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  Greetings everyone and welcome back.  Today we will be beginning with the session 6 of the 

week 2 of the course Retail Marketing  Strategy. So, as far as this week is concerned we will be 

precisely completing the remaining facets of retail management decision process which is about 

other key decision domains as far as the success of retailer or day to day operations are 

concerned.  

 

We will also be looking at the Kahn's retailing success matrix and finally, we will get to  the keys 

factors for success in retail.  



 

Now, particularly in this module we will be looking at the facets of multi-channel retailing  

consumer buying behavior to finally getting to the store management as far as all important  

decision facets of retailing are concerned.   

 

Now, whenever we talk about multichannel retailing technically it is defined as the design 

deployment  coordination evaluation of channels to enhance customer value through effective 

customer  acquisition retention and development right. 

So, if you look at enhancing customer value the whole idea is to make sure that the consumers  

are not making much of sacrifices for the value that they are getting.  Let us say if there is a retail 



store which is in the outskirts of the city and it might  require for a certain customer to go there 

and eventually he will be investing some time  resources also right.  So, the benefits of going to 

that store must surpass the time cost which are being incurred,  but in specifically in case of 

multichannel retailing what we look at is the facet of  offering multiple touch points to the 

customers right giving them the option to buy through  mobile physical store or desktop apps or 

let us say catalog shopping telemarketing.  So, collectively when you offer all these touch points 

this is called as multichannel retailing. 

 Each standpoint is going to be a standalone touch point in all complete ways there is not going to 

be any kind of interconnectivity between these touch points, but again the whole idea of 

multichannel retailing or customer management is to work towards effectively acquiring retaining 

and developing customers.  Let us say there is a certain segment of customers who is not 

comfortable going to the physical  store and buying products from there.  So, for them we have 

online channels, but there is a certain segment of customers who  might prefer going to the 

physical store evaluating the touch and feel of the product taking some  help from or assistance 

from the sales staff in figuring out whether the product is going  to be good for them or in 

technical ways whether there is a good product fit as far as consumer  needs are concerned or not.  

So, all these channels are used to acquire customers in different ways you might have  a certain 

segment of customers let us say younger population who might only be interested  in buying 

through mobile apps for them you offer this particular touch point.  But again in case of 

multichannel retailing the focus is also on retaining and developing  those customers retaining as 

in you would not want them to move to the competitors,  but for this what is much more required 

is to offer a omni channel retailing experience  where all the channels are much integrated and 

you are able to map each and every move  of the customers and then that can be utilized for 

coming up with right strategies in order  to retain and develop those customers. 

But to put it very simply it is all about offering multiple touch point to customers  to interact with 

the retailer.   



 

As I was just saying the key lies in offering a omni channel retailing experience.  So first we look 

at the technical definition of omni channel management.  So it is about the synergetic 

management of the numerous available channels and customer  touch points in such a way that 

the customer experience across channels and the performance  over channels is optimized.  So it 

is all about offering a seamless retail experience in which there is a very high integration  and 

connectivity between all the channels like if you remember in the last session also  I gave you an 

example let's say if I buy Nike shoes from the physical store if the  option of returning them 

through the mobile app and getting the refund in my account is  being provided or is being 

offered that can be considered as one of the way of omni channel  retailing. 

In other ways let's say if I order a product through a mobile app and if I have the option  of going 

and returning it to the physical store and taking cash back from there then  this again is going to 

be an facet of omni channel retailing.  But as far as omni channel retailing is concerned the key is 

always going to be integration  between different touch points and again it becomes very 

enhanced benefits for retailers  in terms of understanding consumers how they shop how they 

utilize different channels what  are the combination of channels that they create with respect to 

minimizing their shopping  benefits.  But see as far as omni channel retailing is concerned it's not 

that everything is hunky dory and it's all going to be about benefits.  If you remember in the 

introduction slide I had mentioned about customer just vanishes  now that is again one of the 

negative outcomes of omni channel or multichannel retailing  experiences.  What happens is you 

will have customers logging to the app checking products but later on  you will see the purchase 

has not been closed they would just vanished. 

