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INTRODUCTION OF STORE OPERATIONS 
------------------------------------------------------------------------------------------------------------ 
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1.3 Objectives of the Store Function 
 
1.4 Managing the Store. 
 
------------------------------------------------------------------------------------------------------------
1.0 INTRODUCTION 
------------------------------------------------------------------------------------------------------------ 
Retail is a challenging business but the pressures of today’s economic conditions are 
resulting in even more selective consumer shopping and spending. That’s why it’s 
important to have flexible tools that allow retailers to quickly adapt to changing 
consumer demands. 

For store operations, For example; Intermec’s adaptable mobile computers, printers and 
RFID systems help enable an effective demand/supply chain, improve employee 
performance and provide a differentiated customer experience. Intermec’s products are 
known for their ruggedness, giving retailers the assurance that they can depend upon 
these critical systems and that they will last for years, giving retailers the best return on 
their investment. 

Using Intermec mobile handheld computers, printers and partner applications, sales 
associates and store managers will have the adaptable tools they need, on the store floor, 
to provide the highest level of service to customers. Another example is CK3 mobile 
computers which are used in a wide range of store operation applications allowing 
workers to perform line busting/mobile point of sale, snappy barcode scanning, on-
demand label printing, and in-store notification and communication. 

Mobile point of sale and line busting provide the ability to make sure that the last 
impression a customer has when leaving a retailer’s store is a positive one. Mobile 
systems enable store employees to provide the best level of service to customers, on the 
store floor. Store associates can quickly look up detailed product information, locate 
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inventory in other stores or distribution centers, and finalize customer orders on the store 
floor. By adding portable Bluetooth-enabled printers, line busting and mobile POS 
solutions can be used to address peaks in traffic to speed up the checkout process, 
eliminating long lines at the POS. 

Getting the product on the shelf quickly is critical for servicing customers. With the CK3, 
snappy scanning can be performed to scan hard to read (damaged) and advanced bar 
codes, like stacked GS1 Database. By adding a mobile printer, workers can check shelf 
label accuracy and print new labels on demand, ensuring that the pricing on the shelf 
matches the POS. 

Reliable, immediate voice communication is critical to retail operations. Intermec's CK3 
mobile computers with Voice over Internet Protocol (VoIP) allow voice conversations 
over the wireless network. Whether stocking shelves in the backroom or helping a 
customer on the retail floor, VoIP improves service and response times. 

Store Operations applications includes the following: 
• Inventory Management  
• Price Management  
• Markdowns  
• Order Picking and Staging  
• Put away  
• Replenishment  
• Store Transfers  
• Guided Selling  
• Computer Assisted Ordering  
• Employee Training  
• Walkie-talkie / Voice / VoIP / Push to Talk  
• Task Execution  
• Managers Workstation (Task Management)  
• Mobile POS with PCI Compliance  
• Line / Queue Busting  
• Receiving  
• Returns  
• Stock Management  
• Competitive Shopper  
• Consumer Shopper  
• Gift Registry  
• Security Monitoring – Video  

Having a successful vision and strategy for your retail business are critical but not enough 
to tilt the odds fully in favor of success. TNS Retail Forward is an example of store 
operations which works with retailers to clarify and operationalize the strategies they 
need to realize their growth objectives. 

Retailers that focus on creating a consistently positive shopping experience across all of 
their stores can reap the benefits of customer loyalty, according to a consumer habits 
survey commissioned by Store Perform Technologies and conducted by Harris 
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Interactive. A retailer's successful execution of critical in-store operations and initiatives 
is more important to creating customer loyalty than providing discounts and promotions. 

TNS Retail Forward works with retailers in all channels who are facing a variety of 
operational challenges. The process improvements have resulted in increased sales and 
reduced operating expenses for our clients. 

The skill-set for retail store operations includes: 
• Operational assessment 
• Implementation of customized Best Practices 
• Customer service measurement and improvement 
• Conversion rate assessment and improvement 
• Analytics/metrics/benchmarking 
• Labor management and scheduling solutions 
• Workload / task balancing 
• Functional schedules 
• Procedural documentation 
• Chain-wide rollout programs  

TNS Retail Forward's experts in store operations can provide assistance with your store 
vision and strategy, organization, operating metrics, coordination with upstream 
activities, service environment and functional operation.  

 

The Store Performance Improvement Continuum 
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------------------------------------------------------------------------------------------------------------ 
1.1 THE LOGISTIC CHAIN 
------------------------------------------------------------------------------------------------------------ 
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 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. 
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 (e.g., component construction, assembly, and merging) before moving 
on to 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 that 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 

 
 
Supply chain management (SCM) is the term used to describe the management of the 
flow of materials, information, and funds across the entire supply chain, from suppliers to 
component producers to final assemblers to distribution (warehouses and retailers), and 
ultimately to the consumer. In fact, it often includes after-sales service and returns or 
recycling. In contrast to multiechelon inventory management, which coordinates 
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inventories at multiple locations, SCM typically involves coordination of information and 
materials among multiple firms. Supply chain management has generated much interest 
in recent years for a number of reasons. Many managers now realize that actions taken by 
one member of the chain can influence the profitability of all others in the chain. Firms 
are increasingly thinking in terms of competing as part of a supply chain against other 
supply chains, rather than as a single firm against other individual firms. Also, as firms 
successfully streamline their own operations, the next opportunity for improvement is 
through better coordination with their suppliers and customers. The costs of poor 
coordination can be extremely high. In the Italian pasta industry, consumer demand is 
quite steady throughout the year. However, because of trade promotions, volume 
discounts, long lead times, full-truckload discounts, and end-of-quarter sales incentives 
the orders seen at the manufacturers are highly variable (Hammond (1994)). In fact, the 
variability increases in moving up the supply chain from consumer to grocery store to 
distribution center to central warehouse to factory, a phenomenon that is often called the  
 
Bullwhip effect  
The bullwhip effect has been experienced by many students playing the “Beer 
Distribution Game.” (Sterman (1989); Sterman (1992); Chen & Samroengraja (2000); 
Jacobs (2000)) The costs of this variability are high -- inefficient use of production and 
warehouse resources, high transportation costs, and high inventory costs, to name a few. 
Acer America, Inc. sacrificed $20 million in profits by paying $10 million for air freight 
to keep up with surging demand, and then paying $10 million more later when that 
inventory became obsolete. It seems that integration, long the dream of management 
gurus, has finally been sinking into the minds of western managers. Some would argue 
that managers have long been interested in integration, but the lack of information 
technology made it impossible to implement a more “systems-oriented” approach. 
Clearly industrial dynamics researchers dating back to the 1950’s (Forrester (1958); 
Forrester (1961)) have maintained that supply chains should be viewed as an integrated 
system. With the recent explosion of inexpensive information technology, it seems only 
natural that business would become more supply chain focused. However, while 
technology is clearly an enabler of integration, it alone can not explain the radical 
organizational changes in both individual firms and whole industries. Changes in both 
technology and management theory set the stage for integrated supply chain 
management. One reason for the change in management theory is the power shift from 
manufacturers to retailers. Wal-Mart, for instance, has forced many manufacturers to 
improve their management of inventories, and even to manage inventories of their 
products at Wal-Mart. While integration, information technology and retail power may be 
key catalysts in the surge of interest surrounding supply chains, e- Business is fueling 
even stronger excitement. e- Business facilitates the virtual supply chain, and as 
companies manage these virtual networks, the importance of integration is magnified. 
Firms like Amazon.com are superb at managing the flow of information and funds, via 
the Internet and electronic funds transfer. Now, the challenge is to efficiently manage the 
flow of products. Some would argue that the language and metaphors are wrong. 
“Chains” evoke images of linear, unchanging, and powerless. “Supply” feels pushy and 
reeks of mass production rather than mass customization. Better names, like “demand 
networks” or “customer driven webs” have been proposed by many a potential book 
author hoping to invent a new trend. Yet, for now, the name “supply chain” seems to 
have stuck. And under any name, the future of supply chain management appears bright. 
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1.1.1 Key Components of Supply Chain Management 
Supply chain management is an enormous topic covering multiple disciplines and 
employing many quantitative and qualitative tools. Within the last few years, several 
textbooks on supply chain have arrived on the market providing both managerial 
overviews and detailed technical treatments. For examples of managerial introductions to 
supply chain see Copacino (1997), Fine (1998) and Hand field & Nichols (1998), and for 
logistics texts see Lambert, Stock, Ellram, & Stockdale (1997) and Ballou (1998). For 
more technical, model-based treatments see Silver et al. (1998) and Simchi-Levi, 
Kaminsky, & Simchi-Levi (1998). Tayur, Magazine, & Ganeshan (1999) are an extensive 
collection of research papers while Johnson & Pyke (2000b) is a collection papers on 
teaching supply chain management. Also, there are several casebooks that give emphasis 
to global management issues including Taylor (1997), Flaherty (1996), and Dornier, 
Ernst, Fender, & Kouvelis (1998). Introductory articles include Cooper, Lambert, & Pagh 
(1997b), Davis (1993), Johnson (1998a), and Lee & Billington (1992). To help order our 
discussion, we have divided supply chain management into twelve areas. We identified 
these twelve areas from our own experience teaching and researching supply chain 
management. Each area represents a supply chain issue facing the firm. 
 
For any particular problem or issue, managers may apply analysis or decision support 
tools. For each of the twelve areas, we provide a brief description of the basic content and 
refer the reader to a few research papers that apply. We also mention likely Operations 
Research based tools that may aid analysis and decision support. We do not provide an 
exhaustive review of the research literature, but rather provide a few references to help 
the reader get started in an area. For a more see Johnson & Pyke (2000a) for a list of 
teaching cases and popular press articles that fit within each area. Detailed review of 
recent research and teaching in supply chain management see Ganeshan, Jack, & 
Magazine (1999) and Johnson & Pyke (2000a) respectively. The twelve categories we 
define are 
 

• Location 
• Transportation and logistics 
• Inventory and forecasting 
• Marketing and channel restructuring 
• Sourcing and supplier management 
• Information and electronic mediated environments 
• Product design and new product introduction 
• Service and after sales support 
• Reverse logistics and green issues 
• Outsourcing and strategic alliances 
• Metrics and incentives 
• Global issues. 
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Location 
Location pertains to both qualitative and quantitative aspects of facility location 
decisions. This includes models of facility location, geographic information systems 
(GIS), country differences, taxes and duties, transportation costs associated with certain 
locations, and government incentives. Exchange rate issues fall in this category, as do 
economies and diseconomies of scale and scope. Decisions at this level set the physical 
structure of the supply chain and therefore establish constraints for more tactical 
decisions. 
 
Binary integer programming models play a role here, as do simple spreadsheet models 
and qualitative analyses. There are many advanced texts specially dedicated to the 
modeling aspects of location and most books on logistics also cover the subject. Simchi-
Levi et al. (1998) present a substantial treatment of GIS while Dornier et al. (1998) 
dedicate a chapter to issues of taxes, duties, exchange rates, and other global location 
issues (Brush, Maritan, & Karnani (1999)). Ballou & Masters (1999) examine several 
software products that provide optimization tools for solving industrial location 
problems. 
 
The transportation and logistics category encompasses all issues related to the flow of 
goods through the supply chain, including transportation, warehousing, and material 
handling. This category includes many of the current trends in transportation 
management including vehicle routing (Bodin (1990), Gendreau, Laport, & Seguin 
(1996), and Anily & Bramel (1999)), dynamic fleet management with global positioning 
systems, and merge-in-transit. Also included are topics in warehousing and distribution 
such as cross docking (Kopczak, Lee, & Whang (1995)) and materials handling 
technologies for sorting, storing, and retrieving products (Johnson & Brandeau (1999) 
and Johnson (1998b)). Because of globalization and the spread of outsourced logistics, 
this category has received much attention in recent years. However, we will define a 
separate category to examine issues specifically related to outsourcing and logistics 
alliances. Both deterministic (such as linear programming and the traveling salesman 
problem) and stochastic optimization models (stochastic routing and transportation 
models with queuing) often are used here, as are spreadsheet models and qualitative 
analysis. Recent management literature has examined the changes within the logistics 
functions of many firms as the result of functional integration (Greis & Kasarda (1997)) 
and the role of logistics in gaining competitive advantage (Fuller, O'Conor, & 
Rawlins on (1993)).  
 
Inventory and forecasting  
Inventory and forecasting includes traditional inventory and forecasting models. 
Inventory costs are some of the easiest to identify and reduce when attacking supply 
chain problems. Simple stochastic inventory models can identify the potential cost 
savings from, for example, sharing information with supply chain partners (Lee & 
Nahmias (1993)), but more complex models are required to coordinate multiple locations. 
A few years ago, multiechelon inventory theory captured most of the research in this area 
that would apply to supply chains. However, in nearly every case, multiechelon inventory 
models assume a single decision-maker. Supply chains, unfortunately, confront the 
problem of multiple firms, each with its own decision maker and objectives. Of course 
there are many full texts on the subject such as Silver et al. (1998) and Graves, Rinnooy 
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Kan, & Zipkin (1993)). Useful managerial articles focusing on inventory and forecasting 
include Davis (1993) and Fisher, Hammond, Obermeyer, & Raman (1994). 
 
Clark & Scarf (1960) perform one of the earliest studies in serial systems with 
probabilistic demand. They introduce the concept of an imputed penalty cost, wherein a 
shortage at a higher echelon generates an additional cost. This cost enables us to 
decompose the multiechelon system into a series of stages so that, assuming centralized 
control and the availability of global information, the ordering policies can be optimized. 
Lee & Whang (1999a) and Chen (1996) both propose performance measurement schemes 
for individual managers that allow for decentralized control (so that each manager makes 
decisions independently), and in certain instances, local information only. The result is a 
solution that achieves the same optimal solution as if we assumed centralized control and 
global information. 
 
Marketing and channel restructuring  
Marketing and channel restructuring includes fundamental thinking on supply chain 
structure (Fisher (1997)) and covers the interface with marketing that emerges from 
having to deal with downstream customers (Narus & Anderson (1996)). While the 
inventory category addresses the quantitative side of these relationships, this category 
covers relationship management, negotiations, and even the legal dimension. Most 
importantly, it examines the role of channel management (Anderson, Day, & Rangan 
(1997)) and supply chain structure in light of the well-studied phenomena of the bullwhip 
effect that was noted in the introduction. The bullwhip effect has received enormous 
attention in the research literature. Many authors have noted that central warehouses are 
designed to buffer the factory from variability in retail orders. The inventory held in these 
warehouses should allow factories to smooth production while meeting variable customer 
demand. However, empirical data suggests that exactly the opposite happens. (See for 
example Blinder (1981), and Baganha & Cohen (1998).) Orders seen at the higher levels 
of the supply chain exhibit more variability than those at levels closer to the customer. In 
other words, the bullwhip effect is real. Typically causes include those noted in the 
introduction, as well as the fact that retailers and distributors often over-react to shortages 
by ordering more than they need. Lee, Padmanabhan, & Whang (1997) show how four 
rational factors help to create the bullwhip effect: 
 
Demand signal processing (if demand increases, firms order more in anticipation of 
further increases, thereby communicating an artificially high level of demand); the 
rationing game (there is, or might be, a shortage so a firm orders more than the actual 
forecast in the hope of receiving a larger share of the items in short supply); order 
batching (fixed costs at one location lead to batching of orders); and manufacturer price 
variations (which encourage bulk orders). The latter two factors generate large orders 
that are followed by small orders, which imply increased variability at upstream 
locations. 
 
Some recent innovations, such as increased communication about consumer demand, via 
electronic data interchange (EDI) and the Internet, and everyday low pricing5 (EDLP) (to 
eliminate forward buying of bulk orders), can mitigate the bullwhip effect.6 In fact, the 
number of firms ordering, and receiving orders, via EDI and the Internet is exploding. 
The information available to supply chain partners, and the speed with which it is 
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available, has the potential to radically reduce inventories and increase customer service. 
Other initiatives can also mitigate the bullwhip effect. For example, changes in pricing 
and trade promotions (Buzzell, Quelch, & Salmon (1990)) and channel initiatives, such 
as vendor managed inventory (VMI), coordinated forecasting and replenishment (CFAR), 
and continuous replenishment (Fites (1996), Verity (1996), Waller, Johnson, & Davis 
(1999)), can significantly reduce demand variance. Vendor Managed Inventory is one of 
the most widely discussed partnering initiatives for improving multi-firm supply chain 
efficiency. Popularized in the late 1980s by Wal-Mart and Procter & Gamble, VMI 
became one of the key programs in the grocery industry’s pursuit of “efficient consumer 
response” and the garment industry’s “quick response.” Successful VMI initiatives have 
been trumpeted by other companies in the United States, including Campbell Soup and 
Johnson & Johnson, and by European firms like Barilla (the pasta manufacturer). In a 
VMI partnership, the supplier—usually the manufacturer but sometimes a reseller or 
distributor—makes the main inventory replenishment decisions for the consuming 
organization. This means the supplier monitors the buyer’s inventory levels (physically or 
via electronic messaging) and makes periodic re supply decisions regarding order 
quantities, shipping, and timing. Transactions customarily initiated by the buyer (like 
purchase orders) are initiated by the supplier instead. Indeed, the purchase order 
acknowledgment from the supplier may be the first indication that a transaction is taking 
place; an advance shipping notice informs the buyer of materials in transit. Thus the 
manufacturer is responsible for both its own inventory and the inventory stored at is 
customers’ distribution centers 
 
While marketing focuses downstream in the supply chain, sourcing and supplier 
management looks upstream to suppliers. Make/buy decisions (Venkatesan (1992), 
Carroll (1993), Christensen (1994), Quinn & Hilmer (1994), Kelley (1995), and 
Robertson & Langlois (1995)) fall into this category, as does global sourcing (Little 
(1995) and Pyke (1994)). The location category addresses the location of a firm’s own 
facilities, while this category pertains to the location of the firm’s suppliers. Supplier 
relationship management falls into this category as well (McMillan (1990) and Womack, 
Jones, & Roos (1991)). Some firms are putting part specifications on the web so that 
dozens of suppliers can bid on jobs. GE, for instance, has developed a trading process 
network that allows many more suppliers to bid than was possible before. The automotive 
assemblers have developed a similar capability; and independent Internet firms, such as 
Digital Market, are providing services focused on certain product categories. Other firms 
are moving in the opposite direction by reducing the number of suppliers, in some cases 
to a sole source (Helper & Sako (1995) and Cusumano & Takeishi (1991)). Determining 
the number of suppliers and the best way to structure supplier relationships is becoming 
an important topic in supply chains (Cohen & Agrawal (1996), Dyer (1996), Magretta 
(1998), and Pyke (1998)). Much of the research in this area makes use of game theory to 
understand supplier relationships, contracts, and performance metrics. See, for instance, 
Cachon & Lariviere (1996); Cachon (1997); and Tsay, Hahmias, & Agrawal (1999). 
 
The information and electronic mediated environments category addresses long-
standing applications of information technology to reduce inventory (Woolley (1997)) 
and the rapidly expanding area of electronic commerce (Benjamin & Wigand (1997) and 
Schonfeld (1998)). Often this subject may take a more systems orientation, examining the 
role of systems science and information within a supply chain (Senge (1990)). Such a 
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discussion naturally focuses attention on integrative ERP software such as SAP (Whang, 
Gilland, & Lee (1995)), Baan and Oracle, as well as supply chain offerings such as i2’s 
Rhythm and People soft’s Red Pepper. The many supply chain changes wrought by 
electronic commerce are particularly interesting to examine, including both the highly 
publicized retail channel changes (like Amazon.com) and the more substantial business to 
business innovations (like the GE trading process network). It is here that we interface 
most directly with colleagues in information technology and strategy, which again creates 
opportunities for cross-functional integration (Lee & Whang (1999b)).  
 
Product design and new product introduction deals with design issues for mass 
customization, delayed differentiation, modularity and other issues for new product 
introduction. With the increasing supply chain demands of product variety (Gilmore & 
Pine (1997)) and customization (McCutcheon, Raturi, & Meredith (1994)), there is an 
increasing body of research available. One of the most exciting applications of "supply 
chain thinking" is the increased use of postponed product differentiation (Feitzinger & 
Lee (1997)). Traditionally, products destined for world markets would be customized at 
the factory to suit local market tastes. While a customized product is desirable, managing 
worldwide inventory is often a nightmare. Using postponement the product is redesigned 
so that it can be customized for local tastes in the distribution channel. The same generic 
product is produced at the factory and held throughout the world. Thus if the French 
version selling well, but the German version is not, German product can be quickly 
shipped to France and customized for the French market.  
 
The service and after sales support category addresses the critical, but often 
overlooked, problem of providing service and service parts (Cohen & Lee (1990)). Some 
leading firms, such as Saturn and Caterpillar, build their reputations on their ability in this 
area, and this capability generates significant sales (Cohen, Zheng, & Agrawal (1997)). 
Stochastic inventory models for slow-moving items fall into this category, and there are 
many papers on this topic related to inventory management (Williams (1984); Cohen, 
Kleindorfer, & Lee (1986)) and forecasting (Johnston & Boylan (1996)). While industry 
practice still shows much room for improvement (Cohen et al. (1997)), several well-
known firms have shown how spare parts can be managed more effectively (Cohen, 
Kamesam, Kleindorfer, Lee, & Tekerian (1990); Cohen, Kleindorfer, & Lee (1992); and 
Cohen, Zheng, & Wang (1999)).  
 
Reverse logistics and green issues are emerging dimensions of supply chain 
management (Marien (1998)). This area examines both environmental issues (Herzlinger 
(1994) and the reverse logistics issues of product returns (Padmanabhan & Png (1995), 
Clendenin (1997), and Rudi & Pyke (1998)). Because of legislation and consumer 
pressure, the growing importance of these issues is evident to most managers. Managers 
are being compelled to consider the most efficient and environmentally friendly way to 
deal with product recovery, and researchers have begun significant effort in modeling 
these systems. The term “product recovery” encompasses the handling of all used and 
discarded products, components and materials. Thierry, Salomon, Van Nunen, & Van 
Wassenhove (1995) note that product recovery management attempts to recover as much 
economic value as possible, while reducing the total amount of waste. They also provide 
a framework and a set of definitions that can help managers think about the issues in an 
organized way These authors examine the differences among various product recovery 
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options including repair, refurbishing, remanufacturing, cannibalization, and recycling. 
The whole process of manufacturing begins, of course, with product design. Today, firms 
are beginning to consider design for the environment (DFE) and design for disassembly 
(DFD) in their product development processes. Unfortunately, AT&T discovered that 
designing products for reuse can result in more materials and complexity, thereby 
violating other environmental goals. (See Frankel (1996), who also reports on product 
take back and recycling initiatives in numerous countries.) 
 
Outsourcing and strategic alliances examines the supply chain impact of outsourcing 
logistics services. With the rapid growth in third party logistics providers, there is a large 
and expanding group of technologies and services to be examined. These include 
fascinating initiatives such as supplier hubs managed by third parties. The rush to create 
strategic relationships with logistics providers and the many well-published failures have 
raised questions about the future of such relationships. (See Bowersox (1990), (1998).) In 
any case, outsourcing continues to raise many interesting issues (Cooper, Ellram, 
Gardner, & Hanks (1997a)).  
 
Metrics and incentives examine measurement and other organizational and economic 
issues. This category includes both measurement within the supply chain (Meyer (1997)) 
and industry benchmarking ((1994), (1997)). Because metrics are fundamental to 
business management, there are many reading materials outside of the supply chain 
literature, including accounting texts for instance. Several recent articles concentrate on 
the link between performance measurement and supply chain improvement (O'Laughlin 
(1997), Johnson & Davis (1998)). 
 
Finally, global issues examine how all of the above categories are affected when 
companies operate in multiple countries. This category goes beyond country specific 
issues, to encompass issues related to cross boarder distribution and sourcing (Kouvelis 
(1999)). For example, currency exchange rates, duties & taxes, freight forwarding, 
customs issues, government regulation, and country comparisons are all included. Note 
that the location category, when applied in a global context, also addresses some of these 
issues. (Cohen & Huchzermeier (1999) and Huchzermeier & Cohen (1996); Arntzen, 
Brown, Harrison, & Trafton (1995).) As we mentioned earlier, there are several texts 
devoted to global management. Many recent articles also examine challenges in specific 
regions of the world (for example, Asia – Lee & Kopczak (1997) or Europe -- Sharman 
(1997)). 
 
------------------------------------------------------------------------------------------------------------ 
1.2 STORE OPERATIONS 
------------------------------------------------------------------------------------------------------------ 
Family Mart’s focus on SQ&C (service, quality and cleanliness) and accuracy of ordering 
is designed to make shopping at our stores a truly enjoyable experience every time. The 
driving forces for the creation of the right shopping environment are our Store Staff Total 
(SST) system for staff training, and our “new store management system.” 
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1.2.1 Keystone of Family Mart Store Operation 
Thorough attention to SQ&C: The SQ&C credo for Family Mart store operation 
underpins the creation of shopping spaces that support our customers: At Family Mart, 
franchisees, store staff and employees of the Company work together to ensure rigorous 
fulfillment of SQ&C requirements, to make our stores as welcoming as possible. 
 
SQ&C: 13-point checklist 
1. Always greet the customer when he/she enters or leaves 
2. Greet the customer at the till and Ask if the customer has a Card 
3. Attend to the customer promptly 
4. Hand over the change and receipt 
5. Arrange products neatly 
6. Make sure product packages are displayed front-first 
7. Keep magazines and gondola displays tidy 
8. Ensure sell-by dates are kept 
9. Keep the store entrance and forecourt (incl. parking space) clean 
10. Clean out bins and dispose of garbage 
11. Clean the floor 
12. Clean gondola shelving and products 
13. Tidy and clean up around the counter 
 
1.2.2 Increased Accuracy of Ordering 
The most important thing in convenience store operation is stocking products that 
customers want to buy and ensuring the lineup of the best-selling products is complete. 
We aim to minimize the ratio of defective items and lost sales opportunities through 
appropriate apportionment of order placement tasks. Do not always manage products by 
category, but order items one by one, so we can fully understand and manage sales 
trends. Increased accuracy of ordering creating attractive Cleaning down to the last speck 
of dirt. Apportionment of order placement tasks Order placement tasks are allocated not 
only by store managers and other senior staff but also ordinary store staff. 
 
------------------------------------------------------------------------------------------------------------ 
1.3 OBJECTIVES OF THE STORE FUNCTION 
------------------------------------------------------------------------------------------------------------ 
A store is intended to assist in the production of goods or services and no industrial unit 
of any significant size can be efficiently managed without it. 
 
Objectives: 
The basic objective is to provide a service to the operating functions and this aspect of 
service must be fully appreciated. All the other functions, although they have their own 
importance are subordinate to this main responsibility of service. 
 
The service rendered by a store can be categorized into four broad divisions: 
1. To make available a balanced flow of raw material, component, tool, equipment and 
any other materials necessary to meet operational requirements. 
2. To provide maintenance materials, spare parts and general stores as required. 
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3. To receive and dispatch finished products. 
4. To accept and store scrap and other discarded Merchandise as they arise and also 
arrange for their disposal. 
 
Responsibilities of a store are listed as: 
 
1. Identification of all Merchandise stored 
2. Receipt of incoming Merchandise 
3. Inspection of all receipts from vendors and sub contractors. 
4. Storage and preservations. 
5. Merchandise handling 
6. Packaging 
7. Issue of merchandise to users within the organization 
8. Processing of customer order 
9. Dispatch of Merchandise 
10. Maintenance of Merchandise records 
11. stores accounting 
12. Inventory control 
13. Submission of Management Information Reports 
 
------------------------------------------------------------------------------------------------------------ 
1.4 MANAGING THE STORE 
------------------------------------------------------------------------------------------------------------ 
The job of a retail store manager is overseeing the everyday running of a retail store. 
Some of the key retail services performed by a retail store manager are: Meeting sales 
and personal targets as well as customer satisfaction via maximizing the shopping 
experience of customers; managing all aspects of the operations of the store in order to 
ensure maximum sales as well as profitability. Retail management also includes focusing 
on key initiatives in business, daily cost control in operations, risk management, payroll 
management, loss prevention, inventory management, marketing execution, and store 
presentation.  
 
Retail store managers should have organizational skills which includes the ability of 
paying attention to detail as well as following-up matters. The job also involves the 
capability of managing multiple priorities along with management skills like 
communication, recruiting, training, and coaching. Here are some tips that can help you 
to become a successful retail store manager:  
 
The customer is always right: Yes, that age-old saying holds true even today. The 
customer is the most important facet of any business. Hence, as a retail store manager 
you need to ensure that the whole team comprehends that, and behaves as if they do.  
 
Make the customer feel special: Everybody likes feeling special. So, when you are with 
a customer, give him or her exclusive attention, listening closely to whatever they may be 
saying to you. During that time don’t let anything else interrupt you.  
 
Please the customer: Although this is touted often, it is seldom practiced. As a retail 
store manager, see to it that the sales staff does that extra bit to make the customer feel 
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pleased, especially as a measure of calming their displeasure about something. For 
instance, some special store giveaways can be packed with their purchases.  
 
Promise less and deliver more: You have heard of the old saying ‘Don’t promise what 
you cannot deliver.’ Well, by giving more than whatever you may have promised, you 
can build a strong customer rapport, both inside as well as outside the retail store.  
 
Appearances do matter: Although you may dismiss it as a superficial aspect of a 
superficial consumerist society, however, there is no escaping the fact, that the first 
impressions of the store, including the staff – how they are dressed and how they behave 
do matter. People do care about the ambience of where they shop.  
 
Display merchandise attractively: A vital part of retail store management is seeing to it 
that the merchandise is displayed properly. If the items are not displayed or seen 
properly, they won’t be sold in the numbers that they ought to be. Merchandise should 
look crisp and new at all times. If the items are shop-worn, they should be put in the 
bargain section. Items that are usually bought on impulse should be placed on display 
close to the cash out area. Also, appropriate sections should be made for merchandise, 
and the items should be placed in the correct sections. Items that are similar in nature 
should be placed in the same area.  
 
Items should be shown to advantage: Apart from displaying merchandise attractively, 
as a retail store manager, you should also make sure that the items are placed in such a 
way that they draw the customer’s attention. Hiding or stacking merchandise will not 
attract the attention of the customer. When thinking about how to display items, try to 
imagine what the customers will view with the display. Placing merchandise at eye level, 
or a little lower than that, is the best way to display specials. Placards and signs are also 
another method of grabbing the eye of the customer.  
 
Get rid of unsold merchandise: The bottom 10 to 20 percent of the product lines 
should be gotten rid of every year to be replaced by new products. The product lines that 
are not selling well should be marked down to half their price in order to sell them off 
fast  
 
Clear up shopping areas: While making racks and other display areas full, clear up 
other areas. According to studies it has been shown that having easy shopping areas 
results in more sales rather than having more racks and tables cluttering up the store.  
 
Timely ordering of inventory: This is another important aspect of a retail store 
manager’s duties. The levels of inventory should be monitored and kept in adequate 
amounts at all times. If customers do not find what they are looking for, they will just go 
to another store. Hence, the store manager must keep track of the inventory constantly.  
 
Hire the right people: A retail manager’s success is largely dependent on the kind of 
people he/she helps to hire. The staff that is hired has to have the ability of making a 
quantifiable and meaningful contribution to the store’s performance. In order to be able 
to rise in the organization, the store manager has to draw the attention as well as the 
recognition of the top management. The correct people will help in showcasing their 
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talents while they achieve their objectives. In order to get the best out of the rest of the 
team, the store manager has to be able to keep them motivated.  
 
Training the staff: However, hiring the right kind of people and keeping them 
motivated is just a part of a retail store manager’s path to success. Part of a retail store 
manager’s job is to train the staff so that they are aware of what is expected of them. 
This will ensure that all the people involved in the success of the store move in the same 
direction.  
 
Incorporating time management skills: After hiring the right people, training them 
fully, and getting them ready to achieve success, the next thing a retail store manager has 
to take care of is managing their time along with the changing priorities they have to deal 
with each day.  
 
Long range planning: Therefore, a retail store management job involves long range 
planning so that every hour of every day in a week is managed effectively. The skill of 
long range planning is what will be appreciated by the top management, for they look for 
people who have the ability of looking forward, and creating concrete plans, in order to 
increase the business. A retail manager who can accomplish this will rise in the 
organization. 
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------------------------------------------------------------------------------------------------------------ 
2.0 RETAIL STORE ORGANIZATION 
------------------------------------------------------------------------------------------------------------ 
The organizational structure of a retail store will vary by the size and type of the 
business. Most tasks involved with operating a retail business will be the same. However, 
small or independent retail stores may combine many sectors together under one division, 
while larger stores create various divisions for each particular function along with many 
layers of management.  
 
