
“Introduction to Retail Management”.

: The Retail Context: An Overview

Topic Objective:

At the end of this topic students will be able:

 To understand the concept of Retail pricing

 To understand services in retail sector.

Definition/Overview:

Retailing: consists of the sale of goods or merchandise from a fixed location, such as a

department store or kiosk, or by post, in small or individual lots for direct consumption by the

purchaser. Retailing may include subordinated services, such as delivery. Purchasers may be

individuals or businesses. In commerce, a retailer buys goods or products in large quantities from

manufacturers or importers, either directly or through a wholesaler, and then sells smaller

quantities to the end-user. Retail establishments are often called shops or stores. Retailers are at

the end of the supply chain. Manufacturing marketers see the process of retailing as a necessary

part of their overall distribution strategy.

Key Points:

1. Retail pricing

The pricing technique used by most retailers is cost-plus pricing. This involves adding a

markup amount (or percentage) to the retailers cost. Another common technique is suggested

retail pricing. This simply involves charging the amount suggested by the manufacturer and

usually printed on the product by the manufacturer.
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In Western countries, retail prices are often called psychological prices or odd prices. Often

prices are fixed and displayed on signs or labels. Alternatively, there can be price

discrimination for a variety of reasons, where the retailer charges higher prices to some

customers and lower prices to others. For example, a customer may have to pay more if the

seller determines that he or she is willing to. The retailer may conclude this due to the

customer's wealth, carelessness, lack of knowledge, or eagerness to buy. Another example is

the practice of discounting for youths or students. Retailers who are overstocked, or need to

raise cash to renew stocks may resort to "sales", where prices are "marked down", often by

advertised percentages - "50% off".

2. Retail Services

Behind the scenes at retail there is another factor at work. Corporations and independent

store owners alike are always trying to get the edge on their competitors. One way to do this

is to hire a merchandising solutions company to design custom store displays that will attract

more customers in a certain demographic. The nation's largest retailers spend millions every

year on in-store marketing programs that correspond to season and promotional changes. As

products change, so will a retail landscape.

3. Etymology

Retail comes from the French word retaillier which refers to "cutting off, clip and divide" in

terms of tailoring (1365). It first was recorded as a noun with the meaning of a "sale in small

quantities" in 1433 (French). Its literal meaning for retail was to "cut off, shred, paring". Like

the French, the word retail in both Dutch and German (detailhandel and Einzelhandel

respectively) also refer to sale of small quantities of items.
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: The Internationalization Of Retailing

Topic Objective:

At the end of this topic students will be able:

 To distinguish the types of brands

 To comprehend the brand architecture.

Definition/Overview:

Retail concentration: By "Retail concentration" we mean the market-share belonging to

generally the top 4 or 5 firms of the Great distribution present in a regional market, as a

percentage on the total.

Key Points:

1. Types of brands

A number of different types of brands are recognized. A "premium brand" typically costs more

than other products in the same category. An "economy brand" is a brand targeted to a high price

elasticity market segment. A "fighting brand" is a brand created specifically to counter a

competitive threat. When a company's name is used as a product brand name, this is referred to

as corporate branding. When one brand name is used for several related products, this is referred

to as family branding. When all a company's products are given different brand names, this is

referred to as individual branding. When a company uses the brand equity associated with an

existing brand name to introduce a new product or product line, this is referred to as "brand

leveraging." When large retailers buy products in bulk from manufacturers and put their own

brand name on them, this is called private branding, store brand, white labelling, private label or

own brand (UK). Private brands can be differentiated from "manufacturers' brands" (also

referred to as "national brands"). When two or more brands work together to market their
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products, this is referred to as "co-branding". When a company sells the rights to use a brand

name to another company for use on a non-competing product or in another geographical area,

this is referred to as "brand licensing." An "employment brand" is created when a company

wants to build awareness with potential candidates. In many cases, such as Google, this brand is

an integrated extension of their consumer.

2. Brand Architecture

The different brands owned by a company are not related to each other via brand architecture. In

product brand architecture, the company supports many different product brands each having its

own name and style of expression but the company itself remains invisible to consumers. Procter

& Gamble, considered by many to have created product branding, is a choice example with its

many unrelated consumer brands such as Tide, Pampers, Ivory and Pantene. With endorsed

brand architecture, a mother brand is tied to product brands, such as The Courtyard Hotels

(product brand name) by Marriott (mother brand name). Endorsed brands benefit from the

standing of their mother brand and thus save a company some marketing expense by virtue

promoting all the linked brands whenever the mother brand is advertised.. In the third model

only the mother brand is used and all products carry this name and all advertising speaks with the

same voice. A good example of this brand architecture, most often known as corporate branding,

is the UK-based conglomerate Virgin. Virgin brands all its businesses with its name (e.g., Virgin

Megastore, Virgin Atlantic, Virgin Brides) and uses one style and logo to support each of them.

There are several challenges associated with setting objectives for a brand or product category.

 Brand managers sometimes limit themselves to setting financial and market performance

objectives. They may not question strategic objectives if they feel this is the responsibility of

senior management.

 Most product level or brand managers limit themselves to setting short term objectives because

their compensation packages are designed to reward short term behaviour. Short term objectives

should be seen as milestones towards long term objectives.

 Often product level managers are not given enough information to construct strategic objectives.

 It is sometimes difficult to translate corporate level objectives into brand or product level

objectives. Changes in shareholders' equity are easy for a company to calculate. It is not so easy

to calculate the change in shareholders' equity that can be attributed to a product or category.
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More complex metrics like changes in the net present value of shareholders' equity are even

more difficult for the product manager to assess.

 In a diversified company, the objectives of some brands may conflict with those of other brands.

Or worse, corporate objectives may conflict with the specific needs of your brand. This is

particularly true in regard to the trade-off between stability and riskiness. Corporate objectives

must be broad enough that brands with high risk products are not constrained by objectives set

with cash cows in mind. The brand manager also needs to know senior management's harvesting

strategy. If corporate management intends to invest in brand equity and take a long term position

in the market (i.e. penetration and growth strategy), it would be a mistake for the product

manager to use short term cash flow objectives (ie. price skimming strategy). Only when these

conflicts and tradeoffs are made explicit, is it possible for all levels of objectives to fit together in

a coherent and mutually supportive manner.

 Brand managers sometimes set objectives that optimize the performance of their unit rather than

optimize overall corporate performance. This is particularly true where compensation is based

primarily on unit performance. Managers tend to ignore potential synergies and inter-unit joint

processes.

 Brands are sometimes criticized within social media web sites and this must be monitored and

managed (if possible)

: Commercial Activities And The Airport Sector- Current Issues And Future Threats

Topic Objective:

At the end of this topic students will be able:

 To review the US airport incidents

 To analyze the different airport security systems like CAPP, Computer Assisted Passenger

Prescreening System II and Surveillance Detection Report (SDR)
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Definition/Overview:

Airport: An airport is a facility where aircraft such as airplanes, helicopters, and blimps take off

and land. Aircraft may also be stored or maintained at an airport. An airport consists of at least

one surface such as a runway, a helipad, or water for takeoffs and landings, and often includes

buildings such as hangars and terminal buildings.

Computer Assisted Passenger Prescreening System: The Computer Assisted Passenger

Prescreening System (often abbreviated CAPPS) is a counter-terrorism system in place in the

United States air travel industry. The United States Transportation Security Administration

(TSA) maintains a watchlist, pursuant to 49 USC 114 (h)(2), of "individuals known to pose, or

suspected of posing, a risk of air piracy or terrorism or a threat to airline or passenger safety."

The list is used to pre-emptively identify terrorists attempting to buy plane tickets or board

planes traveling in the United States, and to mitigate perceived threats.

Key Points:

1. US airport Incidents

Prior to the 1970s American airports had minimal security arrangements to prevent aircraft

hijackings. Measures were introduced starting in the late 1960s after several high-profile

hijackings.

Sky marshals were introduced in 1970 but there were insufficient numbers to protect every flight

and hijackings continued to take place. Consequently in late 1972, the FAA required that all

airlines begin screening passengers and their carry-on baggage by January 5, 1973. This

screening was generally contracted to private security companies. Private companies would bid

on these contracts. The airline that had operational control of the departure concourse controlled

by a given checkpoint would hold that contract. Although an airline would control the operation
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of a checkpoint, oversight authority was held by the FAA. C.F.R. Title 14 restrictions did not

permit a relevant airport authority to exercise any oversight over checkpoint operations.

1.1 Post 9/11

The September 11, 2001 attacks prompted even tougher regulations, such as limiting

the number of and types of items passengers could carry on board aircraft and requiring

increased screening for passengers who fail to present a government issued photo ID.

The Aviation and Transportation Security Act generally required that by November 19,

2002 all passenger screening must be conducted by Federal employees. As a result,

passenger and baggage screening is now provided by the Transportation Security

Administration (TSA), part of the Department of Homeland Security. Provisions to

improve the technology for detecting explosives were included in the Terrorism

Prevention Act of 2004.

Noticing the demand for new technology in airport security, General Electric (GE)

started to develop the Secure Registered Traveler System. The new system would use

newly developed technology such as automated carry-on scanning, automatic biological

pathogen detection, millimeter-wave full body scanning and a quadruple resonance

carpet that would detect threats in shoes without having to take them off. The SRT

program also works with smartcard technology along with fingerprint technology to

help verify passengers. The fingerprint scanner also detects for explosive material

traces on the person's fingers. These technologies will provide a more detailed search

that is less intrusive to the passengers. Millimeter waves are less harmful than the

previous X-rays.

With the increase in security screening, some airports saw long queues for security

checks. To alleviate this, airports created Premium lines for passengers traveling in

First or Business Class, or those who were elite members of a particular airline's

Frequent Flyer program.
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The "screening passengers by observation techniques" (SPOT) program is operating at

some U.S. airports.

2. CAPPS

CAPPS systems rely on what is known as a Passenger Name Record, often abbreviated PNR.

When a person books a plane ticket, certain identifying information is collected by the

airline: full name, address, etc. This information is used to check against some data store

(e.g., a TSA No-Fly list, the FBI ten most wanted fugitive list, etc.) and assign a terrorism

"risk score" to that person. High risk scores require the airline to subject the person to

extended baggage and/or personal screening, and to contact law enforcement if necessary.

3. Computer Assisted Passenger Prescreening System II

Computer Assisted Passenger Prescreening System II was a proposal for a new CAPPS system,

designed by the Office of National Risk Assessment (ONRA), a subsidiary office of the TSA,

with the contracted assistance of Lockheed Martin. Congress presented the TSA with a list of

requirements for a successor to CAPPS I. Some of those requirements were:

 The government, not the airlines, will control and administer the system

 Every ticketed passenger will be screened, for instance not just those who check bags

 Every airline and every airport will be covered by the system

Like its predecessor, the CAPPS II proposal would rely on the PNR to uniquely identify

people attempting to board aircraft. It would expand the PNR field to include a few extra

fields, like a full street address, date of birth, and a home telephone number. It would then

cross-reference these fields with government records and private sector databases to

ascertain the identity of the person, and then determine a number of details about that

person. Law enforcement would be contacted in the event that the person:

 is present on a terrorist or most-wanted list

 has outstanding Federal or state arrest warrants for violent crime
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Otherwise, the software would calculate a "risk score" and then print a code on the boarding pass

indicating the appropriate "screening level" for that person: green (no threat) indicates no

additional screening, yellow (unknown or possible threat) indicates additional screening, and red

(high risk) indicates no boarding and deferral to law enforcement. How this risk score would be

calculated was never disclosed nor subject to public oversight of any kind outside of the TSA.

The system was jeopardized in a critical report (pdf) by the U.S. General Accounting Office in

early 2004 and increased opposition from watchdog groups like the ACLU,

ReclaimDemocracy.org, and EPIC. Advocacy groups that believed it would undermine both

privacy and safety (because terrorists allegedly could use it to their advantage), and may be

unconstitutional.

CAPPS II was cancelled by the TSA in the summer of 2004. Shortly thereafter, the TSA

announced a successor program, called Secure Flight, that would work much the same as CAPPS

II. TSA hoped to test Secure Flight in August 2005 using two airlines.

4. Surveillance Detection Report (SDR)

On July 21, 2006, TV station ABC 7 in Denver, Colorado released a report, citing air marshals

that were using a quota system of reporting one person per month as a requirement for

advancement. These reports are filed as Surveillance Detection Reports: it is unclear how many

such reports are required on a person to place them on the watch lists.

