
· [image: ]You want to put your brand names vertical to the customers eyes and the shittier brands down lower so they focus more on the better brands   






Week 5
Chapter 7 – International Retailing Strategy
· Keys to Success in Global Retailing
· Globally sustainable competitive advantage
· Adaptability
· Global Culture
· Deep Pockets
· Sourcing product production & distribution
· Why can’t Canada compete in the USA
· Not enough research
· Not enough money to the market entry
· Underestimating the competitiveness of U.S market
· Counterfeit Merchandise
· Goods that are made and sold without permission of the owner of a trademark, copyright or a patent
· Bootleg
· Sale of imitation of goods where there is little or no attempt at hiding the fact that it is fake
· Knockoff
· Copy of a latest style at designer stores sold at lower prices through retailers targeting a broader market
· There are…
· Political boundaries
· Economic boundaries
· Social boundaries
· Cultural boundaries
· Retail structural boundaries
Week 8
Chapter 8
· 3 Types of Objectives
· Financial
· Profit maximization
· Societal
· Non-Profit Organization
· Helping the neighbourhood, donating
· Personal
· Working is an enjoyment, make sure you’re employees enjoy work
· Ratio Analysis (Using Financial data from their income statements to better understand profitability over a period of time)
· Cross Section Ratio Analysis
· Comparing a retailer’s ratios to another company’s (McDonalds vs Burger King)
· Time Series Ratio Analysis
· Compares a retailers ratios from previous years (Q4 2012 vs Q4 2013 vs Q4 2014)
· Net Revenue (aka net sales)
· Gross Revenue – Discounts – Returns
· Gross Profit (aka gross margin)
· Net Revenue – Cost of Goods Sold
· Income from Operations 
· Net Revenue – Cost of Goods Sold – Selling, General and Administrative
· Net Income
· Net Revenue – Cost of Goods Sold – SG&A – Other Expenses + Other Income – Tax
· Basically Net Revenue - Everything
· Diluted Earnings Per Share (Diluted EPS)
· Profits / (Shares Outstanding + Warrants + Stock Options + Convertible Preferred Shares)
· Gross Margin is a percentage
· Gross Margin (%) = (Revenue – Cost of Goods Sold) / Revenue
· Asset Turnover = Net Sales / Total Assets
Week 9
Chapter 10 – Merchandising Management
· Virtual Stores
· Stores that use scan codes and it comes to you at the end. See Korea and that crazy techonology shit
· SKU (Stock Keeping Unit)
· Category Product Life Style
· FAD
· Just one explosion of the sale and then it dies down. 
· Sales over many seasons – No
· Sales of a specific style over many seasons – No
· Sales vary dramatically from one season to the next – No
· Fashion
· Some of the sales only work for certain season
· Sales over many seasons – Yes
· Sales of a specific style over many seasons – No
· Sales vary dramatically from one season to the next – Yes
· Staple
· This item is always bought and never changing
· Sales over many season – Yes
· Sales of specific style over many seasons – Yes
· Sales vary dramatically from one season to the next – No
· Seasonal
· Changes from season to season (summer clothes)
· Sales over many seasons- Yes
· Sales of a specific style over many season - Yes
· Sales vary dramatically from one season to the next – Yes
· Forecasting sales results by looking at fashion or trends or by reservations at restaurants
· Width of Assortment = # of different product categories
· Depth of Assortment =  # of SKU’s within a category (How many products are in a category)
· EOQ (Economic Order Quantity) Model minimized total inventory holding costs and ordering costs
· Suitable for staple merchandise with a consistent demand and rate of sale
· EOQ takes into account for holding costs and ordering costs
· EOQ prevents stock outages, so the reorder can happen automatically when inventory drops below re-order point
· Inventory shrinkage is caused by
· Shoplifting
· Poor bookkeeping
· Damaged merchandise
· Merchandise being misplaced
· ABC Analysis
· A category items are the most important. Store should make sure they have these items all the time
· B category items are important but it is okay for them to be out of stock once in awhile
· C category items are not that important and retailers should try to only special order these items for specific customer orders (Dad when he goes to Rona)
Week 10
Chapter 11 – Buying Strategies
· National Brands
· Big name sold by many
· Advantages
· More desired by customers
· Resell excessive merchandise
· Don’t need skills and people to develop and promote merchandise
· Disadvantages
· Lower margins
· Vulnerable to competititve pressures
· Private Label Brands
· Developed by retailers and only sold in retailers outlets
· No name brand or President’s Choice
· Advantages
· Unique merchandise not available at competitive outlets
· Difficult for customers to compare price with competitors
· Higher margins
· Disadvantages
· Need to develop expertise in developing and promoting brand
· Unable to sell excess