For example, the small specialty shop may have all of its employees under one category 
called Store Operations. A large department store may have a complete staff consisting of 
a manager, assistant manager and sales associates for its Sporting Goods department, 
Home and Garden, Bed and Bath, and each additional department.  

In order to define the store's organization, start by specifying all tasks that need to be 
performed. Then divide those responsibilities among various individuals or channels. 
Group and classify each task into a job with a title and description. The final step is to 
develop an organizational chart 
 
Retailers achieve these improvements, typical of an average full-scale implementation, 
through a world-class business transformation process supported by culture- and process-
altering change management, innovative and leading edge technologies, along with a 
strategic project management approach.  

Business Transformation – Identifies the gap between your current operations and 
industry best practices, and provides a step-by-step process to transform your 
organization into a performance-focused culture that is motivated to achieve your 
corporate goals.  
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Change Management – A full set of consulting, communication and training services gets 
all levels of your organization working together for business transformation through a 
proven change and learning management program.  

Enabling Technology –Industry-leading suite of retail site management applications 
supports the business transformation process and the performance-focused environment 
to maximize the data infrastructure, ease project implementation, and integrate easily 
with relevant enterprise applications.  

Strategic Project Management – A combination of experienced staff and proven 
processes which ensures that transformation, change management and technology come 
together to address the unique challenges and opportunities faced by your organization.  

The Retail Productivity Solutions group provides site operations management solutions 
that deliver more than the required degree of foresight, innovation and experience. We 
drive your business ahead of the competition in the ways that matter most. 
 
------------------------------------------------------------------------------------------------------------ 
2.1 CENTRALIZED AND DECENTRALIZED RETAIL STORES 
------------------------------------------------------------------------------------------------------------ 
The advantages and disadvantages of centralized versus decentralized organizational 
structures lies greatly in the inherent qualities and effects of the structures themselves. 
Robbins and Coulter describe this very well, "If top managers make the organization’s 
key decisions with little or no input from below, then the organization is centralized." 
Companies which wish to consolidate power and decision-making abilities at the top of 
the organizational chart, tend to be centralized organizations. If the CEO of a corporation 
has a particular vision and wishes for it to remain pure to his/her perspective, he/she will 
centralize the organization so that he/she is able to control as much of the company as 
possible. As the textbook states, this is helpful for companies who need to be stable or are 
facing a crisis and need one source of decision-making to lead them. These sorts of 
organizations are becoming rarer, as employees become smarter and organizations 
become larger, however a few do still exist. Consider the Oakland Raiders, a team which 
is widely acknowledged as being run completely (but poorly) by its owner, Al Davis or a 
monarchy such as Saudi Arabia, or an absolute theocracy, such as the Vatican City. 
Centralized structures are becoming rare because of their many disadvantages. Due to 
power being consolidated at the top of the organization, risk is great if the top of the 
organization becomes incapable of leading the organization (death, illness, or massive 
organizational size causing a weak span of control). Employees also will feel less 
motivated to perform for the organization as they will not have an avenue for sharing 
their ideas on how to improve the organization. 

Decentralized organizations are becoming more popular as the ability for organizations to 
decentralize increases. Decentralization allows organizations to take advantage of 
division of labor by sharing decision-making across the organization. It also empowers 
employees and allows them to improve their performance by being able to act to improve 
deficient or inefficient areas immediately without approval from the top of the 
organization. Another advantage of decentralization is allowing for the managers of 
business areas to actually use their first hand knowledge and experience to improve their 
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areas. Consider the Dallas Cowboys of the early 90’s, where Jerry Jones the owner had 
final say over all personnel decisions to the New England Patriots of today, where 
numerous individuals throughout the organization have an input on personnel decisions. 
By trusting the individuals within the organization to obtain accurate information and use 
their minds to provide appropriate analysis, the Patriots are able to take advantage of 
division of labor and allows for multiple individuals to give input on players. 
Decentralization has proven so successful for the Patriots (via seemingly always finding 
cheap players to replace expensive stars) that the Cowboys have now moved toward a 
more decentralized structure.  

Immediately, apply decentralization by allowing each division of my diversified food 
company to make decisions on the ingredients, manufacturing process, and almost all 
other aspects of each brand. I would allow the cookie experts to decide on what how and 
out of what to make the cookies. In my mind, many of the aspects of a food company 
correspond to an organic structure; for this reason I would encourage my managers to use 
teams, maybe based on each individual product, especially cross-functional teams that 
would work with all four food divisions to ensure that no one employee becomes bored 
by performing the same menial task over and over and allowing for all four divisions to 
be on the same page.  

One area where a centralized structure would be considered is marketing. It would prove 
harmful to the salty snack foods and cookies brand if my breakfast cereals and fruit juice 
divisions decided to proclaim the health benefits of cereals and juice and expose the 
negative health aspects of eating too many cookies and salty snacks. Controlling the 
public image of the entire corporation would prove beneficial over a long-term outlook, 
even though it might take some of the ideas and unique marketing strategies out of the 
hands of the people who know them best. 
Centralized vs. Decentralized 
 
When you set up a records management program, you have to decide if you want a 
centralized or decentralized system. This refers both to where you store hard copy records 
and to the how you manage records. 
 
Physical Arrangement There are many things to consider when you are setting up a new 
office or renovating an existing office space. One of the questions that you have to 
answer is where will you put the filing equipment? Will you have a central file room 
where all files will be stored? Will you have clusters of filing cabinets scattered around 
the office? Will you put filing cabinets in each office or cubicle? Your decision will be 
influenced by a number of factors. These include the floor strength of the building, the 
type of work that you do, and the confidentiality of the Centralized filing locations 
usually come in the form of a file room that serves the entire department or division. 
There are many benefits to having a centralized filing   File rooms offer the most control 
and security over records.   File room staff can make sure that access to records is limited 
to those who are authorized to see the records. File room staff can track which files are 
taken from the file room, and who has Files are kept in one central location, so that all 
employees know where to find their records. Duplication is reduced because a single 
central file is maintained, rather than multiple copies held by many employees. The 
drawback to centralized filing locations is that employees do not have files available to 
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them at their fingertips. Some employees resist filing their records into a centralized 
filing system because it is not convenient. They may also feel a loss of control over 
Decentralized filing locations usually consist of clusters of filing cabinets, or filing 
stations, that are located around the office. In some cases, employees may have filing 
cabinets in their offices. Employees often prefer decentralized filing locations because 
their records are close at hand. Security and control over the records, however, is usually 
lower than in a staffed file room. In this kind of system, offices are more likely to have 
problems with duplicate records being stored in filing cabinets around the office. This 
happens because no one knows that the information exists somewhere else. 
 
Centralized and Decentralized Control 
 
In a centralized control model, one person or one group of people looks after the records 
management program. This person keeps track of which records are being created and 
where the records are stored. He or she also manages the scheduling and disposition of 
the records. There are many advantages to having a centralized control model: 
   
One place to go for information on the records that the department has.  A single point of 
contact in the department for all records management activities. A greater degree of 
consistency between different divisions and work units in the department. Greater control 
over the creation and distribution of information.  More efficient management of records. 
Annual or periodic tasks, such as sending records to the Records Centre, are not put off.  
Centralized control models depend on the cooperation of all of the divisions in the 
department. Just as with centralized storage, centralized control may meet pockets of 
resistance in a department. 
 
A decentralized control model is not a good model for managing records. In this kind of 
system, each work unit manages its records on its own. Individual work units may 
manage their records effectively, but there will be a lot of inconsistency across the 
department. Usually there is also a lack of records management knowledge across the 
department. When problems arise, departments find that they have difficulty finding out 
where to get help or finding out how they should proceed to solve the problem. 
Consequently, problems tend to build on one another. 
 
------------------------------------------------------------------------------------------------------------ 
2.2 TYPES OF RETAIL STORES 
------------------------------------------------------------------------------------------------------------ 
Food Retailers 

• Mom and Pop Stores 
• Convenience Stores 
• Supermarkets 
• Super centers 

 
General Merchandise Retailers 

• Department Stores 
• Specialty Stores 
• Discount Stores 
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• Category Specialists 
• Off-Price Retailers 
• Warehouse Clubs 

 
Some other types of retail stores: 
Mall Space 
From kiosks to large anchor stores, a mall has many retailers competing with each other 
under one roof. There are generally 3 to 5 anchor stores, or large chain stores, and then 
dozens of smaller retail shops. Typically the rent in a mall location is much higher than 
other retail locations. This is due to the high amount of customer traffic a mall generates. 
Before selecting this type of store location, be sure the shopper demographic matches the 
description of your customers. Mall retailers will have to make some sacrifices in 
independence and adhere to a set of rules supplied by mall management. 
 
Shopping Center 
Strip malls and other attached, adjoining retail locations will also have guidelines or rules 
for how they prefer their tenants to do business. These rules are probably more lenient 
than a mall, but make sure you can live with them before signing a lease. Your 
community probably has many shopping centers in various sizes. Some shopping centers 
may have as few as 3 units or as many as 20 stores. The types of retailers, and the goods 
or services they offer, in the strip mall will also vary. One area to investigate before 
choosing this type of store location is parking. Smaller shopping centers and strip malls 
may have a limited parking area for your customers. 
 
Downtown Area 
Like the mall, this type of store location may be another premium choice. However, there 
may be more freedom and fewer rules for the business owner. Many communities are 
hard at work to revitalize their downtown areas and retailers can greatly benefit from this 
effort. However, the lack of parking is generally a big issue for downtown retailers. 
You'll find many older, well-established specialty stores in a downtown area. This type of 
store seems to thrive in the downtown setting. 
 
Free Standing Locations 
This type of retail location is basically any stand-alone building. It can be tucked away in 
a neighborhood location or right off a busy highway. Depending on the landlord, there 
are generally no restrictions on how a retailer should operate his business. It will 
probably have ample parking and the cost per square foot will be reasonable. The price 
for all that freedom may be traffic. Unlike the attached retail locations where customers 
may wander in because they were shopping nearby, the retailer of a free standing location 
has to work at marketing to get the customer inside. 
 
Office Building 
The business park or office building may be another option for a retailer, especially when 
they cater to other businesses. Tenants share maintenance costs and the image of the 
building is usually upscale and professional. 
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Home-based 
More and more retail businesses are getting a start at home. Some may eventually move 
to a commercial store location, while many remain in the business owner's spare room. 
This type of location is an inexpensive option, but growth may be limited. It is harder to 
separate business and personal life in this setup and the retailer may run into problems if 
there isn't a different address and/or phone number for the business. The retail scene in 
America is a dazzling array of independent shops, department stores, discount and off-
price enterprises, convenience stores, membership warehouse clubs, national and regional 
chains, category-killer stores, conventional supermarkets, and other large-scale 
enterprises that seem to dominate the retail sector. Store retailers operate fixed point-of-
sale locations designed to attract a high volume of walk-in customers. In general, stores 
have extensive merchandise displays and use mass-media advertising to attract 
customers. They typically sell merchandise to the general public for personal or 
household consumption, but some also serve business and institutional clients. These 
include establishments such as office supply stores, computer and software stores, 
building merchandises dealers, and plumbing and electrical supply stores. Catalog 
showrooms, gasoline service stations, automotive dealers and mobile home dealers are 
treated as store retailers by the U.S. Census Bureau. To understand this diverse business 
sector, government reporting and other information is broken down into several sectors 
for easier digestion and fact-finding. The sector groupings are based on one or more of 
the following criteria: 
 
The merchandise line or lines carried by the store: For example, specialty stores are 
distinguished from general-line stores. The usual trade designation of the establishment: 
This applies in cases where a store type is well recognized by the industry and the public 
but is difficult to define strictly in terms of commodities offered. Examples are 
pharmacies, hardware stores and department stores. Capital requirements in terms of 
display equipment: For example, food stores have unique Human resources requirements 
in terms of expertise: For example, the staff of a computer store requires knowledge 
that’s not necessary in other retail operations. 
 
Internet Retailing 
While shopping on the Internet is the entire buzz, independent brick-and-mortars 
(retailers with physical stores) dominate consumer sales and are expected to remain 
viable for several reasons. Foremost is their real-world presence, having a location that 
people can drive by, call, and walk through time and time again. A physical building 
lends credibility as a solid and reliable enterprise. It also provides an outlet, a destination, 
a gathering place for customers. Shared experiences and one-on-one exchanges are 
valued by people of all ages. The ability to look someone in the eye and ask them 
questions or watch a demonstration appeals to human nature. Another advantage is the 
ability to feel and smell the merchandise, and to try it and compare it side by side with 
other items. Shoppers appreciate having a selection of items at their fingertips. There’s 
instant gratification for buyers in carrying their purchase home with them. And there are 
no packing and shipping charges. People feel more comfortable paying in person than 
giving out credit information to disembodied entities. Returning items to a store is more 
convenient than mailing something back. Personal service, community involvement and 
local employment are three additional aspects of storefront retailers that will continue to 
appeal to the public for decades to come. 
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David vs. Goliath 
You read a lot about the power retailers—the Wal-Marts, Home Depots and Targets—
with huge physical facilities housing a broad range of merchandise. Faced with these 
price oriented giants, won’t the little guy get crushed? Not necessarily. Many “David’s” 
are learning a thing or two about efficiencies and customer focus from “Goliaths” like 
Wal-Mart, and they’re flexing their own muscles. In fact, the United States is primarily a 
nation of small, independent merchants: More stores are small, both in size and sales 
volume. The typical store is run by the owner alone or by a husband-and-wife team. Such 
small enterprises naturally lack the substantial resources, purchasing muscle and 
sophisticated operations of the large-scale retailers. For the small retailer, there may be a 
few employees, and one or two may be part-time workers. The store’s size is, of course, 
related to the type of establishment: Furniture outlets, for example, require much more 
space than shoe stores and neighborhood groceries. Fred W. and his childhood friend, 
George M., often discussed what they wanted to do when they grew up. While still in 
college, they decided that music was what they loved most and could do best, so when 
they found an empty storefront off the beaten path in Montpelier, Vermont, they opened a 
music store in 1973. “I’ve always been a musician,” Fred recounts. “It’s an intuitive 
talent.” Fred’s brother and a friend ran the business for a year or so while Fred pursued a 
professional career as a composer in New York. “I probably could have done all right, 
but when my manager/financial backer was murdered, I returned to Vermont and my 
cabin in the woods and was glad I had my store to go back to.” Stephanie B. decided to 
share her love of dogs with fellow enthusiasts by opening an all natural pet bakery in 
Newport Beach, California, in 2000. She sees the market as strong and growing because 
people are having children later and want more affection and companionship in their 
daily lives. “Pet bakeries are popping up every where in Southern California. There are 
about 10 that I know of,” she says. “There are a ton of wholesalers for this all-natural 
industry. I’ve been cooking for my own dogs for a long time. I love coming up with new 
recipes—like the marinara morsels I made the other day.” 
 
Specialty Retailing 
While power retailers tend to sell “needs,” specialty retailers tend to sell “wants.” They 
focus more on neighborhood convenience, the richness of the shopping experience, and 
inventory that meets the needs of their target customer on a personalized basis. Small 
stores show surprising strength and resilience in the face of competition from large-scale 
retailers and Internet retailers. They offer the consumer a warmer atmosphere, and 
perhaps a broader and deeper selection of merchandise. Many stores can be owned and 
operated by one person with minimal assistance. Compared to manufacturing operations, 
specialty retail outfits are relatively easy to start both financially and operationally. 
However, a number of failures are due to undercapitalization, poor location and 
insufficient market analysis. This guide is intended to help you avoid start-up pitfalls by 
providing you with tricks of the trade to help you succeed. There is always room for the 
right kind of store. Geographic shifts of large numbers of consumers are characteristic of 
our mobile population; stores need to be wherever people live. Fashions, changing 
lifestyles, increasing concern about health care and technological advances all contribute 
to the need for new variations on old retailing themes. Finally, retail openings continue to 
occur as established merchants retire, sell their businesses, or close down because of poor 
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management practices or changes in the local environment. Your small store launched 
today may become the next Lowe’s or Starbucks within the next decade. 
 
Nonstore Retailing 
When you look at the array of business opportunities in retailing, be sure and include the 
$123 billion no store retailing sector. These businesses are primarily engaged in the retail 
sale of products through television, electronic shopping, paper and electronic catalogs, 
door-to- door solicitation, in-home demonstration, portable stalls, vending machines, and 
mail order. With the exception of vending, these businesses do not ordinarily maintain 
stock for sale on the premises. They deal in books, coins, computers and peripherals, 
food, fruit, jewelry, magazines, novelty merchandise, CDs, audiotapes, stamps, and 
home-shopping ventures, among others. When exploring your options, consider 
combining one or more retail opportunities. For example, if having a store is the object of 
your desire, think about adding a toy or gumball machine as an extra revenue stream. If 
you are thinking about setting up a tax-preparation or insurance-billing service in your 
home, perhaps you’ll want to publish a mail order catalog of topical audiotapes, rubber 
stamps, forms and books you can sell to augment your customer base. There are many 
advantages to this type of retailing—one being that the buying, maintenance and 
protection of a large inventory is not necessary as you contract with others to handle 
these matters. The U.S. Census Bureau says there are more than 44,000 nonstore retailers 
in the United States. 
 
Temporary Locations 
In your travels down remote roads and through the countryside, you’ll find roadside 
stands offering ripe tomatoes, fresh corn by the bushel, avocados, freshly laid eggs, and 
other agricultural and dairy products. You might also see handcrafted items, artwork, 
souvenirs, holiday gifts, regional tokens and novelties. Many of these businesses sell 
year-round, though some are seasonal by nature. Carts in malls and by roadways, swap 
meets, spontaneous garage sales, holiday or summer retail operations, and weekly 
farmer’s markets are additional outlets for the ambitious retailer. 
 
Direct Selling 
Direct retailing means selling to the consumer in his or her home using the telephone, the 
Internet or direct mail. Home-shopping television channels and infomercials have 
boosted the popularity of shopping from the privacy and comfort of home. TV-based 
home shopping was originally touted as a new era in retail, but today its sales amount to 
only $3 billion, and the sector is dominated by two main players. People have to watch a 
show in real time to order items before they disappear from the air. Nonetheless, the 
convenience of ordering from home amidst rising gasoline prices, crowded highways and 
stores, time crunches, and physical and geographic barriers works to the advantage of 
direct retailers. With phone marketing, in less than two minutes, you can complete a 
transaction—speak with your customer, exchange information and take an order. For 
more than a decade, there has been an increase every year of the use of pay-per-call, toll-
free numbers and fax-on demand for almost every application imaginable. Consumers 
can purchase advice, news and information, magazine subscriptions, telecommunication 
programs, investments, videotapes, health supplements, and exercise equipment over the 
phone. The market is endless. Using telephone technology, you can inform, educate, 
solicit and satisfy the consumer and your business needs. Because sales are made to one 
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person by phone at a time, bulk orders, higher-priced items and contract purchases are the 
most cost-effective. In this techno age, many consumers like to be able to ask a real 
person questions before they buy and feel like the person cares about them. About 10 
percent of all consumer goods are sold by direct-selling organizations such as Amway, 
Avon, Fuller Brush, and Tupperware. House-to-house canvassing, party plans, network 
marketing, street vending and route sales are among the techniques used to sell almost 
everything—clothing, perfume, toys, china and crystal, home furnishings, health and 
beauty aids, and general merchandise. In 1997, the U.S. Census Bureau reports there 
were about 28,000 of these firms nationwide, with a total sales volume of $37 billion. 
 
Mail Order 
From glossy wish books to basic brochures, catalogs are popular with those who live far 
from shopping areas, the elderly, those seeking the unusual or the obscure, and those who 
simply hate to shop. What could be easier than calling a 24-hour, toll-free phone number 
to order clothing, gifts and gadgets? With direct mail, sales merchandises can be sent to 
thousands of potential customers at one time to either make a sale or generate a sales 
lead. Between catalogs, various direct-mail fliers and brochures, billing inserts, magazine 
ads, and ecommerce over the Internet, the U.S. government reports that the mail order 
business has soared to more than $200 billion in sales. Selling products and services 
directly to consumers by mail is a growing sector because it offers entrepreneurs a high 
return on a low initial investment. 
 
Mail order enterprises include general merchandise businesses, companies that sell 
specialty goods of all kinds, novelty firms, various types of clubs (CDs, DVDs, books, 
audiotapes, gifts), and so on. In most cases, catalogs are sent to consumers in defined 
niches on a regular basis. Most of the catalog companies offer some form of expedited 
delivery so customers can receive merchandise quickly. The extraordinarily versatile 
medium of direct mail enables you to target people, groups or organizations within your 
trading area, all of which may be likely prospects for your retail business. And you can 
work out of your home, a warehouse or a brick-and-mortar store. An up-to-date mailing 
list is the key to direct-mail profits with back-end fulfillment and relational database 
support. Most people selling things by mail need at least a 200-percent markup to make 
money. You shouldn’t pay more than $10 for something you sell for $30. If you think this 
is the retail area for you, Entrepreneur’s business start-up guide No. 1015, Mail Order 
Business, will show you where to find the best products, how to save on advertising costs 
and select mailing lists, and help you maximize your print or online mail order operation. 
 
The Internet 
The Internet has changed the retail landscape, connecting companies, markets and 
individual consumers. Industry research firm Jupiter Communications predicts that by 
2005, 25 to 35 percent of the global consumer marketplace will be connected with Web 
sites or communities that enable like-minded consumers to do business with a network of 
companies that offer complementary goods and services. The online business model is 
accelerating the globalization of retailing. The Internet is the fastest and potentially the 
most powerful retailing tool the world has ever known. 
“The retailer who does not understand the impact of the Internet on its store and catalog 
channels is likely to under invest in the Internet, missing opportunities to capture 
incremental sales in all channels,” according to Ken Cassar, a senior analyst with Jupiter 
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Communications. Consumers who are online represent a large and growing portion of 
U.S. consumer spending. Jupiter Communications research forecasts that U.S. online 
users will account for 75 percent of all online and offline U.S. retail spending in 2005. 
Regardless of the type of retail business you want to start, you cannot ignore the Internet. 
Don’t let it discourage you, either. Each type of retailing has strengths and weaknesses, 
so you decide which approaches you want to use in your business. Storefront retailers are 
incorporating the power of the Internet as a strategic business imperative, and you’ll hear 
from some entrepreneurs in this book about how they’re doing that.  
 
Vending Machines 
 Automatic merchandising—or vending machine retailing—has been a proven business 
concept for more than a century. Vending Times, the industry’s trade magazine, reports 
that snacks and soda sales alone totaled more than $20 billion in 1999. As with any other 
sales venture, having the right product in the right place at the right time is key. This 
business is highly appealing because of the low startup cost, low working capital and low 
overhead. This is a cash business, with you collecting the money when you replenish 
supplies. In Europe, shoppers can use their cell phones to pay for items in vending 
machines by debiting their checking accounts online. This is the future for American 
vendors as well. Once mostly restricted to gum, candy bars and canned sodas, today’s 
vending machines sell snack foods, fruit, hot drinks, soups, milk, ice cream, fresh flowers 
and an array of impulse goods and necessities. The machines are usually placed in high-
traffic locations, such as subway stations, railroad and bus terminals, restaurants, office 
buildings, and bars. Entrepreneur’s business start-up guide No. 1375, Vending Business, 
shows you how to capitalize on the billions of dollars Americans feed vending machines 
every year.  
 
Service Retailers are Different 
Some retailers offer after-sales services, such as repair and installation. For example, 
musical instrument stores, electronic and appliance stores, pool and spa stores, and 
computer stores often provide repair services. Then there are stores that are dedicated to 
service, such as shoe repair, pool and spa water treatment, and vacuum and sewing 
machine service. Service organizations include those specializing in education, travel, 
entertainment, health care, home care, child care, physical training, space 
planning/organization, coaching, insurance, and countless others. A service firm is one 
that derives more than 50 percent of its sales from providing services that may involve a 
combination of tangible and intangible offerings. Service businesses are currently the 
most frequently established operations. Since they usually sell a specialty or skill, 
credibility is very important. Start-up costs are often low, and many service businesses 
can be operated from home. Services provided by baby-sitters, real estate brokers and tax 
advisors require some knowledge or skill. Selling a service to consumers is usually more 
of a challenge than selling merchandise. Consumers can touch, handle and examine 
goods; this is something they cannot do with most services. Services must be 
experienced. For example, hair styling and dating services have to be experienced to be 
evaluated. You may need to tell the prospective customer what you are going to do, do it, 
and explain why you did it that way. For example, a carpet-cleaning service that uses a 
deodorizing process after cleaning the carpet should tell its customers about the special 
care included in the price and why this extra step is beneficial. Service providers often 
spend more time with their customers than do merchandise providers. Many services are 
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essentially perishable. For example, event tickets are only good for the day and time of 
the baseball game or performance. And dentists, physicians, attorneys, consultants and 
accountants cannot recover earnings lost because of an unfilled or lost appointment. In 
contrast, tangible goods can be held in inventory and sold over several days or months. If 
a hotel room is empty for an evening, the revenue is lost forever, whereas a book or roll 
of wallpaper can be profitable for many seasons. Most service firms are small, single-unit 
operations, and small size limits service companies’ ability to achieve economies of 
scale. Changes are occurring, however, as tangible-goods firms have established major 
stakes in service and have introduced tangible-goods merchandising techniques in the 
services area. One of the biggest growth areas is in franchising service organizations in 
the convenience industry. There are now child-care, carfare and home-care franchises. 
There is also growth in chain dental, medical and legal clinics, and real estate firms. 
Service industries are typically characterized by low barriers to entry. Consequently, 
competitors can quickly enter a market and challenge existing businesses. 
 
Many service organizations are labor-intensive. The output of an attorney, florist or tax 
preparer cannot easily be increased. These and other services must be personally 
produced and tailored to the needs of individual clients. This precludes the use of 
automation and other laborsaving strategies. Because of this, and the fact that many 
services are offered only at the point of sale, standardization in the level of service and 
quality is difficult to achieve. The demand for services is often more difficult to predict 
than the demand for tangible goods. And demand for services can fluctuate widely by the 
month, day of the week or even the hour of the day. Consumers also seem to feel that 
purchasing services is a less pleasant experience than buying goods, and consumers 
perceive higher levels of risk in buying services than in purchasing tangible goods. To 
bridge the “information gap,” consumers are increasingly doing their research on 
lawyers, mechanics, banks, and a host of service providers on the Internet the same way 
they compare features and prices for tangible goods.  
 
Consuming Appetite for Services  
Time is becoming increasingly scarce for millions of people. The 24/7 pace technology 
has brought us spells opportunity as well as challenge for retailers. New businesses have 
sprung up to take care of many of life’s chores. Personal shoppers, mother’s helpers, 
after-school programs, tutors, handworkers, maids, valets, insurance and tax preparers, 
home grocers, pet-walkers, and reminder services are just a few ideas entrepreneurs are 
cashing in on. The majority of couples are two-income families, leaving little time for 
preparing meals, picking up the dry cleaning, reading a software manual, remembering 
birthdays, standing in bank lines, and waiting for the cable installer to show up. People 
will pay dearly for more time, so figure out what you can sell or do to put people back in 
charge of their days, and you’ll be a winner.  
 
Step Up 
Whether you are interested in a store, service or hybrid operation, the deciding factor in 
your success or failure will be your relationship with the consumer. Get to know your 
prospects. Consider testing your business concept from home to control overhead costs. 
After gaining encouraging sales from friends, relatives and neighbors, you can extend 
your reach through catalog, fax and phone sales. From there, you might want to sell from 
a cart in a local mall or through a short rental in temporary space to test walk-in traffic 
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and promotional efforts. Then you can determine if your sales and management skills 
justify start-up costs and long-term commitments. With a realistic view of what you’re 
getting into, you can examine your options for location, size and format—that is, can you 
sell more, and more profitably, through one distribution channel over another? Which 
form would that be—catalog, physical or virtual store, or television and radio sales? 
 
Retailers Image 
Retail businesses exist to make people happy. To the extent that you satisfy customers, 
you fulfill your company goal. After that’s said and done, retailers are in the business of 
customer satisfaction. This is the key to growth and profits. The industry continually 
strives to shift its image from one that profits from others to one that serves people’s 
interests. Image has many sides to it: friendliness of personnel, quality of merchandise, 
level of service, and ease of access. You must be ever-conscious of the perceived risk the 
consumer has of doing business with you. One is social risk: What someone buys affects 
how others view that person—fashionable and smart, or behind the times and ignorant. 
The second risk is economic. This is the possibility that a purchase decision will greatly 
reduce the consumer’s budget and not yield substantial satisfaction or value. 
 
------------------------------------------------------------------------------------------------------------ 
2.3 LOCATION OF RETAIL STORE 
------------------------------------------------------------------------------------------------------------ 
Where you choose to locate your retail business will have a major impact on everything 
your shop does. The difference between selecting the wrong location and the right site 
could be the difference between business failure and success.  
Before choosing a retail store location, define how you see your business, both now and 
in the future. 

• What do your customers look like?  

• Can you visualize your building?  

• Do you know what you want to sell and what you want your business to be 
known for?  

• Have you determined how much retail space, storage area, or the size of the 
office you need? 

 
Without the answers to these basic questions, it will be hard to find the perfect location 
for generating the maximum amount of profit for your retail store. 
 
Type of Goods 
Examine what kind of products you sell, as some goods will require certain types of 
locations. Would your store be considered a convenience store, a specialty shop or a 
shopping store? 
 
Convenience goods require easy access, allowing the customer to quickly make a 
purchase. A mall would not be a good location for convenience goods. This product type 
is lower priced and purchased by a wide range of customers. 
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Specialty goods are more unique than most products and customers generally won't mind 
traveling out of the way to purchase this type of product. This type of store may also do 
well near other shopping stores. 
 
A shopping store usually sells items at a higher price which are bought infrequently by 
the customer. Furniture, cars and upscale clothing are examples of goods found at a 
shopping store. Because the prices of theses items are higher, this type of customer will 
want to compare prices before making a purchase. Therefore, retailers will do well to 
locate their store near like stores. 
 
Population and Your Customer 
If you are choosing a city or state to locate your retail store, research the area thoroughly 
before making a final decision. Read local papers and speak to other small businesses in 
the area. Obtain location demographics from the local library, chamber of commerce or 
the Census Bureau. Any of these sources should have information on the area's 
population, income and age. You know who your customers are, so make sure you find a 
location where your customers live, work and shop. 
 
Accessibility, Visibility and Traffic 
Don't confuse a lot of traffic for a lot of customers. Retailers want to be located where 
there are many shoppers but only if that shopper meets the definition of their target 
market. Small retail stores may benefit from the traffic of nearby larger stores. 
 

• How many people walk or drive past the location.  
• Is the area served by public transportation?  
• Can customers and delivery trucks easily get in and out of the parking lot?  
• Is there adequate parking? 
 

Depending on the type of business, it would be wise to have somewhere between 5 to 8 
parking spaces per 1,000 square feet of retail space. When considering visibility, look at 
the location from the customer's view point. Can the store be seen from the main flow of 
traffic? Will your sign be easily seen? In many cases, the better visibility your retail store 
has, the less advertising needed. A specialty retail store located six miles out of town in a 
free standing building will need more marketing than a shopping store located in a mall. 
 
Signage, Zoning and Planning 
Before signing a lease, be sure you understand all the rules, policies and procedures 
related to your retail store location. Contact the local city hall and zoning commission for 
information on regulations regarding signage. Ask about any restrictions that may affect 
your retail operation and any future planning that could change traffic, such as highway 
construction. 
 
Competition and Neighbors 
Other area businesses in your prospective location can actually help or hurt your retail 
shop. Determine if the types of businesses nearby are compatible with your store. For 
example, a high-end fashion boutique may not be successful next door to a discount 
variety store. Place it next to a nail or hair salon and it may do much more business. 
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Location Costs 
Besides the base rent, consider all costs involved when choosing a retail store location. 
 

• Who pays for lawn care, building maintenance, utilities and security?  
• Who pays for the upkeep and repair of the heating/air units?  
• If the location is remote, how much additional marketing will it take for 

customers to find you?  
• How much is the average utility bill?  
• Will you need to make any repairs, do any painting or remodeling to have the 

location fit your needs?  
• Will the retailer be responsible for property taxes? 
 