: Managing The Strategic Environment

Topic Objective:

At the end of this topic students will be able:

 To understand the transfer mechanism.

 To review the sales techniques.
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Definition/Overview:

Strategic Environmental Assessment (SEA): is a system of incorporating environmental

considerations into policies, plans and programmes. It is sometimes referred to as Strategic

Environmental Impact Assessment. The specific term Strategic Environmental Assessment

relates to European Union policy.

Strategic management: is the art, science and craft of formulating, implementing and

evaluating cross-functional decisions that will enable an organization to achieve its long-term

objectives

Door-to-door: is a sales technique in which a salesperson walks from one door of a house to

another trying to sell a product or service to the general public. A variant of this involves cold

calling first, when another sales representative attempts to gain agreement that a salesperson

should visit. Door-to-door selling is usually conducted in the afternoon hours, when the majority

of people are at home.

Key Points:

1. Transfer mechanism

There are several ways in which consumers can receive goods from a retailer:

 Counter service, where goods are out of reach of buyers, and must be obtained from the seller.

This type of retail is common for small expensive items (e.g. jewelry) and controlled items like

medicine and liquor. It was common before the 1900s in the United States, and is more common

in certain countries.

 Delivery (commerce), where goods are shipped directly to consumer's homes or workplaces.

Mail order from a printed catalog was invented in 1744 and common in the late 1800s and early

1900s. Ordering by telephone is now common, either from a catalog, newspaper or television

advertisement, or local restaurant menu for immediate service (especially for pizza delivery).
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Direct marketing (including telemarketing) and television shopping channels are also used to

generate telephone orders. Online shopping started gaining significant market share in developed

countries in the 2000s.

 Door-to-door sales where the salesperson sometimes travels with the goods for sale.

 Self-service, where goods may be handled and examined prior to purchase, has become more

common since the 1920s.

2. Sales techniques

Behind the scenes at retail there is another factor at work. Corporations and independent store

owners alike are always trying to get the edge on their competitors. One way to do this is to hire

a merchandising solutions company to design custom store displays that will attract more

customers in a certain demographic. The nation's largest retailers spend millions every year on

in-store marketing programs that correspond to season and promotional changes. As products

change, so will a retail landscape. Retailers may use facing to create the look of a perfectly-

stocked store even when it is not.

A destination store is one that customers will initiate a trip specifically to visit, sometimes over a

large area. These stores are often used to "anchor" a shopping mall or plaza, generating foot

traffic which is capitalized on by smaller retailers.

: Ethical Standards In Business

Topic Objective:

At the end of this topic students will be able:

 To understand the significance of ethics in a business.

 To review the general business ethics

 To comprehend the professional ethics
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 To understand the ethical practices in financial management field

 To study the ethics in human resource management.

 To understand ethics in production of goods.

 To relate to the ethical practices in economic systems.

Definition/Overview:

Business ethics: is a form of applied ethics that examines ethical principles and moral or ethical

problems that arise in a business environment.

Key Points:

1. Business Ethics

In the increasingly conscience-focused marketplaces of the 21st century, the demand for more

ethical business processes and actions (known as ethicism) is increasing. Simultaneously,

pressure is applied on industry to improve business ethics through new public initiatives and

laws (e.g. higher UK road tax for higher-emission vehicles).

Business ethics can be both a normative and a descriptive discipline. As a corporate practice and

a career specialization, the field is primarily normative. In academia descriptive approaches are

also taken. The range and quantity of business ethical issues reflects the degree to which business

is perceived to be at odds with non-economic social values. Historically, interest in business

ethics accelerated dramatically during the 1980s and 1990s, both within major corporations and

within academia. For example, today most major corporate websites lay emphasis on

commitment to promoting non-economic social values under a variety of headings (e.g. ethics

codes, social responsibility charters). In some cases, corporations have redefined their core

values in the light of business ethical considerations
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2. General business ethics

This part of business ethics overlaps with the philosophy of business, one of the aims of which is

to determine the fundamental purposes of a company. If a company's main purpose is to

maximize the returns to its shareholders, then it could be seen as unethical for a company to

consider the interests and rights of anyone else.

 Corporate social responsibility or CSR: an umbrella term under which the ethical rights and

duties existing between companies and society is debated.

 Issues regarding the moral rights and duties between a company and its shareholders: fiduciary

responsibility, stakeholder concept v. shareholder concept.

 Ethical issues concerning relations between different companies: e.g. hostile take-overs,

industrial espionage.

 Leadership issues: corporate governance.

 Political contributions made by corporations.

 Law reform, such as the ethical debate over introducing a crime of corporate manslaughter.

 The misuse of corporate ethics policies as marketing instruments.

3. Professional ethics

Professional ethics covers the myriad practical ethical problems and phenomena which arise out

of specific functional areas of companies or in relation to recognized business professions.

4. Ethics of accounting information

Creative accounting, earnings management, misleading financial analysis.

 Insider trading, securities fraud, bucket shops, forex scams: concerns (criminal) manipulation of

the financial markets.

 Executive compensation: concerns excessive payments made to corporate CEO's.
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 Bribery, kickbacks, and facilitation payments: while these may be in the (short-term) interests of

the company and its shareholders, these practices may be anti-competitive or offend against the

values of society.

5. Ethics of human resource management

The ethics of human resource management (HRM) covers those ethical issues arising around the

employer-employee relationship, such as the rights and duties owed between employer and

employee.

 Discrimination issues include discrimination on the bases of age (ageism), gender, race, religion,

disabilities, weight and attractiveness.

 Issues surrounding the representation of employees and the democratization of the workplace:

union busting, strike breaking.

 Issues affecting the privacy of the employee: workplace surveillance, drug testing.

 Issues affecting the privacy of the employer: whistle-blowing.

 Issues relating to the fairness of the employment contract and the balance of power between

employer and employee: slavery, indentured servitude, employment law.

 Occupational safety and health.

6. Ethics of sales and marketing

Marketing which goes beyond the mere provision of information about (and access to) a product

may seek to manipulate our values and behavior. To some extent society regards this as

acceptable, but where is the ethical line to be drawn? Marketing ethics overlaps strongly with

media ethics, because marketing makes heavy use of media. However, media ethics is a much

larger topic and extends outside business ethics.

 Pricing: price fixing, price discrimination, price skimming.

 Anti-competitive practices: these include but go beyond pricing tactics to cover issues such as

manipulation of loyalty and supply chains. See: anti-competitive practices, antitrust law.
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 Specific marketing strategies: greenwash, bait and switch, shill, viral marketing, spam

(electronic), pyramid scheme, planned obsolescence.

 Content of advertisements: attack ads, subliminal messages, sex in advertising, products regarded

as immoral or harmful

 Children and marketing: marketing in schools.

 Black markets, grey markets.

7. Ethics of production

This area of business ethics deals with the duties of a company to ensure that products and

production processes do not cause harm. Some of the more acute dilemmas in this area arise out

of the fact that there is usually a degree of danger in any product or production process and it is

difficult to define a degree of permissibility, or the degree of permissibility may depend on the

changing state of preventative technologies or changing social perceptions of acceptable risk.

 Defective, addictive and inherently dangerous products and services (e.g. tobacco, alcohol,

weapons, motor vehicles, chemical manufacturing, bungee jumping).

 Ethical relations between the company and the environment: pollution, environmental ethics,

carbon emissions trading

 Ethical problems arising out of new technologies: genetically modified food, mobile phone

radiation and health.

 Product testing ethics: animal rights and animal testing, use of economically disadvantaged

groups (such as students) as test objects.

8. Ethics of intellectual property, knowledge and skills

Knowledge and skills are valuable but not easily "ownable" as objects. Nor is it obvious who has

the greater rights to an idea: the company who trained the employee, or the employee

themselves? The country in which the plant grew, or the company which discovered and
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developed the plant's medicinal potential? As a result, attempts to assert ownership and ethical

disputes over ownership arise.

 Patent infringement, copyright infringement, trademark infringement.

 Misuse of the intellectual property systems to stifle competition: patent misuse, copyright

misuse, patent troll, submarine patent.

 Even the notion of intellectual property itself has been criticized on ethical grounds: see

intellectual property.

 Employee raiding: the practice of attracting key employees away from a competitor to take

unfair advantage of the knowledge or skills they may possess.

 The practice of employing all the most talented people in a specific field, regardless of need, in

order to prevent any competitors employing them.

 Bioprospecting (ethical) and biopiracy (unethical).

 Business intelligence and industrial espionage.

9. International business ethics

While business ethics emerged as a field in the 1970s, international business ethics did not

emerge until the late 1990s, looking back on the international developments of that decade.

Many new practical issues arose out of the international context of business. Theoretical issues

such as cultural relativity of ethical values receive more emphasis in this field. Other, older

issues can be grouped here as well. Issues and subfields include:

 The search for universal values as a basis for international commercial behavior.

 Comparison of business ethical traditions in different countries.

 Comparison of business ethical traditions from various religious perspectives.

 Ethical issues arising out of international business transactions; e.g. bioprospecting and biopiracy

in the pharmaceutical industry; the fair trade movement; transfer pricing.

 Issues such as globalization and cultural imperialism.
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 Varying global standards - e.g. the use of child labor.

 The way in which multinationals take advantage of international differences, such as outsourcing

production (e.g. clothes) and services (e.g. call centres) to low-wage countries.

 The permissibility of international commerce with pariah states.

10. Ethics of economic systems

This vaguely defined area, perhaps not part of but only related to business ethics, is where

business ethicists venture into the fields of political economy and political philosophy, focusing

on the rights and wrongs of various systems for the distribution of economic benefits. The work

of John Rawls (1921-2002) is a notable contribution.

In Section 2 of this course you will cover these topics:
Understanding Finance

The Retail Development Process: An Overview

The Impact Of Retail Planning

Revitalising The Town Centre- The Example Of Achmore (Andrew Paddison)

Retail Marketing

You may take as much time as you want to complete the topic coverd in section 2.
There is no time limit to finish any Section, However you must finish All Sections before

semester end date.

If you want to c ontinue remaining courses later, you may save the course and leave.
You can continue later as per your convenience and this course will be avalible in your

area to save and continue later.

: Understanding Finance

Topic Objective:

At the end of this topic students will be able:

 To differentiate between the main techniques and sectors of financial industry.
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 To understand the corporate and personal finances.

 To understand financial management.

Definition/Overview:

Finance: The field of finance refers to the concepts of time, money and risk and how they are

interrelated.

Managerial or corporate finance: is the task of providing the funds for a corporation's

activities. For small business, this is referred to as SME finance. It generally involves balancing

risk and profitability, while attempting to maximize an entity's wealth and the value of its stock.

Key Points:

1. The main techniques and sectors of the financial industry

An entity whose income exceeds its expenditure can lend or invest the excess income. On the

other hand, an entity whose income is less than its expenditure can raise capital by borrowing or

selling equity claims, decreasing its expenses, or increasing its income. The lender can find a

borrower, a financial intermediary such as a bank, or buy notes or bonds in the bond market. The

lender receives interest, the borrower pays a higher interest than the lender receives, and the

financial intermediary pockets the difference.

A bank aggregates the activities of many borrowers and lenders. A bank accepts deposits from

lenders, on which it pays the interest. The bank then lends these deposits to borrowers. Banks
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allow borrowers and lenders, of different sizes, to coordinate their activity. Banks are thus

compensators of money flows in space.

A specific example of corporate finance is the sale of stock by a company to institutional

investors like investment banks, who in turn generally sell it to the public. The stock gives

whoever owns it part ownership in that company. If you buy one share of XYZ Inc, and they

have 100 shares outstanding (held by investors), you are 1/100 owner of that company. Of

course, in return for the stock, the company receives cash, which it uses to expand its business in

a process called "equity financing". Equity financing mixed with the sale of bonds (or any other

debt financing) is called the company's capital structure.

Finance is used by individuals (personal finance), by governments (public finance), by

businesses (corporate finance), as well as by a wide variety of organizations including schools

and non-profit organizations. In general, the goals of each of the above activities are achieved

through the use of appropriate financial instruments, with consideration to their institutional

setting.