Many times what consumers do is they would go to a store they would try the product and  they 

would come back and buy it online which is called as showrooming.  Another set is you might 

find them webrooming which means they would go to online channels  they would collect all the 

information but they would not buy from an online retailer  they would come back and buy it 



offline.  But the mechanics of why consumers do so why they showroom why they webroom or 

why free  riding is emerged as one of the very critical challenges for online retailers is something  

we will be discussing in a very separate module.  But as far as this is concerned what you need to 

understand is omni channel retailing is  all about the integration that happens between different 

touch points.  Now another thing which we need to discuss as a part of retail management 

decision processes  consumer behaviour which is all about the study of consumer actions with 

respect to  how they search for product information which means pre-purchase information search 

how  they purchase those products which again we will be looking at what are the channels that  

they prefer what are the various motives that lead consumers to either use an online channel  or an 

offline channel. 

 
 

 You will even be surprised to see that for certain products consumers will prefer an  online 

channel and for certain products they will prefer an offline channel and then we  also see the 

mechanics of how they use the products and how they evaluate them and finally  even how they 

dispose these products and services.  So technically consumer decision making process can 

certainly be looked at with respect to  the lens of input process and output.  Now whenever we are 

talking about input we precisely look at marketing communications  which means from where are 

the consumers being fed now that can be done through advertising  buzz agents social media now 

that can also happen through their friends family members  which are technically called as 

reference groups or opinion leaders that influence consumers.  Apart from that then we also see 

the process part of it which is basically aligned with  need recognition how consumers recognize 

their needs and then how they search for information  and how various product alternatives are 

evaluated let us say why they would buy an option a why they would not buy an option b or why 

they would prefer an option c then we also  look at the mechanics of consideration set evoked set 

and in upset and finally we understand  the output part which is all related to eventually 

purchasing the product and post purchase behavior  which can be looked at from the perspective 



of cognitive dissonance and also satisfaction  dissatisfaction and delight.  Now again we will be 

talking about this a lot more when we will be moving to the next  week but for now what 

becomes important to understand is the fact a retailer definitely  needs to understand how 

consumer behaves because eventually this is going to determine what  are the channels a retailer 

is going to offer to the customers what is the role that they  are going to play with respect to 

offering information sharing services assistance to  the customer because for many products 

consumers might require a great deal of information  like let us say where the monetary 

investment is high or where the shopping involvement  is otherwise heightened. 

So in such cases this is going to be of critical importance to understand the mechanics of  or the 

intricacies of consumer behavior.   

 

Now the next part which we are going to discuss in this is retail marketing strategy.  Now retail 

marketing strategy is all about how the retailer plans to use its resources  to accomplish the 

defined objectives.  So in this case we technically look at what is the target market which a 

retailer wants  to aim at like maybe we can say what is the segment of customer that a retailer 

would  like to cater to then in this case we also see how they want to create a sustainable  

competitive advantage.  So as far as retail marketing strategy is concerned what we look at is a 

retailer is  definitely going to analyze their strengths and weaknesses right. 

Now once the strengths and weaknesses have been realized this will also give you an indication  

of the customer base that a retailer will be interacting with or catering to.  Let us say if the 

strength of the retailer lies in developing elite products which are  of very high quality and they 

might even command a high price then the section of customers  that a retailer will be dealing 

with is going to be entirely different even with respect  to the services that are provided in store.  

Even with respect to the ambience of the store there is going to be a stark difference with  respect 

to the retailers that are dealing in products which are basically economic low  ticket items.  So 



even the competition is going to vary as far as this is concerned.  Another thing which retailer 

needs to identify is their target market. 