The location you can afford now and what you can afford in the future should vary. It is 
difficult to create sales projects on a new business, but one way to get help in determining 
how much rent you can pay is to find out what sales similar retail businesses are making 
and how much rent they're paying. 
 
Personal Factors 
If you plan to work in your store, think about your personality, the distance from the shop 
to home and other personal considerations. If you spend much of your time traveling to 
and from work, the commute may overshadow the exhilaration of being your own boss. 
Also, many restrictions placed on a tenant by a landlord, Management Company or 
community can hamper a retailer's independence. 
 
Special Considerations 
Your retail shop may require special considerations. Make a list of any unique 
characteristic of your business that may need to be addressed. 
 

• Will the store require special lighting, fixtures or other hardware installed?  
• Are restrooms for staff and customers available?  
• Is there adequate fire and police protection for the area?  
• Is there sanitation service available?  
• Does the parking lot and building exterior have adequate lighting?  
• Does the building have a canopy that provides shelter if raining?  
• What is the crime rate in the area?  
• Are there (blue laws) restrictions on Sunday sales? 
 

Don't feel rushed into making a decision on where to put your retail store. Take your 
time, research the area and have patience. If you have to change your schedule and push 
back the date of the store's opening, than do so. Waiting to find the perfect store location 
is better than just settling for the first place that comes along. The wrong location choice 
could be devastating to your retail business. 
 



 34

 
-------------------------------------------------------------------------------------------- 
2.4  MERCHANDISE MANAGEMENT 
-------------------------------------------------------------------------------------------- 
Retail Merchandising is the process of developing, securing, pricing, supporting and 
communicating the retailer’s merchandise offering. It means offering the right product at 
the right time at the right price with the right appeal!! 
 
Steps in the Retail Merchandising Process 
 

1. Develop the merchandise mix and establish the merchandise budget. 
2. Build the logistic system for procuring the merchandise mix. 
3. Price the merchandise offering. 
4. Organize the customer support service and manage the personal selling effort. 
5. Create the retailer’s advertising, sales incentive and publicity programs. 

 
Retail merchandising requires management of the merchandise mix including: 
 

1. Planning Merchandise Variety 
2. Controlling Merchandise Variety 
3. Planning Merchandise Assortment/Support 
4. Controlling Merchandise Assortment/Support 
5. Merchandise Mix Strategies 

 
Developing the merchandise mix allows the retailer to segment the market and appeal to 
a select group of consumers. 
 
Retail merchandising requires management of the merchandise budget including: 
 

1. Planning And Controlling Retail Sales 
2. Planning And Controlling Inventory Levels 
3. Planning And Controlling Retail Reductions 
4. Planning And Controlling Purchases 
5. Planning And Controlling Profit Margins 

 
The Components of the Merchandise Mix 
 

• Merchandise Variety  
(# of product lines) 

• Merchandise Assortment  
(# of product items) 

• Merchandise Support 
(# of product units)  

 
Planning Merchandise Variety Involves Planning and Controlling Product Lines 
Retailers use MANY factors to evaluate product lines. 
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Factors Used To Evaluate Product Lines 

1. The compatibility among product lines. 
 Must Consider: 

 Product substitutes 
 Product complements 
 Unrelated products 

 
2. The physical attributes of each product line. 

 Must Consider: 
 Product bulk 
 Product standardization 
 Product service levels 
 Product selling methods 

 
3. The product lines’ potential profitability. 

 Must Consider: 
 Direct and indirect contribution to profitability 
 Calculations of gross margin in percentage (%) and in monetary term ($$) 

 
4. The role branding plays in the success of the product line. 

Must Consider: 
 How brands can distinguish a retailer from competitors 
 How brands can build store loyalty 
 The advantages and disadvantages of offering different types of brands – 

no names, vendor brands, store brands (private labels) and licensed 
merchandise 

 
5. The age of each product within the product lifecycle 

 Must Consider: 
 What stage a product is in to judge future sales potential 
 The number of products offered at different stages 

 
6. The fashionable nature of each product line. 

 Must Consider: 
 Use of unique designer fashions as part of the store’s strategy 
 The above average risk of fashion merchandise ( But also note: high 

margin items with above average profitability) 
  

7) The market appropriateness of each product line. 
 Must Consider: 

 How well the product matches consumption patterns and buying needs of 
targeted consumers 

 The relative advantage, affinity, trial ability, observability and complexity 
of new product introductions 

 Market trends– provide products the market wants! 
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8. The impact of lifestyle on product line acceptance. 
 Must Consider: 

 Targeted customers’ activities, interests, and opinions 
 The match between consumers’ lifestyle and retailer’s image 
 Usefulness of trade shows to identify product lines for targeted 

consumers’ lifestyles 
 

9. The competitive threat facing each product. 
 Must Consider: 

 Competitive conditions under which the product line is available – 
intensive, selective or exclusive distribution 

 Is the product line available to direct (intra type) competitors or indirect 
(inter type) competitors, or both  

 
10. The conditions under which each product line will be procurable. 

 Must Consider: 
 Availability and reliability of various suppliers 
 Terms and conditions under which the product will be made available 

 
Controlling Merchandise Variety 

 Is an art and a science 
 No rules for what should be included in the merchandise mix and what should 

be excluded 
 Two useful management methods 
• Category Management: each product managed as a business unit at the 

store level 
• ABC Analysis: each product line is rank ordered based on performance 

levels 
 
Planning Merchandise Assortment and Support 

 Must organize the merchandise mix as to the number of different product lines 
carried 

 Must decide on: 
 Brands 
 Sizes 
 Colors 
 Merchandise 
 Styles 
 Price points 

 
Planning Merchandise Assortment and Support 

• Goal is to ensure that product choice meets targeted consumer needs 
• Must carefully plan the number of units to have on hand to meet the expected 

sales for the brand, size, color combinations 
• Must develop merchandise lists 

1. Basic Stock List (staple items) 
2. Model Stock List (fashion items) 
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3. Never Out List (key items and best sellers) 
 

 
 
Controlling Merchandise Assortment and Support 
 

• Involves monitoring and adjusting the types of product lines that are added 
and dropped from the merchandise mix 

• Two widely used methods to control assortment and support: 
1. Inventory turnover: rate at which the retailer depletes and replenishes 

stock 
2. Open-to-buy: amount of new merchandise a retailer can buy during a 

specific time period without exceeding planned purchases for the period 
   

Merchandise Mix Strategies 
 
Different optimal variety and assortment strategies possible!! 
 

• Narrow Variety/Shallow Assortment 
1. Vending machines 
2. Newsstands 
3. Door-to-door 

• Wide Variety/Shallow Assortment 
1. Variety Stores 
2. General Stores 
3. Discount Stores 

• Narrow Variety/Deep Assortment 
1. Specialty Stores 

• Wide Variety/Deep Assortment 
1. Full-line Department Stores 

 
Merchandise Budget Management 

• Financial management tool used to plan and control the total amount (in 
dollars) of inventory carried in stock at any time 

• Determines how much a retailer should invest in inventory during a 
specified period 

• Remember: Merchandise Budget controls dollars; Merchandise Mix 
controls product units 

 
Merchandise Budget Management 

We will consider: 
 

1. Calculating monthly sales index to project next year’s sales. 
2. Using Basic Stock Model to calculate BOM stock 
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3. Using Stock/Sales Ratio Method to calculate BOM stock 
4. Calculating planned monthly purchases and open-to-buy 
 
 

------------------------------------------------------------------------------------------------------------ 
2.5 MERCHANDISE HANDLING  
------------------------------------------------------------------------------------------------------------ 
Gowning businesses create many challenges for their owners and managers. One of the 
biggest challenges for those with a dollar store business is developing business practices 
to support the massive quantity of freight associated with growing and maintaining ever 
greater sales levels. A fast-track store can become derailed when there is not a well-
thought-out and well-executed plan of action to deal with purchasing, receiving and 
stocking merchandise. In this article I will review 3 powerful tips for merchandise 
handling to support growing sales in your dollar store business. 
 
1. Document all activities associate with freight handling. Having a well-documented 
and communicated set of guidelines regarding freight receiving and merchandise 
handling is important. Your guidelines need to cover every aspect of the flow, from the 
time a truck arrives at the door through the sale of items from your store. Who handles 
freight? What are your receiving guidelines - including time limits, documentation, item 
pricing, and handling problems such as missing or damaged merchandise? Don't forget to 
set guidelines for staging received merchandise to go to the sales floor. 
Specific guidelines need to be developed for the entire merchandise flow. Develop your 
guidelines before you open your dollar store business. Modify and communicate changes 
as the need arises. 
2. Set time limits for freight being held in off-sales floor areas. The simple fact is that 
every item not placed on display on the sales floor does not contribute to sales. While all 
of the activities associated with receiving are important, time is of the essence when it 
comes to getting merchandise to the sales floor. This may seem very simple and possibly 
even ineffective. Yet establishing timeframes for various tasks adds a sense of urgency to 
the process. Creating and communicating these timeframe expectations can quickly 
generate additional sales for your store. Fast-selling items that have sold-out can more 
quickly be replenished. New in-demand items will start to sell more quickly when they 
hit the floor sooner as well. 
3. Create excess merchandise storage spaces on the sales floor itself. Why store 
excess merchandise in a backroom? Why not create storage space on the sales floor? 
Creating sales space can be as easy as running shelving at the very top of your fixtures. If 
your fixtures are 6-feet tall or taller, this space is frequently unused, yet available to be 
used as back-stock area. Replenishing merchandise then becomes as easy as pulling 
merchandise down from a 6-foot tall shelf directly above the display being re-stocked. 
Other often overlooked 'on-floor storage' areas in your dollar store business include 
window-areas, entry and lobby areas, centers of wide-aisles and other un-merchandised 
areas of your store. Some thought needs to go into using these back-up areas. From a 
logistics perspective, be sure you are not blocking aisles and emergency exits. Don't 
make it cramped and uncomfortable for your customers to shop in your store. From a 
merchandise handling perspective, don't place thousands of tiny items clear across the 
store from their ultimate home display location. 
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------------------------------------------------------------------------------------------------------------ 
 STORE MANAGEMENT AND ITS OPERATIONS 
------------------------------------------------------------------------------------------------------------ 
 
Structure 
 
3.0 Retail store operation and Human recourse Management in retail store 

3.0.1   Store Management Responsibilities 
3.0.2  Recruitment selection and motivating retail store employees 

3.1 Retail store operation and Financial Dimensions in retail store 

3.1.1  Asset management; Resource allocation 

3.2 Retail store operation Management 

            3.2.1   Retail store environment  

 
------------------------------------------------------------------------------------------------------------ 
3.0 RETAIL STORE OPERATION AND HUMAN RESOURCE 
MANAGE MENT IN RETAIL 
------------------------------------------------------------------------------------------------------------ 
The Human Resources Management (HRM) function includes a variety of activities, and 
key among them is deciding what staffing needs you have and whether to use 
independent contractors or hire employees to fill these needs, recruiting and training the 
best employees, ensuring they are high performers, dealing with performance issues, and 
ensuring your personnel and management practices conform to various regulations. 
Activities also include managing your approach to employee benefits and compensation, 
employee records and personnel policies. Usually small businesses (for-profit or 
nonprofit) have to carry out these activities themselves because they can't yet afford part- 
or full-time help. However, they should always ensure that employees have -- and are 
aware of -- personnel policies which conform to current regulations. These policies are 
often in the form of employee manuals, which all employees have. 

Note that some people distinguish a difference between HRM (a major management 
activity) and HRD (Human Resource Development, a profession). Those people might 
include HRM in HRD, explaining that HRD includes the broader range of activities to 
develop personnel inside of organizations, including, e.g., career development, training, 
organization development, etc. 
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There is a long-standing argument about where HR-related functions should be organized 
into large organizations, eg, "should HR be in the Organization Development department 
or the other way around?" 
The HRM function and HRD profession have undergone tremendous change over the 
past 20-30 years. Many years ago, large organizations looked to the "Personnel 
Department," mostly to manage the paperwork around hiring and paying people. More 
recently, organizations consider the "HR Department" as playing a major role in staffing, 
training and helping to manage people so that people and the organization are performing 
at maximum capability in a highly fulfilling manner. 
 
3.0.1 Store Management Responsibilities 
 
The position of retail store manager is one that holds vast duties and great 
responsibilities. There are a wide variety of retail stores which employ retail store 
managers to maintain the overall quality and day-to-day operations of the establishment. 
In order to learn more about the duties and responsibilities of a retail store manager, it is 
important to highlight what in fact these individuals do on a daily basis.  
 
There are many duties this individual is responsible for completing and each duty in and 
of itself is vital to the smooth operation of the store. The first main duty of a retail store 
manager is overseeing the hiring, firing and maintaining of personnel. These individuals 
are ones who make the store a success and it takes a strong manager to ensure that the 
perfect individuals are hired to fill sales associate positions, clerical positions and other 
important job titles. In addition to these tasks, the retail store manager must see to it that 
each individual is adequately trained to fill their job title and supervise the work that they 
do throughout their employment at the store.  
 
Another important duty and/or responsibility of the retail store manager deals with the 
money that comes into the store and goes back out as well. The retail store manager is 
responsible for handling the turning in of cash at the end of each sales associate’s day and 
is required to ensure that all the money is accounted for in the end. In addition, a retail 
store manager is usually responsible for paying the employees and ensuring that the 
paychecks match the hours worked by each individual. Meticulous records are needed to 
be kept by the retail store manager to ensure that all money which has come into the store 
is accounted for and sales associates and other store employees are paid as they should 
be.  
 
Inventory is another responsibility of a retail store manager. Since there needs to be 
goods in stock to sell, it is imperative that the retail store manager check the inventory on 
a frequent basis and make sure that orders are in when they are supposed to be. In 
addition to checking retail store stock and ordering goods, the retail store manager also 
needs to be responsible for paying for the goods which are ordered as well as keeping 
track of how much is spent on procuring the goods.  
 
One very important duty of the retail store manager relates to customer service 
responsibilities. From time to time, shoppers within the retail store will ask to speak with 
a manager whether it is to issue a complaint regarding their shopping experience or 
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provide a compliment to an employee or the store itself. The retail store manager is the 
higher up individual in the retail ranks who provides an ear to customers who wish to 
express either their pleasure or displeasure regarding an aspect of the store. Therefore, the 
retail store manager must be extremely well versed in matters of customer service.  
 
The retail store manager is also the pertinent individual at a retail store who confers with 
the higher up individuals on the corporate level. Since the retail store manager is on the 
premises on a daily basis, they are the best individuals to let the corporate office know 
how that particular store is doing. This relates not only to sales but to employer-employee 
relations as well. This individual is also the one who handles occupational safety and 
employee relations within the store and relates any issues back to the head office.  
 
Lastly, the retail store manager is the person at a particular retail store who may handle 
advertising and promotional displays. The retail store manager is one who must make 
their individual store shine when it comes to presenting various promotions in a favorable 
and enticing manner. Although they may not be responsible for drafting the advertising 
materials, they should be knowledgeable in how to display the information so that it has 
the maximum amount of potential possible.  
 
What Makes the Perfect Retail Store Manager?  
There are a few things which the perfect retail store manager will embody. One positive 
trait which makes a wonderful retail store manager is an individual who has exceptional 
conversational skills. Since a main component of a retail store manager’s daily duties is 
to interact with customers and employees, it is very important that they know how to 
converse in such a manner which is courteous yet effective. Looking for individuals with 
this trait will help interviewers to find the best type of retail store manager.  
 
Past experience is another important aspect which all retail store managers should have. 
Although past employment may not be the only contributing factor to obtaining the best 
possible candidate for the job, it still is a highly desirable one. Choosing a retail store 
manager who has some past managerial experience will equate with less training that is 
needed and perhaps a more established and useful manager overall.  
 
Another trait to look for in a potential retail store manager is professionalism. A 
professional store manager not only will benefit the customers who enter the store on a 
daily basis but will be a good morale booster for other employees as well. A professional 
retail store manager does not have to be stuffy yet must know when it is the right time for 
serious behavior and when he/she can take a lighter attitude with both the customers and 
employees.  
 
A great retail store manager should also have excellent mathematical skills which may 
benefit the store the most. Since efficient math skills are an important thing for retail 
store managers to have since they will be working with money on a daily basis, it is good 
to have this particular quality.  
 
3.0.2 Recruitment Selection and Motivating Retail Store Employees 
Recruitment refers to the process of screening, and selecting qualified people for a job at 
an organization or firm, or for a vacancy in a volunteer-based organization or community 
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group. While generalist managers or administrators can undertake some components of 
the recruitment process, mid- and large-size organizations and companies often retain 
professional recruiters or outsource some of the process to recruitment agencies. External 
recruitment is the process of attracting and selecting employees from outside the 
organization. 
 
The recruitment industry has four main types of agencies: employment agencies, 
recruitment websites and job search engines, "headhunters" for executive and 
professional recruitment, and in-house recruitment. The stages in recruitment include 
sourcing candidates by advertising or other methods, and screening and selecting 
potential candidates using tests or interviews. 
 
In the context of evolution, certain traits or alleles of a species may be subject to 
selection. Under selection, individuals with advantageous or "adaptive" traits tend to be 
more successful than their peers reproductively--meaning they contribute more offspring 
to the succeeding generation than others do. When these traits have a genetic basis, 
selection can increase the prevalence of those traits, because offspring will inherit those 
traits from their parents. When selection is intense and persistent, adaptive traits become 
universal to the population or species, which may then be said to have evolved. 
 
Whether or not selection takes place depends on the conditions in which the individuals 
of a species find themselves. Adults, juveniles, embryos, and even eggs and sperm may 
undergo selection. Factors fostering selection include limits on resources (nourishment, 
habitat space, mates) and the existence of threats (predators, disease, adverse weather). 
Biologists often refer to such factors as selective pressures. Natural selection is the most 
familiar type of selection by name. The breeding of dogs, cows and horses, however, 
represents "artificial selection." Subcategories of natural selection are also sometimes 
distinguished. These include sexual selection, ecological selection, stabilizing selection, 
disruptive selection and directional selection (more on these below). 
 
Selection occurs only when the individuals of a population are diverse in their 
characteristics--or more specifically when the traits of individuals differ with respect to 
how well they equip them to survive or exploit a particular pressure. In the absence of 
individual variation, or when variations are selectively neutral, selection does not occur. 
Meanwhile, selection does not guarantee that advantageous traits or alleles will become 
prevalent within a population. Through genetic drift, such traits may become less 
common or disappear. In the face of selection even a so-called deleterious allele may 
become universal to the members of a species. This is a risk primarily in the case of 
"weak" selection (e.g. an infectious disease with only a low mortality rate) or small 
populations. 
 
Though deleterious alleles may sometimes become established, selection may act 
"negatively" as well as "positively." Negative selection decreases the prevalence of traits 
that diminish individuals' capacity to succeed reproductively (i.e. their fitness), while 
positive selection increases the prevalence of adaptive traits. In biological discussions, 
traits subject to negative selection are sometimes said to be "selected against," while 
those under positive selection are said to be "selected for," as in the sentence Desert 
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conditions select for drought tolerance in plants and select against shallow root 
architectures. 
 
Motivation is the set of reasons that determines one to engage in a particular behavior. 
The term is generally used for human motivation but, theoretically, it can be used to 
describe the causes for animal behavior as well. This article refers to human motivation. 
According to various theories, motivation may be rooted in the basic need to minimize 
physical pain and maximize pleasure, or it may include specific needs such as eating and 
resting, or a desired object, hobby, goal, state of being, ideal, or it may be attributed to 
less-apparent reasons such as altruism, morality, or avoiding mortality. 
 
A reward, tangible or intangible, is presented after the occurrence of an action (i.e. 
behavior) with the intent to cause the behavior to occur again. This is done by associating 
positive meaning to the behavior. Studies show that if the person receives the reward 
immediately, the effect would be greater, and decreases as duration lengthens. Repetitive 
action-reward combination can cause the action to become habit. Motivation comes from 
two things: you, and other people. There is extrinsic motivation, which comes from 
others, and intrinsic motivation, which comes from within you. 
 
Applying proper motivational techniques can be much harder than it seems. Steven Kerr 
notes that when creating a reward system, it can be easy to reward A, while hoping for B, 
and in the process, reap harmful effects that can jeopardize your goals.[1] 
Rewards can also be organized as extrinsic or intrinsic. Extrinsic rewards are external to 
the person; for example, praise or money. Intrinsic rewards are internal to the person; for 
example, satisfaction or a feeling of accomplishment. 
 
Some authors distinguish between two forms of intrinsic motivation: one based on 
enjoyment, the other on obligation. In this context, obligation refers to motivation based 
on what an individual thinks ought to be done. For instance, a feeling of responsibility for 
a mission may lead to helping others beyond what is easily observable, rewarded, or fun. 
A reinforce is different from reward, in that reinforcement is intended to create a 
measured increase in the rate of a desirable behavior following the addition of something 
to the environment. 
 
------------------------------------------------------------------------------------------------------------ 
3.1 REAIL STORE OPERATION AND FINANCIAL DIMENSIONS 
IN RETAIL STORE 
------------------------------------------------------------------------------------------------------------ 
The Myth of "the Bottom Line” 

 
Retail business owners are conditioned from day one to have a profit and improve 
their bottom line. Yet, sadly, most owners aren’t sure exactly why. What is profit, 
where does it go, and why is it important? These are questions that we shouldn’t 
have myths about 
 

Retailers: How to Read Your Financial Statement for Fun and Profit 
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What did your last financial statement indicate to you about your business? If you 
say “It told me that we made a profit,” or “It’s just a year-end summary,” you 
would be wise to keep reading. While a financial statement does provide that 
information, it is really much more. It provides vital clues to what’s right and 
wrong about your store. You don’t have to be a CPA to read one, just familiar 
with the basic accounting terms and what they mean  
 

Managing Working Capital in a Retail Business  
 
Owning a retail business is a little like riding a bike—there are going to be 
strenuous uphill, glorious downhill and demanding stretches in between. How you 
handle the ride is based on your ability to keep the wheels moving by combining 
judicious pedaling with knowing when to shift gears quickly and skillfully.   
    Imagine your retail business consists of two large wheels, much like a bicycle. 
As a retailer, the bicycle you ride is called the working capital cycle. Its two 
wheels are called the sales wheel and the working capital wheel 
 

3.1.1 Asset Management 
Investment management is the professional management of various securities (shares, 
bonds etc.) and assets (e.g., real estate), to meet specified investment goals for the benefit 
of the investors. Investors may be institutions (insurance companies, pension funds, 
corporations etc.) or private investors (both directly via investment contracts and more 
commonly via collective investment schemes e.g. mutual funds or Exchange Traded 
Funds) . 
 
The term asset management is often used to refer to the investment management of 
collective investments, whilst the more generic fund management may refer to all forms 
of institutional investment as well as investment management for private investors. 
Investment managers who specialize in advisory or discretionary management on behalf 
of (normally wealthy) private investors may often refer to their services as wealth 
management or portfolio management often within the context of so-called "private 
banking". 
 
The provision of 'investment management services' includes elements of financial 
analysis, asset selection, stock selection, plan implementation and ongoing monitoring of 
investments. Investment management is a large and important global industry in its own 
right responsible for caretaking of trillions of dollars, euro, pounds and yen. Coming 
under the remit of financial services many of the world's largest companies are at least in 
part investment managers and employ millions of staff and create billions in revenue. 
Fund manager (or investment adviser in the U.S.) refers to both a firm that provides 
investment management services and an individual who directs fund management 
decisions. In strategic planning, is a plan for using available resources, for example 
human resources, especially in the near term, to achieve goals for the future? It is the 
process of allocating resources among the various projects or business units.  
 

The plan has two parts: Firstly, there is the basic allocation decision and secondly there 
are contingency mechanisms. The basic allocation decision is the choice of which items 



 45

to fund in the plan, and what level of funding it should receive, and which to leave 
unfunded: the resources are allocated to some items, not to others. There are two 
contingency mechanisms. There is a priority ranking of items excluded from the plan, 
showing which items to fund if more resources should become available; and there is a 
priority ranking of some items included in the plan, showing which items should be 
sacrificed if total funding must be reduced. 
------------------------------------------------------------------------------------------------------------ 
3.2 RETAIL STORE OPERATION MANAGEMENT 
------------------------------------------------------------------------------------------------------------ 
With hundreds of tasks to perform daily, retailers need insight into day-to-day operations 
at the store level. Unfortunately, many retailers rely on paper-based systems and word-of-
mouth communication, which can result in incomplete tasks, strained management, and 
increased costs. Retail operations management solutions built using the 2007 Microsoft 
Office system can provide corporate managers with the tools they need to collaborate 
with their stores and focus on high-value tasks, enabling better insight into operations. 
Situation 
 
Retailers struggle with corporate oversight and compliance requirements in the day-to-
day operational tasks at the store level. Many current systems are paper-based and 
heavily dependent on store and department managers for tactical execution, with little 
feedback to corporate management. This inefficiency can result in overworked managers 
and staff, low customer satisfaction, and confusion at the store level-all of which can 
increase operating costs. It can even generate high profile class-action law suits. A retail 
operations management solution provides a collaboration portal to the store level that 
allows the assignment and tracking of day-to-day operations in real-time, and can allow 
for task management to the associate level through the use of point-of-sales (POS) 
terminals and/or kiosks. 
 
Retail operations management teams typically face the following challenges: Insufficient 
visibility and insight into marketing, merchandising, and operational tasks Poor 
communication and accountability between corporate offices and retail stores Delayed 
task execution and under utilization of employee resources Reduced floor visibility of 
store and departmental managers 
 
Solution Retail operations management solutions built using the 2007 Microsoft Office 
system can improve operational efficiency and enable collaboration between corporate 
offices, retail stores, and associates, resulting in increased business insight, improved 
governance, and better focus on high-value tasks. A solution based on the 2007 Microsoft 
Office system can help deliver: 
 
Effective Communication Channels 
Key information and tasks are communicated electronically Real-time voice and data 
communication enhances collaboration between corporate offices, district locations, and 
retail stores Managers can receive alerts and notifications on their mobile devices 
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Benefits 
By adopting a retail operations management solution based on the 2007 Microsoft Office 
system, companies can attain the following benefits: 
Reduced learning curve and training costs with simple and familiar interfaces .Efficient 
task management at the associate level. Easy customization of roles-based dashboards. 
Data aggregation for effective business reporting 
 
 
3.2.1 Retail Store Environment  
Interactive product directories are designed to assist users with locating merchandise 
throughout the store. A product directory, projected on a table, is located at the entrance 
of the store. The user can move a physical slider on the left of the table to find a product 
as illustrated in Figure 1. Consequently, the product list located to the right of the slider 
scrolls up and down to mirror the motions of the slider. Once the user touches the 
“where” symbol, arrows pointing to the location of the highlighted product are projected 
on signage boards hanging from the ceiling paper versions of this interface are hung 
though out the store. A second set of interactions uses an arrangement of bins containing 
women n’s pants. When the user stands at a considerable distance from these bins, a 
circulating series of advertisements for women’s clothing are projected on the panels, 
aiming to attract customers to the merchandise area. When the user approaches the bins, 
the display is changed to advertise the store’s credit card and special promotions. Once 
the user starts examining pants in a bin, information about the pants is displayed in the 
proximity of the bin. Additional interactions can be called on to check the size chart or 
the availability of the stock. The third set of interactions, a mixed-media table for 
Halloween products such as books, CD-ROMs, DVDs, and videotapes. While the user 
walks around the table, product information. 

 
Retail Store Environment 
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-------------------------------------------------------------------------------------------- 
 SELECTING A LAYOUT AND MERCHANDISE 
MANAGEMENT 
------------------------------------------------------------------------------------------------------------ 
Structure 
 
4.0 Objective of store layout design 

4.1 Selecting a Layout 

4.2 Division of Merchandise by Department 

4.3 Locating Departments within the store 

4.4 Merchandise management and principles of merchandise management. 

------------------------------------------------------------------------------------------------------------ 
4.0 OBJECTIVE OF STORE LAYOUT DESIGN 
------------------------------------------------------------------------------------------------------------  
Layout planning involves decisions about the physical arrangement of economic activity 
centers within a facility. An economic activity center can be anything that consumes 
space: a person or group of people, a teller window, a machine, a workstation, a 
department, a cafeteria or storage room, and so on. The goal of layout planning is to 
allow workers and equipment to operate most effectively. In general, the inputs to the 
layout decision are as follows:  
 
1.  Specification of the objectives and corresponding criteria to be used to evaluate 

the design. The amount of space required, and the distance that must be traveled 
between elements in that layout, are common basic criteria 

2.  Estimates of product or service demand on the system  
3.  Processing requirements in terms of number of operations and amount of flow 

between the elements in that layout  
4.  Space requirements for the elements in that layout  
5.  Space availability within the facility itself, or if this is a new facility, possible 

building configurations.  
 
Before making a decision regarding physical arrangement, few questions must be 
addressed. Can you guess some of the pertinent issues? Well, the first and foremost 
question could be:  
 
1. What centers the layout should include?  
Centers should reflect process decisions and maximize productivity. For example, a 
central storage area for tools is most efficient for certain processes, but keeping tools at 
individual workstations makes more sense for other processes.  
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2. How much space and capacity does each center need?  
Inadequate space can reduce productivity, deprive employees of privacy, and even create 
health and safety hazards. However, excessive space is wasteful, can reduce productivity, 
and can isolate employees unnecessarily.  
 
3. How each center’s space should be configured?  
The amount of space, its shape, and the elements in a center are interrelated. For 
example, placement of a desk and chair relative to the other furniture is determined by the 
size and shape of the office, as well as the activities performed there. Providing a 
pleasing atmosphere also should be considered as part of the layout configuration 
decisions, especially in retail outlets and offices.  
 
4. Where each center should be located? 
Location can significantly affect productivity. For example, employees who must 
frequently interact with one another face to face should be replaced in a central location 
rather than in separate, remote locations to reduce time lost traveling back and forth.  
 
Layout Objectives:  
 
1. Simplify the manufacturing process.  
2. Build in flexibility.  
3. Hold down equipment investment.  
4. Use door area economically.  
5. Keep employees safe.  
6. Reduce materials handling.  
7. Achieve a more productive facility 
8. Organize your layout projects 
 
Are You Involved with: 
• Process changes?  
• Updating technology?  
• Rearrangements?  
• Expansions?  
• Consolidations?  
• Relocations?  
• New installations?  
 
A critical factor in successful retailing is making optimum use of available shop space. 
To achieve this requires balancing the effects of the overall store design and atmosphere 
with the more direct impact of product layout and merchandising. Store layout and design 
must reflect local requirements, designed to emphasize the impact of an open, bright 
store. However, it does not optimize the use of the available space and different fixtures 
would be necessary in a store where retailer want to maximize range and offer additional 
services. Store layout should entice customers to move around the store and buy 
merchandise. 
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 It should provide a balance between providing adequate space to shop and creatively 
utilizing scarce space.  A store layout is a plan designating the use of all space in the 
store, including aisles, fixtures; merchandise displays, and no selling areas. Store layout 
is a major aspect of retail design because of its powerful influence on customer traffic 
patterns and purchasing behavior. A successful layout guides customers through the 
store, strategically revealing various types of merchandise. Productivity, operational 
needs, and personnel, requirements also must be factored into layout decisions. Before 
planning a layout, the retailer must decide on the desired ratio of selling space to sales 
support space. This decision is important to the store’s long-term success, both 
financially and operationally. 
 
A typical layout divides a store into four different kinds of space: 
Selling space – Assigned for interior displays, product demonstrations, and sales 
transactions 
Merchandising space – Allocated to items that are kept in inventory for selling 
Personnel space – Assigned to store employees for lockers, lunch breaks, and restrooms 
Customer space – Assigned for the comfort and convenience of the customer 
Types & Objectives of a store layout 
 
Steps for planning a store layout 
Plano grams: Their usage including a café or food court, dressing rooms, lounges, and 
recreation areas for children once the selling-to-sales-support space ratio is known, 
designers can begin the planning process. The planning of store layout typically consists 
of five distinct steps: 
 

1. Selection of the overall plan or layout type 
2. Division of merchandise by department 
3. Allocation of selling space by department 
4. Assignment of department locations 
5. Organization of merchandise within departments. 
 

Objectives of a Store Layout 
There are certain objectives to attain which the retailers design the store layout. Some of 
the main objectives can be put together as under: 
 

1. To guide the customer around the store and entice increased purchases. 
2. To create balance between sales and shopping space 
3. To create effective merchandise presentation. 
4. Use multi-levels to provide a sense of variety. 

 
Thus, we see that the location of a center has two dimensions, i.e.:  
 
1) Relative location, or the placement of a center relative to other centers, and  
2) Absolute location, or the particular space that the center occupies within the facility.  
 