Finance is one of the most important aspects of business management. Without proper financial

planning a new enterprise is unlikely to be successful. Managing money (a liquid asset) is

essential to ensure a secure future, both for the individual and an organization.

2. Personal finance

Personal financial decisions may involve paying for education, financing durable goods such as

real estate and cars, buying insurance, e.g. health and property insurance, investing and saving

for retirement.

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

19
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



Personal financial decisions may also involve paying for a loan.

3. Corporate finance

Managerial or corporate finance is the task of providing the funds for a corporation's activities.

For small business, this is referred to as SME finance. It generally involves balancing risk and

profitability, while attempting to maximize an entity's wealth and the value of its stock.

Long term funds are provided by ownership equity and long-term credit, often in the form of

bonds. The balance between these forms the company's capital structure. Short-term funding or

working capital is mostly provided by banks extending a line of credit.

Another business decision concerning finance is investment, or fund management. An

investment is an acquisition of an asset in the hope that it will maintain or increase its value. In

investment management -- in choosing a portfolio -- one has to decide what, how much and

when to invest. To do this, a company must:

 Identify relevant objectives and constraints: institution or individual goals, time horizon, risk

aversion and tax considerations;

 Identify the appropriate strategy: active v. passive -- hedging strategy

 Measure the portfolio performance

Financial management is duplicate with the financial function of the Accounting profession.

However, financial accounting is more concerned with the reporting of historical financial

information, while the financial decision is directed toward the future of the firm.
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: The Retail Development Process: An Overview

Topic Objective:

At the end of this topic students will be able:

 To understand the logics and considerations behind urban planning.

 To describe the different aspects of planning.

Definition/Overview:

Market: is a physical location where buyers and sellers converge. Usually this is done in town

squares, sidewalks or designated streets and may involve the construction of temporary

structures (market stalls).

Self-service: where goods may be handled and examined prior to purchase, has become more

common since the 20th century.

Key Points:

1. Urban Planning

Urban, city, and town planning are the disciplines of land use planning that explore a very wide

range of aspects of the built and social environments of urbanized municipalities and

communities. Other professions deal in more detail with a smaller scale of development, namely

architecture, landscape architecture and urban design. Regional planning deals with a still larger

environment, at a less detailed level.
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Another key role of urban planning is urban renewal, and re-generation of inner cities by

adapting urban planning methods to existing cities suffering from long-term infrastructural

decay.

2. Aspects of planning

In developed countries, there has been a backlash against excessive man-made clutter in the

visual environment, such as signposts, signs, and hoardings. Other issues that generate strong

debate amongst urban designers are tensions between peripheral growths, increased housing

density and planned new settlements. There are also unending debates about the benefits of

mixing tenures and land uses, versus the benefits of distinguishing geographic zones where

different uses predominate. Regardless, all successful urban planning considers urban character,

local identity, and respect for heritage, pedestrians, traffic, utilities and natural hazards.

Planners are important in managing the growth of cities, applying tools like zoning to manage

the uses of land, and growth management to manage the pace of development. When examined

historically, many of the cities now thought to be most beautiful are the result of dense, long

lasting systems of prohibitions and guidance about building sizes, uses and features. These

allowed substantial freedoms, yet enforce styles, safety, and often materials in practical ways.

Many conventional planning techniques are being repackaged using the contemporary term

smart growth.

There are some cities that have been planned from conception, and while the results often don't

turn out quite as planned, evidence of the initial plan often remains.

2.1 Safety

Historically within the Middle East, Europe and the rest of the Old World, settlements

were located on higher ground (for defense) and close to fresh water sources. Cities have

often grown onto coastal and flood plains at risk of floods and storm surges. Urban
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planners must consider these threats. If the dangers can be localised then the affected

regions can be made into parkland or Greenbelt, often with the added benefit of open

space provision.

Extreme weather, flood, or other emergencies can often be greatly mitigated with secure

emergency evacuation routes and emergency operations centres. These are relatively

inexpensive and unintrusive, and many consider them a reasonable precaution for any

urban space. Many cities will also have planned, built safety features, such as levees,

retaining walls, and shelters.

In recent years, practitioners have also been expected to maximize the accessibility of an

area to people with different abilities, practicing the notion of "inclusive design," to

anticipate criminal behaviour and consequently to "design-out crime" and to consider

"traffic calming" or "pedestrianisation" as ways of making urban life more pleasant.

City planning tries to control criminality with structures designed from theories such as

socio-architecture or environmental determinism. These theories say that an urban

environment can influence individuals' obedience to social rules. The theories often say

that psychological pressure develops in more densely developed, unadorned areas. This

stress causes some crimes and some use of illegal drugs. The antidote is usually more

individual space and better, more beautiful design in place of functionalism.

Oscar Newmans defensible space theory cites the modernist housing projects of the

1960s as an example of environmental determinism, where large blocks of flats are

surrounded by shared and disassociated public areas, which are hard for residents to

identify with. As those on lower incomes cannot hire others to maintain public space such

as security guards or grounds keepers, and because no individual feels personally

responsible, there was a general deterioration of public space leading to a sense of

alienation and social disorder Source
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Jane Jacobs is another notable environmental determinist and is associated with the "eyes

on the street" concept. By improving natural surveillance of shared land and facilities of

nearby residents by literally increasing the number of people who can see it, and

increasing the familiarity of residents, as a collective, residents can more easily detect

undesirable or criminal behaviour.

The "broken-windows" theory argues that small indicators of neglect, such as broken

windows and unkempt lawns, promote a feeling that an area is in a state of decay.

Anticipating decay, people likewise fail to maintain their own properties. The theory

suggests that abandonment causes crime, rather than crime causing abandonment.

Some planning methods might help an elite group to control ordinary citizens.

Haussmann's renovation of Paris created a system of wide boulevards which prevented

the construction of barricades in the streets and eased the movement of military troops. In

Rome, the Fascists in the 1930s created ex novo many new suburbs in order to

concentrate criminals and poorer classes away from the elegant town.

Other social theories point out that in Britain and most countries since the 18th century,

the transformation of societies from rural agriculture to industry caused a difficult

adaptation to urban living. These theories emphasize that many planning policies ignore

personal tensions, forcing individuals to live in a condition of perpetual extraneity to their

cities. Many people therefore lack the comfort of feeling "at home" when at home. Often

these theorists seek a reconsideration of commonly used "standards" that rationalize the

outcomes of a free (relatively unregulated) market.

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

24
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



2.2 Transport

Transport within urbanized areas presents unique problems. The density of an urban

environment can create significant levels of road traffic, which can impact businesses and

increase pollution. Parking space is another concern, requiring the construction of large

parking garages in high density areas which could be better used for other development.

Good planning uses transit oriented development, which attempts to place higher

densities of jobs or residents near high-volume transportation. For example, some cities

permit commerce and multi-story apartment buildings only within one block of train

stations and multilane boulevards, and accept single-family dwellings and parks farther

away.

Floor area ratio is often used to measure density. This is the floor area of buildings

divided by the land area. Ratios below 1.5 could be considered low density, and plot

ratios above five very high density. Most exurbs are below two, while most city centres

are well above five. Walk-up apartments with basement garages can easily achieve a

density of three. Skyscrapers easily achieve densities of thirty or more.

City authorities may try to encourage lower densities to reduce infrastructure costs,

though some observers note that low densities may not accommodate enough population

to provide adequate demand or funding for that infrastructure. In the UK, recent years

have seen a concerted effort to increase the density of residential development in order to

better achieve sustainable development. Increasing development density has the

advantage of making mass transport systems, district heating and other community

facilities (schools, health centres, etc) more viable. However critics of this approach dub

the densification of development as 'town cramming' and claim that it lowers quality of

life and restricts market-led choice.
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Problems can often occur at residential densities between about two and five. These

densities can cause traffic jams for automobiles, yet are too low to be commercially

served by trains or light rail systems. The conventional solution is to use buses, but these

and light rail systems may fail where automobiles and excess road network capacity are

both available, achieving less than 1% ridership.

The Lewis-Mogridge Position claims that increasing road space is not an effective way of

relieving traffic jams as latent or induced demand invariably emerges to restore a

socially-tolerable level of congestion.

2.3 Environmental factors

Environmental protection and conservation are of utmost importance to many planning

systems across the world. Not only are the specific effects of development to be

mitigated, but attempts are made to minimize the overall effect of development on the

local and global environment. This is commonly done through the assessment of

Sustainable urban infrastructure. In Europe this process is known as Sustainability

Appraisal.

In most advanced urban or village planning models, local context is critical. In many,

gardening and other outdoor activities assumes a central role in the daily life of citizens.

Environmental planners are focusing on smaller systems of resource extraction, energy

production and waste disposal. There is even a practice known as Arcology, which seeks

to unify the fields of ecology and architecture, using principles of landscape architecture

to achieve a harmonious environment for all living things. On a small scale, the eco-

village theory has become popular, as it emphasizes a traditional 100-140 person scale for

communities.
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An urban planner is likely to use a number of quantitative tools to forecast impacts of

development on the environmental, including roadway air dispersion models to predict

air quality impacts of urban highways and roadway noise models to predict noise

pollution effects of urban highways. As early as the 1960s, noise pollution was addressed

in the design of urban highways as well as noise barriers. The Phase I Environmental Site

Assessment can be an important tool to the urban planner by identifying early in the

planning process any geographic areas or parcels which have toxic constraints.

2.4 Light and Sound

The canyon effect is a colloquial, non-scientific term referring to street space bordered by

very high buildings. This type of environment may disallow direct sunlight to reach

sidewalk level during most of the daylight hours. While an oft-decried phenomenon, this

is very rare outside of very dense, hyper-tall urban environments, such as those found in

Lower and Midtown Manhattan, Chicago's Loop and Kowloon in Hong Kong.

In urban planning, sound is usually measured as a source of pollution.

3. Genres of retail

Some shops sell second-hand goods. In other cases, especially in the case of a nonprofit shop, the

public donates goods to the shop to be sold (see also thrift store). In give-away shops goods can

be taken for free.

There are also "consignment" shops, which are where a person can place an item in a store, and

if it sells the person gives the shop owner a percentage of the sale price. The advantage of selling

an item this way is that the established shop gives the item exposure to more potential buyers.

The term "retailer" is also applied where a service provider services the needs of a large number

of individuals, such as a public utility like electric power.
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Buildings for retail have changed considerably over time. Market halls were constructed in the

Middle Ages, which were essentially just covered marketplaces. The first shops in the modern

sense used to deal with just one type of article, and usually adjoined the producer (baker, tailor,

cobbler). In the 19th century, in France, arcades were invented, which were a street of several

different shops, roofed over. Counters, each dealing with a different kind of article, were

invented; it was called a department store. One of the novelties of the department store was the

introduction of fixed prices, making haggling unnecessary, and browsing more enjoyable. This is

commonly considered the birth of consumerism In cities, these were multi-story buildings which

pioneered the escalator.

In the 1920s the first supermarket opened in the United States, heralding in a new era of retail:

self-service. Around the same time the first shopping mall was constructed which incorporated

elements from both the arcade and the department store. A mall consists of several department

stores linked by arcades (many of whose shops are owned by the same firm under different

names). The design was perfected by the Austrian architect Victor Gruen All the stores rent their

space from the mall owner. By mid-century, most of these were being developed as single

enclosed, climate-controlled, projects in suburban areas. The mall has had a considerable impact

on the retail structure and urban development in the United States.

In addition to the enclosed malls, there are also strip malls which are 'outside' malls (in Britain

they are called retail parks. These are often comprised of one or more big-box stores or

superstores.

Local shops can be known as brick and mortar stores in the United States. Many shops are part

of a chain: a number of similar shops with the same name selling the same products in different

locations. The shops may be owned by one company, or there may be a franchising company that

has franchising agreements with the shop owners
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Some shops sell second-hand goods. In other cases, especially in the case of a nonprofit shop, the

public donates goods to the shop to be sold

There are also 'consignment' shops, which are where a person can place an item in a store, and if

it sells the person gives the shop owner a percentage of the sale price. The advantage of selling

an item this way is that the established shop gives the item exposure to more potential buyers.

The term retailer is also applied where a service provider services the needs of a large number of

individuals, such as with telephone or electric power.

: The Impact Of Retail Planning

Topic Objective:

At the end of this topic students will be able:

 To understand the strategic model

 To understand the marketing concepts in practice mainly the Consumer centric Business.