· Typically less desirable for customers
· Licensed Brand
· Developed by licensee and sold to either manufacturer or retailer
· Some no name selling to a big name like Calvin Klien
· Generic Branding
· Cheap shit like no name vs actually shit like Heinz ketchup
· [image: ]Copycat Branding
· Imitates the manufacturer brand in appearance and trade dress
· Closely imitates and could be illegal 
· I can’t believe its not butter vs You’d butter believe it
· Premium Branding
· Private label at  a comparable manufacturer brand quality
· President’s Choice looks classy as hell
· Exclusive Co-Brands
· Developed by national brand vendor often in conjunction with a retailer
· H&M and Alexander Wang
· Managing International Sources
· Gotta maintain quality
· Human rights, no child labour and stuff
· Need to build strategic partnership
· Domestic
· Higher cost of merchandise
· Shorter lead time, quicker responses
· Easier to control human rights
· International
· Lower cost
· Longer lead times
· More control problems
· Chargeback
· Deduct money from the amount they owe a vendor
· Merchandise isn’t selling
· Vendor makes mistakes
· Item is basically crap
· Accept only limited entertainment or token gifts, nothing too large or that is unethical
· Slotting Allowances
· Fees paid by a vendor for space in a retail store
· Buybacks
· Buying back stuff from the retailer
· Retailer allows a vendor to create space for its good by buying back a competitors items and removing it from a retailer’s system
· Retailers force a vendor to buyback their shit item that isn’t selling
· Counterfeit Merchandise
· Goods made and sold without the permission of the owner of the trademark, patent or copyright
· Greymarket Merchandise
· Possesses a valid registered trademark and is made by a foreign manufacturer but is imported into the U.S without permission of the U.S trademark owner. 
· Basically they have the rights to sell their item in their own country but when they try to sell it in the original trademark owner’s country they wont allow it
· Not counterfeit
· Is legal
· Diverted Merchandise
· Similar to grey-market merchandise but is not international 
· Exclusive Territories
· Granted to specific retailers so no other retailer can sell the same brand in a particular area
· Benefits the supplier by assuring them that the name of the retailer is a good and quality name
· Grants retailers a monopoly
· Tying Contracts
· An agreement that requires the retailer to take a product it doesn’t necessarily desire to ensure that it can buy a product it does desire
· Basically a 2 for 1 package, no way around it. Even though the other item is shit they have to take it
· Illegal when they lessen competition
· Suppliers and retailers have the right to deal or refuse to deal with anyone they choose
· Retailers and vendors committed to maintaining a good relationship over the long-term and investing in mutually benefiting each other.
· Win-win for both of them
Week 11
Chapter 12 – Retail Pricing
· Cost of the merchandise and services?
· Demand – Price sensitivity
· Competition – Many choices for consumers
· Legal Considerations
· Everyday low Prices (EDLP)
· Charges the same price all the time
· EDLP sell near the cost of manufacturing. 
· Typically still has some sales
· Walmart, Canadian Tire
· High/Low Pricing
· Regular prices are higher than EDLP competitors, but merchandise frequently on sale at lower prices
· Most Department stores
· Maximize profits – Price discrimination
· Consumers spend time finding the lowest rpice
· The problem with this is that people become really cheap and only buy on deals
· 3 Methods for setting price
· Cost Oriented
· Set price at fixed percent over cost
· Like I gonna sell 150% of what it cost
· Markup
· Initial Markup = Retail selling price initially placed on the merchandise - cost of goods sold
· Before considering any reductions
· Maintained Markup = Actual sales price that you get for the merchandise – cost of goods sold
· After considering any reductions
· 
· Markup
· Initial Markup % = Initial Markup / Initial retail price
· Maintained Markup % = Maintained markup / net sales
· Maintained Markup = Initial Markup - Reduction
· Gross Margin = Maintained Markup + Cash Discount – Alterations
· Retail Price = Cost + Markup
· Markup = Markup % x Retail Price
· Break Even = Fixed Cost / Contribution Margin

· Demand Oriented
· Charge as much as a customer is willing to pay
· Airline tickets
· Price Test
· Setting different prices in a number of marks for the same product.
· Pricing Experiments
· Changing the price in a systematic manner to observe the changes in purchases
· Price Sensitivity
· ((Old CM – New CM) / New CM) x 100%
· CM = (Price – Variable Cost)
· Trade Discounts
· Payment to a channel member or buyer for performing marketing functions
· Cash Discount
· Price reduction offered to a consumer, industrial user or marketing intermediary in return for prompt payment of a bill
· 2/10 net 30. 2% off if you pay in next 10 days.