Layout reflects competitive priorities  
Layout choices can help us immensely in communicating an organization’s product plan 
and competitive priorities. Layout has many practical and strategic implications. Altering 



 50

a layout can affect an organization significantly. It would have a direct bearing on the 
organization’s capability to meet its competitive priorities by: 
  

• Facilitating the flow of materials and information  
• Increasing the efficient utilization of labor and equipment  
• Increasing customer convenience and sales at a retail store  
• Reducing hazards to workers  
• Improving employee morale, and  
• Improving communication.  

 
The type of operation determines layout requirements. Let us consider the example of a 
warehouse a retail store and a typical office. In a warehouse, materials flows and stock 
picking costs are dominant considerations, while in retail stores, customer convenience 
and sales may dominate, whereas communication effectiveness and team building may be 
crucial in an office.  
 
POM in practice Let us consider a couple of cases. We will start with the case of The 
Limited and then move over to Wal-Mart. 
  
The Limited Inc  
The Limited Inc., the specialty-clothing retailer with more than 5600 stores across North 
America, uses the look of its stores to match its strategy. Once a small outlet geared to 
teenagers, the store has quadrupled in size and changed its look to that of a European 
boutique in order to attract older customers. From the grainy wood floors to the black 
lacquered display cases, the store serves as a stage for trendy sportswear for women. 
While rivals left their store layouts basically unchanged, The Limited tripled the size of 
its stores and spent millions on a fresh look. The look is intended to attract customers to 
spend more time in its stores and pay more for merchandise.  
 
In 1999, The Limited spun off Limited Too, a rapidly growing retailer that sells apparel, 
swimwear, underwear, lifestyle and personal care products for active, fashion-wear girls 
between 7 and 14 years. The company markets and sells “Limited Too” brand name 
merchandise exclusively in its 408 stores, through its catazine and on its web site. The 
layout of theses stores is quite different- they are colorful and fun with a high-energy 
atmosphere. The lighting, which includes handmade globe lights with broken-glass color 
mosaics, enhances the excitement. Limited TOO added a new high-tech element in select 
store- full-spectrum digital lighting. It uses a light-emitting diode (LED)-based system. 
Unlike conventional techniques that use gels and moving parts to produce colors, this 
system generates colors and colored-lighting effects via microprocessor controlled red, 
green, and blue LEDs. The system has no moving parts and generates almost no heat. 
Limited too is using the digital lighting to highlight its signature and most eye-catching 
layout element- a 3-D banner soffit curved-wall projection that is 5 feet high and about 
50 feet long. The color-changing digital lights bring the banner soffit to life and reflect 
the playful, youthful spirit of the store.  
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Wal-Mart  
Wal-Mart, the discount giant that is the largest U.S. retailer, experimented with a 
prototype store in Rogers, Arkansas, to appeal to customers who are as concerned about 
service as about low prices. With wide aisles, less-cramped racks, sitting area for 
customers, and attractive displays, the store looks more like an upscale department store 
than a discount store. As in department stores, the displays organize related products-such 
as shower curtains, towels, and ceramic bathroom accessories – into visual “vignettes” 
that encourage sales of “multiples”, or related products. Unlike department stores, 
however, the store has the same bargain-basement prices and wide selection offered in all 
its outlets. Many retailing executives consider Wal-Mart the leader in attention to the 
layout details that help shape shoppers’ attitudes. The chain is particularly adept at 
striking the delicate balance needed to convince customers that its prices are low without 
making people feel that its stores are cheap.  
 
Wal-Mart’s web site (www.walmartstores.com) provides a virtual storefront that is quite 
consistent with the shopping experience at its brick—and-mortar physical store. Behind 
the Amazon.com-like site architecture is the floor plan of your local superstore: products 
organized by department in aisles, with checkout registers and customer service at the 
door. While the web site might be exactly right for its target customers, some critics 
believe the site reflects a legacy mindset and that Wal Mart’s excellence in the brick-and-
mortar physical world seems to have imposed a mental straitjacket on its efforts in the 
virtual world.  
 
Layout types  
The choice of layout type depends largely on process choice. There are four basic types 
of layout: process, product, hybrid, and fixed position. 
  
Process layout  
Process layout consists of functional groupings of machines or activities that do similar 
work. For example, in the metal-working job shop shown in Figure 7.1, all drills are 
located in one area of the machine shop and all milling machines are located in another.  
The process layout is most common when the same operation must intermittently produce 
many different products or serve many different customers. Process arrangement is 
typical of a job shop in that it provides high flexibility in the type of products that can be 
made. In addition, the diversity of jobs offers more satisfaction to workers. However, 
handling and transportation costs are high, since the products must be moved frequently 
between departments. There is often high in-process inventory, and scheduling of both 
production and movement is more difficult.  Many service organizations use a process 
arrangement. Libraries have such items as reference materials, serials, and microfilms 
grouped in separate areas. Insurance companies have office layouts in which claims, 
underwriting, filing, and so on are grouped as individual departments. Nearly all office 
layouts are process layouts.  
 
Product layout  
Continuous-flow, mass-production, and batch-processing arrangements are usually 
organized by product layout. Equipment arrangement is based on the sequence of 
operations performed in production, and products move in a continuous path from one 
department to the next. Product arrangements allow for continuity of Production and the 
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use of specialized handling equipment, since all products move in the same directions.  
Although product layouts often follow a straight line, a straight line is not always best, 
and layouts may take an L, O, S, or U shape. A product layout often is called a 
production line or an assembly line. The difference between the two is that an assembly 
line is limited to assembly processes, whereas a production line can be used to perform 
other processes such as machining. 
  
Hybrid layout (Group technology or cellular layout)  
In hybrid layout some portions of the facility are arranged in a process layout and others 
are arranged in a product layout. Hybrid layouts are used in facilities having both 
fabrication and assembly operations. Fabrication operations – in which components are 
made from raw materials – have a jumbled flow, whereas assembly operations – in which 
components are assembled into finished products – have a line flow. A retail store is an 
example of a hybrid layout in a nonmanufacturing setting. The manage may group similar 
merchandise, enabling customers to find desired items easily (a process layout). At the 
same time, the layout often leads customers along predetermined paths, such as up and 
down aisles (a product layout). The intent is to maximize exposure to the full array of 
goods, thereby stimulating sales. 
  
Fixed-position layout  
The construction of large items, such as heavy machine tools, airplanes, locomotives, and 
so on, is usually accomplished in one place. Rather than move the item from one work 
center to another, tools and components are brought to one place for assembly. Many 
project processes have this arrangement. A fixed-position layout minimizes the number 
of times that the product must be moved and often is the only feasible solution.  
 
------------------------------------------------------------------------------------------------------------ 
4.1 SELECTING A LAYOUT 
------------------------------------------------------------------------------------------------------------ 
The basic arrangement of the selling floor is of primary importance, because it affects all 
other design decisions. Each type of layout has inherent strengths and weaknesses 
resulting from the traffic flow patterns they create. With changing formats and 
increasingly sophisticated store design research and combinations of these plans.  
Layouts may be categorized into three basic types: 
 

• Grid 
• Free flow 
• Loop/boutique 

 
Grid Layouts 
A linear design for a selling floor where fixtures are arranged to form vertical and 
horizontal aisles throughout the store. Supermarkets, discounters, grocery, drug store and 
other convenience –oriented retailers, typically use it. This layout is done for more of the 
store’s convenience and the need to get a lot of product out on display. 
 
Advantages 
The basic advantages of using this kind of layout can be summed up as under: 
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1. It is efficient in terms of space use 
2. Allows orderly stocking 
3. Helps shoppers see a great number of items easily 
4. Is simple and predictable to navigate 
5. Efficient to maintain. 
6. In a self-service format, this arrangement permits customers to shop in a quick, 

routine manner. 
7. Strategic location of departments ensures that customers are drawn through the 

store and exposed to all merchandise categories. 
 

8. Simplify the inventory maintenance. 
 
 

 
 
 
Disadvantages 
Weaknesses of the layout include: 
 

1. The psychological effect on customers is one of feeling constrained and rushed, 
which reduces the time they spend browsing. 

2. Not aesthetically pleasing. 
3.  Contains long gondolas of merchandise and aisles in a repetitive pattern, which    

creates a monotonous effect that makes the customers feel bored after a certain 
time.  

 
It is not necessarily convenient for all consumers or the most effective selling approach. 
Certainly the main aisles will get lots of exposure, but the secondary aisles are often over 
looked and as a result sales are missed  
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Loop or Boutique or Racetrack Layouts 
It exposes shoppers to a great deal of merchandise as they follow a perimeter traffic aisle 
with departments on the right and left of the circular, square, rectangular or oval 
racetrack. This layout divides the selling floor into shops within the store. This layout is 
employed in a discount or a department store.  
 
Advantages 
The major strengths of this kind of layout can be summed up as under: This layout 
exposes shoppers to a great deal of merchandise. It forces the customer to visit multiple 
departments as they pass through. This loop effect facilitates impulse buying. The newest 
merchandise is prominently displayed on these main aisles. Overhead directional signs 
and departmental graphics provide visual cues to the location of other departments, 
helping shoppers while shopping Construction, interior design and security costs are 
substantial, however. 

 
 
 
Free-flow Layouts 
It is an asymmetrical arrangement of merchandise that encourages an unstructured traffic 
flow. It is mainly used in specialty stores and within departments of department stores 
that emphasize mainly on ambiance and personal selling. This layout is the most flexible 
of the three plans. 
 
Advantages 
The main advantages of this layout are: It does not restrict the customers who do more 
browsing and unplanned purchasing. It also enhances interior design, as the individual 
departments are more easily distinguished. Tends to provide a more relaxed atmosphere. 
Personal selling is emphasized.  
 
Disadvantages 
The major disadvantages of this layout can be summed up as under: Its main weakness 
lies in the inefficient use of space and customer disorientation. Also requires higher labor 
and security expenditures. Lends itself to higher rates of theft because of blocked vision. 
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Setup is expensive because the setup is custom made. Critical factor is providing enough 
room between fixtures. 
 
 

 
 
 
It has selling fixtures arranged in loosely grouped, informal formations. Designers can 
use various combinations of the three layouts to increase flexibility or improve traffic 
flow. This practice is prevalent in multilevel stores and large, power assortment formats. 
A combination of formats may improve productivity as well as aesthetics and visual 
effectiveness. The other ways of store layouts can be discussed as under: 
 
Soft Aisle Layout 
This layout treats merchandised walls as some of the most important sales generators in 
the store. Floor fixtures are arranged into groups with a 5-foot aisle along merchandised 
wall sections. Encourages customers to shop the walls and move easily around the store. 
 
Minimal floor Layout 
Almost gallery-like in its simplicity, shows small selections of handcrafted or very 
exclusive merchandise. This layout is used in very high-end retail stores with designer 
merchandise. The products are presented dramatically on the walls of the store much like 
the art objects- with a minimal use of selling fixtures on the floor. It allows for wide-open 
spaces in the center of the store. 
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Combination floor Layout 
It has the best features of several floor layouts in an overall plan that suits a retailer’s 
specific strategy. It is a blend of a free-flow layout in the first third of the store and a grid 
layout for a clearance department in the rear of the store. 
 
 
Universal Access Layout 
The main principle of universal access layout is that it should be useful and marketable to 
people with diverse abilities. It should also provide line of sight to important elements for 
any seated or standing user making them reach to all components comfortably. 
 
------------------------------------------------------------------------------------------------------------ 
4.2 DIVISION OF MERCHANDISE BY DEPARTMENT 
------------------------------------------------------------------------------------------------------------ 
Merchandise is organized into groupings or classifications for the purpose of store layout 
and design. The creation of the various merchandise departments should be based on a 
logical plan that allows customers to locate desired items and make comparisons. Criteria 
used to divide merchandise by departments are: 
 

• Function or usage – This includes sporting goods, kitchen appliances, home 
entertainment products etc. 

• Customer purchase motive - Impulse items, Diet foods etc. 
• Price points – Bargain, moderate, and better dresses. 
• Vendor identification – Giorgio Armani, Gucci etc. 
• Storage and display considerations – Frozen foods, dairy products, etc.  
• Target Audience – Men’s, women’s and children’s clothing. 

 
Allocation of Selling Space 
 
When designing a store layout, it is important to have a clear analysis of the yearly sales 
and gross margin contributed by each merchandise grouping. Naturally those with the 
highest return per square foot of selling space will have contributed the most to the 
business. Every retailer should plan on allocating space to also highly appealing. 
Merchandise located in the primary (main) traffic aisles will receive more customer 
exposure and less in the secondary (other) aisles. A higher level of customer exposure 
will occur at the junction of two or more primary aisles. Certainly the performance of any 
merchandise group will improve if it is moved to a prime location. However, do not 
waste valuable selling space by assigning it to merchandise that will not provide adequate 
gross margin dollars. 
 
------------------------------------------------------------------------------------------------------------ 
4.3 LOCATING DEPARTMENTS WITHIN THE STORE 
------------------------------------------------------------------------------------------------------------ 
The value of a space varies by location within the retail store. The best locations are on 
the main floor near the entrances and escalators, as they are the highest traffic areas. In a 
multi-level department store, the value of space decreases from the second to the third 
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floor, since customers are less likely to go up another flight. Within level, the best 
locations are near the main aisles. Floor space that is located on the right of an entrance is 
most attractive. The major factors that help a retailer in deciding about the location of 
departments within a store can be summed up as under:-Amount of space needed-
Amount of inventory needs to be displayed-The type of merchandise- Profitability of the 
department. The amount of space needed and the amount of inventory to be displayed are 
both adjust- able numbers for most retailers, but within limits.  The retailers know that 
certain merchandise requires specific fixtures or will need to be displayed in a certain 
fashion. This will put a lower limit on the space to be allocated. Departments requiring 
excessive space are often displayed in the back of the store, e.g. office furniture is often 
placed in the back of the office supply store since it requires so much space. To relegate 
the smaller departments to the back of the store would result in them possibly being over 
looked consumers. Presenting your store is a very strategic part of your business. You 
need to have a reason for positioning every item in your store beyond the usual… “It was 
the only place left available so that’s where it ended up. 
 
------------------------------------------------------------------------------------------------------------ 
4.4 MERCHANDISE MANAGEMENT AND PRINCIPLES OF 
MERCHANDISE MANAGEMENT 
-------------------------------------------------------------------------------------------- 
Organizing Merchandise within the Departments: A number of criteria may be used 
to arrange merchandise, including brand, category, size, and price. New or heavily 
advertised products often are distinguished, as are items with particular service 
specifications. Retailers give their best selling merchandise the best selling area of the 
stores. The most favorable locations for merchandise are feature floor displays, end-aisle 
units, and eye-level positions on gondolas and wall fixtures, and point-of-sale counter 
areas. Consider these suggestions for positioning departments: 
 
High margin / High profit 
The merchandise that is highly profitable for the store sales can afford the “high rent” 
district in the store. 
 
Demand Merchandise 
This is the merchandise, the customers make a point of coming to the store to get and will 
hunt for it. This should be put in a less valuable space and make them walk buy the more 
impulse related items. 
 
Impulse Items 
These are the unplanned purchases customers make on a shopping trip. Items with high 
impulse success get great locations in the store. 
 
Related merchandise 
Put merchandise even though it may be in separate departments, near each other if they 
are coordinating or complementary items. This will make them visible to the customer 
and make shopping easier. 
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Seasonal stock 
Some stores designate an area of the floor for merchandise that is on hand on only a 
short-term basis. This makes for efficient changeover of that area when a new season 
arrives. 
 
High Frequency Items 
Customers want convenience; so position items that they buy frequently in a convenient 
area of the store. 
 
Department size 
Smaller departments typically get better positions in the store than a larger department in 
order to help them be seen by the customer. Giving a small department a poor visibility 
area in the store is like putting the “kiss of death” on that department. 
 
New Departments 
If you are trying a new department or line of merchandise, give it the best chance 
possible to succeed by giving it a prime selling area. This is but obvious through the 
above discussion that high margin/high profit items go on the best shelf. Research shows 
that eye level and just slightly below is the best shelves to sell from. 
 
Plano-gram Process 
Plano gram is a computer –based technique for designating a precise placement for every 
item stocked in a department. It illustrates exactly where every SKU should be placed. 
These are used by chain stores to display merchandise in the best way and to achieve 
standardization across company locations. A Plano gram is nothing more than a picture of 
how various fixtures, shelves and walls will be presented with merchandise. But while it 
is a relatively simple concept, it is a very powerful one too. The Plano gram will force the 
retailer to consider very carefully what products go where, why and how many. It will 
also take into consideration what is known about the psychology of consumer buying 
habits. 
 
The Plano gram is a detailed plan that gives store guidelines for: 
 
• Storefront, window display or department setup. 
• The quantities of merchandise to be used and 

how they are to be displayed. 
• The type of fixture to use and its placement 
• Price and description of the merchandise. 
• Signs are to be used. 
 
Using this type of planning system provides continuity from the storefront to the display 
and fixture positioning in the store; the customer will recognize the store by its uniform 
merchandise presentations and visual displays. 
 
Merchandise Presentation: 
With labor costs continually increasing, the retailer must take advantage of every 
opportunity to sell merchandise. Appropriate presentation tools placed correctly on 
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selling floors and dressed properly are a successful silent sales force. A primary goal of 
the fashion retailer is to create and maintain a quality fashion image. Merchandise 
presented interestingly to the public can contribute greatly to both a store’s and a 
department’s image. To achieve this goal, a retailer needs to remember how the customer 
sees the store and the merchandise displayed in it. Each item of merchandise, properly 
arranged, is part of the image development process. 
 
 
Principles of Merchandise Presentation 
There are certain basic principles for each display that a retailer maintains for the store. 
These can be discussed as under: 

1. The merchandise should be displayed in a manner consistent with the store’s 
image. 

2. Consider the nature of the product (e.g., Levis can be stacked, dresses can be 
hung) 

3. Packaging often dictates how the product is displayed (e.g. bulk, self service 
vs.   Packaged)  

4. Profit potential influences display decisions (e.g. low profit, high turnover 
items require less elaborate displays.) 

 
Types of Merchandise Presentation 
The different kinds of presentation techniques followed by retailers while displaying 
merchandise can be summed up as under: 
 
Idea –Oriented Presentation 
It is a method of presenting merchandise based on a specific idea or the image of the 
store. E.g. Furniture displayed as room settings. In this kind of presentation the products 
by one manufacturer are displayed together. The basic idea of this presentation is to 
encourage complementary purchases. 
 
Style/ Item Presentation 
In this type the organization of merchandise is done by style or item type e.g. products in 
a grocery store, electrical supplies in a hardware store. Within a specified area in this 
presentation style, types, size, etc also organize the merchandise. For example, casual 
cotton dresses may be offered in jumper styles, and low-waited styles. These should be 
presented on separate fixtures, or atleast on separate arms of the same fixture. 
 
Price Lining Presentation 
It means organizing the merchandise in price categories. Retailers offer a limited number 
of predetermined price points within a classification. Also that the merchandise is 
presented in accordance of their price line. E.g. merchandise of same price line can be 
stacked together in a display. A dress department may carry dresses for several different 
end uses- casual, career, evening, and formal wear. Therefore the merchandise can be 
displayed on different fixtures as per their classifications of their end use. 
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Fabrication Presentation 
Each classification of merchandise should also be separated by fabrication. E.g. casual 
jumpers may be offered in both linen and cotton, and these fabrications must be presented 
separately to give a well-designed presentation. 
 
Color group 
All fashions can be separated into one of the seven groups of color. This is a method of 
display in which the merchandise is organized into color blocks, from left to right, from 
light to dark. The effect is to create a display that is visually appealing to the customers. 
For example, if you were arranging T-shirts on a hanging fixture the display would look 
like: Yellow-S, M, L Blue- S, M, L Red – S, M, L Also remember that neutrals can be 
presented separately or combined with any of the other color groups. 
 
Vertical presentation 
In this type of presentation merchandise is presented vertically using walls and high 
gondolas. People scan merchandise like they read: top to bottom, left to right. 
 
Tonnage presentation 
Large quantities of merchandise are displayed together, and the merchandise is the 
display in this type. E.g. cap displays of soups, soda, chips etc. Frontal presentation A 
method of displaying merchandise in which the retailer exposes as much of the product as 
possible to catch the customer’s eye. E.g. one frontal display of books with the rest 
showing spines, one frontal display of an apparel item with the rest racked. 
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-------------------------------------------------------------------------------------------- 
 SPACE MANAGEMENT 
-------------------------------------------------------------------------------------------- 
Structure 
 
5.0 The cost of space 

5.1 Drivers of the size 

5.2 The SMG model 

5.3 Impact on space of future changes 

5.4 Space management methods in various sectors 

5.5 Space utilization 

------------------------------------------------------------------------------------------------------------ 
5.0 THE COST OF SPACE 
------------------------------------------------------------------------------------------------------------ 
The research on the cost of space focused on how to determine the annualized cost of 
keeping the HE non-residential estate fit for purpose and in good condition on a steady-
state basis. It looked at what needs to be spent, rather than at actual expenditure incurred 
and shown in the accounts. This is an important distinction from the Transparent 
Approach to Costing (TRAC) method. 
 
Two different measures of the financial provision for HEIs’ non-residential estate are 
used in the analysis, namely the sustainable estate provision and the total estate provision 
for the estate. The sustainable estate provision represents the level of expenditure per 
square metre required to maintain indefinitely the nonresidential estate in a good and fit-
for-purpose condition. It includes the following cost components: 
 
a. Operating costs, such as energy, water and cleaning. 
b. Maintenance costs necessary to keep buildings in good condition. 
c. Depreciation costs – including the cost of periodic refits and replacing buildings at the 
end of their lives. 
 
The total estate provision for the estate comprises the sustainable estate provision plus 
the opportunity cost of the capital tied up in buildings and the land beneath them. As 
such, it recognizes the opportunity costs of occupying buildings. The total estate 
provision measure takes account of all explicit and implicit costs of using space, and is an 
approximation of the rent that would be charged by a landlord. It provides useful 
information for determining the appropriate level of a fully cost-reflective space charge. 
 
Both of these measures were evaluated for HEIs across the UK using Estate Management 
Statistics (EMS) data for 2002-03 as contained in the EMS ‘Annual report 2004’ 
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(HEFCE 2004/45). While HEIs’ operating costs were taken directly from records of their 
expenditure, several assumptions were necessary to generate estimates of the other costs. 
The SMP’s ‘The cost of space’ report explains the basis of these assumptions. 
 
The conclusions were that the average sustainable estate provision across the HE sector is 
£147.40 per m2 of net non-residential area. This is the total of the following components: 
 
Operating cost: £43.80/m2 
Maintenance cost: £53.40/m2 
Depreciation cost: £50.20/m2 
 
The average total estate provision is £192.50 per m2. This figure is obtained by adding 
an opportunity cost of capital of £45.10 per m2 to the sustainable estate provision. Both 
the sustainable estate provision and the total estate provision were found to be higher than 
the median reported flat rate space charges actually operated by HEIs, as reported in the 
space management practice survey from the ‘Review of Practice’. The interactive SMG 
model uses this approach to calculating costs. The model is updated annually following 
the publication of new EMS and Higher Education Statistics agency data. Clarifies the 
differences between the cost component of the SMG’s model of the affordable estate and 
the TRAC methodology. 
 
There are five arguments that are advanced in any discussion about the utility of space 
exploration and the roles of humans and robots. Those arguments, in roughly ascending 
order of advocate support, are the following: 
 
1. Space exploration will eventually allow us to establish a human civilization on another 
world (e.g., Mars) as a hedge against the type of catastrophe that wiped out the dinosaurs. 
 
2. We explore space and create important new technologies to advance our economy. It is 
true that, for every dollar we spend on the space program, the U.S. economy receives 
about $8 of economic benefit. Space exploration can also serve as a stimulus for children 
to enter the fields of science and engineering. 
 
3. Space exploration in an international context offers a peaceful cooperative venue that 
is a valuable alternative to nation state hostilities. One can look at the International Space 
Station and marvel that the former Soviet Union and the U.S. are now active partners. 
International cooperation is also a way to reduce costs. 
 
4. National prestige requires that the U.S. continue to be a leader in space, and that 
includes human exploration. History tells us that great civilizations dare not abandon 
exploration. 
 
5. Exploration of space will provide humanity with an answer to the most fundamental 
questions: Are we alone? Are there other forms of life beside those on Earth? 
 
It is these last two arguments that are the most compelling to me. It is challenging to 
make the case that humans are necessary to the type of scientific exploration that may 
bring evidence of life on another world. There are strong arguments on both sides. 
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Personally, I think humans will be better at unstructured environment exploration than 
any existing robot for a very long time. There are those who say that exploration with 
humans is simply too expensive for the return we receive. However, I cannot imagine any 
U.S. President announcing that we are abandoning space exploration with humans and 
leaving it to the Chinese, Russians, and Indians, Japanese or any other group. I can 
imagine the U.S. engaging in much more expansive international cooperation. The 
manned space exploration program is absolutely worth the cost. But first, consider the 
following because understanding the following points is crucial to understanding what 
manned space exploration affords us in so many areas: 
1. The money spent on manned space exploration is spent right here on Earth and most of 
it is spent in the US. We do not yet have a Bank of the Milky Way, the First International 
Bank of Mars, or a Lunar Mutual Savings and Loan. The money that is spent goes to 
manufacturing, research and development, salaries, benefits, insurance companies, 
doctors, teachers, scientists, students, blue- and white-collar workers, and corporations 
and businesses both large and small. The money disperses throughout the economy in the 
same way as money spent on medical research, building houses, or any other activity we 
engage in with government or even private spending. 

2. Whenever we look at government spending (or any spending for that matter), it is 
important that we understand what is being purchased and whether there is a value for 
that investment. We should also ask if the value benefits a narrow group of people or a 
special interest, or does it have the potential to benefit large groups, even humanity. 
Clearly, several types of public expenditures can be considered investments and they can 
benefit large groups of people and humanity. So I also look for qualitative factors, such 
as the ability to inspire others to do hard work, to go the next step, to push the envelope 
for the next level of advancements for all our benefit. I also look to see if the public 
expenditure can change lives for the better and, if so, over what period of time. There are 
several types of public expenditures that can do some of this, but manned space 
exploration is able to do it all. 

3. The space age is 50 years old if we calculate using the launch of Sputnik as the 
beginning point. Manned flight began with Soviet cosmonaut Yuri Gagarin on April 12, 
1961, thus manned spaceflight is almost 47 years old. A good portion of our space 
technology, development, and know-how was developed here on Earth when the two 
space powers of the time, the USSR and the US, were making treaties to work together in 
space, prohibit weapons in space, to rescue each other’s astronauts/cosmonauts if 
necessary, and to treat celestial bodies in a way that prevented territorial ownership while 
allowing room for resource development for all mankind. Mankind worked together to 
prevent conflict in space and these efforts now have a proven and unparallel track record. 
Today, we have an International Space Station (ISS) with multiple countries working 
together for its completion, support, science, and management. The ISS Station 
Agreement is a model agreement that works and the two former Cold War enemies are 
working together to be the best we humans can be. This has always been the case with 
manned space exploration, as well as with all of space exploration. Did we have 
competition? Yes. Do we have conflict and tension? No other discipline, activity, 
venture, or multinational effort has a track record equal to manned space development. 
While there may be challenges ahead for our space behavior, so far we are doing fine in 
space, certainly much better with each other than we are doing back here on Earth. 
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This is all fine, but how does this translate to manned space exploration being worth the 
cost to millions of taxpayers when there are other competing and important priorities for 
a finite amount of taxpayer money? Of course, we say that the entire NASA budget is 
less than 1% of the entire US budget, but I have found that saying that does not resonate 
with most people. Still, according to the GPO budget information, the US 2007 budget 
was about $2.784 trillion and NASA got a little more than $16 billion. This means all of 
NASA’s spending is marginally more than half of 1% of the total US budget. In contrast, 
social programs receive about 98 times the amount of money spent on NASA. Another 
way of looking at this would be to understand that a 1% reduction in government social 
expenditures could just about double the NASA budget for any given year. 

When I started this piece, I said I hear this question a lot. So a few years ago, I decided to 
see what really happened to a public dollar spent on a good space program in comparison 
to spending that dollar on an entitlement program as well as a revenue-generating 
infrastructure program. I used the school breakfast program for the entitlement program. I 
chose Hoover Dam for the revenue generating infrastructure program. The space program 
I chose was the manned program to the Moon consisting of the Mercury, Gemini, and 
Apollo programs. Let me briefly summarize what I discovered. 

All of these programs or other similar programs, if properly managed, can produce 
benefits in excess to the original invested dollar. There is no guarantee that a program 
will be properly managed and this includes a space program. Properly managed implies 
many things, but I don’t think space is any more or less likely to be well managed than 
anything else the government does. Not all of our space programs made the short list, as I 
looked at several public space programs for this study before deciding that our Moon 
program was the best. A mismanaged space program wastes money, talent, and time just 
like other programs the government does. 

What happened to the dollar invested in each of the respective programs? The school 
breakfast program was successful, increasing the number of kids getting breakfast. 
However, when funding for this program or this type of program stops, as soon as the last 
of the funds goes through the pipeline, the program is over. It has no life past government 
funding. There was no residual benefit lasting years after the demise of the program. I 
was unable to find an inspirational or motivational quality for the program leading to 
downstream business, economics, science, or other advancement and development. One 
could make the case that kids who benefited from the program went on through school to 
accomplish great things and I don’t doubt that. I simply could not document it in my 
research. 
------------------------------------------------------------------------------------------------------------ 
5.1 DRIVERS OF THE SIZE 
------------------------------------------------------------------------------------------------------------ 
HEIs’ non-residential estates range in size from 3,000 m2 to over 477,000 m2 (net 
internal area). Phase one of the Space Management Project sought to identify the key 
explanatory variables of the size of the HE estate. The research looked at a wide range of 
factors, such as teaching and research income; type of institution; numbers of staff and 
students; location, age and number of buildings. 
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Across the sector, income was found to be by far the most significant driver of estate size, 
with a strong positive correlation. Another significant driver is location, in particular 
whether an institution is in an urban area: institutions in urban locations typically have a 
smaller non-residential estate than non-urban HEIs, space charging and the proportion of 
teaching space which is centrally timetabled also has negative effects on estate size. The 
study developed a benchmarking tool which combines a range of drivers to give a 
predicted estate size for each HEI. The benchmarking tool is one of the main features of 
the SMG model which is available at http://www.smg.ac.uk/the_model.html. This allows 
users to make comparisons between the size of their HEI’s non-residential estate and the 
size the benchmarking tool predicts, using different assumptions. This benchmarking tool 
reflects the relationship between the size of the estate and a number of drivers that prevail 
across the sector. The tool is based on the average relationship across the sector, and 
therefore does not indicate the best or most efficient use of space. The output of the 
benchmarking tool should be viewed as an input into a wider assessment by an institution 
of the appropriate size of its estate, and not as a normative space guide: there may be very 
valid reasons why the estate of a particular HEI may deviate from the size that the 
benchmarking tool would predict. 
 
------------------------------------------------------------------------------------------------------------ 
5.2 THE SMG MODEL 
------------------------------------------------------------------------------------------------------------ 
The output from the studies into the cost of space and drivers of the size of the estate are 
combined into a spreadsheet model that is available for use by institutions. To facilitate 
use of the model, EMS data and a number of other parameters are provided as default 
settings. Users are free to override these defaults with other data. The cost part of the 
model allows users to calculate both the provision needed to maintain a sustainable 
estate, and the total provision taking into account the opportunity cost of the funds tied up 
in the estate. 
 
The benchmarking tool within the model allows users to compare the size of their 
nonresidential estate with the size that the benchmarking tool predicts, using different 
assumptions. This benchmarking tool reflects the relationship between the size of the 
estate and a number of drivers that prevail across the sector. The output from both the 
cost model and benchmarking tool can be combined to help HEIs to assess what size of 
estate is affordable or optimal. The sustainable estate provision can be used to determine 
the ‘affordable’ estate size. An HEI’s sustainable estate is the amount of its existing space 
the HEI can afford to maintain and keep fit for purpose in the long run. The model of the 
sustainable estate provision, together with HEIs’ information on total estate budgets, 
would help HEIs to determine their sustainable estates. 
 