 To analyze the types of strategies used in the consumer business.

Definition/Overview:

Strategy: A strategy is a long term plan of action designed to achieve a particular goal. Strategy

is differentiated from tactics, or immediate actions, with resources at hand by its nature of being

extensively premeditated, and often practically rehearsed.
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Key Points:

1. Strategic models

Marketing participants often employ strategic models and tools to analyze marketing decisions.

When beginning a strategic analysis, the 3Cs can be employed to get a broad understanding of

the strategic environment. An Ansoff Matrix is also often used to convey an organization's

strategic positioning of their marketing mix. The 4Ps can then be utilized to form a marketing

plan to pursue a defined strategy.

2. Marketing in Practice

2.1 The Consumer-Centric Business

There are a many companies especially those in the Consumer Package Goods (CPG)

market that adopt the theory of running their business centred around Consumer,

Shopper & Retailer needs. Their Marketing departments spend quality time looking

for "Growth Opportunities" in their categories by identifying relevant insights (both

mindsets and behaviours) on their target Consumers, Shoppers and retail partners.

These Growth Opportunites emerge from changes in market trends, segment

dynamics changing and also internal brand or operational business challenges.The

Marketing team can then prioritise these Growth Opportunites and begin to develop

strategies to exploit the opportunities that could include new or adapted products,

services as well as changes to the 4Ps.

Real-life marketing primarily revolves around the application of a great deal of

common-sense; dealing with a limited number of factors, in an environment of

imperfect information and limited resources complicated by uncertainty and tight

timescales. Use of classical marketing techniques, in these circumstances, is

inevitably partial and uneven.

Thus, for example, many new products will emerge from irrational processes and the

rational development process may be used (if at all) to screen out the worst non-

runners. The design of the advertising, and the packaging, will be the output of the

creative minds employed; which management will then screen, often by 'gut-reaction',

to ensure that it is reasonable.
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For most of their time, marketing managers use intuition and experience to analyze

and handle the complex, and unique, situations being faced; without easy reference to

theory. This will often be 'flying by the seat of the pants', or 'gut-reaction'; where the

overall strategy, coupled with the knowledge of the customer which has been

absorbed almost by a process of osmosis, will determine the quality of the marketing

employed. This, almost instinctive management, is what is sometimes called 'coarse

marketing'; to distinguish it from the refined, aesthetically pleasing, form favored by

the theorists.

3. Types of strategies

Marketing strategies may differ depending on the unique situation of the individual business.

However there are a number of ways of categorizing some generic strategies. A brief

description of the most common categorizing schemes is presented below:

 Strategies based on market dominance - In this scheme, firms are classified based on their market

share or dominance of an industry. Typically there are three types of market dominance

strategies:

o Leader

o Challenger

o Follower

 Porter generic strategies - strategy on the dimensions of strategic scope and strategic strength.

Strategic scope refers to the market penetration while strategic strength refers to the firms

sustainable competitive advantage.

o Product differentiation

o Market segmentation

 Innovation strategies - This deals with the firm's rate of the new product development and

business model innovation. It asks whether the company is on the cutting edge of technology and

business innovation. There are three types:

o Pioneers
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o Close followers

o Late followers

 Growth strategies - In this scheme we ask the question, How should the firm grow?. There are a

number of different ways of answering that question, but the most common gives four answers:

o Horizontal integration

o Vertical integration

o Diversification

o Intensification

A more detailed scheme uses the categories:

o Prospector

o Analyzer

o Defender

o Reactor

 Marketing warfare strategies - This scheme draws parallels between marketing strategies and

military strategies.

: Revitalising The Town Centre- The Example Of Achmore (Andrew Paddison)

Topic Objective:

At the end of this topic students will be able:

 To understand retail design.

 To understand concept of retail supply chain.
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Definition/Overview:

Retail Services: Behind the scenes at retail there is another factor at work. Corporations and

independent store owners alike are always trying to get the edge on their competitors. One way

to do this is to hire a merchandising solutions company to design custom store displays that will

attract more customers in a certain demographic. The nation's largest retailers spend millions

every year on in-store marketing programs that correspond to season and promotional changes.

As products change, so will a retail landscape.

Key Points:

1. Retail design

Retail design is a creative and commercial discipline that combines and utilizes many different

design concepts together in the conceptualizing and construction of retail space.

Retail design is primarily a specialized practice of architecture and interior design, however it

also incorporates elements of interior decoration, graphic design, ergonomics, and advertising.

Retail design is a very specialized discipline due to the heavy demands placed on retail space.

Because the primary purpose of retail space is to stock and sell product to consumers, the spaces

must be designed in a way that promotes an enjoyable and hassle-free shopping experience for

the consumer. The space must be specially-tailored to the kind of product being sold in that

space; for example, a bookstore requires many large shelving units to accommodate small

products that can be arranged categorically while a clothing store requires more open space to

fully display product. A poor example of floor design can be seen in the previous works of Phil

Blady.
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Retail spaces, especially when they form part of a retail chain, must also be designed to draw

people into the space to shop. The storefront must act as a billboard for the store, often

employing large display windows that allow shoppers to see into the space and the product

inside. In the case of a retail chain, the individual spaces must be unified in their design.

2. Retail supply chain

In the supply chain, merchandising is the practice of making products in retail outlets available to

consumers, primarily by stocking shelves and displays. While this used to be done exclusively by

the stores' employees, many retailers have found substantial savings in requiring it to be done by

the manufacturer, vendor, or wholesaler that provides the products to the retail store. In the

United Kingdom there are a number of organizations that supply merchandising services to

support retail outlets with general stock replenishment and merchandising support in new stores.

By doing this, retail stores have been able to substantially reduce the number of employees

needed to run the store. While stocking shelves and building displays is often done when the

product is delivered, it is increasingly a separate activity from delivering the product. In grocery

stores, for example, almost all products delivered directly to the store from a manufacturer or

wholesaler will be stocked by the manufacturer's/wholesaler's employee who is a full time

merchandiser. Product categories where this is common are Beverage (all types, alcoholic and

non-alcoholic), packaged baked goods (bread and pastries), magazines and books, and health and

beauty products. For major food manufacturers in the beverage and baked goods industries, their

merchandisers are often the single largest employee group within the company. For nationwide

branded goods manufacturers such as The Coca-Cola Company and PepsiCo, their respective

merchandiser work forces number in the thousands.

: Retail Marketing

Topic Objective:

At the end of this topic students will be able:

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

34
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



 To understand the concept of marketing

 To comprehend the two levels of marketing.

 To understand the 4 ps

 To distinguish the new 7 ps in the field of marketing.

Definition/Overview:

Marketing: is an ongoing process of planning and executing the marketing mix (Product, Price,

Place, Promotion) for products, services or ideas to create exchange between individuals and

organizations. Marketing tends to be seen as a creative industry, which includes advertising,

distribution and selling. It is also concerned with anticipating the customers' future needs and

wants, which are often discovered through market research. Essentially, marketing is the process

of creating or directing an organization to be successful in selling a product or service that people

not only desire, but are willing to buy. Therefore good marketing must be able to create a

"proposition" or set of benefits for the end customer that delivers value through products or

services.

Key Points:

1. Concept of Marketing

Marketing is an instructive business domain that serves to inform and educate target markets

about the value and competitive advantage of a company and its products. Value is worth derived

by the customer from owning and using the product. Competitive Advantage is a depiction that

the company or its products are each doing something better than their competition in a way that

could benefit the customer.
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Marketing is focused on the task of conveying pertinent company and product related

information to specific customers, and there are a multitude of decisions (strategies) to be made

within the marketing domain regarding what information to deliver, how much information to

deliver, to whom to deliver, how to deliver, when to deliver, and where to deliver. Once the

decisions are made, there are numerous ways (tactics) and processes that could be employed in

support of the selected strategies.

The goal of marketing is to build and maintain a preference for a company and its products

within the target markets. The goal of any business is to build mutually profitable and sustainable

relationships with its customers. While all business domains are responsible for accomplishing

this goal, the marketing domain bears a significant share of the responsibility.

Within the larger scope of its definition, marketing is performed through the actions of three

coordinated disciplines named: Product Marketing, Corporate Marketing, and Marketing

Communications.

2. Two levels of marketing

Strategic marketing: attempts to determine how an organization competes against its competitors

in a market place. In particular, it aims at generating a competitive advantage relative to its

competitors.

Operational marketing: executes marketing functions to attract and keep customers and to

maximize the value derived for them, as well as to satisfy the customer with prompt services and

meeting the customer expectations. Operational Marketing includes the determination of the

porter's five forces
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3. Four Ps

In the early 1960s, Professor Neil Borden at Harvard Business School identified a number of

company performance actions that can influence the consumer decision to purchase goods or

services. Borden suggested that all those actions of the company represented a Marketing Mix.

Professor E. Jerome McCarthy, also at the Harvard Business School in the early 1960s,

suggested that the Marketing Mix contained 4 elements: product, price, place and promotion.

In popular usage, "marketing" is the promotion of products, especially advertising and branding.

However, in professional usage the term has a wider meaning which recognizes that marketing is

customer-centered. Products are often developed to meet the desires of groups of customers or

even, in some cases, for specific customers. E. Jerome McCarthy divided marketing into four

general sets of activities. His typology has become so universally recognized that his four

activity sets, the Four Ps, have passed into the language.

The four Ps are:

 Product: The product aspects of marketing deal with the specifications of the actual goods or

services, and how it relates to the end-user's needs and wants. The scope of a product generally

includes supporting elements such as warranties, guarantees, and support.

 Pricing: This refers to the process of setting a price for a product, including discounts. The price

need not be monetary - it can simply be what is exchanged for the product or services, e.g. time,

energy, psychology or attention.

 Promotion: This includes advertising, sales promotion, publicity, and personal selling, branding

and refers to the various methods of promoting the product, brand, or company.

 Placement (or distribution): refers to how the product gets to the customer; for example, point of

sale placement or retailing. This fourth P has also sometimes been called Place, referring to the

channel by which a product or services is sold (e.g. online vs. retail), which geographic region or

industry, to which segment (young adults, families, business people), etc.

These four elements are often referred to as the marketing mix, which a marketer can use to

craft a marketing plan. The four Ps model is most useful when marketing low value
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consumer products. Industrial products, services, high value consumer products require

adjustments to this model. Services marketing must account for the unique nature of

services. Industrial or B2B marketing must account for the long term contractual

agreements that are typical in supply chain transactions. Relationship marketing attempts to

do this by looking at marketing from a long term relationship perspective rather than

individual transactions.

As a counter to this, Morgan, in Riding the Waves of Change, suggests that one of the greatest

limitations of the 4 Ps approach "is that it unconsciously emphasizes the insideout view (looking

from the company outwards), whereas the essence of marketing should be the outsidein

approach". Nevertheless, the 4 Ps offer a memorable and workable guide to the major categories

of marketing activity, as well as a framework within which these can be used.

4. Seven Ps

As well as the standard four P's (Product, Pricing, Promotion and Place), services marketing

calls upon an extra three, totaling seven and known together as the extended marketing mix.

These are:

 People: Any person coming into contact with customers can have an impact on overall

satisfaction. Whether as part of a supporting service to a product or involved in a total service,

people are particularly important because, in the customer's eyes, they are generally inseparable

from the total service . As a result of this, they must be appropriately trained, well motivated and

the right type of person. Fellow customers are also sometimes referred to under 'people', as they

too can affect the customer's service experience, (e.g., at a sporting event).

 Process: This is the process(es) involved in providing a service and the behaviour of people,

which can be crucial to customer satisfaction.

 Physical evidence: Unlike a product, a service cannot be experienced before it is delivered,

which makes it intangible. This, therefore, means that potential customers could perceive greater

risk when deciding whether to use a service. To reduce the feeling of risk, thus improving the

chance for success, it is often vital to offer potential customers the chance to see what a service
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would be like. This is done by providing physical evidence, such as case studies, testimonials or

demonstrations.

 Personalization: It is here referred customization of products and services through the use of the

Internet. Early examples include Dell on-line and Amazon.com, but this concept is further

extended with emerging social media and advanced algorithms. Emerging technologies will

continue to push this idea forward.