Now again this is going to lay the foundation of the products that you will be manufacturing  the 

kind of services that you will be offering even the kind of retail formats that you will  be picking 

up.  Let us say if your product is basically directed towards senior citizens then it might not  be 

that worthwhile to kind of adopt a completely online retailing strategy because as far as  senior 

citizens in India are concerned they might not have those consumer skills to search  for 

information place orders online.  If otherwise your strategy is all about first building or enhancing 

their skills or maybe  virtual or maybe using virtual assistance to place orders that can work.  So 

if we further elaborate on this with respect to a different customer segment let us say  a youth we 

can consider the example of CCD and Barista.  Now Barista is precisely used by people who go 

to offices and for office meetings so it  has a different vibe different ambience to it. 

But if you talk about CCD it is more youth driven people come there for having a good  time and 

chit chat with friends.  If you compare the ambience of CCD with Barista you will be able to 

notice stark differences  as far as their audience is concerned or target market is concerned with 

respect to youth  who are basically coming for a fun time vis-a-vis the people who are coming for 

business meetings.  Now retail marketing strategy is also going to determine the merchandise that 

you will  be selling.  Like in case of Fab India when they want to cater to male female as well as 

kids their  merchandise is available in all these product categories.  They have certain products 

for men women as well as kids also but if you look at Manyavar they were initially precisely only 

catering to men later on they also started venturing  into products for women. 

As far as my knowledge goes they are now not 100% with respect to kids.  So this is again one 

thing which you can check out and maybe consider as a homework from  my end.  What is the 

point if there is no profitability?  So a retailer is also need to take account of the investment in 

profits they need to  do a business analysis and profitable analysis to figure out if this is going to 

be profitable  in long term.  Now another important decision which a retailer is required to take is 

about location.  In earlier times location was one of the most critical factors which determine the 

success  of retailers but the whole idea in today's retailing dynamics is does it matter when  we 

are talking about online stores. 

So this is again an important facet that we will be talking in detail as we will move  to the further 

sections of the course.  And finally as a part of retail marketing strategy we also look at the 

organizational  design which means all the decision making is centralized or decentralized.  So all 

this in a generic way was all about touching important key points with respect  to retail marketing 

strategy whether it is about doing a SWOT analysis which is about  analyzing the strengths, 

weaknesses, opportunities and threats also or identifying the target  market or determining the 

merchandise that would be sold at retail stores and even figuring  out if this is going to be a 

profitable venture and decoding the mechanics of location decisions.  But one thing which again I 

would repeat lies at the core of retail marketing strategy is  about how you can achieve a 

competitive sustainable advantage vis-a-vis your competitors.  So I really hope that you got some 

very nuanced perspective about a retail marketing strategy  in brief. 



 
  

So as I was just saying it is equally important for a retailer to have financials in place  because no 

retailer would prefer operating at losses.  So it has to be in part of integral part of a retailers 

marketing strategy.  See if you remember I told you about analyzing or understanding consumers 

with respect to  their profitability or a segment of consumers which are not very profitable.  It is 

completely going to be futile for a retailer if they keep on continuing or providing  enhanced level 

of services to consumers who are not very profitable for them.  I have we had also discussed the 

example of Sprint I would urge you to go back and Google  more about it. 

But as far as financial strategy is concerned return on investments becomes very critical  for a 

retailer and a retailer should not only make a thorough analysis of the profits for  the current year 

but they should also check for the estimates and projections for the  next year.   



 

Now as far as retail management decision mechanics are concerned it is equally important to have  

a customer relationship management strategy in place.  Now customer relationship management 

strategy is all about developing and maintaining strong  relationships with the customers by 

understanding their needs preferences and behaviors.  Now there are two terms which are quite 

popular one is customer relationship management other  one is relationship management.  The 

only difference is when we are talking about customer relationship management we  are only 

focusing on customers but whenever we talk about relationship marketing we also  focus on other 

stakeholders like suppliers, government and the people who provide us funds. 

So I hope you got an idea about the differentiation between CRM and relationship marketing.  So 

as far as retailing is concerned the retailers can use a wide variety of strategies and tools  to 

implement CRM.   



 

So one way could be by offering loyalty programs which means you offer rewards and incentives  

for repeat purchases with the focus of building a strong term relationship with them and otherwise  

also loyalty programs can also provide a valuable data for understanding consumer behavior and  

preferences in a very insightful way.  Apart from that you can also implement personalized 

marketing which is all about offering personalized  marketing messages to customers which 

eventually lead to very high engagement and loyalty but  the personalized marketing should not 

only be related to personalizing marketing messages  but it should definitely go beyond offering 

personalized products which can definitely  have an element of customization.  Apart from this 

you can also get a specific sales promotion tactics or personalized sales  promotion offers for the 

customers and definitely personalization can also be implemented through  product 

recommendations which again is going to be a huge insight coming from the data  that you gather 

and how you analyze it and along with that from evil marketing campaigns  and by adopting 

targeted advertising. 



 
 

Along with this customer service can also be utilized as a means for developing relationships  

with the customers.  If you are able to provide fast and efficient service with respect to solving 

various customer  problems which can be related to repairs of there is an extra information that 

they need  then it is definitely going to be magical.  In another way you can implement this by 

adopting a strategy of sense making if you remember  we had also spoken about it how the 

present retailing dynamics is all going to be about  spends making where you collectively sit with 

customers and help them analyze which  product is going to be best suitable for them this again is 

a very important part of strategic  retailing.  And finally, you can utilize consumer data to 

understand consumer behaviors preferences and pain points and this indeed will help you in 

product development and defining right kind of marketing strategies for your customers.   



 

And finally social engagement can also play a key role as far as the customer relationship  

management is concerned. 

So in present dynamics you also see the emergence of social selling which is all about you know  

reaching out to consumers or targeting people for selling your products and services on  social 

media platforms in B2B selling LinkedIn is definitely emerging as a very popular platform.   

 

So as a part of sharing some extra insights I would urge you to go through this LinkedIn  article 

which has been written by James Schneider who is a co-founder and CEO at punch he basically  

talks about the pillars of social selling.  So I would urge and definitely strongly recommend you 



to go and read this article because this is definitely going to give you some enhanced perspectives 

about social selling.   

 

Now we get to the another important facet of retail management decision process which is all 

about merchandise management.  Now see merchandise management is all about what a retailer 

keeps in a store. 

If you remember I had also given you the perspective of opportunity cost right and that is why 

many retailers also charges slotting fees now again that is something which we had discussed as a 

part of learning something new in our initial few sessions.  Now technically merchandise 

management is all about when a retailer attempts to offer  the right quantity of the right 

merchandise in the right place at the right time to meet  the company's goals which means you are 

trying to make sure that products which are needed  by the consumers are made available to them 

at right time but there is something missing  in this which is pricing.  See a retailer also has to 

make sure that the right merchandise is not available at  right place at right time in right quantity 

but also at right prices.  Consumers will not be willing to pay a higher price just because the 

products are available  at right time rather the objective should be of coming up with value 

offerings where  the marketers do not compromise with quality but offer products at much lesser 

cost to  the customers.  Now in this case it might appear very simple right when we are repeating 

things like right  quantity right merchandise at right place at right time right price but a retailer 

has  to do a lot for this. 

So let's think about all those you know key important points which a retailer has to execute  in 

order to make sure that optimized or the best merchandise management happens.  They need to 

have a very robust supply chain mechanics right otherwise the cost is going  to be high along with 

that the products will not be available in stores at right name.  They also need to be very smart in 

executing integrated marketing communications program  right you also need to tell the 

consumers that new brands are available right along  with that you also need to have a very smart 



or I would say maybe based on kind of neuro  marketing placement of products so that consumers 

can be stimulated to buy more and also where  the products catch their attention all these things 

should be taken into account along  with that the retailers also need to be in touch with customers 

to make sure that right  kind of purchases are made right.  If you are missing out on keeping in 

touch with customers on regular basis you might  not be able to figure out how their preferences 

are changing and one best way of doing this  is by using qualitative methods by taking interviews 

and analyzing them apart from that  the another best way is to utilize predictive analytics which 

means we utilize the actual  data which reflects what consumers have been buying let us say in 

last 6 months or last  year and then that can be utilized for offering recommendations and also 

deciding which product  should be kept in stores along with that another key important element is 

about understanding  the relationship between HRM and retailing and in this particular module 

when we will  be talking about in detail we will be touching upon the importance of recruitment 

and selection  controlling expenses  

 

how you deal with part time employees along with that how you manage  employees who 

precisely work from home then how you need to keep your employees motivated  because many 

times it is believed that only money is going to act as a key motivator but  that does not work 

always how you need to control their performances and offer feedback  and how you eventually 

manage employee turnover which is a very critical challenge as far  as retailing is concerned.  See 

I will just give you a brief snippet about how retailing and selection becomes important  

whenever we look at the perspectives of achieving a sustainable competitive advantage vis-a-vis 

competitors in retailing are concerned human resources emerges as a critical factor do  you know 

that Best Buy once executed a strategy in which they propagated that their USP is  about having a 

knowledgeable sales staff and customer service agents in their stores who  will be very much 

happy to help which means they will be helping you with a smile and  are all going to be there out 

for you in help you understand what are the products that  are best suited for you in giving you 

demos or in having discussions with you with respect  to understanding which products are going 



to be the best fit as far as your choices  are concerned as Best Buy basically dealt in electronic 

gadgets sometimes people require  a higher level of information even with respect to 

understanding how they can be operated  in best ways so I want to leave you with this thought 

that how critical human resource management  becomes in retailing if you want to enjoy a 

sustainable competitive advantage and this  definitely becomes very critically important for B2B 

stores as well  

 

now one of the last  facets which we need to discuss is about the practice of operating and 

supervising all  activities within a store which is precisely called as store management and in this 

case  what we look at is creating shift schedules managing inventory visual merchandising which  

is all about enhancing the aesthetics so that you make products more appealing to the prospective  

consumers then communicating with suppliers and dealing with consumer complaints as well  

here the overall objective is to create a fruitful and pleasing experience for the customers  while 

they are in store now we had a broad idea about what are the key facets of a retail  management 

decision process but there are different levels of services that are precisely  offered by the retailer  



 

so the first one is self-service which is the cornerstone of discount  operations which means you 

eventually don't have any supporting staff in the retail store  as far as sales agent or customer 

support activities are concerned very minimal and  that's how you save on the cost and those 

benefits are then passed on to the customers  next is self-selection in which you can go to the 

store but you need to select products on your own  but you can definitely ask for assistance which 

means there is going to be some staff and the  next one is about limited service in which some 

services are provided and this is out when  consumers need more information and assistance and 

finally you get to full service in which  you will see a lot of customer service agents and sales 

people who will be there in and out  to help the customers in making right product choice choices 

and will work towards creating  a delight experience for the customers 



 

now see as far as this week is concerned we were supposed  to discuss the Kahn's retailing 

success matrix which is a very very important matrix with respect  to understanding how a retailer 

can become successful now this precisely has been developed  by professor Barbara Kahn from 

the Wharton School at the University of Pennsylvania and she  completely stands credited for 

developing this framework and her experience as the director of  the Petty and JH Baker retailing 

center from 2011 to 17 which is precisely for six years helped her  write a book the shopping 

revolution which is all about how retailers can win customers in the era  of endless disruption and 

this is something which we will be discussing as we will be moving to the  next week so this is 

going to be our first discussion points along with that  

 



we'll also be  discussing about the keys to successful retailing where we'll be talking about why 

knowing your  customers how when you care you must show it or having right systems and 

processes in place or  standing by your products and hiring right kind of employees I think you 

will be able to connect  the dots now and how when you have technology at the center or fulcrum 

of a retail store and you  focus on continuously innovating is going to be a great deal for being 

successful in retailing and  eventually we'll also touch upon the strategic selling approach so as 

far as this module is  concerned I really hope that you enjoyed learning about the remaining facets 

of retail management  decision process as far as Kahn's retailing success matrix are concerned 

and keys to successful  retailing in India are concerned we will be touching upon these exciting 

elements in the  next week when we will be beginning with the first session of the week 3 so 

looking forward  to meeting you soon wishing you a great day ahead thank you  you 