The total estate provision can be used to inform the ‘optimal’ estate size. The sustainable 
estate will not always be the optimal estate size because it does not necessarily involve 
any assessment of the trade-offs between spending on estate and spending on other 
resources. Even if an HEI could sustain its current estate size, it might choose to release 
some space to spend more on other inputs, such as staff salaries. The optimal estate size 
is that at which an HEI would not wish to release any space (or acquire new space) in 
order to spend more (or less) on other inputs. 
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------------------------------------------------------------------------------------------------------------ 
5.3 IMPACT ON SPACE OF FUTURE CHANGES 
------------------------------------------------------------------------------------------------------------ 
Working out how much and what type of space will be needed in the future is a major 
challenge for HEIs. The SMP report ‘Impact on space of future changes in higher 
education’, produced by Professor Ronald Barnett and Dr Paul Temple at the Institute of 
Education, University of London is available at www.smg.ac.uk/resources.html. This 
report does not set out to predict the future size of the HE estate. Rather, it is intended to 
stimulate debate and to approach space use from the perspective of how academic 
activity might change in the medium term. It aims to be useful to academics and 
managers seeking a fit between changing operations in their institutions and the estates 
infrastructure. The main findings are based on a research method focused on interviews 
with academics and managers in a cross-section of English HEIs. 
 
Over the past 10 years, there has been discussion about whether the traditional campus 
will become a minor part of an increasingly virtual estate and whether the physical 
location of institutions will be less relevant. The report considers that while this may 
happen to some degree, a remarkable feature of many institutions is their durability as a 
coherent organizational and physical form. Many HEIs derive strength from their highly 
integrated nature: from Tran disciplinary contacts, from connections between teaching 
and research, and between academic and social activity. A coherent physical presence 
allows these features to operate effectively. 
 
The research highlighted the promotion of connections between HEIs and their regional 
business communities by a wide range of agencies. These relationships are associated 
with new forms of knowledge production, which have an impact on the type of space 
needed on campus and a blurring of the ways in which facilities are used across teaching, 
research and third stream activities with business and the community. The report also 
concludes that given the academic drivers behind space demand, institutions are unlikely 
to experience a significant reduction in overall space needs, as reductions in one area are 
offset by new demands elsewhere. For example:  
 
a. Learning space will be one ‘new’ need, with more provision for student-led and 
blended learning environments. 
b. Distance e-learning will have a relatively limited impact on institutions’ overall space 
needs. 
c. Research activities will require a small net increase in space, concentrated primarily in 
a small number of institutions. 
d. Work-based and itinerant learning will lead to some reductions. 
e. New central infrastructure and administrative functions are likely to generate pressures 
for more space. 
f. Space will be subject increasingly to remodeling to meet new needs or new standards 
and to provide for multiple uses. 
The UK higher education system is becoming increasingly diverse, and this diversity is 
leading to diverging approaches in the use of space, particularly between teaching-led 
and research-led institutions. The report concludes that this divergence is likely to 
increase. However, across the sector, the quality of an institution’s facilities will 
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increasingly be seen as an important marketing asset and will accordingly attract more 
resources and management attention. 
 
 

Impact on Space of Future Changes 
 
------------------------------------------------------------------------------------------------------------ 
5.4 SPACE MANAGEMENT METHODS IN VARIOUS SECTORS 
------------------------------------------------------------------------------------------------------------ 
The SM also commissioned research looking at space management methods in other 
sectors, entitled ‘Managing space: review of English further education and HE overseas’. 
The assessment of the LSC approach took account of the differences in space needs 
between the HE and further education sectors, for example the space requirements 
associated with research activity in HE. The purpose of the assessment was to see if the 
principles behind the approach could make an effective contribution to space 
management in HE and, if so, whether any adaptations would be useful. 
 
The LSC approach is driven by the number of guided learning hours. Guided learning 
hours are broadly the equivalent of teaching contact hours in HE. The LSC uses guided 
learning hours as the main driver because sector-wide research found that the size of 
colleges’ estates correlated closely with the number of guided learning hours delivered. 
Its approach has two main components: 
 

a) It provides advice on how individual colleges can build up a profile of their space 
needs based on the number of guided learning hours, target rates of space 
utilization and areas per workplace (for example in laboratories or lecture rooms). 
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The profile will vary according to each college’s teaching and learning methods 
and the scope of its curriculum. 

b) It publishes guidance which colleges can use to generate a predicted size for their 
estates. The guidance is based on the performance of the top quartile of colleges 
in terms of their space efficiency in delivering guided learning hours. 

 
The international review focused on examples of space management guidance and 
methods in Australasia, North America, Hong Kong and Germany. It found that a range 
of methods is employed, including the publication of high level ratios of different types 
of space, space standards and target utilization rates. A number of the methods had 
similarities with the LSC approach. 
 
Many of the space management concepts and methods used by the LSC and researched in 
the international review are familiar to UK HEIs, although they may be expressed in 
different terms. However, the majority of HEIs do not routinely build up space needs 
profiles based on the volume of activity to be delivered for comparison with space 
available. The study concluded that such a method would be a useful addition to current 
UK HE space management guidance by providing a method for assessing the capacity of 
the existing estate and whether there are surpluses or shortfalls of particular types of 
space. However, the availability of data to support such an approach is an important 
consideration, particularly in terms of the number of contact hours. Two case studies 
carried out in the research, but not named in the report, suggest that availability of 
sufficiently detailed information is likely to vary widely between institutions. 
 
The SMG tool for benchmarking the size of HEIs’ estates is based on a similar 
methodology to that used by the LSC to derive guidance areas. Research was undertaken 
during the study to test the feasibility of replicating the LSC approach more closely, but it 
concluded that the multivariable SMG model is, at the present time, a more powerful 
explanatory tool. However, the SMG decided to provide additional information for HEIs 
in the next update of the SMG model (September 2006) in the form of space predictions 
based not only on the average performance, but also on the performance of the top 
quartile for a given profile of strategic drivers. This gives an additional benchmark 
related to the performance of the most space efficient institutions in the sector. 
 
------------------------------------------------------------------------------------------------------------ 
5.5 PROMOTING SPACE EFFICIENCY IN BUILDING DESIGN 
------------------------------------------------------------------------------------------------------------ 
Space efficiency is often low on the agenda in building projects. The SMP research, 
culminating in the publication ‘Promoting space efficiency in building design’ aimed to 
identify which aspects of building design contribute most towards optimum space 
efficiency and to provide good practice guidelines for HEIs planning to undertake either 
new building or refurbishment and reconfiguration projects. 
 
The keys to space efficiency through building design are to: 

• maximize the built space on the footprint of new buildings and by modest 
additions and extensions in existing buildings 

• match new uses to the existing built form in refurbishment projects 
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• provide a high ratio of usable area to gross built area 
• capture balance areas for active use 
• provide versatile space, furniture and fittings that can be used for different 

activities 
• specify design features that allow different activities at different times 
• optimize space standards for effective work 
• create versatile office and research space, with appropriate open plan areas, 

supplemented by meeting and quiet spaces 
• optimize furniture spaces for effective work 
• provide for wireless data access to enable maximum effective use of common 

space. 
 
The report also identified 10 good practice points for introducing and encouraging space 
efficiency: 

• Appoint a champion for space management and cost in use 
• Systematically collect and update space and cost information 
• Agree targets and monitor their attainment 
• Collect standardized utilization data, including office space utilization 
• Collect and apply detailed cost information 
• Incorporate space efficiency concepts into the estate strategy 
• Incorporate requirements for space efficiency into project briefs, feasibility 

studies, option appraisals and design reviews 
• Develop and maintain a clear decision and communication structure for building 

projects, including user groups 
• Promote the benefits of versatile spaces and the right furniture 
• Include space efficiency in post-occupancy evaluations. 

 
These principles and good practice points are expanded on in the report, which also 
provides 15 case studies reflecting a mix of recent projects, including refurbishment, 
expansion and new or replacement buildings, across a wide range of HEIs. 
 
Codifying Green 
Lately, numerous jurisdictions have begun to consider adopting “green” building code 
provisions in response the urgent global condition and the acceleration of energy 
challenges. This can be approached in several ways. The least sensible approach is for 
jurisdictions to create their own provisions, which can lead to regional confusion at the 
very least. Another approach is to adapt a successful voluntary program like Built Green 
Colorado or Atlanta, Georgia’s, Southface Earthcraft House, or to codify aspects of the 
Leadership in Energy and Environmental Design (LEED) rating system, Green Globes 
rating system, or other market-based programs. Each of these approaches can stifle 
motivation for innovation and competition, and seldom yield the level of performance 
desired. A third approach is to incorporate green building best practices through the 
model code development process. This brings all interested parties together on a regular 
basis to evaluate the available options, including the consideration of larger-scale market 
and business realities. One final approach is to offer voluntary programs as compliance 
options. This allows market-driven programs to continue to operate independently, which 
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can serve the goal of continuous improvement more effectively than regular development 
and adoption cycles. Several jurisdictions across the country have used this approach to 
ease the burden on code officials and, coincidently, stimulate the growth of small 
businesses that offer quality control services to builders. The end result can be a healthier 
relationship between the building industry and government. 
 
A New Normal 
Anyone who thinks that the emphasis on building energy efficiency will diminish any 
time in the foreseeable future is certain to be disappointed. If anything, energy efficient 
system design will take its rightful place as a fundamental element of quality 
construction, and the growing interest in building science and subsequent blooming of an 
industry education infrastructure is already helping building departments large and small 
redefine their roles in the protection of public health, safety and welfare. There is every 
reason to look forward to a rapidly approaching “new normal” when high-performance 
buildings are not the exception but the rule. Instituting energy efficiency as a core 
element will require a concerted and coordinated effort, but—as we have seen—is an 
absolutely crucial early step to achieving a long-term solution to global climate change.  
 

 
 

Promoting Space Efficiency in Building Design 
 
 
------------------------------------------------------------------------------------------------------------ 
5.6 SPACE UTILIZATION 
------------------------------------------------------------------------------------------------------------ 
Space utilization is a strategically important space management measure. HEIs can use 
the SMG model to help assess what size of estate is affordable. Assessments of 
affordability need to be linked to the amount and type of space that is required. 
Utilization studies provide information on how space is being used, and raise questions 
about the most effective use of resources. If space is not being used, is it needed and does 
it need to be funded? Could the resources consumed by under-used space be better 
directed elsewhere? Effective utilization of space also creates a good match between 
space needs and space provision, and contributes to improving the staff and student 
experience. The SMP commissioned Kilner Planning to review practice and performance 
in space utilization and develop additional guidelines for taking a strategic approach to 
utilization. There has been relatively little change in sector-wide reported rates of 
utilization in recent years. Many factors operate to depress utilization. These include 
marked differences in predicted and surveyed rates of utilization, which can lead 
simultaneously to strong perceptions of shortages of space while, at the same time, rooms 
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are empty. Another factor is the nature of the estate in terms of its fitness for purpose and 
versatility. 
 
There is also a balance between minimizing the costs of space in use on the one hand, 
while underpinning the pedagogical and research needs of staff as well as the learning 
and support needs of students on the other. When decisions are made about what is the 
optimum balance for any individual HEI, it is advisable to be aware of the opportunity 
costs of low utilization. 
 
A tool called the inefficiency multiplier can be used to provide an insight into the scale of 
the opportunity costs. It gives an amount of space being provided at any given level of 
utilization for every one square meter in use. At the EMS reported utilization rate of 27 
per cent in 2003-04, 3.7 m2 was being provided for ever one square meter being used. 
Aggressive targeting of very low levels of utilization can have a major impact on cost. 
Moreover, because of the non-linear relationship between utilization rates and space 
provision, where utilization is very low, even a small increase can have a potentially 
significant impact on the amount of space provided, its attendant cost, and the ratio of 
income generation per square meter. 
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-------------------------------------------------------------------------------------------- 
 STORE LAYOUT AND DESIGN 
------------------------------------------------------------------------------------------------------------ 
Structure 
 
6.0 Store Design with view to retail strategy 

6.1  constraints while designing retail store 

 6.1.1 Credit management 
            6.1.2 Computerization 

6.2 Layout and its types 

6.3 Layout planning 

6.4 Layout as an indicator of competitiveness 

6.5 signage and graphics 

------------------------------------------------------------------------------------------------------------ 
6.0 STORE DESIGN WITH VIEW TO RETAIL STRATEGY 
------------------------------------------------------------------------------------------------------------ 
Big box retailers such as Wal-Mart and Target have inundated the retail sector in recent 
years. In fact, a Multi- Market Study performed by Scarborough Research found that 
“more than four in five U.S. adults over the age of 18 shops at Wal-Mart, Target or both,” 
representing shoppers from every income level and demographic group.  
 
Market Characteristics According to analysts, mass retailers have entered an era of 
“store-of-the-community customization” in an effort to capture a larger market share in 
certain segments. The idea is to move away from the generic prototype and tailor 
individual store design, architecture, merchandise, and marketing based on the profile of 
shoppers in the surrounding neighborhoods. “We are now designing Wal-Mart stores to 
reflect the unique characteristics of the market we’re entering,” said John B. Menzer, 
Vice Chairman of U.S. operations. Wal-Mart is zeroing in on five shopper categories: 
high-income, rural, baby-boomers, African-Americans, and Latinos. Wal-Mart’s official 
website walmartstores.com touts the “innovative” approach taken at a test store in Plano, 
Texas: “’With the opening of this store, Wal-Mart is adopting an active approach to 
understanding and meeting customer needs, particularly those of the selective female 
shopper,’ said John Fleming, executive vice president and chief marketing officer.” Some 
of the features being tested at the high-income-oriented Plano store include “a wine 
section with 1,200 different selections, including more than 700 premium items specific 
to this store, expanded organic and natural offerings with nearly 500 items added to the 
produce, deli, bakery, meat, seafood, dairy, and frozen departments, a fresh sushi bar and 
a spacious, trendy, Wi- Fi-enabled coffee shop.” 
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Wal-Mart officials are quick to point out that this does not mean that they are abandoning 
their core customers. “It’s not about going upscale. It’s about understanding the 
customers who are already in our stores and focusing on the selective shopper—not at the 
expense of the loyalist, because this is still a very important shopper segment, and we 
will continue to develop our relationship with that customer—but to focus on the 
selective shopper…,” Fleming said. Wal-Mart has identified the selective shopper as an 
important segment on which to focus. The loyalist “shops in a Wal-Mart store 63 times a 
year and spends 77 percent of his or her grocery dollar there. By contrast, the ‘selective’ 
shopper…shops at Wal-Mart only 46 times a year and spends just 28 percent of his or her 
grocery dollar there.” In support of the community store design strategy, Wal- Mart 
recently announced a new agreement with ACNielsen which will help Wal-Mart tailor 
the merchandise assortments in its stores to the needs and shopping habits of each store’s 
customer base. According to Stephen Quinn, Wal-Mart’s Senior Vice President of 
Marketing, “[The Partnership] will enable us to understand our customers better than ever 
before. And the better we understand our customers, the better equipped we will be to 
offer them the merchandise they want, when and where they want it.” 
 
So far, Wal-Mart market segment testing has been successful. The Plano, Texas store 
“has a gross profit per square foot 24 percent higher than others in the area. A unit in 
Evergreen Park, Illinois, remerchandised to appeal to a multicultural market, has sales 25 
percent higher than other units in the area.” Implementation of the community store 
design strategy in other locations is planned for next year. Store Aesthetics The majority 
of Wal-Mart stores nation-wide will not see this re-orientation of market strategy. There 
is an effort, however, to change the appearance of many Wal-Mart stores. “The gray–and-
blue big-box stores are largely a thing of the past” stated Eric Zorn, executive vice 
president of Wal-Mart Realty, in a recent media conference. Local officials are 
increasingly turning to zoning ordinances and design review boards in an attempt to keep 
big box retailers from altering their communities. As a result, Wal-Mart (and other mass 
retailers) has been forced to be more creative than the traditional cookie cutter boxes. 
Altering the design of a standard box costs more, but big box retailers are often willing to 
make concessions to expedite the approval process in certain markets. According to 
Sandy Skrovan, vice president of Columbus  Ohio-based Retail Forward: “These 
communities are saying: ‘If you want to locate here, okay, but you’re not going to just put 
up your brick building with your big blue sign on it—you have to make some design 
concessions.’” Skrovan continues: “Wal-Mart has been working more right up front when 
they identify a location with the zoning representatives and local architects to develop a 
building that will appease the city officials as well as blend in more with the 
environment. It costs more for them to go outside their current structure and do some 
redesigns, but if it’s a site they really want to be in and penetrate, they’re willing to take 
those steps.” In some communities, Wal-Mart will bring in it’s “menu” of building 
elevations which now includes four new design models: Main Street, Cape Cod, 
Adirondack , Urban Industrial, and Mediterranean (an example of which can be found in 
West Des Moines, Iowa). In other cases, Wal-Mart may need to work with local 
community groups to assure that new stores represent the individual communities as the 
following examples will point out: 
 
In Fort Worth, Texas, Wal-Mart collaborated with local community groups, designing a 
store that “reflects the character of the local historic high school.” In rural Georgia, a 
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store was designed to take on “the equestrian theme of the local farmland, complete with 
barn-like doors, cupolas and weather vanes.”• A suburban store outside of Boulder, 
Colorado was designed to fit in with the unique post-modern design elements found 
nearby. The pressure for Wal-Mart to change increases as the amount of available real 
estate continues to shrink. In search for urban locations, Wal-Mart is beginning to 
consider sites near downtown districts. These urban sites, coupled with Wal-Mart’s 
efforts to customize store design and merchandise selection, will pose additional 
challenges to community-based retailers. 
 
------------------------------------------------------------------------------------------------------------ 
6.1 CONSTRAINTS WHILE DESIGNING RETAIL STORE 
------------------------------------------------------------------------------------------------------------ 
Energy Management: The word environment depicts a vast area. The protection of the 
environment is vital for Sustainable Human Development. Relevant factors of 
environment include food, waster, energy, natural resources, toxic substances etc. Energy 
is one of the most important factors of environment. Energy Management is critical to 
our future economic prosperity and environmental well being. Energy is essential for the 
functioning of most of the industrialized world as well as developing and under 
developed nations. Yet at the same time energy production and consumption causes 
degradation of the environment of the industrialized world and it seems that developing 
countries are also facing the similar kind of problem. Energy management is one of the 
most critical issues for the future as so much of the world is dependent upon it. Thus we 
need to understand the traditional sources of energy, their quality, availability and 
environmental effects, as well as the potential alternatives for energy and the effects of 
these upon the natural environment and modern industrial economies. Over the past two 
hundred years the use of primary energy sources in manufacturing or processing has 
evolved from simply using locally available resources, such as waterpower, firewood or 
coal. The transition from coal to a petroleum-based fuel economy took place through the 
twentieth century. With changes to the oil market in 2000 catching media attention 
around the world, there is further interest in the ongoing transition to renewable energy 
sources. Managing energy is now a basic feature in the global economy and environment. 
Fossil fuels in the form of oil, natural gas and coal comprise approximately 80% of the 
world's energy use. We now face a world where the environmental impacts of 
combusting fossil fuels such as coal and oil are identified as unsustainable in the long 
term. The need to turn to increasing use of sustainable and renewable energy sources is 
clearly agreed. 
 
India is a Developing nation. Its per capita Energy Consumption is very low. To achieve 
Economic Growth, we need to & have to use more & more energy to increase the pace of 
development. 
 
We need to increase the manufacturing of good in Quality & Volume. 
 
It is estimated that Industrial energy use in developing countries constitutes about 45-50 
% of the total commercial energy consumption. Much of this energy is converted from 
imported oil, the price of which has increased tremendously so much so that most of 
developing countries spent more than 50 % of their foreign exchange earnings. Not with 
standing these fiscal constraints, developing countries need to expand its industrial base 
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like us if it has to generate the resources to improve the quality of life of its people. The 
expansion of industrial base does require additional energy inputs which becomes more 
& more difficult in the present scenario. Generation of power needs resources. Resources 
available on earth are of Diminishing Nature. It is getting depleted very fast with time as 
use is increasing exponentially. There are some resources, which are Renewable e.g. 
Solar Power, Wind Power and Geothermal Power. Technology is also being developed to 
harness these Renewable Resources to generate Power. The capital investment 
requirement is very high as compared to normally available resources. It can be quoted 
here that with the available technology, we could hardly generate 5% of total power 
generation as on date .Hence, to restrict the use or increase the life of diminishing type of 
resources. Let us see the other aspect of life, whereas everybody can’t understand all 
technical reasons or benefits of the whole world until he himself realizes some benefit for 
his action or efforts. In this competitive world, cost competitiveness is very very essential 
for survival of every individual. To establish any work / motive or task, energy in one or 
other form is an essential component. 
 
Thus the need to conserve energy, particularly in industry and commerce is strongly felt 
as the energy cost takes up substantial share in the overall cost structure of the operation. 
Hence it calls Management of Energy or in other words Management of Resources or 
Energy Conservation. It becomes clear from the above data & statement that Energy 
needs to be Managed / Resources needs to be managed irrespective of a Developed 
Nation or a Developing Nation. Energy management is not by chance / incident / 
accident. It is a Mission with a Target. It can’t be done single handedly or by sitting on a 
table. It needs coordinated effort by team of energy conscious people with a milestone to 
be established. Very concerted efforts in a planned manner to established Energy 
Management. Strategy needs to be established based on the Target of Energy 
Conservation. Strategy / Methodology of Energy Management: Having established the 
need of Energy Management / Conservation. A systematic approach needs to be 
discussed and concluded. Same of steps to reach to the target of Energy  
 
Conservation can be listed as below: - 
 
1) Identification of Inefficient areas / Equipments: - 
 

• Enlistment or knowledge of type of energy being used. 
• Study of machines / Technology employed. 
• Process study and identification of major energy consumption areas. 
• In depth process study to identify the inefficient use of energy. 

 
2) Identification of Technology / Equipment requirement. 
 
3) Discussion, Brain storming & Conclusion of resources requirement. 
 
4) Management of resources like Manpower, Machine or Technology. 
 
5) Evaluate your actions / efforts to estimate the Rate of Return 

• Inefficient action / efforts can not give efficient results. 
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• Only efficient efforts & economic ideas need to be tested. 
 
6) Implementation of New Process / New Technology / New Machines. 
 
7) Re-evaluate your actions / Your Efforts. 
 
Energy Management Techniques: 
 
1) Self knowledge & Awareness among the masses 
2) Re-engineering & evaluation 
3) Technology Up gradations 
 
1. Self Knowledge & Awareness among the Masses: 
 
For the successful Energy management & implementation, the knowledge of process & 
machine for the leader is very important. On the first instance, there is always a resistance 
from the user. There might be psychological mind blocks in the user’s mind. This needs 
to be made known & clarified. It is further more important to make the owner of the 
process understand the cost benefit of the energy conservation. Creating Awareness to the 
process owner can give most economic & low cost solutions to save energy. We have 
realized about 5 % of energy saving just because of Awareness of the people. e.g.:- A. 
We advertised the concept of “Zero Production = Zero Power consumption”. People 
realized this concept and they started switching off the Auxiliaries during Idling of main 
machines. B. Later on, we introduced microprocessor-based timer to auto switch off 
auxiliary equipments during Idle period of machines. 
 
2. Re-engineering and Technology Up gradations: 
After utilizing the low cost or awareness concept, we need to do in depth study the 
process / machine. We need to ascertain, the scope & extent of Energy Conservation in 
the area under consideration. Evaluate the existing situation / employed technology 
interms of process requirements & production capacity & capability. Sometimes, we do 
land into a situation of handicap with machine capacity & capability for the sake of 
Energy Conservation. It must not be done. Once it is established, that there is a potential 
of energy optimization. We need to start evaluation & re-engineering of the process / 
equipment. It may be terms of layout, motor capacity, types of starters employed, nature 
of loads etc. 
 
3. Technology Upgradations: 
After having established the scope of energy conservation in the specified area. The latest 
technology availability is suitability, sustainability & pricing needs to be studied. 
Economics needs to be worked out like Pay back period, Return of Investment, Quality of 
energy savings etc. Please remember “Better the Diagnosis, Best will be the Result.”  
 
The following case studied will elaborate more on the above views & proove this point. 
Bhushan Energy Management Cell 4 CASE STUDY: I (Energy Saving for Water Pump) 
Application: Transfer of hot return water from Reheating furnace to the cooling Tower 
fans. Motors Employed:  
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3-phase AC induction motors 
1. 37 KW, 415 v, 1460 rpm = 2 nos 
2. 22 KW, 415 v, 1440 rpm = 1 no. 
 
Previous System: 
1. Star Delta starter for motor operation. 
2. Flange coupling for operating the centrifugal pumps. 
 
Observations: 
1. One centrifugal pump was being operated with 60% outlet valve opening. 
2. Cooling Tower Tank level was not maintained with the operation of single pump. 
3. Second pump was being operated to maintain to Tank level for short intervals. It was 
operated approx. 40times in 24 hrs. 
4. Sometimes, second pump was being operated with by-pass valve half open to drain 
tank to avoid the over flow of Cooling Tower Tank. Process Study & Experimentation: 

• Pump was operated at full capacity to realize the increased flow to cooling tower. 
Motor got overloaded. 

• Observations were done physically about Tank levels with one pump in operation. 
• Psychological fear of lower water level was taken and range of water level was 

given. 
• It was observed that the standby pump needs to operate only 6 to 7 times in a day 

(24 hrs.) 
• Further low & high level switch was installed with an Alarm & Indicator to take 

care of manual labor & manpower wastage. 
• To utilize the motor power effectively a VFD was installed and operated at 30 Hz 

frequency. The pump RPM takes as 900 and outlet valve was operated fully. 
• Power consumption reduced from 32 KW to 16 KW. 

 
Merits of New System: 
 
1. Mechanical & Electrical stresses during starts of the motor reduced to negligible. 
Hence the life of the equipment increased. 
2. Presence of a supervisor or monitoring of the level got avoided. Hence the manpower 
cost reduced. 
3. System power consumption reduced. 
4. No churning of water in the pump & hence increases life of impeller. 
 
Cost Benefit Analysis: 
 
Previous System (Without Drive): Speed=50 Hz, Kw (Consumption) =32 
Present System (With Drive): Speed=30 Hz, Kw (Consumption) =16 
Energy Saving per year: 16 Kw X 20 X 300 = 96,000 KwH 
Cost incurred in the installation of New VFD: 2 X 1, 50,000 = Rs. 3, 00,000 /- 
Saving in Rupee Terms / Year: 96,000 X 4 = 3, 84,000 /- 
Pay Back period – Approx. 10 Months 
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6.1.1 Credit Management 
Management shortcomings are one of the major causes of delays of payment: lack of 
organization, deficient information systems, underdeveloped computer systems, technical 
facilities short administrative needs, etc... 

Examples of shortcomings on the part of the seller are the absence of a written contract, 
invoicing delays or mistakes, inefficient monitoring of payments and the lack of a 
coherent policy on collecting claims. 

On the buyer's side, delays can stem from poor organization of order preparation, receipt 
of invoices, control of deliveries, authorization to pay, etc... These management 
shortcomings are mostly to be found in small firms which are short-staffed and under 
endowed with management resources. 

Beyond traditional training measures, it is necessary to take into account the educational 
value of computerized business management methods. 

Which Are The Suggested Credit Control Procedures? 

• Obtain credit rating for all new customers before extending credit  

• Establish terms on which trade will be conducted, including setting out clearly the 
period of credit that will be allowed before payment is due and the amount of 
credit that will be allowed.  

• Ensure that the customer acknowledges the terms in written and ensure that no 
goods or services are supplied if the customer does not comply with those terms.  

• Establish procedures for contacting customers as soon as a debt becomes overdue 
and adhere to these procedures.  

• Where letters, or the equivalent, are sent to the customer threatening that action 
will be taken, specify a date by which appropriate action is taken at the time stated  

• Where trading involves different currencies, ensure that the terms of trade set out 
clearly the currency which the debt is to be paid, how currency fluctuations are to 
be deal with (if applicable) and which country's laws are to be applied in the event 
of litigation.  

• Do not wait too much with the recovery of your debts, as your claims might 
become barred by the status of limitation, which limitation vary from country to 
country.  

Which Are The Suggested Security Methods? 
 

• Letters of credit  
• Part pre-payment  
• Prompt Payment discount policies  
• Cash discount  
• Bank guarantee  
• Credit insurance  



 79

• Factoring and forfeiting (the sale of export debts at a discount bank or finance 
house)  

• Bank guarantee  
• Associated/parent company guarantee  
• Personal guarantee  
• Retention of Title  
• If your firm does not have the adequate in-house system for debt control, do not 

hesitate to contact a professional office: Debt collection agency or Lawyer  

Which are The International Conventions to be Observed? 

United Nations Convention on Contracts For The International Sale Of 
Goods (Vienna Convention) 

The Vienna Convention was issued in 1980 and has been available for countries to 
subscribe to since then. Is purpose is to provide an uniform body for law surrounding the 
formation of contracts of sale of goods and how those contracts are carried into practice. 
While the convention applies only to international transactions with respect to such 
transactions it supersedes any provisions of national law if both countries of vendor and 
purchaser are subscribers to the convention (unless both vendor and purchaser have 
specifically identified the application of other law, presumably that of the country of one 
of them). 

The convention itself is intended to govern international commercial (not consumer) sales 
of goods and, among other things, expressly excludes any concern with „ the effect which 
the contract may have on the property in the goods sold „ that is, it does not enter into 
consideration of retention of title. Generally the convention also steers clear of 
consideration of collection and payment, but obviously cannot do so completely. 

Brussels Convention  

International debt collection has been facilitated by the 1968 Convention on the 
enforcement of judgments (known as the EC Convention or the Brussels Convention), 
provisions for which was incorporated into the law of the United Kingdom in 1982, but 
with actual ratification only on 1 January 1987. Now all community has acceded to it. 
Generally, the convention provides for recognition and enforcement in any member state 
of judgments obtained in any other convention member state. It also requires, as a rule, 
that one sue in the country of domicile of the defender. Hence a supply will usually have 
to go to the country o the client to sue. 

Which are the Sources of Training? 

During 1996 LIC „ League International for Creditors in co-operation with the INFO 
CENTERS (net-work of consultancy institutions to the disposal of the enterprise and 
created by the European Commission, DG XX III) and the support of the European 
Commission DG XX III organized 10 seminars in 9 countries of the European Union 
(IRLAND, GERMANY, UNITED KINGDOM, SWEDEN, ITALY, PORTUGAL, 
FRANCE and LUXEMBOURG), on the subject of CREDIT MANAGEMENT and 
DEBT CONTROL..  
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The objective of these seminars was to offer to enterprises access to independent advice 
which improves cash flow by sound credit management in retail organizations. The 
benefits firms could expect from these seminars are that substantial sums can be saved as 
a result of new credit policies, as well as computerized business management methods.  

Principles of Organization of Financial Management Software for European Small 
and Medium-Sized Enterprises (SME) 
Within this context it is important to mention that under the auspices of DG XXIII a 
steering committee met to promote the necessary reforms in management software 
packages used by SMEs. The committee agreed with software publishers precise 
objectives aimed at providing companies by 1 January 1999 with the solutions they 
require in three areas: 

• Full harmonization between accounting, cash flow management and consolidation 
software  

• Effective control of company management  
• Communication, both internal (departments/interface between software packages) 

and external (customers/suppliers, banks).  
We also have to take into consideration the fact, that the single currency will be 
introduced in January 1999. Software must therefore be designed with a view to the 
gradual integration of future changes, offering the possibility of a parallel view of two 
currencies (national and Euro) before finally switching to the single currency. In addition 
the methods used must be simple enough, and the configuration (VAT, rates, banking 
conditions etc.) specially designed so that the user is easily able to make the necessary 
changes without specialist assistance. 
 
6.1.2 Computerization 
Dear student to explain the concept of Computerization we take an example of 
computerization in HRTC. Computerization HRTC was started in the year of 1994 by 
installing one Server (486 EISA Machine) along with five terminals at Head Office. At 
present the computerization in HRTC has spread at various levels. 
Corporate Level Computerization 
At the Corporate level the following activities have been computerized:- 

• Monthly Review Data & its Analysis  
• Route-wise Information  
• Vehicle-wise Information  
• GPF/CPF Computerization  
• Limit Issue  
• Payroll  
• Public Complaints  
• Daily Monitoring System  

 
Depot Level Computerization 
After computerization in the Corporate Office, the depot computerization was started by 
installing Computers at Hamirpur, Mandi, and Dharamsala & Shimla (CBA). Till to-date, 
Computers have been installed in 20 Depots out of 23 Depots in HRTC. The following 
activities have been shifted on computers:- 
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Advance Booking  
HRTC has started advance booking of buses at the major bus stands like Shimla, 
Dharamsala, Mandi, Palampur, Chamba, Chandigarh, and Delhi & Bilaspur. We are the 
first STU at Delhi bus stand for issuing one month advance booking to the commuters. 
This system was very much appreciated by the traveling public. We have also introduced 
advance booking by connecting computers. Passengers can get tickets of any bus 
originating from Dharamsala from any of these places i.e. Mac-load Ganj, Kangra & 
Dharamsala. At main Bus stand Shimla, same facility is available at The Mall to the 
Public. The following are the merits of advance booking:- 
 

• We are getting advance money from passengers. 
• Short issue of tickets have been eliminated. 
• One ticket is issued instead of bunch of tickets. 
• Issuing group ticket to the passengers. 
• Return journey ticket. 