 Participation: This is to allow the customer to participate in what the brand should stand for;

what should be the product directions and even which ads to run. This concept is laying the

foundation for disruptive change through democratization of information.

 Peer-to-Peer: This refers to customer networks and communities where advocacy happens. The

historical problem with marketing is that it is interruptive in nature, trying to impose a brand on

the customer. This is most apparent in TV advertising. These passive customer bases will

ultimately be replaced by the active customer communities. Brand engagement happens within

those conversations. P2P is now being referred as Social Computing and is likely to be the most

disruptive force in the future of marketing.

 Predictive modeling: This refers to algorithms that are being successfully applied in marketing

problems (both a regression as well as a classification problem).

In Section 3 of this course you will cover these topics:
Using Information To Understand The Customer

Fast Retailing- We Wont Tell You What To Wear (Keri Davies)

Human Resource Management Issues In Retailing

Labour Turnover In The Retail Industry

You may take as much time as you want to complete the topic coverd in section 3.
There is no time limit to finish any Section, However you must finish All Sections before

semester end date.

If you want to c ontinue remaining courses later, you may save the course and leave.
You can continue later as per your convenience and this course will be avalible in your

area to save and continue later.
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: Using Information To Understand The Customer

Topic Objective:

At the end of this topic students will be able:

 To understand the customer relationship management

Definition/Overview:

Customer: A customer refers to individuals or households that purchase goods and services

generated within the economy. The word historically derives from "custom," meaning "habit"; a

customer was someone who frequented a particular shop, who made it a habit to purchase goods

there, and with whom the shopkeeper had to maintain a relationship to keep his or her "custom,"

meaning expected purchases in the future.

Customer needs: may be defined as the goods or services a customer requires to achieve

specific goals. Different needs are of varying importance to the customer. Customer expectations

are influenced by cultural values, advertising, marketing, and other communications, both with

the supplier and with other sources. Both customer needs and expectations may be determined

through interviews, surveys, conversations, data mining or other methods of collecting

information. Customers at times do not have a clear understanding of their needs. Assisting in

determining needs can be a valuable service to the customer. In the process, expectations may be

set or adjusted to correspond to known product capabilities or service.

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

40
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



Key Points:

1. Customer Relationship Management

Customer relationship management (CRM) is a multifaceted process, mediated by a set of

information technologies that focuses on creating two-way exchanges with customers so that

firms have an intimate knowledge of their needs, wants, and buying patterns. In this way, CRM

helps companies understand, as well as anticipate, the needs of current and potential

customers.Functions that support this business purpose include sales, marketing, customer

service, training, professional development, performance management, human resource

development, and compensation. Many CRM initiatives have failed because implementation was

limited to software installation without alignment to a customer-centric strategy.

1.1 Technology considerations

A database for customer life cycle (time series) information about each customer and

prospect and their interactions with the organization, including order information, support

information, requests, complaints, interviews and survey responses.

Customer Intelligence - Translating customer needs and profitability projection into game

plans for different segments or groups of customers, captured by customer interactions

(Human, automated or combinations of both) into software that tracks whether that game

plan is followed or not, and whether the desired outcomes are obtained.

Business Modeling Customer Relationship Strategy, Goals and outcomes: Numbers and

description of whether goals were met and models of customer segments and game plans

worked as hypothesized.

1.2 Types / Variations of CRM

There are several different approaches to CRM, and at present there is no one software

package that allows all of these approaches to be applied. When companies consider

implementing a CRM strategy, they usually talk about either Campaign Management or

Sales Force Automation. Although CRM is much more than either of those parts,
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software packages are usually based around one or the other idea (with SFA being the

most popular).

1.3 Operational CRM

Operational CRM provides support to "front office" business processes, including sales,

marketing and service. Each interaction with a customer is generally added to a

customer's contact history, and staff can retrieve information on customers from the

database when necessary.

One of the main benefits of this contact history is that customers can interact with

different people or different contact channels in a company over time without having to

describe the history of their interaction each time.

: Fast Retailing- We Wont Tell You What To Wear (Keri Davies)

Topic Objective:

At the end of this topic students will be able:

 To understand the strategy used by the firm Fast Retailing.

Definition/Overview:

Fast Retailing Co., Ltd: (TYO: 9983) is a Japanese retail holding company. In addition to its

primary subsidiary UNIQLO, it owns several other brands, including ASPESI, Comptoir des

Cotonniers, Foot Park, and National Standard.

The company is also affiliated with the American-Japanese clothing brand Theory through the

acquisition of "an equity stake in Link Theory Holdings Co Ltd, the marketer of the Theory and

Helmut Lang apparel brands, in 2004".
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Holding Company: A holding company is a company that owns other companies' outstanding

stock. It usually refers to a company which does not produce goods or services itself, rather its

only purpose is owning shares of other companies. Holding companies allow the reduction of

risk for the owners and can allow the ownership and control of a number of different companies.

In the U.S., 80% or more of voting stock must be owned before tax consolidation benefits such

as tax-free dividends can be claimed

Key Points:

1. Fast Retailing

Along with the top known global brands in the Fast Retailing Group are Uniqlo, Theory,

Comptoir des Cotonniers, and Princesse tam.tam. The Uniqlo brand of informal clothes is Japans

major apparel retail chain with roughly 750 stores throughout Japan, as well as stores in the US,

UK, China, South Korea, and Hong Kong. The company's most current addition is the 'g.u.'

chain, which opened in 2006 and sells low-priced informal clothing and accessories.

The company has considerable knowledge in acquiring companies in the retail sector, as well as

footwear retail chain Onezone Corporation (2005), Crations Nelson SAS, the developer of the

Comptoir des Cotonniers brand (2005), Petit Vehicule SAS, developer of the Princesse tam.tam

brand (2005) and Cabin Co Ltd (2006). Fast Retailing acquired an equity stake in Link Theory

Holdings Co Ltd, the marketer of the Theory and Helmut Lang apparel brands, in 2004.

2. Fast Retailing Strategy

Fast Retailing has two objectives in their Merger & Acquisition activities. The first is to acquire

businesses in new areas to strengthen their business portfolio. The second is to gain access to
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new business platforms for greatly expanding overseas activities of UNIQLO and other Group

businesses.

In strengthening their portfolio, they aim to develop their global brand businesses, by purchasing

competitive brands capable of global expansion in the affordable luxury market, such as

COMPTOIR DES COTONNIERS. Among the worlds fashion apparel markets, the affordable

luxury market has the maximum growth prospective, and they believe that in this market, too, an

SPA enterprise. Integrated from product design throughout manufacturing, marketing, and sales.

will be able to prove its determination.

Concerning the second objective of gaining admission to new platforms, they believe that

securing business bases by investments in and acquisitions of existing local enterprises overseas

is the most excellent achievable way to accelerate the growth of UNIQLO and other Group

brands in overseas markets.

: Human Resource Management Issues In Retailing

Topic Objective:

At the end of this topic students will be able:

 To understand human resource management.

 To distinguish the unique feature in HRM

 To comprehend the academic theory in HRM

 To understand the goal of HRM

Definition/Overview:

Human resource management (HRM): is the strategic and coherent approach to the

management of an organization's most valued assets - the people working there who individually

and collectively contribute to the achievement of the objectives of the business.
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Key Points:

1. Human Resource Management

The terms "human resource management" and "human resources" (HR) have largely replaced the

term "personnel management" as a description of the processes involved in managing people in

organizations. Human Resource management is evolving rapidly. Human resource management

is both an academic theory and a business practice that addresses the theoretical and practical

techniques of managing a workforce.

2. Features

Its features include:

 Personnel administration

 Personnel management

 Manpower management

 Industrial management

But these traditional expressions are becoming less common for the theoretical discipline.

Sometimes even industrial relations and employee relations are confusingly listed as synonyms,

although these normally refer to the relationship between management and workers and the

behavior of workers in companies.

The theoretical discipline is based primarily on the assumption that employees are individuals

with varying goals and needs, and as such should not be thought of as basic business resources,

such as trucks and filing cabinets. The field takes a positive view of workers, assuming that

virtually all wish to contribute to the enterprise productively, and that the main obstacles to their

endeavors are lack of knowledge, insufficient training, and failures of process.
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HRM is seen by practitioners in the field as a more innovative view of workplace management

than the traditional approach. Its techniques force the managers of an enterprise to express their

goals with specificity so that they can be understood and undertaken by the workforce, and to

provide the resources needed for them to successfully accomplish their assignments. As such,

HRM techniques, when properly practiced, are expressive of the goals and operating practices of

the enterprise overall. HRM is also seen by many to have a key role in risk reduction within

organisations.

3. Academic theory

The goal of human resource management is to help an organization to meet strategic goals by

attracting, and maintaining employees and also to manage them effectively. The key word here

perhaps is "fit", i.e. a HRM approach seeks to ensure a fit between the management of an

organization's employees, and the overall strategic direction of the company.

The basic premise of the academic theory of HRM is that humans are not machines, therefore

we need to have an interdisciplinary examination of people in the workplace. Fields such as

psychology, industrial engineering, industrial and organizational psychology, industrial relations,

sociology, and critical theories: postmodernism, post-structuralism play a major role. Many

colleges and universities offer bachelor and master degrees in Human Resources Management.

4. Goal of human resource management

The goal of human resource management is to help an organization to meet strategic goals by

attracting, and maintaining employees and also to manage them effectively. The key word here

perhaps is "fit", i.e. a HRM approach seeks to ensure a fit between the management of an

organization's employees, and the overall strategic direction of the company.
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The basic premise of the academic theory of HRM is that humans are not machines, therefore we

need to have an interdisciplinary examination of people in the workplace. Fields such as

psychology, industrial engineering, industrial and organizational psychology, industrial relations,

sociology, and critical theories: postmodernism, post-structuralism play a major role. Many

colleges and universities offer bachelor and master degrees in Human Resources Management.

One widely used scheme to describe the role of HRM, developed by Dave Ulrich, defines 4

fields for the HRM function:

 Strategic business partner

 Change agent

 Employee champion

 Administration

However, many HR functions these days struggle to get beyond the roles of administration and

employee champion, and are seen rather as reactive than strategically proactive partners for the

top management. In addition, HR organizations also have the difficulty in proving how their

activities and processes add value to the company. Only in the recent years HR scholars and HR

professionals are focusing to develop models that can measure if HR adds value.

5. Critical Academic Theory

Postmodernism plays an important part in Academic Theory and particularly in Critical Theory.

Indeed Karen Legge in 'Human Resource Management: Rhetorics and Realities' possess the

debate of whether HRM is a modernist project or a postmodern discourse. In many ways,

critically or not, many writers contend that HRM itself is an attempt to move away from the

modernist traditions of personnel (man as machine) towards a postmodernist view of HRM (man

as individuals). Critiques include the notion that because 'Human' is the subject we should
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recognize that people are complex and that it is only through various discourses that we

understand the world. Man is not Machine, no matter what attempts are made to change it i.e.

Fordism / Taylorism, McDonaldisation (Modernism).

Critical Theory also questions whether HRM is the pursuit of "attitudinal shaping", particularly

when considering empowerment, or perhaps more precisely pseudo-empowerment - as the

critical perspective notes. Many critics note the move away from Man as Machine is often in

many ways, more a Linguistic (discursive) move away than a real attempt to recognise the

Human in Human Resource Management.

: Labour Turnover In The Retail Industry

Topic Objective:

At the end of this topic students will be able:

 To distinguish the cost associated with Labour.

 To distinguish between internal and external turnover.

 To understand the voluntary and involuntary turnover.

 To review the causes of high turnover.

Definition/Overview:

Labour Turnover: in a human resources context refers to the characteristic of a given company

or industry, relative to rate at which an employer gains and loses staff. If an employer is said to

have a high turnover, it most often means that employees of that company have a shorter tenure

than those of other companies in that same industry. Similarly, if the average tenure of

employees in a particular sector is lower than that in other sectors, that sector can be said to have

a relatively high turnover. In the U.S., for the period 2001-2006, the annual turnover rate for all
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industry sectors averaged 39.6%, as compared to the Leisure and Hospitality sector which

averaged 74.6%.

Key Points:

1. Costs

When accounting for the costs (both real costs, such as time taken to select and recruit a

replacement, and also opportunity costs, such as lost productivity), the cost of employee turnover

to for-profit organizations has been estimated to be up to 150% of the employees' remuneration

package. There are both direct and indirect costs. Direct cost relate to the leaving costs,

replacement costs and transitions costs, while indirect costs relate to the loss of production,

reduced performance levels, unnecessary overtime and low morale.

