Chapter 13: Retailing and multichannel marketing – Lecture
Retailing: Includes all he activities in selling products or services directly to the ultimate (final) consumer for personal, nonbusiness use 
· Food and General merchandize retailing
· Story and Nonstore retailers such as catalogues, internet, direct mail, and vending machines 
· Services 
· Ex: fast food restaurants, airlines and hotels 
Factors for establishing a relationship with retailers: 
· Choosing retail partners 
· Identifying types of retailers
· Developing a retail strategy 
· Managing a multichannel strategy 
Choosing Retail partners: 
· Channel retail Partners: 
· Vertical integration
· Manufacturer strong brand in marketplace 
· Relative power of the manufacturer 
· Customer expectations 
· Target market expect to find products and those of competitors 
· Channel Members characteristics 
· Larger firms often find that by performing the channel functions themselves, they can gain more control, be more efficient and save money 
· Distribution Intensity 
· The type and availability of the product 
Identifying types of retailers: 
· Food retailers: 
· Supermarket
· Offers groceries, meat and produce with limited sales of non-food items, such as health and beauty aids, and general merchandise, in a self-service format
· Big Box Retailer 
· Come in three types; supercentres, hypermarkets and warehouse clubs. Larger then conventional supermarkets they carry both food and non-food items 
· Convince store 
· Provides a limited number of items at coinvent locations in small stores with speedy checkout 
· General merchandise retailers: 
· Department store: broad variety, deep assortment, some customer service, organized into separate departments 
· Speciality store: limited number of complementary merchandises in a relatively small store
· Category specialist: a narrow variety but a deep assortment of merchandise 
· Drugstore: Specialty store, health and personal grooming products, pharmaceuticals 
· Off-price retailer: inconsistent assortment of merchandise, low prices
· Extreme-value retailer: general merchandise discount store 
· Discount: a broad variety, limited service, low prices 
· Services retailer: Primarily sell services rather then merchandise 
Retail strategy (services marketing) 
· 7Ps 
· Product 
· Price 
· Place 
· Promotion (personnel) 
· Physical environment (presentation) 
· People 
· Process 
Developing a retail strategy: 
· Product (merchandise assortment)
· Providing the right mix of merchandise and services 
· Price 
· Price defines the value of both the merchandise and the service provided 
· Place 
· Convenience is a key ingredient to success 
· Promotion
· Retailers use a wide variety of promotions, both within their retail environment and through mass media 
Developing a retail strategy: 
· Physical environment- presentation (store design and display) 
· Unusual and exciting store atmospheres 
· Promote and showcase what the store has to offer
· Displays are an important type of promotion 
· The goal is to improve shopability 
· People- personnel 
· Personal selling and customer service representatives are also part of the overall promotional package 
· Retail associates provide more value to their best customers 
· Provide information and facilitate the sale 
· [bookmark: _GoBack]Augmented by technology: in-store kisoks, internet, self-checkout lanes 
The wheel of retailing: 
· Outlet starts with
· Low prices 
· Low margins 
· Low status 
· Outlet now has 
· Higher prices 
· Higher margins 
· Higher status 
· Outlet now has 
· Still higher prices 
· Still higher margins 
· Still higher status 
· New form of outlet enters retailing environment with characteristics of outlet Box 1 
Benefits provided by different channels: 
· Stores
· Browsing 
· Touching and feeling merchandise 
· Personal service 
· Cash and credit payment 
· Entertainment and social interaction 
· Instant gratification 
· Risk reduction 
· Kiosks 
· Broader selection than stores 
· Access to items online that are out of stock in stores 
· Access to wish lists and gift registries 
· Access to loyalty program information 
· Catalogues 
· Convenience 
· Information 
· Safety 
· Internet 
· Deeper and broader selection 
· More information 
· Personalization 
· Expanded market presence 
Effective multichannel retailing 
· Role of brands 
· Using technology 
· Increasing share of wallet
· Gaining insight into  customer shopping behaviours 