· Price adjustments
· Markdowns, coupons, rebates, price bundling, multiple-unit pricing
· People price adjust to sell slow-moving items, increase sales, generate cash to buy better merchandise
· Liquidating Markdown Merchandise
· Job out, consolidate the marked down merchandise, give merchandise to charity
· First Degree Price Discrimination
· Charing people different prices based on their willingness to pay (buying cars)
· Second Degree Price Discimination
· Charging different prices to different people on the basis of the nature of the offering (they buy bulk, you sell cheaper)
· Competitor Oriented
· Set price in relation to competitors prices
· Gas prices
· Coupons entitle the holder to a reduce price off of a product or service
· Rebates are money that are returned to the customer based on a portion of their purchase price
· More advantage than coupons since it increases demand 
· Price Bundling
· Offering two or more different products or services at one price
· 2 for one kind of deal but with different products (McDonalds combos, burger fries and drink)
· Multiple Unit Pricing
· Similar to price bundling but you offer similar items
· Buy 2 pies for the price of 1
· Leader Pricing
· Certain items are priced lower than normal to increase customers
· Usually its for frequently purchased items
· Price Linging
· Limited number of predetermined price points
· $49.99 (good), $69.99 (better), $89.99 (best)
· Eliminates confusion of many prices
[image: ]
· Odd Pricing
· A Price that ends in an odd number (.99) or just under a round number (399.99)
· Increases sales to due consumer psychology
· Internet & Price Competition
· Programs that search and provide a list of all internet sites that sell product category at whatever price.
· AKA SHOPPING BOTS
WEEK 12
CHAPTER 13 – HUMAN RESOURCES
· Steps in the Process of Managing Store Employees
· Recruit and select employees
· Socialize and train new employees
· Motivate and manage employees to achieve goals
· Evaluating performance
· Compensate and reward employees
· [bookmark: _GoBack]HR has to hire part-time employees, change employee demographics
· The benefits of HR
· Reduce overhead, fewer managers
· Coordinating efforts, achieve lower prices from suppliers
· Opportunity to have the best people make decisisons
· Increase efficiency
· BASCIALLY LESS WORK FOR RETAILERS SO THEY CAN FOCUS ON THEIR SHIT
· Motivate employees with incentives and organizational culture
· Champion points and unwritten rules of not doing work youre getting your ass kicked
· In Canada, all employers and employees must comply with the Employment Standards Act
· Equal opportunity
· Compensation
· Sexual Harrasment
· Privacy
· Sexual Harrassment inclues
· Language
· Touching
· Unwelcome Advances
· Advancement Favours
· Remakrs and innuendo
CHAPTER 14 – BUILDING CUSTOMER LOYALTY
· Build loyalty with a retialer’s most valuable customers
· Shopper Reward Programs
· Helps reward valuable loyal customers
· Expensive
· Easily duplicated – difficult to gain competitive advantage
· Customization
· Encourage service provider to tailor to the needs of the customer
· Starbucks and Chatime
WEEK 13
CHAPTER 15 – RETAIL COMMUNICATION MIX
· Objectives of a Communication Program
· Short term
· Increase Traffic
· Increase Sales
· Long Term
· Build Brand Image
· Create Loyalty
· Brands help distinguish themselves from others by the use of symbols, logos or even colours
· Types of Brand Association
· Merchandise Category
· Costco, Staples
· Price/Quality
· Holt Renfrew, Walmart
· Specific Benefit
· Starbucks (service)
· Lifestyle or activity
· Lululemon or SPortscheck
· Brand Extensions
· The Gap -> Old Navy
· Laura -> Laura Large -> Laura Petit
· Using Brand Name on new concpets
· Develop awareness quicker. (Apple is making apple watches)
· Costs less to promote
· Bad thing is, that it might not be compatiable with their original products\
· Brand Consists of 3 Core Eleemnts
· Brand Name
· Logo
· Colour
· You change your brand name when
· Stakeholders dislike a part of the name (Kentucky Fried Chicken -> KFC)
· When your brand name is already used by someone else or is very similar to a big brand
· After merger or acquisition (Canada Trust -> TD Canada Trust)
· After bankruptcy
· Marginal Analysis Method
· Method to analyze setting promotional budget. “As long as each dollar spent into our add increases our profit”
· Remember there is a lmited market size, retail space, etc.
· Objective and Task Method
· Setting a promotion budget in which the retailer first estables a set of communication objectives and then determines the necessary task and costs
· Competitive Parity Method
· Setting a budget so its similar with competitors
· 
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