2. Internal vs. external turnover

Like recruitment, turnover can be classed as 'internal' or external. Internal turnover involves

employees leaving their current position, and taking a new position with the same organization.

Both positive (such as increased morale from the change of task and supervisor) and negative

(such as project/relational disruption, or the Peter Principle) effects of internal turnover exist, and

thus this form of turnover may be as important to monitor as its external counterpart. Internal

turnover might be moderated and controlled by typical HR mechanisms, such as an internal

recruitment policy or formal succession planning.

3. Skilled vs. unskilled employees

Unskilled positions often have high turnover, and employees can generally be replaced without

the organisation or business incurring any loss of performance. The ease of replacing these

employees provides little incentive to employers to offer generous employment contracts:
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conversely, contracts may strongly favour the employer and lead to increased turnover as

employees seek, and eventually find, more favourable employment.

However, high turnover rates of skilled professionals can pose as a risk to the business or

organisation, due to the intellectual property (such as skills, training, and knowledge) lost.

Notably, given the natural specialisation of skilled professionals, these employees are likely to be

re-employed within the same industry by a competitor. Therefore, turnover of these individuals

incurs both replacement costs to the organisation, as well as resulting in a competitive

disadvantage to the business.

4. Voluntary vs. involuntary turnover

Practitioners can differentiate between instances of voluntary turnover, initiated at the choice of

the employee, and those involuntary instances where the employee has no choice in their

termination (such as long term sickness, death, moving overseas, or employer-initiated

termination).

Typically, the characteristics of employees who engage in involuntary turnover are no different

from job stayers. However, voluntary turnover can be predicted (and in turn, controlled) by the

construct of turnover intent.

5. Causes of high or low turnover

High turnover often means that employees are unhappy with the work or compensation, but it

can also indicate unsafe or unhealthy conditions, or that too few employees give satisfactory

performance (due to unrealistic expectations or poor candidate screening). Low turnover

indicates that none of the above is true: employees are satisfied, healthy and safe, and their

performance is satisfactory to the employer.
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Many psychological and management theories exist regarding the types of job content which is

intrinsically satisfying to employees and which, in turn, should minimise external voluntary

turnover. Examples include Hertzberg's Two factor theory, McClelland's Theory of Needs, and

Hackman & Oldham's Job Characteristics Model

6. Investments

Alternatively, low turnover may indicate the presence of employee 'investments' (also known

'side bets') in their position: certain benefits may be enjoyed while the employee remains

employed with the organisation, which would be lost upon resignation (i.e. health insurance,

discounted home loans, redundancy packages, etc). Such employees would be expected to

demonstrate lower intent to leave than if such 'side bets' were not present.

In Section 4 of this course you will cover these topics:
Superquinn: The Specialists In Fresh Food (Gordon Oconnor)

Retail Buying And Merchandising (Susan Fiorito And Paul Freathy)

You may take as much time as you want to complete the topic coverd in section 4.
There is no time limit to finish any Section, However you must finish All Sections before

semester end date.

If you want to c ontinue remaining courses later, you may save the course and leave.
You can continue later as per your convenience and this course will be avalible in your

area to save and continue later.

: Superquinn: The Specialists In Fresh Food (Gordon Oconnor)

Topic Objective:

At the end of this topic students will be able:
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 To understand the strategy of Superquinn

Definition/Overview:

Superquinn: is an Irish supermarket chain. The company was, until 2005 , entirely privately

held by the Quinn family. It is now a subsidiary of Select Retail Holdings Limited.

Key Points:

1. History

The business was founded in 1960 as 'Quinns Supermarkets' in Dundalk. It was set up by Feargal

Quinn, and the company headquarters were later moved to Sutton, Dublin. The trading name was

subsequently changed to Superquinn, in part to differentiate it from rival Quinnsworth, which

had started in the early 1970s.

Since 1991, Feargal's son Eamonn Quinn took a key management role as deputy chairman.

In January 2005 , it was announced that Superquinn is to be sold to a consortium called Select

Retail Holdings. On 26 August 2005 it was announced that the sale had been completed. Simon

Burke has replaced Feargal Quinn as Executive Chairman of the company, with Quinn becoming

non-executive President of the business. Eamonn Quinn has left the company.

In February 2007 Superquinn purchased the Monrose Hotel in Donnybrook from Jury's Doyle

for 40 million and plans to develop the site as a supermarket and apartments. Superquinn has

been expanding ever since SRH bought the company. It is planning to open new stores in

Finglas, Rathgar, Ranelagh and Ringsend in Dublin, and in Bray, Co Wicklow.
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2. Products and Services

The company operates 20 supermarkets under the "Superquinn" brand and 3 convenience stores

under the "Superquin Select" brand. Its own brand is Euro Shopper (formerly Thrift! - see also

Yellow Pack). Superquinn is known for having a very high level of customer service compared

to other supermarket chains. It is also known for having introduced a number of innovations,

including Ireland's first supermarket loyalty card, SuperClub, in 1993 . It also introduced self-

scanning of goods by customers in a number of its outlets.

Superquinn also runs the Irish Internet shopping portal Buy4Now, which provides Internet

shopping services for a number of Irish retailers.

3. Criticisms

The company's innovations have not all become successful. One side effort of the company was

the failed bank Tusa (the Irish word for yours), a joint venture with TSB Bank (now part of

Permanent TSB). A joint venture with Texaco to introduce small Superquinn convenience stores

at petrol forecourts, SuperQ, also failed.

Perhaps more importantly for the company has been its failure to expand - Superquinn has less

than a third of the branches of its other full-service rivals, Tesco Ireland and Dunnes Stores, and

is now even eclipsed by discount stores Aldi and Lidl, who have been very aggressive in

acquiring sites compared to Superquinn. Its stores are also heavily located in the Dublin and

Leinster areas (with 3 stores in Munster, and none at all in Connacht or Ulster) in contrast to the

other operators who operate nationwide.
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: Retail Buying And Merchandising (Susan Fiorito And Paul Freathy)

Topic Objective:

At the end of this topic students will be able:

 To understand the promotional merchandising.

 To identify trading industry.

 To analyze a supply chain management.

 To review how retailers merchandise for children.

Definition/Overview:

Merchandising: Merchandising refers to the methods, practices and operations conducted to

promote and sustain certain categories of commercial activity. The term is understood to have

different specific meanings depending on the context.

Licensing: In marketing, one definition of merchandising is the practice in which the brand or

image from one product or service is used to sell another. Trademarked brand names, logos, or

character images are licensed to manufacturers of products such as toys or clothing, who then

make items in or emblazoned with the image of the license, hoping they'll sell better than the

same item with no such image.

Key Points:

1. Promotional merchandising

Merchandising, as commonly used in marketing, means maximizing merchandise sales using

product selection, product design, product packaging, product pricing, and product display that

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

54
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



stimulates consumers to spend more. This includes disciplines in pricing and discounting,

physical presentation of products and displays, and the decisions about which products should be

presented to which customers at what time.

2. Trading industry

In Eastern Europe, particularly in Russia, the term merchandising is commonly used within the

trading industry and denotes all marketing and sales stimulation activities around PoS (point of

sale): design, creation, promotion, care and training of the sales staff.

3. Retail supply chain

In the supply chain, merchandising is the practice of making products in retail outlets available to

consumers, primarily by stocking shelves and displays. While this used to be done exclusively by

the stores' employees, many retailers have found substantial savings in requiring it to be done by

the manufacturer, vendor, or wholesaler that provides the products to the retail store. In the

United Kingdom there are a number of organizations that supply merchandising services to

support retail outlets with general stock replenishment and merchandising support in new stores.

By doing this, retail stores have been able to substantially reduce the number of employees

needed to run the store. While stocking shelves and building displays is often done when the

product is delivered, it is increasingly a separate activity from delivering the product. In grocery

stores, for example, almost all products delivered directly to the store from a manufacturer or

wholesaler will be stocked by the manufacturer's/wholesaler's employee who is a full time

merchandiser. Product categories where this is common are Beverage (all types, alcoholic and

non-alcoholic), packaged baked goods (bread and pastries), magazines and books, and health and

beauty products. For major food manufacturers in the beverage and baked goods industries, their

merchandisers are often the single largest employee group within the company. For nationwide

branded goods manufacturers such as The Coca-Cola Company and PepsiCo, their respective

merchandiser work forces number in the thousands.
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4. Merchandising for children

Merchandising for children is most prominently seen in connection with films, usually that in

current release and with television shows oriented towards children.

Merchandising, especially in connection with child-oriented films and TV shows, often consists

of toys made in the likeness of the show's characters (action figures) or items which they use.

However, sometimes it can be the other way around, with the show written to include the toys, as

advertising for the merchandise. The first major example of this was the TV show "He-man and

the Masters of the Universe," in the early 1980s, but this practice has been common in children's

broadcasting ever since.

Sometimes merchandising from a television show can grow far beyond the original show, even

lasting decades after the show has largely disappeared from popularity. In other cases, large

amounts of merchandise can be generated from a pitifully small amount of source material

(Mashimaro).

The most common adult-oriented merchandising is that related to professional sports teams (and

their players).

A smaller niche in merchandising is the marketing of more adult-oriented products in connection

with similarly adult-oriented films and TV shows. This is common especially with the science

fiction and horror genres. (Examples: Star Trek, McFarlane Toys) Occasionally shows which

were intended more for children find a following among adults, and you can see a bit of a

crossover, with products from that show oriented towards both adults and children. (Gundam

model kits)

Sometimes a brand of non-media products can achieve enough recognition and respect that

simply putting its name or images on a completely unrelated item can sell that item. (An example

would be Harley-Davidson branded clothing.)
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In Section 5 of this course you will cover these topics:
Buying And Merchandising In The Retail Fashion Industry

Relationships In A Complex Supply Chain- The Growing, Exporting, Importing And
Retailing Of Fresh Vegetables (Mike Pretious And Jill Ritchie)

Retail Logistics (Leigh Sparks)

Online Shopping- The Logistics Issue (John Fernie And Alan Mckinnon)

Internationalising Through Strategic Alliances- The Swedish Food Retailer Ica (Ulf
Johannson)

Retailing And The Millennium

E-Commerce And The Future Of Retail Delivery

The Future Of Transaction Systems

You may take as much time as you want to complete the topic coverd in section 5.
There is no time limit to finish any Section, However you must finish All Sections before

semester end date.

If you want to c ontinue remaining courses later, you may save the course and leave.
You can continue later as per your convenience and this course will be avalible in your

area to save and continue later.

: Buying And Merchandising In The Retail Fashion Industry

Topic Objective:

At the end of this topic students will be able:

 To understand the concept of Fashion design.

 To identify the different areas types of fashion.

 To identify the major steps in designing a collection.

 To identify the major steps in designing a garment.

 To analyze the different areas of fashion.
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Definition/Overview:

Fashion design: Fashion design is the applied art dedicated to clothing and lifestyle accessories

created within the cultural and social influences of a specific time.

Key Points:

1. Fashion Design

Fashion design differs from costume design due to its core product having a built in

obsolescence usually of one to two seasons. A season is defined as either autumn/winter or

spring/summer. Fashion design is generally considered to have started in the 19th century with

Charles Frederick Worth who was the first person to sew their label into the garments that they

created. While all articles of clothing from any time period are studied by academics as costume

design, only clothing created after 1858 could be considered as fashion design.

Fashion designers are self-employed and design for individual clients. Other high-fashion

designers cater to specialty stores or high-fashion department stores. These designers create

original garments, as well as those that follow established fashion trends. Most fashion designers,

however, work for apparel manufacturers, creating designs of mens, womens, and childrens

fashions for the mass market. Designer brands which have a 'name' as their brand such as Calvin

Klein, Ralph Lauren, or Sean John are likely to be designed by a team of individual designers

under the direction of a designer director.