Depositing of Conductors Cash. (Tracing of boxes)  
• We are the first organization in Northern India to have replaced the manual 

system of tracing the boxes to computers. Lot of manpower has been saved. The 
following are the advantages of computerization:- 

• Computer takes three minutes for tracing, where as in manual system, it takes 30 
minutes to trace one box. 

• Computer maintains the PLA, & ledger without any assistance of operator, earlier 
one person was deputed for the same job. 

• Neat & cleaned waybill is generated. 
• No additional entry can be made by conductors for re-issuing purpose. 
• More accuracy. 
• Stationary wastage has been reduced.  
• We have replaced all manual system of tracing of boxes in 20 depots out of 23 

depots. 
 
Route-wise & Conductor-wise E.P.K.  
These reports are being generated daily for monitoring the performance of conductors. 
This also helps in monitoring the behavior of routes in terms of E.P.K.  
Issue of Concessional Passes: By introducing this system, the time to issue the passes has 
been reduced & defaulters can be identified at the time of issuing passes. After 
introduction of this system, revenue has increased. Now, students can not over-write the 
dates and tempering with passes is not possible. 
 
Fully Computerization of Depots. 
During the year 1999-2000, four units i.e. Taradevi, Hamirpur, Dharamsala & Mandi 
were taken for fully computerization. The following applications have been implemented 
in the above mentioned units:- 

• Vehicle maintenance system.  
• Regional store computerization.  
• Depreciation & logbook processing.  
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• Payroll.  
• Tyre tags.  
• Defects of vehicle.  
• Preventive maintenance vehicle schedules.  

Regional Managers are getting information for day to day monitoring within minimum 
time and paper work has been reduced to a large extent. 
Workshop Computerization. 
Inventory control at all divisional workshops has been computerized & lot of saving has 
been done. The following reports are generated on daily & monthly basis:- 

• Items above the stock level.  
• Items above re-order.  
• Items below re-order levels.  
• Daily inventory level.  

After the Computerization of these activities, the following reports can be generated for 
effective monitoring:- 
Regional Stores 

• Upto date Inventory Position.  
• Ledger Printing.  
• Local Purchase Report.  
• Packing Slip Printing.  
• Various queries about Expenditure, Purchase & Stock Position. 

 
Vehicle Maintenance 

• Monthly Vehicle wise store Expenditure.  
• Daily Consolidated store Expenditure Report.  
• Daily Vehicle wise Store Expenditure Report.  
• Particular Item Expenditure Report.  
• Vehicles Fitness Done Report.  
• Vehicles Fitness Due Report. 

 
Logbook Processing  

• Monthly Consolidation of Logbooks.  
• High KMPL Vehicles Report.  
• Low KMPL Vehicles Report.  
• 12 Months KMPL Comparison i.e. from April to March. 

 
Depreciation of Vehicles 

• Monthly Depreciation Report.  
• Depreciation Ledger Printing. 

 
Defects of Vehicle 

• Defect form Printing.  
• Daily Defects Attended Report.  
• Services Due Query.  
• Services Done Report. 
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Establishment Return 
Quarterly Establishment Return Printing. 
 
 
Route wise Data Analysis 

• Daily Route-wise EPK Statement.  
• Weekly Route-wise EPK Comparison Statement  
• Monthly Route-wise EPK Comparison Statement.  
• Months Route-wise EPK Comparison Statement.  
• Monthly Route-wise EPK Comparison with Last Year Month.  
• Daily Collection Statement. 

 
------------------------------------------------------------------------------------------------------------ 
6.2 LAYOUT AND ITS TYPES 
------------------------------------------------------------------------------------------------------------ 
Plan your store layout, atmosphere, and create irresistible visual merchandising displays. 
View floor plans and other retail store designs. Learn how to select and care for store 
fixtures, as well as using special lighting techniques to accent your products. Find store 
layout software  
 

 
Layout and its types 
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Circulation 
 
 

Free Flow Layout Free Flow Layout 
 
 

 
 

Free Flow 
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Advantages and Disadvantages Advantages and Disadvantages of Free Flow Layout 
of Free Flow Layout  
 
Advantages 
Allowance for browsing and wandering freely and increased impulse purchases 
 

 
Free Flow 

Disadvantages 
 
1. Loitering encouraged 
2. Possible confusion 
3. Waste of floor space 
4. Cost 
5. Difficulty of cleaning 
 
Advantages and Disadvantages Advantages and Disadvantages of Free Flow Layout of 
Free Flow Layout the Disney Store’s effective use The Disney Store’s effective use of the 
Free of the Free-Flow Design Flow Design. Approximately 250 million consumers visit 
Disney’s entertainment retail outlets each year. New store designs showcase merchandise 
in an engaging and contemporary fashion, keeping pace with evolving retail trends. 
Technological elements - including a front-of-store media wall that engages guests with 
Disney programming, and interactive kiosks - setting the stage for the Disney Store in the 
21st century.  
 
Circulation 

 
Loop Layout Loop Layout 
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Circulation 
 

 
 

 
Spine Layout Spine Layout 

 
 
 
It costs over $20 million to build a new it costs over $20 million to build a new 
department store and $7 to $10 million. An Office Depot has over 1,700 lines 
 
------------------------------------------------------------------------------------------------------------ 
6.4 LAYOUT PANNING 
------------------------------------------------------------------------------------------------------------ 
A well-planned retail store layout allows a retailer to maximize the sales for each square 
foot of the allocated selling space within the store. Store layouts generally show the size 
and location of each department, any permanent structures, fixture locations and 
customer traffic patterns. Each floor plan and store layout will depend on the type of 
products sold, the building location and how much the business can afford to put into the 
overall store design. Below are a few basic store layouts.  
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Straight Floor Plan 
 
The straight floor plan is an excellent store layout for most any type of retail store. It 
makes use of the walls and fixtures to create small spaces within the retail store. The 
straight floor plan is one of the most economical store designs.  
 

 

 
Diagonal Floor Plan 

 
 
The diagonal floor plan is a good store layout for self-service types of retail stores. It 
offers excellent visibility for cashiers and customers. The diagonal floor plan invites 
movement and traffic flow to the retail store.  
 

 



 88

 
Angular Floor Plan 

The angular floor plan is best used for high-end specialty stores. The curves and angles of 
fixtures and walls makes for a more expensive store design. However, the soft angles 
create better traffic flow throughout the retail store 

 
Geometric Floor Plan 

The geometric floor plan is a suitable store design for clothing and apparel shops. It uses 
racks and fixtures to create an interesting and out-of-the-ordinary type of store design 
without a high cost 

 
Floor Plan 
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Floor Plan 

Mixed Floor Plan 

The mixed floor plan incorporates the straight, diagonal and angular floor plans to create 
the most functional store design. The layout moves traffic towards the walls and back of 
the store.  
------------------------------------------------------------------------------------------------------------ 
6.4 LAYOUTS AS AN INDICATOR OF COMPETITIVENESS 
------------------------------------------------------------------------------------------------------------ 
Layout choices can help us immensely in communicating an organization’s product plan 
and competitive priorities. Layout has many practical and strategic implications. Altering 
a layout can affect an organization significantly. It would have a direct bearing on the 
organization’s capability to meet its competitive priorities by  
 

• Facilitating the flow of materials and information  
• Increasing the efficient utilization of labor and equipment  
• Increasing customer convenience and sales at a retail store  
• Reducing hazards to workers  
• Improving employee morale, and  
• Improving communication.  
 

The type of operation determines layout requirements. Let us consider the example of a 
warehouse a retail store and a typical office.  In a warehouse, materials flows and stock 
picking costs are dominant considerations, while in retail stores, customer convenience 
and sales may dominate, whereas communication effectiveness and team building may be 
crucial in an office.  
------------------------------------------------------------------------------------------------------------
6.5 SIGNAGE AND GRAPHICS 
------------------------------------------------------------------------------------------------------------ 
Graphics and signage communicate your store image. They can be used to educate 
customer’s store. Graphics and signage should present a uniform level of quality. The 
purpose of a marquee, or exterior sign, is to gain the customer’s awareness and announce 
the store’s identity. Well- designed marquees, however, can communicate far more than 
words it carries. These are designed to draw customers into the store through visual 
appeal and physical convenience. Signage sets the tone for the store .Despite a picture 
being “worth a thousand words,” some display persons and store designers-like men who 
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wear belts and suspenders-want to be sure that the message is read as well as seen, so 
they add some words to the graphic display. The fewer words the better: the more simply 
stated, the more effective! Do not complicate matters or confuse the shopper. There is a 
negative side to signage and it can apply to graphics as well. It is a case of visual clutter: 
a window or a store swamped, smothered, and overcome with signage. It is a 
bombardment of messages and a paper blizzard that chills and then kills the senses. 
Instead of informing, this barrage has a negative effect and turns off the shopper. 
Shoppers equipped with their sales oriented antennae just need a few good and clear clues 
and they will figure out what is going on and where it is happening. The excessive 
signage may hinder rather than help the shopper in search of bargains. 
 
Merchandising 
Graphics combined with some signage can be an effective twosome in window display. 
The colors used, the style of lettering, the artwork, and the materials all can further the 
store’s and the products’ image as well as complement the overall design of the store. 
 
Window Signage 
These signage can compel individuals who have never entered the store to visit for the 
first time and encourage past visitors to become repeat customers. The window offers a 
preview of product, as well as an instant image of the store. Many store use large posters, 
photo enlargements or other large graphics in their windows with items placed near-by. 
This approach offers a clean dramatic look. Large graphics should be able to be seen 
from 20 feet away and be immediately recognizable to an individual walking by. These 
oversized graphics are currently a popular display prop because recent technological 
advancements have reduced the cost of producing them. Large graphics can reflect 
product style. For instance, if the store sells children’s products, like educational toys, a 
blow-up of a little red schoolhouse or a college campus as a backdrop for the 
merchandise. Large graphics can suggest a lifestyle or how your products are to be used 
once purchased. For example, a graphic of a family enjoying the outdoors can be placed 
behind picnic or beach items that you might have for sale. Repetition of large graphics in 
one window, various windows or throughout the store in various sizes serves as a 
reminder of a particular product creates a dramatic effect and draws customer from the 
windows to the store. 
 
Interior Signage 
These can show brand identification of specific products, identify classifications of 
products within the store, and, depending on the size of the store, offer direction to 
various departments. Interior signage can be a medium for promoting campaign, 
previewing a product “coming soon” or announcing an upcoming even like a book 
signing, demonstration, or a holiday promotion. 
This signage can set the tone for a special campaign. They educate by announcing a sale, 
promotion or discount. If selling a brand- recognized product it may be beneficial to 
highlight that product with a small strategically placed sign of its logo near the product. 
 
Types of Signage 
Signs get human beings organized through direction and education. Without signs, we are 
lost. How many new customers will enter your store this year and be unable to find what 
they’re looking for? What signs are ideal for your retail establishment? How do we obtain 
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effective signage? Before addressing how to create the “perfect” sign, we’ll focus on the 
importance of signage at four different levels: directional, departmental, marketing and 
information. 
 

 
 
 

Window Signage 
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Window Signage 
 
 
Directional Signs: As the name implies, directional signs point customers to the place of 
business. Directional signs are large and attract attention through color and simplicity. 
 
Billboards: Advertising on large billboards can spark the shopping experience miles 
away from the establishment. Business information (company name, directions, products 
and services) and attractive pictures are essential on billboards. Lettering should be large 
enough to catch the eye of fast-moving vehicles. 



 93

 

 
 

Billboard 
 
Lighting the billboard gives you an added advantage, as it extends advertising time into 
the evening. 
 
Entrance signs: Effective entrance signs are crucial, because they form the first 
impression customers have of the retailer’s business. Unique and seasonal entrance signs 
prepare customers for the shopping experience by creating a sense of excitement and 
anticipation. Entrance signs that can be changed weekly or bi-weekly are great because 
retailers can easily highlight weekly specials, new items, and upcoming seminars and 
workshops. Entrance signs can also provide answers to customers who are shopping for 
gifts or searching for garden improvement ideas. Be careful with entrance signs. In the 
eyes of customers, a poorly maintained entrance sign is a sure sign of a sloppy business. 
Conduct routine maintenance by applying a fresh coat of paint or removing vines and 
brush that hinder the customers’ view of the sign. Brightly colored, low growing plants 
that can withstand the abuse of drought and other harsh environmental conditions should 
be used around the sign. Mulch or weed barrier should also be placed around the entrance 
sign to avoid weed buildup and constant maintenance. Customers may encounter other 
directional signs before entering the retail area, and in the retail area itself. These may 
include signs for parking, the display garden, restrooms, the office, and the production 
greenhouse. These areas should be clearly marked for good traffic flow. 
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Entrance Signs 

 
Departmental Signs: Departmental signs categorize types of plants or hard goods that 
you sell and are more specific than directional signs. Departmental signs are located 
inside the business, are usually located above the product, and are highly visible to 
customers. Good departmental signs avoid the constant bombardment of customer 
questions such as “Where are the petunias?” and “Do you have any perennials?” 
 
Banners: Banners can disguise unsightly buildings or other bland spaces on the property. 
Several large plant firms are now selling banners with their point-of-purchase (POP) 
marketing packages. Also take advantage of local sign making companies that can create 
banners of plastic, nylon, or canvas. Banners set out near the entrance sign can also list 
specific plant material that is available or special seasonal services (mulch, holiday 
wreaths and Banners roping, aquatic plants, etc.). Banners should always be stretched 
tightly so that the lettering is visible to customers.  
 
Handouts, maps, and icons: Handouts and maps should be placed in a weatherproof 
structure that is near the main entrance. Handouts may contain specials or coupons, along 
with plant information and tips on garden care. Maps are particularly good on large 
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properties that contain several retail structures. Retail greenhouses should be assigned 
numbers or letters for ease of directing customers. Another way to communicate to 
shoppers is by displaying icons that present a list of destinations on the property. For 
example, wooden cutouts of animals can be used to describe and direct customers to 
different locations in the retail area. 
 
  

 
Banners 

 
Service signs: Service signs tell customers what the retail center can do for them in 
addition to selling quality plants. Repotting, plant boarding, fertilizing, pruning, leaf 
polishing, landscaping, plant rentals, and delivery are all examples of services that a 
grower retailer may provide for his customers. Service signs need to be located above the 
service area. 
Another great place to advertise services is at the cash register, where customers spend 
time waiting to check out. Policies can also be displayed in the cash register area. Use 
fast food restaurants as your example, and display pertinent information on a large sign 
behind the cash register. Customers can associate with this type of signage strategy. 
 
Marketing Signs: Marketing signs attract customers to displays, so they should be 
colorful and easily transported. 
 
A-frame signs: These can be set up and taken down quickly, so they are ideal for 
advertising special deals for the week or month. Discounted items or “buy one, get one 
free” deals can be displayed on A frame signs. 
 
Cardboard and corrugated plastic signs: These signs are often part of the POP 
marketing programs mentioned above. Generally, these signs are 3 to 4 feet tall and 
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advertise specific brands that customers can quickly identify. The Flower Fields, Simply 
Beautiful, and Proven Winners offer these signs to retailers to establish a focal point in a 
display. Dry erase boards and chalkboards: Dry erase boards and chalkboards can be 
written and changed quickly, but always put the marker in the hands of someone with a 
creative flair and good penmanship. These erasable signs are great but mean little to 
customers if they are hard to read. 
 
 

  
Service Sign 

 
Information’s Signs 
Information signs describe the product for the consumer. They provide details on planting 
information and care of the plant. 
 
Card signs:  Besides the 11x7 inch pedestal signs used by most retailers, there are bench 
cards and hanging cards. These are very effective because they can be placed directly 
beside the product. The container industry is now incorporating a slot for card signs in 
bedding plant trays. Hanging cardholders can be hung from a greenhouse truss or purl in. 
Placing cards between baskets is a great way to provide plant information to the 
customer. 
 
External pot signs: Laser printed pots or injection molded thermoform pots, stickers, 
and paper rings are all examples of external pot signs. Laser printing on pots may be the 
most effective tactic available to growers. A good example of highlighting a specific 
brand on a pot would be the Wave petunia series offered by Pan American Seed 
Company. Printing directly on pots also offers an opportunity to showcase your logo and 
store name. Printable stickers that are waterproof and contain plant information are an 
alternative to laser printing. One advantage of stickers includes cost; the disadvantage is 
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the amount of time spent applying stickers. Paper rings that surround the pot are a new 
method for marketing plants. These pot sleeves are easier to apply than stickers, but still 
cost less than printing on pots. This may be an ideal solution for small grower-retailers. 
 
Tags: Tags are signs, too! Large, colorful tags and locking-type tags are increasing in 
popularity because they are more visible to customers and do not detract from the plant. 
Large tags that are one half to one third the size of the final product is appropriate 
because they show in great detail how the mature plant will look in the garden. 
 
Sizes of the Signage 
The size of a sign will depend on the location or end use of that sign, and how much copy 
or information the sign has to carry. Following are some of the stock, or standard, sizes. 
Stock refers to the usual sizes to which the boards or cards can be cut down. The 
cardboard is stored in these sizes or can be purchased precut in these standard 
dimensions; frame-holders and easels are also available in these same sizes. Stock also 
refers to the material (paper or cardboard) to be imprinted. Points designate the thickness 
or rigidity of the stock. The larger the number of points, the thicker and usually more 
rigid the material. Of course, the display person can vary from these standard sizes if the 
new or unusual dimensions will satisfy some special design requirements. 
 
The standard full sheet, or poster size, is 22 inches by 28 inches. Most floor frames are 
designed to accept that size board, usually in 14-point stock, a fairly stiff board that is not 
too thick or too rigid. This size poster can be used in windows and on or off columns. 
This is the popular choice for storewide promotions, sales, and holidays. The 22-inch by 
28-inch sign will usually carry some sort of graphic design or illustration, and a banner or 
caption indicating the event. A sign of this size will often be silk-screened for use 
throughout the store and for use in branch stores, if there are any. The poster will also tie 
in with ads, commercials, and other media, such as store mailings and handouts. A half 
sheet measures 14 inches by 22 inches and is used for window displays or to identify 
merchandise in an interior display. A quarter sheet, measuring 11 inches by 14 inches, is 
a smaller, more restrained window reader or feature copy sign. It can be used effectively 
on the selling floor to explain certain larger pieces of hard goods or furniture. This size is 
also used in elevators and dressing rooms for signs about store policy, special events, 
fashion shows, and so on. Small copy cards come in a variety of sizes-7 inches by 11 
inches, 5 _ inches by 7 inches, and 3 _ inches by 5 _ inches-in order to fit standard easels 
and frames for merchandise identification within the store and in windows. The smaller 
ones usually appear on counters in cosmetics and accessories areas. An easel may be a 
plastic holder that is self-standing at a slight angle, or it can be elevated on a metal 
upright to extend above the merchandise described. A frame can also be mounted onto a 
wall or fixture, and the proper copy can be dropped in and changed as the merchandise or 
the event changes. Card toppers, usually long and narrow-about 11 inches by 3 _ inches 
or 7 inches by 3 _ inches-are used to tie in with storewide events, themes, and 
promotions. They often have the same color and graphic concept as the promotion’s 22-
inch by 28-inch store poster, and the same caption or tag line, acting as reinforcement, for 
the shopper, that this merchandise is part of the ongoing sale or event. The card topper 
emphasizes the limited-time concept of the promotion. The sameness and the repetition 
of the colored and designed card topper on the selling floor can be an effective point-of-
sale technique as well as a way of adding a seasonal or holiday look to the area.  
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-------------------------------------------------------------------------------------------- 
VISUAL MERCHANDIZING: MEANING AND STRATEGY 
-------------------------------------------------------------------------------------------- 
Structure 
 
7.0 Meaning of Visual Merchandising 

7.1 Create your retail store for target customers 

7.2 Retail Strategy for visual merchandise 

------------------------------------------------------------------------------------------------------------ 
7.0 MEANNG OF VISUAL MERCHANDISING 
------------------------------------------------------------------------------------------------------------ 
Today's successful retailers make the most profitable use of every square foot of space in 
the store and in the warehouse. Since this space is so costly, you must take a strategic 
approach to its use. Floor patterns, location of merchandise, levels of inventory and 
appropriate displays are all key factors in the proper use of space. Misuse of space can be 
as detrimental to your success as poor buying or careless hiring. It is very important for 
every store to create a suitable atmosphere and appealing presentations in order to trigger 
the consumer's buying decision. In a world where you can find identical merchandise in 
more than one store, layout and presentation become key differentiating factors.  
 
Visual merchandising, until recently called simply merchandising, is the activity of 
promoting the sale of goods, especially by their presentation in retail outlets.(New Oxford 
Dictionary of English, 1999, Oxford University Press). This includes combining product, 
environment, and space into a stimulating and engaging display to encourage the sale of a 
product or service. It has become an important element in retailing that is a team effort 
involving senior management, architects, merchandising managers, buyers, the visual 
merchandising director, designers, and staff. Visual merchandising starts with the store 
building itself. The management decides on the store design to reflect the products the 
store is going to sell and how to create a warm, friendly, and approachable atmosphere 
for its potential customers. Many elements can be used by visual merchandisers in 
creating displays, including color, lighting, space, product information, sensory inputs 
such as smell, touch, and sound as well as technologies such as digital displays and 
interactive installations. 
Visual merchandising is not a science; there are no absolute rules. It is more like an art in 
the sense that there are implicit rules but that these also exist to be broken for striking 
effects. The main principle of visual merchandising is that it is intended to increase sales, 
which is not the case with a "real" art. Visual merchandising is one of the final stages in 
trying to set out a store in a way that customers will find attractive and appealing and it 
should follow and reflect the principles that underpin the store’s image. Visual 
merchandising is the way one displays 'goods for sale' in the most attractive manner with 
the end purpose of making a sale. "If it does not sell, it is not visual merchandising." 
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Especially in today’s challenging economy, people may avoid designers/ visual 
merchandisers because they fear unmanageable costs. But in reality, visual merchandisers 
can help economies by avoiding costly mistakes. With guidance of a professional, retailer 
can eliminate errors, saving time and money. It is important to understand that the visual 
merchandiser is there, not to impose ideas, but to help clients articulate their own 
personal style. Visual merchandising is the art of implementing effective design ideas to 
increase store traffic and sales volume. VM is an art and science of displaying 
merchandise to enable maximum sale. VM is a tool to achieve sales and targets, a tool to 
enhance merchandise on the floor, and a mechanism to communicate to a customer and 
influence his decision to buy. VM uses season based displays to introduce new arrivals to 
customers, and thus increase conversions through a planned and systematic approach by 
displaying stocks available. 

Recently visual merchandising has gained in importance as a quick and cost effective 
way to revamp retail stores. A close sister to visual merchandising is "retail experience". 
"Customer experience" looks at the same issues around product presentation but from the 
customer perspective, rather than the retailer perspective. In optimal retail environments 
such as the Apple Retail Stores, the visual merchandising, customer experience, and store 
design are all in synch creating amazing environments and unbelievable sales. 

Purpose 

Retail professionals display to make the shopping experience more comfortable, 
convenient and customer friendly by: 

• Making it easier for the shopper to locate the desired category and merchandise.  

• Making it easier for the shopper to self-select.  

• Making it possible for the shopper to co-ordinate & accessorize.  

• Providing information on sizes, colors & prices.  

• Informing about the latest fashion trends by highlighting them at strategic 
locations.  

Merchandise presentation refers to most basic ways of presenting merchandise in an 
orderly, understandable, ’easy to shop’ and ‘find the product’ format. This easier format 
is especially implemented in fast fashion retailers 

VM helps in: 

• Educating the customers about the product/service in an effective and creative 
way.  

• Establishing a creative medium to present merchandise in 3D environment, 
thereby enabling long lasting impact and recall value.  

• Setting the company apart in an exclusive position.  

• Establishing linkage between fashions, product design and marketing by keeping 
the product in prime focus.  
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• Combining the creative, technical and operational aspects of a product and the 
business.  

Drawing the attention of the customer to enable him to take purchase decision within 
shortest possible time, and thus augmenting the selling process. 

History 

Every shopkeeper and merchant's primary objective is to sell merchandise. When the 
giant nineteenth century dry goods establishments like Marshall Field & Co. shifted their 
business from wholesale to retail the visual display of goods became necessary to attract 
the retail customer. The store windows no longer simply allowed natural light to shine in 
the building or act as storage space for stock; they became important venues to 
attractively display the store's merchandise. Gradually, the design aesthetic used in 
window displays moved indoors and became part of the overall interior store design, 
eventually displacing the importance windows altogether in suburban malls. 

Museums and department stores in America have a shared history of displaying their 
products, both having come of age in the last quarter of the nineteenth century. Like 
world's fairs, department stores and museums crowded everything together on shelves or 
in display cases. Today displays in museums are referred to as exhibitions, while displays 
in stores are referred to as "Visual Merchandising. Essentially, visual merchandising is 
the selling of a store's goods through visual means, incorporating advertising, and 
window displays, and interior sales floor design and display. Throughout the twentieth 
century, well-known artists such as Salvador Dalí and Andy Warhol created window 
displays, while other artists who are lesser known were commissioned to design unique 
objects specifically for visual merchandising purposes. 

1. Sell by showing and promoting. 2. Create an emotional connect between the viewer 
and the display. 3. Encourage the shopper to enter the store. 4. Get the customer to pause 
and “shop” the selling floor. 5. Establish, promote, and enhance the store’s visual image. 
6. Entertain customers and enhance their shopping experience. 7. Introduce and explain 
new products. 

Variances 

Plano-gram: A Plano-gram allows planning of the arrangement of merchandise on a 
given fixture configuration to support sales through proper placement of merchandise by 
Style, Option, Size, Price points, etc. It also enables the chain of chairs to have the same 
merchandise displayed in a coherent and similar manner across all the stores. The main 
purpose is to support ease of applicability to the merchandiser while also increasing 
selection & enhancing the merchandise display in a neat and organized manner. 
Window Displays: A window display is also a "visiting card" for the store. Windows are 
the most important factor within the store/shop front as they can communicate style, 
content, and price point. They can be seductive and exciting, based on emotional 
stimulus, or price-based (when they clearly emphasize value for money with easy and 
obvious ticketing). For the retailer, the window is among the most controllable elements 
in relation to image and to what is happening inside the store, and there are number of 
decisions to be made about a how these effects are achieved. The best store windows can 
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generate great excitement and talking point for an entire city. They contribute to the 
environment by entertaining pedestrians, while simultaneously communicating the 
products and services on offer. 
 
For a retailer willing to exploit the full potential that a window gives, the image-building 
process can be exciting and have enormous potential. A fashion retailer, for instance, will 
often change a window weekly to show the latest items on offer. A glance into a shop's 
window by a passerby establishes the time of the year and, very likely, a timely 
contemporary event. It might combine seasonal and festive points of the year such as 
Back-to-school, Spring, Summer, Easter, Christmas, New Year approaching, Diwali, 
Valentine's Day, Mother's Day etc. At other times the propping may be based on color 
schemes, materials or cultural themes - the possibilities for innovative ideas around such 
themes are endless. 
 
Visual Merchandising is the art of displaying merchandise in a manner that is appealing 
to the eyes of the customer. It sets the context of the merchandise in an aesthetically 
pleasing fashion, presenting them in a way that would convert the window shoppers into 
prospects and ultimately buyers of the product. A creative and talented retailer can use 
this upcoming art to breathe in new life into his store products. Passion for design and 
creativity are essential to be a good visual merchandiser. A perfect design process and the 
ability to create ideas that are different are required. Awareness of happenings in fashion 
world is needed so as to keep up-to-date with the dynamics of the market constantly. 
Visual merchandising includes window displays, signs, interior displays, cosmetic 
promotions and any other special sales promotions taking place.  
Components of Visual Merchandising: There are certain things which a retailer needs 
to take care while proceeding with the process of displaying his products. These 
components when combined together in a proper ratio will make a successful outcome. 
 
Make merchandise the focal point: The main goal of display is to showcase the 
products within the overall display area. Customers give three to five seconds of their 
attention to window display. The retailer’s visual message should be conveyed to the 
customer in that short period of time. It should not be like an unsuccessful TV 
advertisement, where the product is forgotten altogether and only the concept of the 
commercial remains in the mind of the viewer. The arrangement of window display 
should go with the product and should not suppress them to make it discernable to the 
eye.  
 
Right choice of colors is vital:  

  
Color is one of the most powerful tools in the 
Visual Merchandising segment. It is a visual 
perceptual property. Colors can be associated 
with emotions, special occasions and gender. 
It attracts attention and pulls more customers 
into the store. A retailer has to focus on the 
right choice of color that would match with 
the theme of display. It is not possible to 
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satisfy everyone all the time, but it is possible to cultivate the taste of customers gradually 
and purposefully. A right choice of colors in the display items can turn walkers into 
stoppers and significantly convert them into customers. It is therefore mandatory to 
choose the right color for the right theme of display. A Halloween display would require 
black color in the display theme. Valentines theme should be ruled by red color 
supplemented with pink and white. A display of babys accessories should reflect light 
shades of pink and blue colors. A Christmas display should contain colors of red, green, 
gold and silver.  
  
Display themes to appropriately support the product: 
A theme is a display of sale items of similar 
categories e.g. a display of kitchen 
accessories. Its essential to have themes for 
all retail displays. They can be romantic, 
wild, or capricious, and capture peoples 
imaginations.  A good theme will lure the 
customer with a shopping mood into the 
store. Themes mainly depend upon the 
retailer’s imagination and creativity. 
Focusing on the right theme rather than 
creating a display with expensive raw materials is the key to successful window display. 
A shoe store theme can be a group of elves buying shoes. A theme for display of casual 
wears can be a group of mannequins sitting casually at a get together in different poses. 
Related themes will tug the heartstring of the customers and will pay off. 
 
Display should complement the retailers other strategies: 
The content of the display should complement the in store environment and other 
marketing strategies of the retailer. If the retailer has a specific logo, the colors of the 
display can reflect the same color of the logo. For e.g. McDonalds display, the clown is 
of the same color, red and yellow as in their logo.  
 
Cleanliness:  Neat and clean arrangement is the foundation of an inviting a successful 
visual display. A beautiful display can be ruined by a cracked sign holder or an unclean 
display environment. Effective cleaning schedule of showcases and display fixtures is 
required. 
 
Change the display settings in frequent intervals:  Changing the arrangement of the 
displays in regular intervals will initiate new interest about the products in the minds of 
the customer. By designing a plan-o-gram and activating changes frequently one can thus 
be a proactive retailer. With globalization and the retail boom, visual merchandising is 
growing in leaps and bounds. It is not simply concerned about decorating a store 
beautifully; but must also symbolize the brand keeping the target audience in mind. 
 
------------------------------------------------------------------------------------------------------------ 
7.1 CREATE YOUR RETAIL STORE FOR TARGET CUSTOMERS 
------------------------------------------------------------------------------------------------------------ 
You can have the most unique, creative and different store on the planet, but if doesn't 
conform to what your customers want and expect, then it is of no value. Retail has always 
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been, and will always be, about the consumer. Your entire store concept must be built 
around your target customer. Succeed at satisfying this shopper and you win the game. 
Build and design a store that looks beautiful but doesn't fit the marketplace and the only 
people who will be happy are the architect and contractors. 
 
Is your store "customer-centric"? What does being customer-centric even mean? Most 
specialty stores would say that they were focused on customers, and would point out that 
without customers their store would not exist. And they are right. However, simply 
being there, opening the store, stocking products, and having staff to collect money is 
not the same as being customer-centric. Being customer-centric means that everything 
we do—from the products that we carry, to the environment that we place them in, and 
the staff that we have to serve those customers—is centered on and about customers and 
their experience in our store. There is a huge difference between simply serving a 
customer and centering everything you do on the customer's specific needs and 
satisfaction. We'll talk about lessons stores have learned when becoming more customer-
centric and provide a checklist to help you make your store more customer-centric.  
 
