Chapter 13 Notes
Retailing 
· Includes all the activities involved in selling products or services directly to final consumers for their personal, nonbusiness use.
· Retailers- businesses whose sales come primarily from retailing 
· Shopper marketing- the idea that the retail store itself is an important marketing medium 
· Shopper marketing involves focusing the entire marketing process toward turning shoppers into buyers at the point of sale.
· These efforts should be coordinated around the shopping process itself 
· Nonstore retailing has been growing much faster than has store retailing- it includes selling to final consumers through the internet, direct mail, catalogues, and telephone
Types of Retailers
· Can be classified in terms of several characteristics, including amount of service they offer, breadth and depth of their product lines, relative prices they charge and how they are organized 

Amount of Service 
· 3 levels- self service, limited service, and full service 
· Self-service retailers- service customers who are willing to perform their own “locate compare-select” process to save time or money 

                                      -typically used by retailers selling convenience goods and nationally branded, fast-moving shopping goods 

· Limited-service retailers- provide more sales assistance because they carry more shopping goods about which customers need information

· Full-service retailers- salespeople assist customers in every phase of the shopping process

           -EX. High-end speciality stores, first-class department stores

Product Line
· Speciality stores- carry narrow product lines with deep assortments within those lines
· Department stores- carry a wide variety of product lines

· Service remains the key differentiating factor 

· Supermarkets- most frequently shopped type of retail store

                             -today, facing slow sales growth because of slower population growth 

· Convenience stores- small stores that carry a limited line of high-turnover convenience goods

· Superstores- much larger than regular supermarkets and offer a large assortment of routinely purchased food products, non-food items, and services

· Category killers-superstores that are actually giant speciality stores

· Service retailers- products are actually services

                            -EX: hotels and motels, banks, airlines, universities, hospitals and dry cleaners. 
Relative Prices
· Retailers can also be classified according to the prices they charge
· Discount stores- sell standard merchandise at lower prices by accepting lower margins and selling higher volume
· Off-price retailers- buy at less-than-regular wholesale prices and charge consumers less than retail
· 3 main types of off-price retailers

· Independent off-price retailers- either independently owned and run or are divisions of larger retail corporations
· Factory outlets-manufacturer-owned and operated stress
                            -sometimes group together in factory outlet malls and value retail centres

· Warehouse clubs- operate in huge, drafty, warehouse-like facilities and offer few frills
           -EX. Costco 

Organizational Approach

· Major types of retail organizations: corporate chains, voluntary chains and retailer cooperatives, franchise organizations and merchandising conglomerates

· Chain stores- 2 or more outlets that are commonly owned and controlled. EX. Abercrombie and Fitch 

· Voluntary chain- a wholesale-sponsored group of independent retailers that engage in group buying and common merchandising. EX. Independent grocers alliance

· Retailer cooperative- a group of independent retailers that band together to set up a jointly owned, central wholesale operation and conduct joint merchandising and promotion efforts. EX. Various credit unions

· Franchise- normally based on some unique product or service; on a method of doing business; or on the trade name, goodwill or patent that the franchisor has developed 

· Franchises now command 40% of all retail

· Merchandising conglomerates- corporations that combine several different retailing forms under central ownership 

Retailer Marketing Decisions
· Now more difficult for any one retailer to offer exclusive merchandise
· Retailer face major marketing decisions about segmentation and targeting, store differentiation and positioning, and the retail marketing mix 
Product Assortment and Service Decision
· Retailers must decide on 3 major product variables: product assortment, services mix and store atmosphere 
· Product assortment should differentiate the retailer while matching target shoppers expectations 
· One strategy is to offer merchandise that no other competitor carries and feature blockbuster merchandising events, or offer surprise merchandise, and offer a highly targeted product assortment 
Price Decision 
· Retailers price policy must fit its target market and positioning, product and service assortment and competition
· Most retailers seek ether high mark-ups on lower volume or low mark-ups on higher volume
· decide on the extent to which they will use sales and other price promotions 

· high-low pricing- charging higher prices on an everyday basic with frequent sales and other promos to increase store traffic, attract new customers who will buy other goods at full prices

· everyday low pricing- charging constant, everyday low prices with few sales or discounts

Promotion Decision 
· promo tools- advertising, personal selling, sales promotion, public relations, and direct marketing
Place Decision
· must select locations that are accessible to target markets in areas that are consistent with the retailers positioning
· shopping centre- group of retail businesses planned, developed, owned, and managed as a unit
· regional shopping centre- contains from 40 to 200 stores
· community shopping centre- contains between 15- 40 retail stores
· neighbourhood shopping centres or strip malls- between 5-15 stores
· most recent trend is to make the mall more “green”
· Power centres- huge enclosed shopping centres consisting of a long strip of retail stores.
· parking directly in front of each store 

· lifestyle centres- smaller malls with upscale stores, convenient locations and non retail activities 

The Future of Retailing
· industry suffers from chronic overcapacity 

· wheel of retailing concept- new types of retailers usually begin as low-margin, low-price, low-status operations, but later evolve into high-priced, high-service operations, eventually becoming like the conventional retailer they replaced

· increasingly, customers are merging store and online outlets into a single shopping process 

· merging of consumers, products, prices, and retailers is called retail convergence

· convergence means increased competition for retailers and greater difficulty in differentiating offerings 

· technology has become an important tool

· Retailing is concentrated in 10 major centres. Canadian retailers cannot achieve the economies of scale needed to support larger IT investments 

Wholesaling 
· Includes all activities involved in selling goods and services to those buying for resale or business use

· Wholesalers- those firms engaged primarily in wholesaling activities 

· Add value by performing one or more of the following channel functions: PG 443
· selling and promoting

· buying and assortment building

· bulk breaking

· warehousing

· transportation

· financing 

· risk bearing

· market information

· management service and advice 
Types of Wholesalers

· fall into 3 major groups
· merchant wholesalers- largest single group,
· Accounts for roughly 50%

· Include 2 broad types: full-service and limited service
· Full-service wholesalers provide full set of services whereas limited-service wholesalers offer fewer services to supplies and customers
· Brokers and agents differ from merchant wholesalers in 2 ways
· They do not take title to goods
· They perform only a few functions
· Broker- brings buyers and sellers together and assists in negotiation 
· Agents- represents buyers or sellers on a more permanent basis
· Manufactures agents- most common type of agent wholesaler 
· Manufacturer’s sales branches and offices-done by sellers or buyers themselves instead of independent wholesalers 
Wholesaler Marketing Decisions 
· Segmentation, targeting, differentiation, and positioning decisions 

Marketing Mix Decisions 
· Wholesalers add customer value through the products and services they offer
· Key is to find the mix of services most values by their target customers

· Promotion can be critical, but most wholesalers are not promotion minded 

· Location is important 