2. Types of fashion

There are three main categories of fashion design, although these may be split up into additional,

more specific categories:

2.1 Haute couture
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The type of fashion design which predominated until the 1950s was "made-to-measure"

or haute couture, (French for high-fashion). The term made-to-measure may be used for

any garment that is created for a specific client. Haute couture, however, is a protected

term which can only be officially used by companies that meet certain well-defined

standards set by the Chambre Syndicale de la Couture. Nonetheless, many ready-to-wear,

and even mass market labels, claim to produce haute couture, when in fact, according to

established standards, they do not. A couture garment is made to order for an individual

customer, and is usually made from high-quality, expensive fabric, sewn with extreme

attention to detail and finish, often using time-consuming, hand-executed techniques.

Look and fit take priority over the cost of materials and the time it takes to make.

2.2 Ready-to-wear

Ready-to-wear clothes are a cross between haute couture and mass market. They are not

made for individual customers, but great care is taken in the choice and cut of the fabric.

Clothes are made in small quantities to guarantee exclusivity, so they are rather

expensive. Ready-to-wear collections are usually presented by fashion houses each

season during a period known as Fashion Week. This takes place on a city-wide basis and

occurs twice per year.

2.3 Mass market

These days the fashion industry relies more on mass market sales. The mass market

caters for a wide range of customers, producing ready-to-wear clothes in large quantities

and standard sizes. Cheap materials, creatively used, produce affordable fashion. Mass

market designers generally adapt the trends set by the famous names in fashion. They

often wait around a season to make sure a style is going to catch on before producing

their own versions of the original look. In order to save money and time, they use cheaper

fabrics and simpler production techniques which can easily be done by machine. The end

product can therefore be sold much more cheaply.
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3. Designing a collection

3.1 Planning a collection

Every collection is very carefully researched and planned so that all the items in it

complement each other, and have the particular fashion look which the company is

known for.

3.2 Predicting trends

One of the hardest skills a fashion designer has to master is predicting future trends. To

do this, they look at what the fashion directions have been in previous seasons, keep an

eye on what others in the fashion business are doing, and read fashion forecasting

magazines. They also rely on knowledge of their own customers to see which styles

succeeded and which were less popular in past seasons. Perhaps most importantly,

designers use their imaginations to come up with new ideas. They often choose a theme

to provide inspiration.

3.3 Choosing a theme

The theme of a collection can be a period in history, a foreign place, a range of colors, a type of

fabric - anything which has a strong visual impact.

4. Designing a garment

4.1 The design

Different designers work in different ways. Some sketch their ideas on paper, others

drape fabric on a dress stand, pinning, folding and tucking it until the idea for a garment

emerges. A third method is to adapt their own patterns from previous seasons (this

method can give continuity to a fashion studio's output).
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4.2 Making a toile or muslin

Different designers work in different ways. Some sketch their ideas on paper, others

drape fabric on a dress stand, pinning, folding and tucking it until the idea for a garment

emerges. A third method is to adapt their own patterns from previous seasons (this

method can give continuity to a fashion studio's output).

4.3 Making a card pattern

When the designer is completely satisfied with the fit of the toile (or muslin), they show

it to a professional pattern maker who then makes the finished, working version of the

pattern out of card. The pattern maker's job is very precise and painstaking. The fit of the

finished garment depends on their accuracy.

4.4 The finished dress

Finally, a sample garment is made up in the proper fabric and tested on a fit model.

5. Areas of work

There are three main ways in which designers can work:

5.1 Working freelance

Freelance designers works for themselves. They sell their work to fashion houses, direct

to shops, or to clothing manufacturers. The garments bear the buyer's label.

5.2 Working In-house

In-house designers are employed full-time by one Fashion Company. Their designs are

the property of that company, and cannot be sold to anyone else.

5.3 Setting up a company

Fashion designers often set up their own companies. A lot of designers find this more

satisfying than working for someone else, as their designs are sold under their own label.
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6. Areas of fashion design

Many professional fashion designers start off by specializing in a particular area of fashion. The

smaller and the more specific the market, the more likely a company is to get the right look and

feel to their clothes. It is also easier to establish oneself in the fashion industry if a company is

known for one type of product, rather than several products. Once a fashion company becomes

established (that is, has regular buyers and is well-known by both the trade and the public), it

may decide to expand into a new area. If the firm has made a name for the clothes it already

produces, this helps to sell the new line. It is usually safest for a company to expand into an area

similar to the one it already knows. For example, a designer of women's sportswear might

expand into men's sportswear. The chart below shows the areas in which many designers choose

to specialize.

Area Brief Market

Women's Day wear Practical, comfortable, fashionable Haute couture, ready-to-wear,

mass market

Women's Evening

wear

Glamorous, sophisticated, apt for the

occasion

Haute couture, ready-to-wear,

mass market

Women's Lingerie Glamorous, comfortable, washable Haute Couture, ready-to-wear,

mass market

Men's Day wear Casual, practical, comfortable Tailoring, ready-to-wear, mass

market

Men's Evening wear Smart, elegant, formal, apt for the

occasion

Tailoring, ready-to-wear, mass

market

Girls' Wear Pretty, colorful, practical, washable,

inexpensive

Ready-to-wear, mass market
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Teenage Wear Highly fashion-conscious,

comfortable, inexpensive

Ready-to-wear, mass market

Sportswear Comfortable, practical, well-

ventilated, washable

Ready-to-wear, mass market

Knitwear Right weight and color for the season Ready-to-wear, mass market

Outerwear Stylish, warm, right weight and color

for the season

Ready-to-wear, mass market

Bridal wear Sumptuous, glamorous, classic Haute couture, ready-to-wear,

mass market

Accessories Striking, fashionable Haute couture, ready-to-wear,

mass market

: Relationships In A Complex Supply Chain- The Growing, Exporting, Importing And
Retailing Of Fresh Vegetables (Mike Pretious And Jill Ritchie)

Topic Objective:

At the end of this topic students will be able:

 To understand the supply chain

 To comprehend the supply chain models.

 To understand the supply chain management process.

Definition/Overview:

Supply chain or logistics network: is the system of organizations, people, technology,

activities, information and resources involved in moving a product or service from supplier to
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customer. Supply chain activities transform natural resources, raw materials and components into

a finished product that is delivered to the end customer. In sophisticated supply chain systems,

used products may re-enter the supply chain at any point where residual value is recyclable.

Supply chains link value chains

Key Points:

1. Supply Chain

A typical supply chain begins with ecological and biological regulation of natural resources,

followed by the human extraction of raw material and includes several production links, for

instance; component construction, assembly and merging before moving onto several layers of

storage facilities of ever decreasing size and ever more remote geographical locations, and

finally reaching the consumer.

Many of the exchanges encountered in the supply chain will therefore be between different

companies who will seek to maximize their revenue within their sphere of interest, but may have

little or no knowledge or interest in the remaining players in the supply chain. More recently, the

loosely coupled, self-organizing network of businesses that cooperates to provide product and

service offerings has been called the Extended Enterprise.

2. Supply Chain Modeling

There are a variety of supply chain models, which address both the upstream and downstream

sides.

2.1 Supply Chain Operations Reference

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

64
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



The SCOR (Supply Chain Operations Reference) model, developed by the Supply Chain

Council, measures total supply chain performance. It is a process reference model for

supply-chain management, spanning from the supplier's supplier to the customer's

customer.. It includes delivery and order fulfillment performance, production flexibility,

warranty and returns processing costs, inventory and asset turns, and other factors in

evaluating the overall effective performance of a supply chain.

The Global Supply Chain Forum (GSCF) introduced another Supply Chain Model. This

framework is built on eight key business processes that are both cross-functional and

cross-firm in nature. Each process is managed by a cross-functional team, including

representatives from logistics, production, purchasing, finance, marketing and research

and development. While each process will interface with key customers and suppliers, the

customer relationship management and supplier relationship management processes form

the critical linkages in the supply chain.

3. Supply chain management

In the 1980s the term Supply Chain Management (SCM) was developed, to express the need to

integrate the key business processes, from end user through original suppliers. Original suppliers

being those that provide products, services and information that add value for customers and

other stakeholders. The basic idea behind the SCM is that companies and corporations involve

themselves in a supply chain by exchanging information regarding market fluctuations,

production capabilities.

If all relevant information is accessible to any relevant company, every company in the supply

chain has the possibility to and can seek to help optimizing the entire supply chain rather than

sub optimize based on a local interest. This will lead to better planned overall production and

distribution which can cut costs and give a more attractive final product leading to better sales

and better overall results for the companies involved.
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Incorporating SCM successfully leads to a new kind of competition on the global market where

competition is no longer of the company versus company form but rather takes on a supply chain

versus supply chain form.

The primary objective of supply chain management is to fulfill customer demands through the

most efficient use of resources, including distribution capacity, inventory and labor. Various

aspects of optimizing the supply chain include liaising with suppliers to eliminate bottlenecks;

implementing JIT (Just In Time) techniques to optimize manufacturing flow; and using

location/allocation, vehicle routing analysis, Dynamic programming and, of course, traditional

logistics optimization to maximize the efficiency of the distribution side.

Topic
: Retail Logistics (Leigh Sparks)

Topic Objective:

At the end of this topic students will be able:

 To understand the logistics process.

 To distinguish military logistics from logistics.

 To review the different logistic management software.

 To understand business and production logistics.
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Definition/Overview:

Logistics: is the management of the flow of goods, information and other resources, including

energy and people, between the point of origin and the point of consumption in order to meet the

requirements of consumers (frequently, and originally, military organizations). Logistics involve

the integration of information, transportation, inventory, warehousing, material-handling, and

packaging.

Key Points:

1. Logistician

Logistician is the profession in the logistics & transport sectors, including sea, air, land and rail

modes. Professional qualifications for the logisticians can carry post-nominal letters. Common

examples include FCILT/CMILT/MILT (by The Chartered Institute of Logistics & Transport)

(CILT), EJLog/ESLog/EMLog (by European Logistics Association) (ELA), PLog (by Canadian

Professional Logistics Institute), CML/CPL (by International Society of Logistics) (SOLE),

JrLog/Log/SrLog (by China Federation of Logistics & Purchasing) (CFLP), FHKLA/MHKLA

(by Hong Kong Logistics Association) (HKLA), PLS/CTL/DLP (by American Society of

Transportation & Logistics) (AST&L). However, some universities and academic institutions do

help in producing logisticians, by offering academic degree programmes at both undergraduate

and postgraduate levels, too.

2. Military logistics

In military logistics, logistics officers manage how and when to move resources to the places

they are needed. In military science, maintaining one's supply lines while disrupting those of the

enemy is a crucialsome would say the most crucialelement of military strategy, since an armed

force without resources and transportation is defenseless.
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The defeat of the British in the American War of Independence, and the defeat of Erwin Rommel

in World War II, have been largely attributed to logistical failure. The historical leaders Hannibal

Barca, Alexander the Great and the Duke of Wellington are considered to have been logistical

geniuses.

3. Logistics management

Logistics management is that part of the supply chain which plans, implements and controls the

efficient, effective forward and reverse flow and storage of goods, services and related

information between the point of origin and the point of consumption in order to meet customers'

requirements. A professional working in the field of logistics management is called a logistician.

The Chartered Institute of Logistics & Transport (CILT) was established in the United Kingdom

in 1919 and was granted the Royal Charter in 1926. The Chartered Institute is one of

professional bodies or institutions for the logistics & transport sectors, that offers such

professional qualification or degree in logistics management.

4. Logistics Management Software

Software is used for logistics automation which helps the supply chain industry in automating the

work flow as well as management of the system. There are very few generalized software

available in the new market in the said topology. This is because there is no rule to generalize the

system as well as work flow even though the practice is more or less the same. Most of the

commercial companies do use one or the other custom solution.

But there are various software that are being used within the departments of logistics. Few

departments in Logistics are namely, Conventional Department, Container department,

Warehouse, Marine Engineering, Heavy haulage, Etc.
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The softwares that are used in these departments are,

 Conventional department : CVT software / CTMS software

 Container Trucking: CTMS software

 Warehouse : WMS

5. Business logistics

Logistics as a business concept evolved only in the 1950s. This was mainly due to the increasing

complexity of supplying one's business with materials and shipping out products in an

increasingly globalized supply chain, calling for experts in the field who are called Supply Chain

Logisticians. This can be defined as having the right item in the right quantity at the right time at

the right place for the right price and is the science of process and incorporates all industry

sectors. The goal of logistics work is to manage the fruition of project life cycles, supply chains

and resultant efficiencies.