Students of your customers 
Customer-centric stores are "students of their customers," which means that they literally 
"go to school" to learn as much as they can about their customers. Every customer is 
different. A customer-centric retailer recognizes this fact, and also recognizes that it 
cannot create a different environment for each individual customer. This means that it 
has to find a way to group similar customers together, and create solutions and 
environments that are relevant and work for those segments. This is called customer 
segmentation. When you segment your customers, you identify clusters of customers 
that have similar needs, wants, demographics (age, sex, education, lifestyle, and so on) 
and, in response, you create environments, policies, services, price strategies, and 
product groups especially for the customers in each segment. 
 
The Best Buy experiment 
A good example of a major retailer who has adopted a customer-centric approach is Best 
Buy. About three years ago, Best Buy determined that it could not continue to operate on 
price as its major strategy and message to its customer. Brad Anderson, chief executive 
officer (CEO) of Best Buy, said, "If we do nothing, Wal-Mart will surpass us by the 
simple fact that they open more stores than we do each year. There is no point in trying 
to compete on price" (emphasis added). 
 
How Best Buy became customer-centric 
With that statement in mind, Best Buy launched its customer-centric strategy. During 
2005, Best Buy spread its customer-centric message to selected North American stores 
(110 in all), and allocated more than $50 million (U.S.) in capital expenditures to those 
stores. The initiative was two-pronged: getting customers to buy what was already in 
stock; and asking them what products they would like to see the company offer. Best 
Buy identified key customer segments in five areas of its customer-centric program: 
affluent professionals seeking the best technology experience (internally identified as 
"swinging single professionals"); younger males wanting cutting-edge technology and 
entertainment ("gadgeteers"); fathers looking for technology to improve their lifestyle 
("cherry pickers"); mothers seeking technology to enrich their children's lives ("affluent 



 104

soccer moms"); and small business-people using technology to improve their bottom 
lines ("small business"). The way Best Buy adapted the stores to target each segment is 
interesting. For example, for the soccer mom, the stores feature brightly colored 
signage, play areas for children, educational toys, and in-wall appliance displays, and 
provide personal shopping assistants. For small businesses, the stores have signage that 
reads "Best Buy for Business," and have an expanded computer section and a stronger 
"Geek Squad" (Best Buy's in-home/office technology assistance team) presence, as well 
as central help islands staffed by associates wearing blue-collared shirts (as opposed to 
knitted golf shirts). Part of the strategy also included giving employees closest to the 
customer some of the more important decision-making responsibilities. In addition, 
Best Buy store associates received customer-centric training to be able to really deliver 
on the promise at the store level. "People come to specialty stores because they are 
looking for some service or selection that they can't get from the mass market," 
Anderson said. He went on to say that "for those reasons, Best Buy intends to invest 
more heavily in customer service, and position itself as a solutions provider for 
consumers of high-tech entertainment products. Best Buy's customer service initiatives 
will mean a more decentralized structure for the business. We are moving power from 
Minneapolis [the company's headquarters] to wherever the engagement is with the 
customer. Instead of head office telling the store what to do, it would be the store 
asking what it can do in assisting its customers.” Internally, Best Buy has also worked 
extensively on its customer database. The company wanted to identify who its best 
customers are, as well as who the customers are that are costing them money by 
abusing their customer service policies. 
 
Results of Best Buy becoming customer-centric 
Initially, the customer-centric strategy in the stores paid off. The company posted an 
incredible 85 percent profit gain in its fiscal first quarter in 2005—a gain Best Buy 
attributed, in part, to its customer-centric initiative. In the first quarter, sales increases at 
stores converted to the new model were more than double the increases at Best Buy’s 
"comp" stores without the initiative. But in December 2005, Best Buy said its third-
quarter profit would fall well short of Wall Street expectations because of higher costs. 
Anderson said that month that the company's "customer-centricity" initiative has proved 
more expensive than anticipated, and Best Buy might have to eliminate staff to help 
control costs. "Right now, the evidence suggests that we overspent" on becoming more 
customer-centric, Anderson said. "We have to make adjustments." But he also says that 
Best Buy's commitment to being customer-centric has not been reduced. “Customer-
centricity at its core is ... identifying a customer that you want to serve better,” he said. 
"In some stores, it's working great." 
 
Lessons learned 
The lesson to be learned from Best Buy's move to a more customer-centric focus is not 
that it doesn't work, but rather, that it is not an easy thing to accomplish. Best Buy likely 
should have done it slower and used more of what they learned about each segment 
before they expanded the program. Another issue they are trying to address is that many 
locations have a mix of all five customer segments, and to design a store for just one of 
these segments can be dangerous. They are now trying to integrate areas for all five 
segments, with one being dominant (without ignoring the others).Being customer-centric 
is key to future growth and profitability, but it must be done right. First you need to 
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identify the major groups of customers (the "segments" described earlier) that now shop 
at your store, and then identify what these customers have in common, how they like to 
shop, and what products they like. When you have answered these questions, you are 
ready to structure your store experience for these customer segments. 
 
Checklist for creating a customer-centric store: 
 

• Have I identified distinct customer segments? Two or three are good, but more 
than five is too many. For example, how many younger, middle-aged, or older 
customers do you serve? How many price-sensitive, quality-driven, speed-
oriented customers do you have?  

• Do I know the special needs and wants of each segment? Have I asked them in 
either informal focus groups or by observing their current purchases?  

• Do I have products and services that meet these customers' needs and wants?  
• Have I created an environment that is attractive to each segment? Mid-lifers, for 

example, would welcome easier to read price tickets, chairs to sit in while 
considering a purchase, and more open areas.  

• How will I communicate with each segment? For each segment you identify, you 
should create a specific strategy around merchandise selection, display, signage, 
staff, pricing, and special events that addresses their needs.  

• Is my staff aligned with these segments? For example, if you have a large 
segment of younger customers, you should most likely have younger staff who 
can relate to this segment. 

• Is my staff trained to meet the requirements of these customers? And have I put a 
training program in place?  

• How will I measure success? What specific measures will I use to ensure that the 
program is working?  

• Is my technology sufficient to deliver the information about these customers? For 
example, can I implement real customer relationship management (CRM) 
solutions; can I do shopping basket clustering? Can I get real time data when I 
need it? 

 
Displays cases are excellent for drawing customers, such as you and me into their 
store to shop around. They are strategically thought out to target the customer base 
and they are extremely effective when they are used in malls. Have you caught 
yourself admiring retail display cases because it had the pair of jeans you've been 
looking at for weeks? Not only, do they have the latest jeans you want, you also spot 
a shirt that would go quite well with those jeans. Retail store displays are cases that 
showcase featured items from the store that they know customers would like.  
 
Many people are in awe of retail store display cases after walking by it, mainly 
because they feature of the latest and trendiest article of clothing. Retailers 
strategically place items that will target most people's taste at that particular moment. 
They also pair it up with eye catching showcase designs to further catch your 
attention into the store. You can often find out what people like from magazines or 
watching the latest television shows. Retail store displays features the latest style and 
items displayed on an attractive showcase. Colors and designs are the first thing that 
catches the eye and attention of a customer. If they like what they see, they are more 
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likely to look around in your store. If you are trying to target the young generation of 
customers, use more vibrant colors, such as oranges and blues and funkier designs 
that they will be appeal to them. Depending on the age group you are trying to get 
target with your retail store display, it should suit their current tastes. Make sure your 
retail store display cases also suit the style and what your store is selling. Often 
people are attracted by the exterior and then they decide to come in to see what the 
interior has to offer. Try to use designs that other retail stores did not, this will help 
you stick out from the crowd. When targeting a certain age group, music plays a big 
factor. Music will catch people's attention when they are walking by the store. If you 
have the type of music customers like, they are more likely to come in your store. 
Also, the music you play should associate with the types of things you are selling. I 
recommend switching the music played in store daily to try to attract a wider range of 
age groups. Sometimes at particular times during the day, you can switch the music 
depending on your customer base. I also recommend using colors that will aim 
towards a certain generation; for example, use darker and sophisticated colors for 
people who are in the thirty to forty ages range. 
 
The counter top of your store should also be used to display smaller items, such as 
brooches or candy. Impulse items are just there, but you, the customer do not really 
need the item in the first place. Such impulse items include brooches, wallets, 
candies, and magazines. Many apparel retail stores like to place smaller items, such as 
key chains, bracelets, and brooches that are on sale or they won't to get rid of. Your 
counter tops are also excellent for advertising, such as advertising promotional offers 
or gift cards. In your store, it is excellent to set up loss liter items that will attract 
people into a section of your store. Loss liter items are the cheapest items that are 
strategically placed in front of a section of your store to attract more customers to 
look thoroughly into that section. Retail store displays are the first and most critical 
aspect of your store. If you want a large and interested customer base, be sure to 
update your display case frequently. Catching up with the latest trends and styles can 
be a major advantage and it can bring many more interested customers. Remember to 
try to focus on a broader range of age groups if you can, if you can't, then focus on 
that specific age group. Retail store displays are a creative way of appealing 
customers and displaying the personality and style of your store. 

 
------------------------------------------------------------------------------------------------------------ 
7.2 RETAIL STRATEGY FOR VISUAL MERCHANDISE 
------------------------------------------------------------------------------------------------------------ 
Visual merchandising is becoming increasingly pivotal for retail success. As retail 
becomes more and more competitive, shoppers have more options than ever before.  
Shoppers aren't just shopping for products, they're buying experiences. The stores that put 
more effort into making an exciting, and emotional experience for customers, are the 
ones that will be successful. 

In Canada, effective merchandising is becoming even more critical to retail success as 
retailers struggle to find staff. Not only is it hard to find qualified employees, it's 
challenging to find anyone at all. This means that the people retailers employ will find 
their jobs more demanding as they work longer hours, and work harder with fewer team 
members to share the load. Employees will also be less skilled in serving customers.  
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I went shopping this week with a list of items to buy to wear to some upcoming events. I 
visited at least a dozen stores - buying in about half of them. Each store displayed 
prominent help-wanted signs. And in every store, not one sales associate tried to actively 
sell to me. No one suggested additional merchandise. No asked me what I was looking 
for. I was assisted with the fitting room, staff was knowledgeable when I asked questions, 
and they were all generally helpful and pleasant. But I had to approach them. In some 
stores, the sales people barely acknowledged me.  

I was obviously spending money, as I was carrying a few shopping bags. Yet, for the 
most part, I had to navigate my way through the stores, and find what I needed on my 
own. All I had to rely on were the visual merchandising cues. To find what I was looking 
for, I had to depend on visual clues to tell me: 

• Where is the new fall merchandise located? 
• Where would I find pants? 
• What is my size? Where is my size? 
• What merchandise coordinates with these pants? 
• Where are the sale items? Is there anything there worth looking at? 

 
Most of the stores did a pretty good job of organizing their merchandise so that I could 
find my way around easily. In the ones that were confusing; I looked around and left. 
Maybe I could have stumbled across a great find, but it wasn't even worth looking. The 
most frustrating experience was with the department store, which was disorganized, had 
empty shelves, and had few visual cues to direct me from one area to the next. The 
department store also had the fewest sales associates available for assistance. It's no 
wonder department stores have struggled for survival. If retailers are going to survive in 
this competitive market, visual merchandising will become even more vital to their 
business. Store owners need to focus on visual merchandising strategies that sell their 
products. If they don't, they won't be around long. 
 
Take a Strategic Approach 
Unfortunately, the days of running a traditional "Mom and Pop" operation, lacking any 
real business sophistication, are long gone. A haphazard approach to store layout 
generates less than desired results. You must squeeze every ounce of potential out of your 
store to make it a winner. How you present your store is a very strategic part of your 
business. In order to position every item in its proper location, you must have a far more 
detailed plan than the usual "It was the only place left available, so that's where it ended 
up!" Give your best-selling merchandise the most favorable display areas in your store. 
There's no point in making the job of selling products any more difficult than it needs to 
be. Consider these suggestions for positioning your departments: 

 
1) High margin/High Sales: If you have a winner, it can afford the "high rent" district in 
your store. Put it in your best selling spaces. These are your “hot zones”. 
 
2) Demand Merchandise: Customers make a point of coming to your store to get this 
merchandise, and they will hunt for it. Put it in less valuable spaces and make them walk 
by your more impulse-related items. 
 



 108

3) Impulse Items: These are the unplanned purchases customers make on a shopping 
trip. Items with high impulse success get great locations in the store. The cash desk area 
is a prime location for these products. 
 
4) Related Merchandise: Even though it may be in separate departments, place products 
near each other if they are coordinating or complementary items. This will make them 
more visible to the customer and make shopping easier. Cross-merchandising works. 
 
5) Seasonal Stock: Some stores designate an area of the floor for merchandise that is on 
hand for only a short time. This creates an efficient changeover of that area when a new 
season arrives. In most stores, seasonal stock requires high visibility. 
 
6) Department size: In order to help customers find them, smaller departments typically 
get better positions in the store than larger departments. Placing a small department in a 
poor visibility. Placing a small department in a poor visibility area is like putting the "kiss 
of death" on that department. 
 
7) New Departments: If you’re testing a new department or line of merchandise, give it 
the best chance possible to succeed by placing it in a prime selling area. Keep in mind, 
though, that within a short period of time it will need to earn the right to maintain a 
position in your “hot zones”. 
 
A Plan-O-Gram is nothing more than a picture of how various fixtures, shelves and walls 
will present your merchandise. It is a relatively simple concept, but a very powerful one 
because it takes into consideration what is known about the psychology of consumer 
buying habits. Creating a plan-o-gram forces the retailer to carefully evaluate which 
products go where and how many will be displayed. By forcing yourself to plan the 
presentation of each department, you will become a more successful and proactive 
retailer.  
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------------------------------------------------------------------------------------------------------------ 
8.0 LIGHTING 
------------------------------------------------------------------------------------------------------------ 
Store lighting is critical today and is becoming more important as time passes because of 
the aging Baby Boomer population. Unfortunately, as we age, deteriorating eyesight is 
often an accompanying malady. Deteriorating eyesight makes it more difficult to read 
labels and therefore, more difficult to make informed buying decisions. Depending upon 
your retail product offering, higher lighting levels communicate to this important 
spending group, (the Baby Boomers), that you want them in your store. This is however, 
but one important consideration in lighting your store. So here are some more retail store 
lighting tips. 

If your store offers general merchandise, let's say hardware, groceries or variety 
merchandise, then the high light levels referred to above are spot on (no pun intended). In 
fact light levels in the range of 75-150 fc are recommended for maximum visibility. 
Maintain light levels in even the lower level of this recommended spectrum and your 
store will appeal to us seniors. There are a number of light fixtures on the market today 
that can produce these levels of illumination and do so efficiently. 

If however, you wish to "upscale" your offering in perhaps clothing or gift store, then the 
rules of lighting change. A lower ambient lighting level coupled with accent lighting can 
create a "gallery" type atmosphere. Marry this type of lighting with classical music and 
appealing aromas and 'voila' you have sent a message to your customers that your 
offering is quality, exclusive and therefore, slightly more expensive. Not a bad message 
to send in the aforementioned store types. 

If your budget does not allow new light fixtures then here is a basic but very important 
retail lighting tip. Make sure your lighting fixtures are cleaned regularly. This often 
overlooked housekeeping chore can help you keep your existing light fixtures operating 
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at their maximum potential. LDD is an acronym that refers to Luminare Dirt Depreciation 
and its effects are startling. 

Of course, the use of light in your store can encompass much more than mere 
functionality. Light can be splashed and sprayed on walls and key displays to create 
visual interest, grab attention and guide consumers through your store. 

 
An often overlooked and underestimated tool available to retailers is store lighting. 
Studies show that proper lighting can increase merchandise sales by up to 20%. Yet, all 
too often we let the importance of lighting go unrecognized. Start with the basics – aim 
your spotlights on the intended products and be conscientious about replacing light bulbs 
right away. Customers are definitely not impressed when they notice several burnt out 
bulbs as they walk into a store. It's just a sign of neglect and complacency. Lighting can 
be a costly investment and a complete renovation of the current system may not be 
feasible for many retailers. The following recommendations, however, can provide you 
with a good starting point: 
 

• Use color corrected bulbs. Improper bulbs make merchandise looks grey and 
shabby. 

• Make use of spot lights, preferably halogen, to highlight key selling areas 
• Point your lights where you want your customers to look. If your walls are 

supposed to show off your products, then flood them with “wall washing” light. 
• Make the front of your store "glow" with light. You need to be noticed and a 

bright storefront is more attractive and appealing. 
• Brighter stores are now the norm. Lighten up! 

 
Effective, Energy-Efficient Lighting for Retail Stores  
The main tasks in any retail space are buying and selling.  The lighting system in your 
store must be designed to facilitate these tasks.  Retail lighting should attract customers 
into your store, help them evaluate the merchandise, and help your sales people complete 
each sale quickly and accurately.  Research has shown that lighting installations that are 
carefully designed with these three factors in mind will actually increase retail sales.  
Lighting also provides your customers with instant cues about the type of store they are 
entering.  Therefore, lighting may be very different in a "mass merchandise" store, such 
as K-Mart or Wal-Mart, than it is in a department or mall store, such as Macy's or the 
Gap. 
Your contractor should keep the following issues in mind when selecting lighting for 
your retail store: 

1. High "color-rendering" lamps should be used. Whether selecting lighting for a 
grocery store or a department store, it is important for your contractor to choose 
lamps (light bulbs) that make colors appear as "natural" as possible.  The measure 
to look for when selecting lamps that will render colors accurately is CRI (color 
rendering index). This is found on a lamp's packaging or in the manufacturer's 
catalog.  CRI of lamps range from a low of 1 to high of 100.  In retail lighting, 
your contractor should select lamps with a CRI of 80 or above.  There are 
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standard and halogen incandescent, fluorescent, and metal halide lamps that meet 
this CRI value.  

2. Lighting fixtures should limit glare. For customers to comfortably examine 
merchandise and sales people to work without eye strain, your contractor should 
choose lighting fixtures carefully and install them properly.  For a store's "general 
lighting," fixtures should be chosen that limit the shoppers' view of the lamp 
itself, such as louvers, baffles, and lenses.  This cuts down on the glare 
(uncomfortable brightness) of these fixtures.  For "accent lighting," lighting aimed 
directly at merchandise, lamps with "narrow" beams (often called "spot" lights) 
should be selected as well as fixtures in which the lamp is recessed or set-back 
from the fixture's opening.  Also, your contractor should make sure this lighting is 
not aimed directly toward aisles or doorways where they could shine directly into 
shoppers' eyes.  

3. Light should be distributed where it is needed. Many types of merchandise in a 
store are displayed vertically (hanging or on shelves).  It is important for your 
contractor to select fixtures that will properly provide lighting on vertical 
surfaces.  This can be done by using adjustable fixtures that can be aimed toward 
shelves or vertical displays, selecting ceiling-mounted fixtures that are designed 
to direct some light to the sides rather then directly down, or by incorporating 
lighting into display cases or shelving units.  It is also important to make sure that 
the general areas in the store where people need to walk and move through 
displays are evenly lighted and appear bright to customers.  Your contractor 
should make sure that the general lighting fixtures are installed in accordance with 
the manufacturer's "spacing criteria."  

4. Lighting should draw customers to merchandise. One mistake that is often 
made in stores is to use "spot" or "accent" lighting, such as halogen reflector 
lamps, everywhere.  These create a feeling of visual clutter and can be confusing 
to customers.  Light can be a very effective way of drawing a customer's attention 
to areas of the store you want them move toward.  For example, it is very 
effective to light important displays and sales counters to a higher level 
(sometimes as much as 5 times more light) than the general areas of the store.  If 
your contractor limits accent lighting to these two store areas it will be much more 
effective in catching a customer's attention 

 

.Lighting 
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------------------------------------------------------------------------------------------------------------ 
8.1 ADDRESS THE SENSES 
------------------------------------------------------------------------------------------------------------ 
Create a sensual experience in your store by paying attention not only to sight, but also to 
smell, touch and sound. Think of how magical a bakery smells. Doesn’t it make you want 
to buy? Remember how many times you’ve walked into the movie theater, promising 
yourself there would be no popcorn this time, only to find yourself elbows deep in a 
super-sized bucket? Pay attention to how your store smells. You can trigger emotional 
responses in customers that cause them to relax, energize, reminisce, and (hopefully) buy 
something. Music is an essential element in any store. It helps accentuate and build your 
atmosphere. It can also add texture to the environment. Customers tend to stay longer in 
environments with appropriate music ... and if they stay longer, they typically buy more. 
A relaxed and fun work place will also increase the productivity and morale levels of 
your employees. Be sure that the music you choose fits the store and the customers. 
Stores attracting teens should play the lively music of the day. Nature-oriented retailers 
should use natural, soothing sounds blended with classical themes. As in all things, do it 
right. Avoid the radio station, since commercials and newsbreaks don't help at all. 
Compact disc systems are inexpensive and allow the music to play continuously without 
the risk of sudden silence. Digital music services are the best option. 
------------------------------------------------------------------------------------------------------------ 
8.2 HOUSEKEEPING STANDARDS 
------------------------------------------------------------------------------------------------------------ 
Your store’s housekeeping must be impeccable. When we say impeccable, we mean 
flawless. A dirty store says you don't care. It says you've lost interest and you probably 
don't treat the merchandise with respect, either. It's tough enough to win over customers 
without adding to the difficulty by presenting a less than spotless store. Create a daily and 
weekly checklist of every housekeeping duty that must be completed. Assign these duties 
to various individuals and hold them accountable for getting them done. Polish the 
chrome. Dust the shelves. Clean the lights. Get rid of the tape on the windows. Remove 
the clutter behind the cash counter. Tidy up the back room. Chase those dust bunnies 
away. Vacuum daily. No smudges. No grease. No dust. No grime.  
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------------------------------------------------------------------------------------------------------------ 
8.3 STORE WINDOWS 
------------------------------------------------------------------------------------------------------------ 
Your storefront windows are an ideal opportunity to attract customers’ attention and drag 
them into your store. Windows should be used for these main purposes: 
 

• Sales promotion 
• Image-building 
• Seasonal changes 
• New arrival 
• High demand items 

 
Successful store windows are changed frequently! In a downtown area, potential 
customers pass by your store at least two or three times a week. Ask yourself "If my 
windows didn't attract them into the store this week, what makes me believe they will 
next week?" This frequent number of “pass by's” means that you must change your 
windows as often as every week. Determine how many times your windows are seen by 
potential customers and rotate them to match that frequency. You must constantly present 
a fresh and exciting face. As a minimum, windows should be changed once per month. 
Just do it! 
Though the art of visual merchandising, i.e. showing the best quality produce on top was 
around since the open stalls in the markets since civilization began, the art of the store 
window was not part of the American psyche until the department stores existed. Early 
on, visual merchandising was called "window trimming." During the 1920s, it was called 
"display," and the denizens of this new world called "Display Man." The term is literal! 
Almost all window trimmers were men. The main reason was mannequins during that 
time weigh between 200 to 300 pounds.  

Heavy, clumsy, and hard to maintain, the mannequins were both the pearl and the bane of 
a Display Man's job. Most mannequins were made of wax, and as already mentioned, 
they melt! "One pre-Prohibition window featured mannequins arranged as if at a small 
dinner party. The 'hostess' held a glass of wine in her hands, frozen in a toast. The 
window dresser was so pleased that he went home early that night." "When he noticed a 
crowd gathered around his display the next morning, he was sure it was in admiration of 
his work. Proudly pushing his way through the assemblage, he was shocked to see that 
his hostess had softened shamefully under the heat of the lamps. She was slumped over 
the table, her mouth sagging, the spilled wineglass still clutched in her now limp hand.  

The congenial atmosphere of the night before had become the 'morning after,' a wine-
stained scene not likely to sell the store's apparel." (Source: Mannequins: Fantasy Figure 
of High Fashion, Smithsonian Magazine) Some mannequins were made of papier-mâché. 
Once they get wet, they bloat and literally fall apart! Even with all these problems, 
mannequins were often used by the Display Men. Visual Merchandising love affair with 
the mannequin has begun.  
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Some ideas to keep in mind:  
• Store windows should be placed and lit from within, to encourage maximum 

visibility into stores and restaurants. 
•  Use lighting to focus attention on the window displays, particularly onto the 

merchandise itself.  
• Change window displays often to keep passerby interested, to encourage fun and 

surprise, and to draw in customers.  
• Display small merchandise at the front of the display window space, at eye level.  
• Consider using a store's 2nd level windows, even 3rd level windows, if associated 

with retail below, to display merchandise.  
• Use of lighting by tenants to accentuate the architectural feature of their host 

buildings, should be encouraged.  
• Window displays should be lit during store hours, and after store closing. 

 
In recent years, clothing retail competition has generally intensified due to the 
consequences of new technologies, more sophisticated management practices and the 
internet. TV, digital billboards and catalogues have all commonly been used in the 
advertising sector. These communication instruments have an effect on consumers’ 
shopping attitudes in an increasingly competitive marketplace. In addition, the designing 
of store windows has continued to have an important effect on advertising products. This 
is an important point to be taken into consideration by both clothing retailers and 
designers. Store window displays are regarded as a key instrument of a retailer’s 
communication and visual merchandising strategy. They are an integral part of a 
consumer’s surrounding during his/her shopping experience and therefore have an impact 
on consumer behavior in retail settings. Window displays serve two main purposes: to 
identify the store and its product (e.g. promotion, merchandise and fashion), and to 
induce consumers to have shopping attitudes. Window displays give a wide variety of 
information about a store. By showing a representative merchandise offering, a store can 
create an overall image. By showing fashionable or seasonal goods, a store can show that 
it is contemporary. By showing sale items, a store can lure price-conscious consumers. 
By showing eye-catching displays that have little to do with its merchandise offering, a 
store can attract pedestrians’ attention. By showing public service messages (e.g., a 
window display for the Jerry Lewis Telethon), a store can show its concern for the 
community. Therefore, consumers may often use window displays to obtain information 
about a product category (e.g., the latest trends/innovations) and a retail clothing store. 
Although store windows have a very important effect on consumers, there has not been 
significant empirical evidence regarding the effect of window displays on consumers’ 
shopping attitudes. In addition, it is not clear how consumers perceive different types of 
store windows in the sale of retail clothing.  
 
There are about half a dozen different types of window structures presently being used by 
retail stores, as discussed by a number of researchers. However, of these, there are three 
major types in the context of clothing retailing from which many combinations are 
possible: flat, arcade and corner windows. For flat windows, storefront glazing is 
projected as far forward as possible and built in a straight line, with an entrance door 
aligned or set back from this line. The arcade window extends from a store’s entrance set 
back between two windows, which allow a store with fewer frontages to increase its 
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windows space in which to show merchandise. Because the store windows on linear axes 
such as flat and arcade windows are the subject of this work, corner windows specifically 
designed for those shops located on corner properties are excluded from this study. 
Hence, this research seeks to investigate the effect of the two most common types of store 
windows (flat and arcade) in the context of retail clothing sales. Specifically, using digital 
pictures of two types of store windows, this study examines the relationships between 
consumers’ perception of store windows and shopping attitudes with general 
characteristics of store windows. 
 
Consumers’ Perception of Store Windows and Shopping Attitudes 
A number of previous studies have supported the idea that store image attributes play an 
important role in affecting consumers’ shopping attitudes and patronage behaviors. These 
researchers have primarily examined the effect of environmental attributes on consumer 
evaluations of store image. In these studies, a link has been found between consumers’ 
perception of store windows (promotion, merchandise and fashion) and shopping 
attitudes such as intention to purchase a product. Available studies generally include 
consumers’ shopping attitudes relating to window displays. Sen. et al.  For instance, used 
Feldman and Lynch’s accessibility–diagnostic framework to examine how the 
information acquired from window displays might be related to two key shopping 
attitudes: entry and purchase. This framework also enabled them to examine the role of 
consumers’ product-category and store-related knowledge in moderating the relationships 
between such acquisitions and their shopping attitudes. A large body of literature 
suggests that consumers’ likelihood of using a particular informational input to make a 
decision depends on both its accessibility and perceived diagnostic. More importantly, 
certain types of information culled from window displays are likely to be diagnostic to 
the store entry decision. Consumers may enter a store based on its window displays for 
several different reasons. They may enter to obtain further information about a specific 
line or item of merchandise that they saw displayed in the store window, whether or not 
they intend to purchase that item at that time in that store.  
 
Similarly, consumers may enter to learn more about or take advantage of the sale they 
saw announced in the window display. More generally, store entry may result from 
consumers’ affinity for the types of merchandise a store displays in its windows. In other 
words, because of their diagnostic to the store entry decision, the observed store-related 
elements of window displays, such as store merchandise, can serve as a direct incentive 
to enter the store. Purchase intentions have been widely-used in the literature as a 
predictor of subsequent purchases. A number of studies have supported the notion that 
store image is an important component of store patronage. More specifically, Buckley 
[18] found a link between store image and intention to purchase merchandise. Therefore, 
window displays can affect store-wide sales through numerous mechanisms. For 
example, consumers’ decision to patronize a particular store may be based on information 
obtained from its windows, regarding overall image and range of merchandise. More 
specifically, window displays can act as a more direct point-of-purchase promotional 
device by stimulating the purchase probability of the displayed merchandise. 
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Store Windows 
 
------------------------------------------------------------------------------------------------------------ 
8.4 CREATIVE DISPLAYS 
------------------------------------------------------------------------------------------------------------ 
Creating an attractive product display can draw the customer in, promote a slow-moving 
item, announce a sale, or welcome a season. If your store front is fortunate enough to 
feature one or more windows, then you have one of the most proven (and least expensive) 
forms of advertising at your disposal. Some stores located in a mall or other structure 
may lack windows, but don't despair. There are many places throughout the store to build 
beautiful displays. Take a look at the flow of traffic in your store. Are there any areas that 
are a focal point for customers? Your local community may have individuals or visual 
merchandising companies you can hire to dress your windows, but if you're concerned 
with saving money, the following tips will help you create an attractive display. 
 
Visual Display Tool Box 
Before designing a product display, put together a visual display tool box to keep on 
hand. By having all of these items in one location it will save time in actually preparing 
the display. 
• Scissors, Stapler, Two-Sided Tape, Pins  
• Hot glue sticks and glue gun  
• Monofilament Fishing Line  
• Tape Measure  
• Razor Blade/Utility Knife  
• Hammer, Nails, Screwdriver, Screws  
• Notepad, Pencil, Marker  
• Signage, Sign Holders  
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• Glass Cleaner/Paper Towels  
• Props (Non-merchandise Items)  

Take time to plan the display. Consider what you want to accomplish, develop a budget 
and determine a central theme. You may even want to sketch your display on paper. 
Gather your visual display tool box, the merchandise and any props. Make sure all 
materials and location (tables, windows, racks) are clean. Choose a slow time of the day 
or build the display after hours. 
 
Elements of Effective Visual Merchandising 
 
• Balance: Asymmetrical rather than symmetrical balance with the display.  
• Size of Objects: Place the largest object into display first.  
• Color: Helps set mood and feelings.  
• Focal Point: Where product and props/signage and background come together.  
• Lighting: Should accent focal point, if possible.  
• Simplicity: Less is more so know when to stop and don't add too many items. 

 
Once the display is finished, add appropriate signage. Take photos of the display and 
keep record of the product sales during the display's existence. Save your information in a 
file folder for easy reference. By documenting its success, you can re-create the display 
next year or if it flops, you can make sure you don't repeat the same mistakes. Like any 
other aspect of retailing, creating an attractive display takes a little skill and lots of trial 
and error. As your store changes, so will your opportunities for visual displays. Keep 
working at designing eye-catching and innovative ways to make your retail store 
profitable through visual merchandising. While individual creativity and artistic flair play 
a major role in merchandise displays, here are some main principles that you should 
consider: 
 

• Good displays tell a story or have a theme. 
• Keep displays simple. Don’t include too many items. 
• Try portraying your products in use. 
• Focus on impulse items. 
• Use proper lighting and props. 
• Use well-stocked power walls/displays to show best sellers. 
• Show complementary/coordinating items together. 
• Integrate your advertising into your displays. 
• Use motion to attract attention. 
• Focus on best sellers/hot items. 
• Unless you’re a pro, keep it simple. 
 

As a retailer, your window display is your first chance to capture your customers' 
attention. From their point of view, if your window is interesting, chances are that your 
store will be too. The problem is that retailers don't want to spend a lot of money and 
time on window displays because they have to be changed fairly often. But keep in mind, 
retail windows are seen anytime day or night and are one of your most important and 
effective advertising tools. 
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Retailers are always looking for fresh ideas to satisfy their needs without the big expense. 
Keeping a display window simple is the name of the game when your end result is to sell 
your product. Usually a retailer sets up a front window display with a backdrop to set 
your front window apart. Retailers often use wallpaper or fabric for their backdrop, but 
we have found a fresh, new product called rub on mural transfers. Rub on transfers add a 
simple, clean and finished look to any backdrop. If you are not familiar with mural 
transfers, go online and see what these companies have to offer in the way of designs. 
Mural transfers can be rubbed on to just about any surface: walls, boards, screens, tiles, 
or even glass. The possibilities are endless and the result is colorful, fully detailed designs 
that look hand painted. The other fun part about working with these transfers is that you 
can design how they are arranged for your individual display. 

The cost for these transfers is not overly expensive and some mural transfer companies 
have beautiful designs for about $40-60. Imagine graphic ornamental butterflies as a 
backdrop for a children's boutique clothing line, bright colorful balloons for a children's 
shoe store or how about a "faux" wrought iron headboard to show off your beautiful bed 
linens. Some of these companies have architectural elements, trompe l'oeil designs, 
mosaics, dangling Gerber daisies, borders and frames which can be configured to your 
own space. Mural transfers are great for displays inside your store as well. Remember 
that hiring a custom muralist or faux finisher might not be in your budget. By using mural 
transfers, you are able to provide a creative and customized solution for your store at a 
fraction of the price. 

The eye catching graphics might be just the thing to show off your product without over 
shadowing it. Mural transfers are affordable, easy to apply, and do not make a mess 
which makes them an excellent solution. With a little creativity and effort, this could be 
your most dramatic window display yet! 

 
------------------------------------------------------------------------------------------------------------ 
8.5 SIGNAGE 
------------------------------------------------------------------------------------------------------------ 
Too often, retailers spend big money on external Advertising campaigns involving flyers, 
handouts, coupons, newspapers and other media ... then overlook the impact of in-store 
communication and presentations. As much as 80% of all sales are generated at point of 
purchase by signage, displays and events within the store. This far outweighs any other 
type of promotional or marketing event. Signage is the "silent salesperson" for the retailer 
and must reflect your image. Handwritten signs are essentially taboo. Professionalism is 
everything in your store and the same holds true with your signage. There are four 
different types of signs: 
 
1) Promotional signs: For off-price events or specials. 
2) Location signs: For direction to specific departments. 
3) Institutional signs: For store policies, charitable events. 
4) Informational signs: For product related features/ benefits/prices. 
 
Consider the following ideas when designing your next signage campaign: Make your 
signs short and sweet. You have three seconds to tell the customer what you want them to 
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know. Create a consistent look. Color, size, type, style, and layout should be consistent. 
Use feature/benefit/price signs. Only post positive signs about your policies. If it's 
negative, either change it or don't post it. Say "Save $10", instead of "10% off". It’s 
usually much more powerful. Retail store signage has been called the “Silent Salesman” 
and for good reason. Signs directly communicate with customers in efficient and direct 
ways to help sell your products, guide shoppers through your store, and promote special 
offers and discounts. Signs come in all shapes, sizes and colors to fit your store’s décor 
and your marketing message. For centuries merchants have been using signs to attract 
customers. In ancient Rome vendors would inscribe their store’s name on the city’s stone 
walls to attract customers. A practice that is not much different from today’s signage 
except now if you carved your name into a wall you’d be arrested for vandalism in most 
states! 
 
Signs can be divided into two categories: indoor signs and outdoor signs. Both types of 
signs have their own particular uses. Indoor signs are used to help guide and enhance the 
customer’s shopping experience when they are in your store. Outdoor signs are used to 
get customers into your store: promote in-store events, specific products, services or sales 
that are going on “inside”. Outdoor banners are perfect for this kind of advertising. 
Banners are large and colorful and get the attention of cars and vehicle traffic as it passes 
by. Banners are great for promoting sales, grand openings, and services. Banners are easy 
to use and are reusable. Most come preinstalled with grommets and/or tie-downs so they 
can be easily attached to buildings, windows, walls or wherever attention is needed. 
Freestanding sidewalk signs are another type of outdoor signage that is great for getting 
you message seen right were your potential customers are. Sidewalk signs come with 
changeable letters or have write-on/wipe off surfaces that can be changed along with your 
promotional schedule with just a simple wipe of a towel. 
 
Indoor signs are used to help guide the customer’s shopping experience when they are in 
your store. Signs have a wide variety of uses, they can create a unique environment with 
colors and graphics, but they can also simply call out a price or an offer. One of the most 
common in-store signs is the point-of-purchase sign. Menu signs and boards are a great 
example of point of purchase signs as well as category signs in video and music stores. 
This type of sign helps the customer in the shopping process and creates a more 
comfortable environment. Signs are a great investment that will change the way your 
store communicates with its customers. You could be selling the best “widget” in town 
and at the best price, but if you do not have an outdoor banner or sign telling everyone 
you have it, you won’t even sell one “widget”. Even if you got your customers inside 
your store they would never find the “widget” if there is no point of purchase signs 
pointing them in the right direction and advertising your great price. That is why retail 
store signage is called the “Silent Salesman” because they communicate with customers 
in efficient and direct ways and never ask for a coffee break! 
With Signage, you'll be able to: 

• Promote new products, special offers, and sales using in-store screens  
• Show product demonstrations and testimonials  
• Educate customers about loyalty programs (ideal for supermarkets and grocers)  
• Encourage shoppers to sign up for private-label and co-branded store credit cards  
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• Reduce perceived waiting times by combining live TV with other engaging 
content  

• Deliver ads from suppliers or third-party advertisers on digital retail signage  
• Show maps of your store or mall near the entrance or lobby area  
• Draw customers through the door by placing a display in your store window 

(ideal for convenience stores)  
• Let shoppers respond to promotions using their mobile phones (requires a third-

party text messaging/SMS service)  
• Broadcast training videos, safety tips, and messages from management  
• Display emergency alert messages  
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------------------------------------------------------------------------------------------------------------ 
 SCOPE AND CHALLENGES OF VISUAL 
MERCHANDISING 
------------------------------------------------------------------------------------------------------------ 
Structure 
 
9.0 The scope of visual merchandising 

9.1 Regional supermarkets with a difference 

9.2 Consumer Behavior and its influence 

9.3 Challenges for organic retailers 

9.4 Specific shop facings attract different customer segments 

------------------------------------------------------------------------------------------------------------ 
9.0 THE SCOPE OF VISUAL MERCHANDISING 
------------------------------------------------------------------------------------------------------------ 
Visual merchandising, until recently called simply merchandising, is the activity of 
promoting the sale of goods, especially by their presentation in retail outlets. (New Oxford 
Dictionary of English, 1999, Oxford University Press). This includes combining product, 
environment, and space into a stimulating and engaging display to encourage the sale of a 
product or service. It has become an important element in retailing that is a team effort 
involving senior management, architects, merchandising managers, buyers, the visual 
merchandising director, designers, and staff. Visual merchandising starts with the store 
building itself. The management decides on the store design to reflect the products the store 
is going to sell and how to create a warm, friendly, and approachable atmosphere for its 
potential customers. 

Many elements can be used by visual merchandisers in creating displays, including color, 
lighting, space, product information, sensory inputs such as smell, touch, and sound as well 
as technologies such as digital displays and interactive installations. Visual merchandising 
is not a science; there are no absolute rules. It is more like an art in the sense that there are 
implicit rules but that these also exist to be broken for striking effects. The main principle 
of visual merchandising is that it is intended to increase sales, which is not the case with a 
"real" art. 

Visual merchandising is one of the final stages in trying to set out a store in a way that 
customers will find attractive and appealing and it should follow and reflect the principles 
that underpin the store’s image. Visual merchandising is the way one displays 'goods for 
sale' in the most attractive manner with the end purpose of making a sale. "If it does not 
sell, it is not visual merchandising." Especially in today’s challenging economy, people 
may avoid designers/ visual merchandisers because they fear unmanageable costs. But in 
reality, visual merchandisers can help economies by avoiding costly mistakes. With 
guidance of a professional, retailer can eliminate errors, saving time and money. It is 



 122

important to understand that the visual merchandiser is there, not to impose ideas, but to 
help clients articulate their own personal style. Visual merchandising is the art of 
implementing effective design ideas to increase store traffic and sales volume. VM is an art 
and science of displaying merchandise to enable maximum sale. VM is a tool to achieve 
sales and targets, a tool to enhance merchandise on the floor, and a mechanism to 
communicate to a customer and influence his decision to buy. VM uses season based 
displays to introduce new arrivals to customers, and thus increase conversions through a 
planned and systematic approach by displaying stocks available. Recently visual 
merchandising has gained in importance as a quick and cost effective way to revamp retail 
stores. 

A close sister to visual merchandising is "retail experience". "Customer experience" looks 
at the same issues around product presentation but from the customer perspective, rather 
than the retailer perspective. In optimal retail environments such as the Apple Retail Stores, 
the visual merchandising, customer experience, and store design are all in synch creating 
amazing environments and unbelievable sales 
------------------------------------------------------------------------------------------------------------ 
9.1 REGIONAL SUPERMARKETS WITH A DIFFERENCE 
------------------------------------------------------------------------------------------------------------ 
A supermarket is a self-service store offering a wide variety of food and household 
merchandise, organized into departments. It is larger in size and has a wider selection than 
a traditional grocery store and it is smaller than a hypermarket or superstore. The 
supermarket typically comprises meat, fresh produce, dairy, and baked goods departments 
along with shelf space reserved for canned and packaged goods as well as for various 
nonfood items such as household cleaners, pharmacy products, and pet supplies. Most 
supermarkets also sell a variety of other household products that are consumed regularly, 
such as alcohol (where permitted), household cleaning products, medicine, clothes, and 
some sell a much wider range of nonfood products. 
 
The traditional suburban supermarket occupies a large amount of floor space, usually on a 
single level, and is situated near a residential area in order to be convenient to consumers. 
Its basic appeal is the availability of a broad selection of goods under a single roof at 
relatively low prices. Other advantages include ease of parking and, frequently, the 
convenience of shopping hours that extend far into the evening or even 24 hours a day. 
Supermarkets usually make massive outlays of newspaper and other advertising and often 
present elaborate in-store displays of products. The stores often are part of a corporate 
chain that owns or controls (sometimes by franchise) other supermarkets located nearby — 
even transnational — thus increasing opportunities for economies of scale. 
 
In North America, supermarkets typically are supplied by the distribution centers of its 
parent company, such as Lob law Companies in Canada, which operates thousands of 
supermarkets across the nation. Lob law operates a distribution center in every province — 
usually in the largest city in the province. Supermarkets usually offer products at low prices 
by reducing their economic margins. Certain products (typically staple foods such as bread, 
milk and sugar) are occasionally sold as loss leaders, that is, with negative profit margins. 
To maintain a profit, supermarkets attempt to make up for the lower margins by a higher 
overall volume of sales, and with the sale of higher-margin items. Customers usually shop 
by placing their selected merchandise into shopping carts (trolleys) or baskets (self-service) 
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and pay for the merchandise at the check-out. At present, many supermarket chains are 
attempting to further reduce labor costs by shifting to self-service check-out machines, 
where a single employee can oversee a group of four or five machines at once, assisting 
multiple customers at a time. 
A larger full-service supermarket combined with a department store is sometimes known as 
a hypermarket. Other services offered at some supermarkets may include those of banks, 
cafés, childcare centers/crèches, photo processing, video rentals, pharmacies, and/or gas 
stations. Supermarkets use stock rotation, the practice of moving products with an earlier 
sell-by date to the front of a shelf so they get picked up and sold first. 
------------------------------------------------------------------------------------------------------------ 
9.2 CONSUMER BEHAVIOUR AND ITS INFLUENCE 
------------------------------------------------------------------------------------------------------------ 
Consumer behavior (in consumer business context) referred to as the study of when, why, 
how, where and what people do or do not buy products.[1] It blends elements from 
psychology, sociology, social, anthropology and economics. It attempts to understand the 
buyer decision making process, both individually and in groups. It studies characteristics of 
individual consumers such as demographics and behavioral variables in an attempt to 
understand people's wants. It also tries to assess influences on the consumer from groups 
such as family, friends, reference groups, and society in general. Customer behavior study 
is based on consumer buying behavior, with the customer playing the three distinct roles of 
user, payer and buyer. Relationship marketing is an influential asset for customer behavior 
analysis as it has a keen interest in the re-discovery of the true meaning of marketing 
through the re-affirmation of the importance of the customer or buyer. A greater 
importance is also placed on consumer retention, customer relationship management, 
personalization, customization and one-to-one marketing. Social functions can be 
categorized into social choice and welfare functions. Each method for vote counting is 
assumed as a social function but if Arrow’s possibility theorem is used for a social 
function, social welfare function is achieved. Some specifications of the social functions 
are decisiveness, neutrality, anonymity, monotonocity, unanimity, homogeneity and weak 
and strong Paretooptimality. No social choice function meets these requirements in an 
ordinal scale simultaneously. The most important characteristic of a social function is 
identification of the interactive effect of alternatives and creating a logical relation with the 
ranks. Marketing provides services in order to satisfy customers. With that in mind, the 
productive system is considered from its beginning at the production level, to the end of the 
cycle, the consumer (Kioumarsi et al., 2009). 

Belch and Belch define consumer behavior as 'the process and activities people engage in 
when searching for, selecting, purchasing, using, evaluating, and disposing of products and 
services so as to satisfy their needs and desires'.' 
 
Consumer Behavior: What does it influence? 
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• For organic retailers Challenges for organic retailers 
• Optimize quality perception indoor and outdoor 
• To handle flood of available single items in context of limited space 
• Customer oriented product 
• Presentation and product placement 
• Competence of sales persons 
• Personal customer – shop owner relation 

 
Information search 
Once the consumer has recognized a problem, they search for information on products and 
services that can solve that problem. Belch and Belch (2007) explain that consumers 
undertake both an internal (memory) and an external search. 

Sources of information include: 
• Personal sources  
• Commercial sources  
• Public sources  
• Personal experience  

The relevant internal psychological process that is associated with information search is 
perception. Perception is defined as 'the process by which an individual receives, selects, 
organizes, and interprets information to create a meaningful picture of the world' 

The selective perception process 
Stage Description:   
 

• Selective exposure consumers select which promotional messages they will expose 
themselves to. 
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• Selective attention consumers select which promotional messages they will pay 
attention to 
Selective comprehension consumer interpret messages in line with their beliefs, 
attitudes, motives and experiences 

• Selective retention consumers remember messages that are more meaningful or 
important to them 

 
The implications of this process help develop an effective promotional strategy, and select 
which sources of information are more effective for the brand.CV. 
 

 
 

Decision-Making with regard to retail outlet selection is very similar to consumer decision-
making on brands where the consumer goes through a process starting from identifying 
needs to post-purchase issues. There are a few interesting and important dimensions 
associated with consumer behavior and retail outlet selection.  

• Does the retail outlet have psychological implications on the target segment? When 
Titan and Timex watches were retailed through exclusive shops, consumers wanting 
lower-end watches probably felt that a typical Titan showroom was too elitist, 
which could have had a negative impact.  
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• Does selection of outlets vary in accordance with types of product categories? 
While buying a TV or a washing machine, would consumers visit an exclusive 
showroom of BPL, Onida or Sony, or would they visit a multi-brand outlet?  

• Would there be differences in the psychographic (and demographic) profiles of 
consumers choosing outlets? What is the sequence in which consumers are likely to 
go about their decisions? Will they select the brand or the category first before 
choosing the outlet?  

• What is the impact of the image developed by a retail outlet? Is Food World 
different from a neighborhood grocery shop in the minds of consumers? What kind 
of perception are consumers likely to have with regard to shopping from an online 
outlet such as Fabmart vis-à-vis a brick-and-mortar outlet like Fountainhead or 
Landmark?  

• Would consumers be interested in store or retail brands? Traditionally, retailers 
have been carrying manufacturers' brands. But in recent times (at least to a 
significant extent in the foods category), supermarkets such as Food World have 
started carrying retail or store brands. Nilgiri's is another example in the South 
which carries its own brands of chocolates, biscuits and other commodities.  

• What contributes to retail equity or retail image or retail loyalty?  
• How do retail outlets handle perceived risks?  

 

Marketers need in-depth knowledge about the various dimensions which link retailing and 
consumer behavior. There is research required to handle retail decisions in a competitive 
context. McDonald's found that a major chunk of its consumers decide to eat a few minutes 
before they make the purchase decisions and hence it is building small outlets in large 
supermarkets such as Wal-Mart and Home Depot. It is providing play areas to ensure a 
number of families visit its outlets with children. A few companies also operate through 
kiosks in airports, malls and high-traffic areas. Sunglass Hut is a brand which operates 
kiosks at various places which displays about 1,000 different models along with their 
prices. Consumers could place an order through these kiosks and the product is home-
delivered.  

 
 

Retail outlet selection and brand selection 
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There are three fundamental patterns which a consumer can follow and they could be:  
 
(I) Brand first, retail outlet second  
(ii) Retail outlet first, brand second  
(iii) Brand and retail outlet simultaneously.  
 
A consumer wanting to buy a car may collect information on brands and purchase it from a 
retail outlet based on his perception of price offered or after-sales service provided by the 
outlet (typically, search for information on brands is followed by retail outlet selection in 
durables). In certain product categories, especially where `category killers' exist, consumers 
may think of the retail outlet initially and then the brands (television, refrigerator and audio 
products retailed through outlets like Vivek and Co. in the South, could be an example).  
One more dimension may be to compare brands in the evoked set at retail outlets which 
also exist in an evoked set of their own. This is highly possible, especially in the Indian 
context where dealers develop a social relationship with consumers, especially in semi-
urban and rural areas. Primary research could be used to discover the specific sequence 
involved in a situation of this kind. A `brand first' dimension may need feature-based 
advertising and a `retail outlet first' dimension may require a set of point-of-purchase 
(POP) materials and special training to sales personnel to recognize the needs of 
consumers.  

Further, if it is known that a number of consumers may be oriented to visit their favorite 
retailer (before obtaining information on brands) in a geographical area, there would have 
to be more emphasis on regional/local advertising which highlights the retail shop rather 
than regular brand-based national advertising.  

Strategies and sequences  

Retail outlet first and brand second: When a number of consumers follow this sequence of 
decision-making, display of point-of-purchase material and building the image of the outlet 
becomes important. The manufacturer of the brand may have to ensure that the brand (and 
the variants demanded) will be available at the key outlets in a locality. Point-of-purchase 
materials which are to be used at the retail outlet may require primary research - should 
visuals be used, should product features be used, should the POP material be in the regional 
language. There may also be a need to monitor competition from other retail outlets to 
ensure that consumers are kept satisfied in terms of service, price, promotional deals and 
ambience. This is especially applicable to durables retailing in India (in cities). Retailers 
attempt to increase consumer traffic by providing a number of `add-ons'.  

Brand first and outlet second: The brand was probably thought of by the consumers 
because (i) the consumers may not have developed a relationship with any retailer which is 
strong enough to get into the `evoked retail set' or (ii) the brand has got into the evoked set 
because of advertising or positive word of mouth. Local advertising with the mention of 
brand names which have already got into the evoked set would enable consumers to be 
`pulled' to the outlet.  Primary research may be required to identify the brands in the 
evoked set. This feedback may have to be provided by the manufacturers of a brand to 
retailers in various regions (especially if it is a brand with a major chunk of the market and 
one which is nationally advertised). Even multinational outlets could make use of this 
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approach and mention the brands in the evoked set (in a given geographical area). This is 
likely to improve traffic to the outlet. Besides, the evoked set could also change from time 
to time depending on the strategies of brands.  

About two decades ago, brands like Solidaire, Dyanora and Crown may have been top-of-
the-mind (in a specific geographical area) but slowly gave way to other brands - these 
changes should be captured (how often this happens, why, and the differences between 
markets) to formulate retail strategies. The local advertising could be different from the 
national advertising for the brand. A brand may be advertised on features nationally but the 
retail outlet in may prefer to highlight the effective after-sales service associated with the 
brand as this may be a priority of consumers. The combination of `push-pull' strategy is 
shown in the above table. The interest generated in the brand would have to be backed by 
good pre-sale services at the outlet.  

Brand and retail outlet simultaneously: When consumers think of the brand and retail 
outlet together, it means that they have a certain preference for the outlet and would like to 
check the evoked set of brands there. The marketer would have to carry out primary 
research to find out specific markets where consumers have a very positive relationship 
with retailers. This is important because of the influence of retailers over the purchase 
behavior of consumers in the Indian context.  

It may also be worthwhile to check if the evoked brands are carried by the retailers who 
have a positive relationship with the target segments. This is to ensure that the retailers who 
have a favorable perception among the target segment carry the desired brands. Failing this, 
consumers may turn to a different retailer, which would be to the disadvantage of a retailer 
who has already won the confidence of consumers. Retail sales personnel also become 
important in this situation. The prospective consumers are "carried over" to the purchase 
stage by the store personnel and hence there should be incentive programmers for the store 
personnel.  

If a company such as BPL or Videocon is dealing with a number of brands/sub-brands, it 
has to ensure the availability of specific brands which may interest the consumers. If the 
retail outlet is a large one dealing with a number of brands (like Vivek), a shop-in-shop 
arrangement may be preferable. This model puts the brand in focus and reinforces the 
positive association a consumer may have about it. A considerable amount of pre-sale 
service would have to back up the shop-in-shop concept.  

The shop-in-shop concept creates an aura of exclusivity. Consumers tend to have higher 
expectations about the pre-sale service and the attention given to them. A large store also is 
likely to stock several brands and hence all brands in the evoked set would have to compete 
with each other to progress from the evoked set to choice set. Large outlets may also have a 
built-in provision for a lower price (because of volumes) and hence may be in a better 
position to clinch the deal with consumers who may simultaneously consider both the 
brand and the retail outlet.  
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------------------------------------------------------------------------------------------------------------
9.3 CHALLENGES FOR ORGANIC RETAILERS 
-------------------------------------------------------------------------------------------- 
The challenges to the industry include: 
 

1. Regulations and requirements. The county of origin labeling, which Wild Oats 
has already complied with, but will leave some problems out there, especially 
for the growers because the retailers are going to shove the identity down that 
low. Procedures for displaying organic are additional issues. Insurance is a big 
problem for the small growers; they cannot come to us without insurance, 
especially in terms of food safety. What we are doing is working with the Farm 
Bureau to put together a blanket policy for 6 to 8 growers to participate so we 
can use those growers.  

2. Traceability. Traceability is a major issue, and one that the industry is worried 
about. I know the FDA wants to be able to trace the food should there be a food 
safety problem. That requires records on our part and on the part of the 
growers, and this represents an added burden.  

3. Supply of product, which has been talked about, is also a concern. We need to 
get additional sources of supply, especially during the winter, so that we can 
continue the growth in organic.  

4. Transportation is going to become a critical challenge. Most of the small 
retailers, like Wild Oats, don’t own trucks. So, the issue is both the availability 
of trucks and the cost of fuel. The recent changes in the cost of fuel have been 
scary. Another component of that is that the trucking industry says in the next 6 
years, half of their drivers will retire. 

5. "Modified" products — GMOs — are also a challenge. We are going to have 
problems with this, especially in our industry as we try to make sure that 
consumers don’t worry about modified products and organic food.  

6. Consumer product and industry knowledge is also a challenge. On the retail 
end, because the cost of goods and of growing organic food is higher, we have 
a problem with sticker shock. Produce is not so bad, but meat and some of the 
other goods are. So, we have to look at consumer education and talk about the 
benefits of organic food. This is a huge challenge for us 

Identifying Physical Challenges & Barriers to Employee Excellence 
Employees in every position of the retail operation need physical tools to do their job well. 
Ladders, mops, brooms, pens, pencils (with erasers), rubber bands, forms, ink, computer 
paper, receipt paper, and toilet paper are examples. When physical supplies are missing or 
not easily accessible to the employees who need them, it creates hassles, time delays, and 
substandard execution with tasks.  
 
Examples of Physical Challenges & Barriers  
(Supplies that are missing, inaccessible, or absent) 
• Forms or templates are outdated and require workarounds  
• System glitches, slowdowns, malfunctions, complications  
• Equipment is broken or inadequate  
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• Cleaning or office supplies don’t exist or are frequently out of stock  
• Supplies aren’t easily accessible when and where needed  
• Don’t have the right tool for the right job (hammering with shoes, opening boxes 

with keys, box cutters as screwdrivers)  
 
Identifying Time Challenges & Barriers to Employee Excellence  
There always seem to be more tasks than time in a retail operation, but lack of time is not 
always the result of unmotivated or slow-moving employees. Inefficient processes, 
antiquated procedures, competing priorities, and time-wasting activities are legitimate time-
eating barriers that can and should be eliminated.  
 
Examples of Time Barriers 
(Not enough time to get all duties completed or done well)  
• Distractions and constant interruptions  
• Conflicting priorities  
• Cumbersome and inefficient processes  
• Overcomplicated Procedures  
• Busy work  
• Too many duties assigned  
• No guidelines about which tasks can wait  

 
Identifying Logistical Challenges & Barriers to Employee Excellence  
When your expectations require an employee to be in two different places at the same time, 
or to do two different tasks at the same time, there is a logistical barrier. “They’re just 
going to have to figure out how to get it all done,” is an unworkable management strategy 
that sets employees up for failure.  
Examples of Logistical Barriers 
(Being in two places at one time, doing two different jobs at the same time)  
• Answering inbound phone calls while running the cash register  
• Walking with customers to find merchandise while stocking shelves  
• Assisting customers to their car with purchases when you can’t leave the 

store/register unattended  
• Monitoring dressing rooms while working the sales floor  
• Cleaning restrooms and anything else  
• Paperwork and anything else  

 
Identifying Knowledge Challenges & Barriers to Employee Excellence  
Lack of knowledge is an insurmountable barrier. Employees simply can’t do what they 
don’t know how to do. And more often they not, they don’t even know what they don’t 
know until someone is screaming at them for not knowing it.  
Lack of training, reference materials, cheat sheets, or access to experts will create 
incompetence and render employees incapable of doing their job well, no matter how 
willing they are to succeed.  
Examples of Knowledge Barriers (Lack of training or reference materials)  
 

• No telephone book, mall directory, street map, or GPS to give directions assistance  
• No “cheat sheets” for unusual transactions  
• No FAQ’s documented with accurate, up-to-date answers  
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• No helpline, or emergency contact numbers easily available  
• No on-call staff, or negative consequences for utilizing them  
• No employee contact information to clarify specific transactions  
• No system for capturing and documenting the knowledge and experience of 

senior employees 
 
------------------------------------------------------------------------------------------------------------ 
9.4 SPECIFIC SHOP FACINGS ATTRACT DIFFERENT CUSTOMER 
SEGMENTS 
------------------------------------------------------------------------------------------------------------ 
Retail is a competitive business. Even if your product is completely unique, you still have 
competition. There is always another store down the street - or in the next cyber-mall - that 
is aiming for your customers' wallet. Customers have a limited amount of disposable 
income, but their choices of where to spend it are infinite.  
   
While there are many aspects involved in marketing and gaining customer loyalty, one of 
the most important is your visual presentation. 
      
* Does your merchandise display attract and interest the customer?   
* Is the display busy and crowded? Does it overwhelm and confuse the viewer?   
* Is the display simply bland and unremarkable?  
 
Here are some tips to help you create displays that will get the customers' attention:  
 
Create a focal point 
An overwhelming display or a boring one can both have the same problem - a lack of focal 
point. Think about the following:   
 
* Where do you want your viewer to look?  
* Is there one main feature you want them to notice? 
* Where will the eye travel through the display? 
 
Don't leave this to chance. Plan what the customer should do when they see the display. 
Perhaps a new product is the main focal point, with complimentary items placed in close 
proximity to encourage multiple sales. Many window and table displays are too low. The 
focal point should be at eye level to most viewers. Visitors will not work to get a good look 
at your display, they will simply walk on by without noticing. 
   
Use line and shape to plan your design 
Don't just put your products together willy-nilly. Practice drawing a quick layout to help 
you visualize the plan for your design. 
   
* Will your layout be horizontal or vertical? 
* Will the products be arranged in straight or curved lines, in a pyramid or circular hape? 
* Will the design combine a variety of elements, or just one? 
   
To experiment with this, draw rectangle that is roughly the same shape as your display 
space. Sketch geometric shapes such as squares, rectangles, circles, semi-circles and 
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triangles in various combinations to get a sense of an appealing layout. For instance, a large 
triangle could represent an arrangement of gift ware. A long vertical rectangle to the left of 
the triangle would represent signage placement. 
   
Create balance 
Strong displays have visual balance. Dark colors appear heavier than light ones. Large 
objects appear heavier than small ones. This seems straightforward, but you need to think 
about this as you plan your display. Generally larger, darker items would be placed near the 
bottom of a display, with lighter items at the top to avoid appearing top heavy. Placing too 
many items or heavy looking items on one side appears unbalanced. A grouping of many 
items on one side of the display can be balanced by one heavy item in just the right place 
on the other side. Think of weights on an old fashioned scale to get an idea of how this 
works. Does balance matter? We all respond emotionally to visual stimuli. Creating a 
display is about creating a mood and a desire within the consumer. A lack of balance 
creates an impression of instability and anxiousness. The consumer is not even aware of the 
feeling, he or she simply searches out an environment or merchandise presentation that 
gives them a positive feeling and creates an appealing mood. 
   
Keep it simple 
Don't try to do too much. The goal is to attract attention to the product. On a slat wall, often 
simple rows are the best way to show the merchandise. Too often I have seen displays 
where every row or shelf has a different arrangement. Your goal is to make it easy for the 
customer to find what they are looking for and to make sense of your product arrangement. 
Keep your groupings logical by grouping similar products together, with complimentary 
products nearby. 
   
Use proper lighting   
Lighting is overlooked far too often. When budgeting for store fixtures and merchandising, 
display lighting is not an 'extra'. Lighting your displays properly can make the difference 
between a display that makes people yawn, or makes them stop and look. Displays should 
not be lit directly from the top, or you will get unattractive shadows. Lights should be 
slightly off to the side, and to the front of the display. They should enhance the 3-
dimensional quality of the product. Preferably the display will be lit from more than one 
angle. Lighting should be adjusted every time you change your display. If you don't have 
position able lights in your key display areas, especially windows, get some as soon as 
possible. A good lighting store will have some for a reasonable cost and can give you 
advice on installing and using them. 
   
Look at the display from all angles 
After you have completed your display, step back and look at it. Very few people will see it 
standing directly in front of it. Most displays are approached from the side and seen from 
an angle .Approach your display from all possible angles and view it as a customer would. 
   
* Is your focal point still placed appropriately? 
* Do you need to angle the display to the customer’s viewpoint? 
* Is the signage visible and readable? 
* Does the arrangement still appear balanced? 
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Observe the direction from which most customers approach the display. Make sure that the 
best view of the display is the one that most of the customers will see. Putting these six tips 
into practice will help you create dynamic displays that attract customers. 

 

 
Specific shop facing attract different customer segments 

 
Post modern style attracts younger consumers with higher incomes 

 



 134

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Luxury presentation style attracts consumer groups with higher incomes 

 
 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

Colorful presentation attracts quality oriented consumer groups 
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Simple Presentation attracts altruistic consumer groups 
 
Important attributes for preferred shopping places important attributes for preferred 
shopping places 
   

• Pleasant atmosphere 
• Frequent special price offers 
• Able to taste products 
• Friendly sales people 
• Shopping fast and effective 
• Broad assortment 
• No stress factors 
• Extension offers 
• Low distance to shop 
• Enjoy shopping 
• Sufficient parking areas 

 
Critical competition areas for organic retailers Critical competition areas for organic 
retailers 

• Price image: too expensive 
• Less favored locations 
• Shopping slow and less effective 
• Less shopping comfort 
• Needed conventional items has to be bought on separate markets 

 
Potentials for organic retailers Potentials for organic retailers, mainly in fruits / 
vegetable area (unpacked sales) potential 
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• Better appearance of freshness 
• Better care of assortment 
• Broader organic assortment 
• e.g. exotic fruits, cheese, high quality bread) 
• Better possibilities to position with regional messages 
• Sales people are able to steer purchase activities  
• More trustful in consumer Eyes 

 

 
Potentials for organic retailers Potentials for organic retailers, mainly in fruits / 

vegetable area (unpacked sales) potential 
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