In business, logistics may have either internal focus (inbound logistics), or external focus

(outbound logistics) covering the flow and storage of materials from point of origin to point of

consumption The main functions of a qualified logistician include inventory management,

purchasing, transportation, warehousing, consultation and the organizing and planning of these

activities. Logisticians combine a professional knowledge of each of these functions so that there

is a coordination of resources in an organization. There are two fundamentally different forms of

logistics. One optimizes a steady flow of material through a network of transport links and

storage nodes. The other coordinates a sequence of resources to carry out some project.

6. Production logistics

The term is used for describing logistic processes within an industry. The purpose of production

logistics is to ensure that each machine and workstation is being fed with the right product in the

right quantity and quality at the right point in time.
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The issue is not the transportation itself, but to streamline and control the flow through the value

adding processes and eliminate non-value adding ones. Production logistics can be applied in

existing as well as new plants. Manufacturing in an existing plant is a constantly changing

process. Machines are exchanged and new ones added, which gives the opportunity to improve

the production logistics system accordingly. Production logistics provides the means to achieve

customer response and capital efficiency.

Production logistics is getting more and more important with the decreasing batch sizes. In many

industries (e.g. mobile phone) batch size one is the short term aim. This way even a single

customer demand can be fulfilled in an efficient way. Track and tracing, which is an essential

part of production logistics - due to product safety and product reliability issues - is also gaining

importance especially in the automotive and the medical industry.

: Online Shopping- The Logistics Issue (John Fernie And Alan Mckinnon)

Topic Objective:

At the end of this topic students will be able:

 To understand the concept of online shopping.

 To understand the significance of logistics in online shopping.

 To comprehend the payment and delivery system in online shopping.

 To understand the shopping carts system.

 To review the information load problem in online shopping.

 To understand the consumer expectation in online shopping.
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Definition/Overview:

Online shopping: is the process consumers go through to purchase products or services over the

Internet. An online shop, eshop, e-store, internet shop, webshop, webstore, online store, or

virtual store evokes the physical analogy of buying products or services at a bricks-and-mortar

retailer or in a shopping mall.

Online Catalog: The metaphor of an online catalog is also used, by analogy with mail order

catalogs. All types of stores have retail web sites, including those that do and do not also have

physical storefronts and paper catalogs.

Key Points:

1. Online shopping

Online shopping is a type of electronic commerce used for business-to-business (B2B) and

business-to-consumer (B2C) transactions.

The term "Webshop" also refers to a place of business where web development, web hosting and

other types of web related activities take place (Web refers to the World Wide Web and "shop"

has a colloquial meaning used to describe the place where one's occupation is carried out).

2. Logistics

Consumers find a product of interest by visiting the website of the retailer directly, or do a search

across many different vendors using a shopping search engine.
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Once a particular product has been found on the web site of the seller, most online retailers use

shopping cart software to allow the consumer to accumulate multiple items and to adjust

quantities, by analogy with filling a physical shopping cart or basket in a conventional store. A

"checkout" process follows (continuing the physical-store analogy) in which payment and

delivery information is collected, if necessary. Some stores allow consumers to sign up for a

permanent online account so that some or all of this information only needs to be entered once.

The consumer often receives an e-mail confirmation once the transaction is complete. Less

sophisticated stores may rely on consumers to phone or e-mail their orders (though credit card

numbers are not accepted by e-mail, for security reasons).

3. Payment

Online shoppers commonly use credit card to make payments, however some systems enable

users to create accounts and pay by alternative means, such as:

 Debit card

 Various types of electronic money

 Cash on delivery (C.O.D., offered by very few online stores)

 Cheque

 Wire transfer/delivery on payment

 Postal money order

 PayPal

 Google Checkout

 Moneybookers

 Reverse SMS billing to mobile phones

 Gift cards

 Direct debit in some countries

Some sites will not allow international credit cards and billing address and shipping address have

to be in the same country in which site does its business. Other sites allow customers from

anywhere to send gifts anywhere. The financial part of a transaction might be processed in real
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time (for example, letting the consumer know their credit card was declined before they log off),

or might be done later as part of the fulfillment process.

While credit cards are currently the most popular means of paying for online goods and services,

alternative online payments will account for 26% of e-commerce volume by 2009 according to

Celent.

4. Product delivery

Once a payment has been accepted the goods or services can be delivered in the following ways.

Download: This is the method often used for digital media products such as software, music,

movies, or images.

 Shipping: The product is shipped to the customer's address.

 Drop shipping: The order is passed to the manufacturer or third-party distributor, who ships the

item directly to the consumer, bypassing the retailer's physical location to save time, money, and

space.

 In-store pickup: The customer orders online, finds a local store using locator software and picks

the product up at the closest store. This is the method often used in the bricks and clicks business

model.

5. Shopping cart systems

Simple systems allow the offline administration of products and categories. The shop is then

generated as HTML files and graphics that can be uploaded to a webspace. These systems do not

use an online database.

A high end solution can be bought or rented as a standalone program or as an addition to an

enterprise resource planning program. It is usually installed on the company's own webserver
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and may integrate into the existing supply chain so that ordering, payment, delivery, accounting

and warehousing can be automated to a large extent.

Other solutions allow the user to register and create an online shop on a portal that hosts multiple

shops at the same time.

Open source shopping cart packages include advanced platforms such as Interchange, and off the

shelf solutions as osCommerce, Magento, Zen Cart and VirtueMart.

Commercial systems can also be tailored to ones needs so that the shop does not have to be

created from scratch. By using a framework already existing, software modules for different

functionalities required by a webshop can be adapted and combined.

Why does electronic shopping exist? For customers it is not only because of the high level of

convenience, but also because of the broader selection; competitive pricing and greater access to

information. For organizations it increases their customer value and the building of sustainable

capabilities, next to the increased profits.

6. Online Store Builders

There are a number of options. Yahoo, Ebay and Amazon have store builders. passes down the

features from Amazon to the merchant's personalized store. integrates its store solution with

sales on ebay.

7. Information Load

Designers of online shops should consider the effects of information load. The concept of

information rate (load) as the complex spatial and temporal arrangements of stimuli within a

setting. The notion of information load is directly related to concerns about whether consumers
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can be given too much information in virtual shopping environments. Compared with

conventional retail shopping, computer shopping enriches the information environment of virtual

shopping by providing additional product information, such as comparative products and

services, as well as various alternatives and attributes of each alternative, etc.

Two major sub-dimensions have been identified for information load: complexity and novelty.

Complexity refers to the number of different elements or features of a site, which can be the

result of increased information diversity. Novelty involves the unexpected, suppressing, new, or

unfamiliar aspects of the site. The novelty dimension kept consumers exploring the shopping

sites, whereas the complexity dimension has the potential to induce impulse purchases.

8. Consumer expectations

The main idea of online shopping is not in having a good looking website that could be listed in

a lot of search engines and it is not about the art behind the site. It also is not only just about

disseminating information, because it is all about building relationships and making money.

Mostly, organizations try to adopt techniques of online shopping without understanding these

techniques and/or without a sound business model. Rather than supporting the organizations

culture and brand name, the website should satisfy consumer's expectations. Many researchers

notify that the uniqueness of the web has dissolved and the need for the design, which will be

user centered, is very important. Companies should always remember that there are certain

things, such as understanding the customers wants and needs, living up to promises, never go out

of style, because they give reason to come back. And the reason will stay if consumers always

get what they expect. McDonaldization theory can be used in terms of online shopping, because

online shopping is becoming more and more popular and website that wants to gain more

shoppers will use four major principles of McDonaldization: efficiency, calculability,

predictability and control.
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Organizations, which want people to shop more online for them, should consume extensive

amounts of time and money to define, design, develop, test, implement, and maintain website.

Also if company wants their website to be popular among online shoppers it should leave the

user with a positive impression about the organization, so consumers can get an impression that

the company cares about them. The organization that wants to be acceptable in online shopping

needs to remember, that it is easier to lose a customer then to gain one. Lots of researchers state

that even when site was a top-rated, it would go nowhere if the organization failed to live up to

common etiquette, such as returning e-mails in a timely fashion, notifying customers of

problems, being honest, and being good stewards of the customers data. Organizations that want

to keep their customers or gain new ones try to get rid of all mistakes and be more appealing to

be more desirable for online shoppers. And this is why many designers of webshops considered

research outcomes concerning consumer expectations. Research conducted by Elliot and Fowell

(2000) revealed satisfactory and unsatisfactory customer experiences.

 Satisfactory

o Increased customization, e.g. capability to treat customers as individuals.

o Convenience in purchasing anytime, from anywhere, to anywhere.

o Responsiveness in product delivery, e.g. instantaneous distribution of digital

products and services.

o Cost savings through lower prices, e.g. site aims at providing lower costs and

latest information on music scene.

o Able to fulfill most shoppersneeds.Comparison shop several online stores at

once.

 Unsatisfactory (unsatisfactory experiences):

o Security

o Ease of use

o Poor levels of service
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o Costs

o Product delivered did not meet expectations.

9. User interface

It is important to take the country and customers into account. For example, in Japan privacy

is very important and emotional involvement is more important on a pensions site then on a

shopping site. Next to that, there is a difference in experience: experienced users focus more

on the variables that directly influence the task, while novice users are focusing more on

understanding the information.

There are several techniques for the inspection of the usability. The ones used in the research

of Chen & Macredie are: Heuristic evaluation, cognitive walkthrough and the user testing.

Every technique has its own (dis-)advantages and it is therefore important to check per

situation which technique is appropriate.

When the customers visited the online shop, a couple of factors determine whether they will

return to the site. The most important factors are the ease of use and the presence of user-

friendly features.

: Internationalising Through Strategic Alliances- The Swedish Food Retailer Ica (Ulf
Johannson)

Topic Objective:

At the end of this topic students will be able:

 To understand strategic alliances.

 To distinguish between the types of strategic alliances.
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 To understand the process of strategic alliances formation.

Definition/Overview:

Strategic Alliance: A Strategic Alliance is a formal relationship formed between two or more

parties to pursue a set of agreed upon goals or to meet a critical business need while remaining

independent organizations.

Key Points:

1. Strategic Alliance

Partners may provide the strategic alliance with resources such as products, distribution

channels, manufacturing capability, project funding, capital equipment, knowledge,

expertise, or intellectual property. The alliance is a cooperation or collaboration which aims

for a synergy where each partner hopes that the benefits from the alliance will be greater than

those from individual efforts. The alliance often involves technology transfer (access to

knowledge and expertise), economic specialization, shared expenses and shared risk.

2. Types of strategic alliances

Various terms have been used to describe forms of strategic partnering. These include

international coalitions strategic networks and, most commonly, strategic alliances.

Definitions are equally varied. An alliance may be seen as the joining of forces and

resources, for a specified or indefinite period, to achieve a common objective.
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3. Stages of Alliance Formation

A typical strategic alliance formation process involves these steps:

 Strategy Development: Strategy development involves studying the alliances feasibility,

objectives and rationale, focusing on the major issues and challenges and development of

resource strategies for production, technology, and people. It requires aligning alliance objectives

with the overall corporate strategy.

 Partner Assessment: Partner assessment involves analyzing a potential partners strengths and

weaknesses, creating strategies for accommodating all partners management styles, preparing

appropriate partner selection criteria, understanding a partners motives for joining the alliance

and addressing resource capability gaps that may exist for a partner.

 Contract Negotiation: Contract negotiations involves determining whether all parties have

realistic objectives, forming high calibre negotiating teams, defining each partners contributions

and rewards as well as protect any proprietary information, addressing termination clauses,

penalties for poor performance, and highlighting the degree to which arbitration procedures are

clearly stated and understood.

 Alliance Operation: Alliance operations involves addressing senior managements commitment,

finding the calibre of resources devoted to the alliance, linking of budgets and resources with

strategic priorities, measuring and rewarding alliance performance, and assessing the

performance and results of the alliance.

 Alliance Termination: Alliance termination involves winding down the alliance, for instance

when its objectives have been met or cannot be met, or when a partner adjusts priorities or re-

allocated resources elsewhere.

The advantages of strategic alliance includes 1) allowing each partner to concentrate on activities

that best match their capabilities, 2) learning from partners & developing competences that may

be more widely exploited elsewhere, 3) adequency a suitability of the resources & competencies

of an organization for it to survive.

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

79
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN


