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— About this book

This participant handbook has been designed to enable training for the specific Qualification Pack (QP).
Each National Occupational Standard (NOS) has been covered across units. The key learning objectives
for the specific NOS mark the beginning of the units for that NOS. The symbols used in this book have
been described below.

Deputy Managers (Retail Store Department) are responsible for building/managing a store operations
team and understanding customer segments, their product and brand preferences, competition and
sales techniques and incentives that affect incremental customer purchases. The individual in this
position needs to be physically fit to withstand working in a retail environment while being customer-
responsive. The person should have excellent product knowledge, interpersonal, and listening skills,
people management and business planning ability.

1. Knowledge and Understanding: Adequate operational knowledge and understanding to perform
the required task

2. Performance Criteria: Achieve the required skills via hands-on training and complete the necessary
operations within the specified standards

3. Professional Skills: Ability to make operational decisions related to the area of work

The handbook incorporates the well-defined responsibilities of a Deputy Managers (Retail Store
Department) .

— Symbols Used
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— Key Learning Outcomes | ¢

By the end of this module, the participants will be able to:

1.

vk wnN

State the meaning of retail.

Identify the difference between the traditional and modern retail sector.
Identify the traditional forms of retailing in India.

Explain the features of different retail formats.

Identify various departments and functions in a modern retailing operation.
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Unit 1.1 Introduction to Retail

— Unit Objectives | ©

1. State the meaning of retail

List the features and components of retail
Identify the stages in the growth of the retail sector in India

Discuss the reasons for the growth of retail in India

vk wnN

Differentiate between the traditional and modern retail sector

— 1.1.1 Retail

Retail: Originates from the French word ‘Retaillier’, which means ‘to cut, divide into pieces and sell
in small quantities to customers’. In other words, retail is the sale of goods or commodities in small
quantities to customers.

Retailing: Retailing is the activity that enables products, merchandise or services to reach the customers
or end consumer.

Retailer: A retailer is a person or an outlet through which products or services are sold to customers or
end consumers.

Features of retailing

The distinguishing features of retailing are:
¢ Selling directly to customers / consumers.

¢ Selling in smaller units/quantities.

e Location advantages: Closer/convenient to consumers.

¢ Arange of products or services in one place: convenient to customers.

e Differences in service levels: Customer experiences.

e Regular promotions: To attract customers (for example, 20% off on MRP).

e Large number of outlets: more stores.
Key components of a retail store

The key components of a typical retail store are:
e Products and services

e Retail store and store staff

e Customers or consumers

— Activity ‘ % ‘

The retail store and staff are the last stage in the ‘market’ where consumers or customers buy the
products or services that they need.

1. Objective of the activity: To help learners understand how the barter system works.
2. Learning outcome: Learners will be able to understand the barter system.

3. Procedure: Divide the class into three or four groups depending on the size of the class. Give each
group a card with one of the following items written on it:
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Group 1: Rice: 50 kg.

Group 2: Vegetables: 20 kg.
Group 3: Salt and masala: 1 kg.
Group 4: Vessels: 10

Suggested time for the activity: 10 minutes. Once the task is completed, share the feedback and
discuss what you did, why, and how.

Suggested time for discussion: 5 minutes

Debrief: Explain the importance of the barter system as the very first way of the ‘buying’ system.
Explain that money evolved to make buying more flexible and the subsequent growth of retail.

Suggested time for debrief: 5 minutes

— 1.1.2 Growth of the Retail Sector

Reasons for the Growth of Retail in India

The Indian retail market is highly unsettled. However, around fifty percent growth of an organised retail
market can be noticed from 2012 to 2020 reaching its present value of around 12 percent of total
retail. The present Indian retail industry is estimated to increase at a 15 percent and reach 18 pere cent
by 2025. Specific retail items like apparel and accessories, consumer electronics and home and living
accessories will thrust the growth in organised retail this decade.

Rising income levels: More money to spend.

Rising expectations of the young segment of the population: More demand for new and different
products.

Nuclear family structure: Not a joint family structure.
Growing literacy: Understand the market better.
The rapidly expanding middle class: Spending power will be more.

Growing urbanization: The social process whereby cities grow and societies become more urban
(more stores to satisfy the needs of the customers).

Increasing media penetration: Get more information about products and services.

Exposure to international brands and products: Increased demands and explain the traditional
retail scene in India. Highlight the highest and lowest organized retail percentages.

Traditional and Modern Retail Sector

Technology: Technology plays a vital role in modern retail in the following areas: billing software,
customer relationship management, and indent software - which is used to place orders for products
through mails and equipment (used to prevent losses). But the traditional retail sector does not
implement any technology for its growth or improvement.

Systems: Modern retail follows proper procedures for handling customer complaints, product
return policy and ordering procedures. Modern retail companies have their own Standard Operating
Procedures (SOPs) to ensure that the day-to-day operations are taken care of, but the traditional
retailers do not have any specific procedures/systems to handle their stores on a day-to-day basis.
It is a totally biased or one sided decision. This may cause dissatisfaction among their customers.

Size and reach: Modern retail stores are in different formats, depending on the size of the store,
size of the department and the shopping convenience of the customers. They reach customers in
different areas and cater to different segments. Since traditional retail firms do not have the above
features, their size and reach are very limited.
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Service levels: Modern retail stores are in different formats and each format service levels are
different and higher than the traditional retailers. For example in a lifestyle stores, the service levels
are really high, the SOAs will understand the needs of the customers and will help them to select
the right products and also do a consultative selling. The services are offered from entry till exit of
the store. But, in traditional retail forms, the service levels are not par with the modern retail forms;
this is due to different reasons like size, untrained staff, etc.

Scope of products: Since modern retail has different formats, it offers products in various range/
collections, price, size, and quantity. It also caters to customers of different levels. On the other
hand, traditional forms of retail offer a very limited range of products. The customers do not have
much selection of products.

Markets: Unlike the traditional retail sector, modern retail exists in all segments of the market like
urban, rural, semi-urban areas, catering to a wide range of customers.
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Unit 1.2 Retail Formats

— Unit Objectives |9

By the end of this unit, the participants will be able to:

1. List the different types of retail formats
2. Summarize the key features of different retail formats

— 1.2.1 Retail format

Retail format is the overall appearance and feel that it presents to customers, primarily its look and

layout, the sort of range it stocks and the approach taken to pricing.

Size Mini (500-1500 sq ft) Super/Hyper market (2000 — 200,000+ sq ft)
Location Standalone Malls

Range Specialty (narrow range) Departmental (wide range)

Brands Exclusive (one company/brand) | Multi brands (different brands/ companies)
Product type | Staples (everyday products) Life style/Luxury (special occasion/specific)
Price Value/Discount Premium

Fig 1.1 Retail format
Types of retail formats:

Standalone stores
¢ Small to mid-size stores: 500 to 2000 sq ft.

¢ Generally, merchandise one company’s (branded) items.
e Consist of different sections within the store for related products.
¢ Located within the planned shopping mall or on the high street.

e For example, Pantaloons, Nike, Puma, Reebok, Levis, Zodiac, etc.
Department stores
e Large stores: 20,000 to 50,000 sq. ft.

e Cater to a variety of customer needs.

e Further classified into departments such as clothing, toys, home needs, etc.
¢  Multi-brand range.

e Premium priced.

e May be located in shopping malls or on a high street.

e For example, Shoppers Stop, West Side.
Discount stores
e Mid to large size: 2,000 to 10,000 sq ft.

¢ Sellinbulk, reaching economies of scale or excess stock left over at the season to offer discounts.
¢ The product category can range across a variety of goods: food, grocery, apparel.
e Always on discount.

e For example, Mega Mart, Brand Factory, Factory outlets.

— B/
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Specialty stores
e Can range from small to very large: 500 to 100,000+ sq ft.

e Specialise in a very specific range of merchandise and related items.
¢ Build expertise and customer base within this range.

¢ For example Croma, Crossword, Apple Store, Health & Glow.
Convenience stores
e Relatively small stores (400-2,000 sq ft).

¢ Located near residential areas — proximity to consumer.

e Stocks a limited range of high-turnover convenience products.

e Prices are slightly higher due to the convenience factor.

e Generally, sells Fast Moving Consumer Goods (FMCG) and perishable products.
¢ For example, Reliance Fresh.

e This is traditionally the strong hold of local Kirana’s
Supermarkets
e Large size: 2000 to 20,000 + sq ft.

e Self-service stores that offer a wide variety of grocery, processed food, perishables, dairy
products, meat and bakery products, non-food products and household merchandise.

e Organised into departments.

e For example, Food world, More.
Premium store/Lifestyle stores
e Mid to large size: 1000 to 20,000+ sq ft

e Span a wide range of products, entertainment, and luxury/ leisure categories.
¢ Merchandises are offered at premium prices.

e Operation cost is higher than other formats.

¢ level of customer service is high.

e For example, Lifestyle, Central.
Hypermarkets
e Superstores which may combine a supermarket and a department store (covers 150,000 sq ft
to 2, 50,000 sq ft).

e Very large retail facility having an enormous range of products under one roof, including full
lines of groceries, apparel and general merchandise.

e One stop weekly/monthly shopping destination for customers.
e Focus on high-volume and low-margin sales because of their large footfalls.

e For example Big Bazaar, Wal-Mart, Reliance Mart.

e Largest form of organised retailing today (6, 00,000 sq ft to 10, 00,000 sq ft).

¢ Located mainly in metro cities in proximity to urban outskirts.

¢ Lend an ideal shopping experience with a combination of product, service and entertainment.
e Stores, restaurants, cinemas, kids play areas.

e Essentially provide a platform for many retailers/stores to tap into a common consumer base.

e For example, Prestige Mall, Forum Mall, Garuda Mall.
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Unit 1.3 Modern Retailing and You

— Unit Objectives |©

By the end of this unit, the participants will be able to:
1 List the departments and functions in a modern retailing operation

2 Outline the structure of and roles in a front end store operation
3 Describe the traditional retail scene in India
4

Describe the emerging modern forms of retailing in India

— 1.3.1 Departments in Modern Retailing

Handling the day-to-day working of a store effectively and efficiently is called ‘Store operations’. A
store’s main responsibility is to sell the products and provide good service to its customers. This needs
to be processed in a way to satisfy customers’ needs. A store is managed by a Store Manager with
the support of his/her team members: Assistant Managers, Department Managers, Supervisors, Head
Cahiers, store HR personnel, store V.M. personnel, store logistic personnel, store operations assistants
(SOAs), security personnel and housekeeping personnel. To run a store successfully, co-operation and
support of the following departments is also required: merchandising, warehouse, finance, projects,
human resources and marketing. The cricket team activity from the previous slide can be referred to
explain this. Each member of a cricket team is dependent on each other; in the same manner, the store
staff members are dependent on other departments to run the business successfully. Each department
has its specific roles and responsibilities and importance, at the same time being dependent on one
another.

1. Merchandising: The roles and responsibilities of the merchandising department are
¢ Planning and deciding the products to buy and sell.

e Sourcing products and supplying to the store.
e Deciding on store displays.
¢ Negotiating with vendors for the best price.
e Placing new products in the store.
¢ Fulfilling the store’s requirements in terms of products.
2. Warehousing: The roles and responsibilities of the warehousing department are
e Receiving the stocks from vendors.
e Storing the received stocks and dispatching the stocks to stores.
e Receiving damaged expired, old stocks from the stores.
¢ Fulfilling the store’s requirements in terms of supplying products.
3. Finance: The roles and responsibilities of the finance department are
e Planning budgets.
® Processing the invoices and taking care of payments of the vendors.
e Assisting the store staff in terms of handling day to day commercial operations.
e Managing commercial operations.
4. Projects: The roles and responsibilities of the project department are

¢ Identifying store locations.
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¢ Designing store layouts.
e Setting up the store.
5. Marketing: The roles and responsibilities of the marketing department are
e Building the brand.
e Advertising and promoting merchandise and services.
¢ Planning and designing different types of promotions.
6. Human resources: The roles and responsibilities of the human resource department are
e Hiring eligible and suitable candidates for different departments.

¢ Conducting different types of training and development programmes for the present employees
and conducting inductions for newly joined employees.

e Processing pay-roll.
¢ Managing the manpower of the company.

In a retail business it is very important that all the above mentioned departments work closely, and
achieving the required goal is not possible without proper coordination and cooperation. As in a cricket
team, the different departments of retail are important for the working of the team together.

Note: An example for the above explanation could be: the coordination between merchandising
department and the warehouse. Stores cannot sell without the right products. The merchandising
department plays a vital role in this by selecting the right product at the right time. Similarly, warehouse
plays an important role in dispatching the required/ordered products to the store at the right time.

Store Manager

Store Operations Manager

Structure and Roles in a Store

Department Manager
Store Operations Assistant (SOA)
Store Logistic Manager

Store Logistic Assistant or Store
Operations Assistant

Contd...
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Head Cashier

Store HR/Administration Manager

Store HR/Administration Executive

Store Visual Merchandising Manager

Store Visual Merchandising Associate

Store Security Officer

Store Security Personnel

Fig 1.2 Structure and Roles in a Store
¢ The Store Manager is the head of the store and is overall responsible for the day to day operations
of the store. He reports to the Area Manager/Regional Manager.

¢ The Store Operations Manager is the next in charge like an Assistant Manager, who takes care of
the store operations. The Store Operations Manager reports to the Store Manager.

e The Department Manager takes care of a particular department and is responsible for all the
activities in that department. The Department Manager reports to the Store Operations Manager.

e The Supervisor supervises a particular department/section and is responsible for the day to day
activities of that department/section. The Supervisor reports to the Department Manager.

e The Store Operations Assistant (SOA) works for a particular section and is responsible for the
day to day maintenance of the same. The SOA takes care of stacking the products, executing the
planogram, housekeeping of the section, attending to customers’ needs, selling, etc. The SOA
reports to the Supervisor.

e The Store Logistic Manager takes care of receiving products from warehouse and dispatching
products from store to warehouse. Other responsibilities are product code updating at the store
level, disposal of damages, back room management, etc. The store Logistic Manager reports to the
Store Manager.

¢ The Store Logistic Assistant or Store Operations Assistant helps in receiving products from the
warehouse, takes care of backroom arrangement and damage disposal, and handles the day-to-day
operations of the store logistics department. The Store operations Assistant reports to the Store
Logistic Manager/supervisor. The store operations assistant is also responsible for filling the shelves
and maintaining required and adequate stocks at the store.

¢ The Head Cashier takes care of the store’s commercial activities, prepares and checks all commercial
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reports, and is responsible for the overall commercial activities of the store. The Head Cashier
reports to the Store Manager.

¢ The Cashier is responsible for billing and managing the cash counter effectively. The Cashier reports
to the Head Cashier.

e The Store HR/Administration Manager takes care of store hiring, payroll processing, and day-to-
day HR and administration activities. The store HR/Administration Manager reports to the Store
Manager.

¢ The Store HR/Administration Executive takes care of the day-to-day HR/administrative functions
of the store viz., maintaining attendance, leave, salary, etc. The store HR/Administration Executive
reports to the Store HR/Administration Manager.

¢ The Store Visual Merchandising Manager takes care of the overall Visual Merchandising activities
of the store - planogram implementation, festive and other seasonal displays, etc. The Store Visual
Merchandising Manager reports to the Store Manager.

¢ The Store Visual Merchandising Associate takes care of the day-to-day display activities of the
store’s Visual Merchandising - arrangement of displays, printing promotional talkers, maintenance
of signage, banners, etc. The Store Visual Merchandising Associate reports to the Store Visual
Merchandising Manager.

¢ The Store Security Officer is responsible for the overall security of the store and takes care of issues
related to pilferage, etc. The Store Security Officer reports to the Store Manager.

¢ The Store Security Personnel takes care of receiving products from the warehouse, opening and
closing the store and checking product movement and staff movement, etc. The Store Security
Personnel reports to the Store Security Officer.

The SOA’s primary role is to support the day-to-day store operations in the area of receiving, moving,

and storage of goods.

1.3.2 Traditional Forms of Retailing in India

e Kirana/mom and pop stores: Small shops selling to consumers in the immediate neighborhood.
They have a low cost of operations, flexible selling prices, and limited product range and offer high
service levels to their customers.

e Weekly bazaars/markets: Small temporary stalls selling to customers (small traders) as well as
consumers from large areas around the bazaar with low cost of operations and usually lower prices.
Specialist traders have a variety of products but in small quantities and with low levels of service.

¢ Wholesale markets/mandis: Permanent but small stalls. They undertake wholesale and retail
activity, essentially food and grain centers, mainly selling to small traders, have a low cost of
operations, and offer lower selling prices (prices fluctuate with demand and supply of vegetables,
etc.) with low levels of service.

¢ Hawkers: Movable shops with small pushcarts or vehicles, mainly selling to consumers in a specific
locality. They offer low cost of operations, focus on convenience to consumers and usually charge
higher selling prices. Store-needs hawkers carry products for regular consumption and offer high
levels of service.

The emerging retail scene in India

Malls, hypermarkets and supermarkets are getting more importance in the Indian retail scenario.

Malls
¢ A huge retail building that houses many stores.

e A one-stop shop for all customer needs.

e Many products and services: groceries, apparel, jewelry, books, restaurant, cinemas

'
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e For example, Alsa Mall (Delhi), The Forum (Bangalore).
¢ High quality of shopping environment and shared services.
e Parking, walk-ways.

¢ A dream shopping destination.

— Summary bl

In this unit, the participants have covered:

Meaning of retail.

Features and components of retail.

Stages in the growth of the retail sector.

Reasons for the growth of retail in india.

Difference between the traditional and modern retail sector.
Retail formats.

Features of important retail formats.

Departments and functions in a modern retailing operation.
Structure of and roles in a front-end store operation.

The traditional retail scene in India.

The emerging modern retail sector in India.

— Exercise |:Z
1) Retail originates from the French word “Retaillier’ which means
a) To cut
b) To add

¢) To distribute

d) None of the above
Answer: a) To cut

2) Key components of a Retail Store includes:
a) Products and services

b) Retail store and store staff
¢) Customers or consumers
d) All of the above

Answer: d) All of the above
3) Retail Formats include:

a) Standalone stores

b) Department Stores

c) Discount Stores
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d) All of the above

Answer: d) All of the above

4) The is the head of the store and is overall responsible for the day to day operations
of the store

a) Store Manager

b) Department Manager

c) Supervisor

d) Store Logistic Manager

Answer: a) Store Manager

5) A typical retail supply chain includes:

a) Manufacturers

b) Customers

c) Retailers

d) All of the above

Answer: d) All of the above

Answer the following:

1) What is Retail?

2) What are the reasons behind the growth of retail in India?
3) What are the traditional forms of retailing in India?

4) Describe structures and roles in a store.

Scan the QR codes or click on the link for the e-books
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— Key Learning Outcomes

At the end of this module, the trainee will be able to:

1. List and utilize various methods for collecting, analyzing, and organizing resource needs, ensuring
efficient and effective resource management aligned with organizational requirements

2. Monitorand measure performance using Key Performance Indicators (KPls), taking timely corrective
actions, mentoring, coaching, and supervising teams to ensure continuous improvement and
alignment with profit and productivity goals




Deputy Manager
Retail Store Department

Unit 2.1 Performance Management and Strategic Execution
in Retail Operations

— Unit Objectives |©
At the end of this unit, the trainee will be able to:

Describe performance monitoring systems and processes

List the Key Performance Indicators used to measure performance
Discuss the significance of key performance indicators

Describe methods for problem solving

vk W

Explain how organisational policies and procedures relate to the operational plan

— 2.1.1 Performance Monitoring Systems and Processes

Performance monitoring systems and processes are essential in the Indian retail sector to ensure that
operations align with business objectives, enhance customer satisfaction, and drive profitability. These
systems enable managers to track performance metrics, identify areas for improvement, and implement
corrective actions effectively.

A performance monitoring system in retail includes multiple components like data collection
mechanisms and key monitoring tools that work together to track store and employee efficiency.

> Data Collection Mechanisms

The following are the data collection mechanisms:

Point of Sale (POS) Customer Feedback [l Employee Productivity Stock and Inventory
Systems Surveys Reports Management Systems

Capture real-time Collect insights on Monitor and measure Track and
sales data, helping shopping experience, staffperformance, monitorstock levles,
in analyzing sales customer satisfaction efficiency, turnover rates,
trends and customer and service quality. attendance, and wastage, stockouts,
preferences. contribution to sales. etc. and identify

discrepancies.
Fig. 2.1 Data Collection Mechanisms
> Key Monitoring Tools
Some of the key monitoring tools are:

Tool Purpose

Retail ERP Systems Integrate operations, finance, and HR data for analysis while providing
a comprehensive view of performance metrics.

CRM Software Analyse customers purchasing behaviours and track customer
interactions, feedback, and loyalty program engagement.
Business Intelligence (BI) | Provide real-time sales, footfall, and operational efficiency metrics.
Dashboards
Al-Powered Analytics Predict demand, optimize workforce allocation, and personalize
customer experience.

Table 2.1 Key Monitoring Tools
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Performance Monitoring Process

To ensure continuous improvement in retail store operations, a structured approach should be adopted.
The following are the steps involved in the performance monitoring process:

Define Performance Goals

Set SMART (Specific, Measurable, Achievable, Relevant, Time-bound) goals for sales, customer
service, and employee productivity.

Identify Key Performance Indicators (KPIs)

Identify metrics such as sales growth, footfall conversion, and customer retention.

Data Collection and Tracking

Use POS, ERP, and CRM tools to gather real-time insights.

Analysis of Performance Trenda

Compare actual performance against benchmarks using dashboards and reports.

Identify Gaps and Issues

Conduct SWOT analysis (Strengths, Weaknesses, Opportunities, Threats) to detect operational
inefficiencies.

Reporting

Generate reports that highlight performance trends, strengths, and areas needing improvement.

Feedback and Action

Implement strategies to address identified issues by coaching and training and capitalize on
strengths.

Fig. 2.2 Performance Monitoring Process
Performance can be monitored by using the following systems:
> Real-time monitoring: Using Al-driven analytics and IoT devices for instant tracking.
» Periodic monitoring: Weekly/monthly review meetings using reports and dashboards.
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» Comparative monitoring: Benchmarking store performance against industry standards and

competitors.

Effective performance monitoring enhances decision-making through data-driven insights, improves
operational efficiency by identifying process bottlenecks, boosts employee productivity via targeted
training, and elevates customer satisfaction by enabling prompt responses to feedback.

Performance

Categorization of Retail KPIs

Financial KPIs Sales Growth

— 2.1.2 Key Performance Indicators Used to Measure

Key performance indicators (KPlIs) are quantifiable metrics used to evaluate an organization’s progress
toward achieving its critical business objectives.

Category Key Performance Indicators (KPls)

Description

Measures revenue increase over time,
indicating market expansion and success.

Average Transaction Value (ATV)

Assesses the average amount spent
per transaction, reflecting customer
spending patterns.

Profit Margin

Analyzes net profit margins to ensure
cost control and overall profitability.

Operational KPIs Inventory Turnover Ratio

Evaluates how efficiently stock is sold
and replenished, highlighting inventory
management.

Stock Availability & Shrinkage Rates

Tracks stock levels to prevent stockouts
and measures losses due to shrinkage.

Footfall/Store Traffic

Monitors customer visits, assessing store
appeal and the impact of marketing
efforts.

KPIs

Customer-Centric | Conversion Rate

Measures the percentage of store
visitors who complete a purchase.

Customer Satisfaction Metrics (NPS,
CSAT, Retention Rate)

Tracks customer experience and service
quality.

Needs)

Employee Employee Productivity (Sales per
Performance KPIs | Employee, Task Efficiency, Training

Evaluates staff efficiency, identifying
areas for improvement and training.

Table 2.2 Categorization of Retail KPIs
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Category

Financial KPIs

Formulas and Benchmarks for KPIs

Gross Margin
Return on
Investment
(GMROI)

Formula

(Gross Margin
+ Average
Inventory Cost)

Industry Benchmark

(Varies by Format &
Region)

200% — 300%

Application &
Insights

Measures inventory
profitability; high
GMROlI indicates
better stock
efficiency.

Gross Margin
Return on
Labour (GMROL)

(Gross Margin +
Labour Cost)

Varies by sector
(Retail Avg: 4-7)

Optimizes workforce
efficiency, ensuring
labor costs align with
profitability.

Gross Margin
Return on Selling
Feet (GMROF)

(Gross Margin +
Selling Space in
Sq. Ft.)

X5,000-%15,000 per
sq. ft. (Apparel &
FMCG)

Assesses store space
productivity and
layout effectiveness.

Sales per Square
Foot

(Total Sales +
Selling Area in
Sq. Ft.)

X10,000-%20,000
per sq. ft. (Organized
Retail)

Helps identify

store layout or
merchandising
issues.

Profit Margin

(Net Profit +
Revenue) x 100

2%-5% for Grocery,
5%-15% for Apparel

Evaluates store
profitability and cost
efficiency.

Operational
KPls

Inventory
Turnover Ratio

(Cost of Goods
Sold + Average
Inventory)

4-8 (Grocery), 2-4
(Apparel)

High turnover
indicates better
inventory
management and
demand alignment.

Stock Availability
& Shrinkage Rate

(Lost Inventory
+ Total
Inventory) x 100

Shrinkage Avg: 1%-2%
(Retail Avg)

Helps in loss
prevention and
efficient stock
replenishment.

Merchandise (Total SKUs + Varies by category Balances SKU variety

Intensity Store Area in with store layout
Sq. Ft.) efficiency.

Service Intensity | (No. of 1:10 to 1:20 (Luxury Ensures optimal
Employees vs. Mass Retail) staffing for customer
+ No. of service.

Customers per
Day)

Customer-
Centric KPIs

Conversion Rate

(Total
Transactions +
Footfall) x 100

15%-25% (Fashion),
5%-10% (Electronics)

A low rate suggests
poor customer
engagement or
pricing issues.

Customer
Retention Rate

[(Customers
at End — New
Customers) +
Customers at
Start] x 100

60%-80% for
Established Retailers

Indicates customer
loyalty and service
effectiveness.

Contd...
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Employee Employee (Total Sales + X8-12 Lakh per Identifies
Performance Productivity No. of Sales employee/year underperforming
KPIs (Sales per Associates) staff and training
Employee) needs.
Average (Total Revenue | X500-%1,500 (Retail) Encourages upselling
Transaction + No. of and cross-selling to
Value (ATV) Transactions) increase basket size.
Items Per Invoice | (Total Items 2-4 items per bill High values indicate
Sold + Total (Fashion), 8-12 effective bundling
Transactions) (Grocery) strategies.

Table 2.3 Formulas and Benchmarks for KPIs
Application of GMROI, GMROL, and GMROF to Improve Sales in a Store
Gross Margin Return on Investment (GMROI)

» GMROlI is a key financial metric in retail that evaluates how efficiently a store generates profit
from its inventory investment.

» lItis calculated as Gross Margin + Average Inventory Cost, indicating how much gross profit is
earned for every rupee invested in inventory.

» Ahigher GMROI signifies better stock management, ensuring products sell at profitable margins
without excessive stockholding costs.

> Retailers use GMROI to identify slow-moving items, optimize product assortments, and improve
overall inventory profitability.

Gross Margin Return on Labour (GMROL)

» GMROL measures the profitability of a retail store about its labor costs, helping managers
assess how effectively employees contribute to revenue generation.

> It is calculated as Gross Margin + Labour Cost, showing how much profit is derived per rupee
spent on employee wages.

» A higher GMROL indicates better workforce productivity, ensuring that labor expenses are
justified by strong sales performance.

> Retailers use GMROL to determine optimal staffing levels, enhance employee training, and
implement incentive programs that boost sales efficiency.

Gross Margin Return on Selling Feet (GMROF)
» GMROF evaluates how well a retail store utilizes its physical selling space to generate profit.

» The formula, Gross Margin + Selling Space in Sq. Ft., helps retailers determine whether their
store layout and merchandising strategies are maximizing revenue.

> A high GMROF suggests that store space is being effectively used to display and sell high-margin
products, while a low GMROF may indicate inefficient space allocation.

» Retailers use this metric to refine store layouts, allocate more space to high-performing product
categories, and improve visual merchandising strategies.

Store Performance Scorecard

A Store Performance Scorecard consolidates key KPls into a dashboard for tracking performance and
taking corrective actions.

Performance Area Key Metrics Target Actual Status
Sales Performance Sales Growth, Profit 10% Growth 8% Growth Needs
Margin, GMROI Improvement
Operational Efficiency | Inventory Turnover, 5x Turnover 4.2x Turnover Needs
Shrinkage, GMROF Optimization
Contd...
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Customer Experience | NPS, CSAT, Retention NPS: 60+ NPS: 55 Below
Rate Benchmark
Employee Sales per Employee, 8L per X7.5L per Slight Decline
Productivity GMROL Employee Employee

Table 2.4 Store Performance Scorecard

>

YV V.V V V

>

KPIs can help in:

Performance tracking and benchmarking

Informed decision-making

— 2.1.3 Significance of Key Performance Indicators

Understanding employee productivity and operational efficiency

Creating customer-centric strategies
Optimizing Staffing and Employee Productivity
Enhancing Customer Experience

Data-Driven Pricing and Promotional Strategies

Performance Tracking and Benchmarking:

Key Performance Indicators (KPls) are essential quantitative metrics that provide a clear, data-
driven picture of a retail business’s performance, guiding strategic decision-making and operational
improvements. In Indian retail, where market dynamics are complex and consumer behavior shifts
rapidly, KPIs help managers understand whether their strategies from store layout to employee
performance translate into tangible results.

» KPIs such as sales growth, conversion rate, and inventory turnover enable retailers to monitor

performance trends over time. For example, a line graph tracking sales growth, footfall
conversion, and inventory turnover over six months helps visualize progress and identify

seasonal patterns.

Fig. 2.3 Sample Graph: Retail KPI Trends Over Time
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Informed Decision-Making:

> By setting SMART targets (Specific, Measurable, Achievable, Relevant, Time-bound), KPIs allow
managers to compare actual performance against benchmarks. If a store’s conversion rate falls
below target, managers can swiftly adjust in-store promotions or staff training programs.

Understanding Employee Productivity and Operational Efficiency:

> Retailers can use KPIs like Sales per Employee to evaluate staff performance. As shown in the
bar-line chart, correlating individual sales performance with productivity scores can identify top
performers and areas where additional training is needed.

Fig. 2.4 Sample Graph: Employee Productivity vs. Sales Performance
Creating Customer-Centric Strategies:

» KPIs such as customer retention rate and Net Promoter Score (NPS) are crucial in measuring
customer satisfaction. In a competitive market like India, where consumer preferences change
rapidly, tracking these indicators helps tailor marketing campaigns and improve overall customer
experience.

Examples:

Reliance Retail uses KPIs to monitor omnichannel performance. During the quick commerce
transformation, real-time tracking of order volumes and delivery times ensured that their strategic
investments yielded a significant boost in online and offline sales.

Jubilant FoodWorks (the franchisee for Domino’s Pizza) reported a two-fold surge in Q1 profit by
monitoring KPIs related to value meals, delivery efficiency, and customer satisfaction during peak
festive seasons.

Case Study: KPI-Driven Retail Strategy at D-Mart:

D-Mart, a leading value-retail chain in India, has successfully leveraged KPI-driven decision-making to
optimize store performance, staffing, pricing, and customer experience. With a focus on cost leadership
and efficiency, the company has consistently reported high inventory turnover, competitive pricing, and
strong footfall conversion rates across its stores.
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KPI

GMROI (Gross
Margin Return on
Investment)

Application of KPIs in Decision-Making

Insights from KPI Data

Identified low GMROI in
select FMCG categories.

Action Taken

Focused on fast-moving SKUs,
reduced slow-moving items,
and optimized shelf space.

Impact

Improved inventory
efficiency, reducing
stockholding costs by
10%.

Sales per Square
Foot

High-performing stores
reported X20,000/sq. ft.,
while lower-performing
locations struggled.

Adjusted product
placements and enhanced
visual merchandising in
underperforming stores.

Increased sales per
square foot by 12% in
targeted stores.

Conversion Rate

Some stores had a low
conversion rate (<12%)
despite high footfall.

Introduced better-trained
sales staff and improved in-
store navigation.

Conversion rate
improved to 18%,
leading to higher
sales.

Retention Rate

repeat purchases, but
competitor stores had
80% retention.

and personalized discounts.

Employee Sales per employee Implemented performance- | Improved employee

Productivity varied significantly linked incentives and training | efficiency and

(Sales per across stores. programs. motivation, boosting

Employee) per capita sales by
15%.

Customer 70% of customers made [ Launched loyalty programs Customer retention

increased to 78%,
improving long-term
revenue.

Average
Transaction Value
(ATV)

X700 ATV in premium
categories, lower than
the market average.

Introduced product bundling
and targeted upselling
strategies.

ATV increased to
X850, boosting total
revenue per customer
visit.

Table 2.5 Application of KPIs in Decision-Making

Sample Dashboards of KPI Trends

Fig. 2.5 Sample Dashboards of KPI Trends




— 2.1.4 Methods for Problem-Solving

The following are the various methods for problem-solving:
1. PDCA Cycle (PlanDoCheckAct):

¢ |dentify problems, set
objectives, and design
strategies.

Do

Plan

Implement changes
such as revised
store layouts or staff
training.
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e Standardize successful
practices or adjust
strategies as needed.

Check

Act

Monitor key performance
indicators (KPIs) to assess
if the changes improve

performance.

(¥

Fig. 2.6 PDCA Cycle
Example:

Problem: A retail store is facing long checkout lines during peak hours, leading to frustrated customers
and potential lost sales.

1. Plan
» Objective: Reduce checkout wait times by 25% during peak hours.

> Strategy: The store plans to introduce more self-checkout kiosks and streamline the payment
process by integrating mobile wallet options.

» Target: Install three self-checkout kiosks and train staff on assisting customers with mobile
wallet payments.

2.Do
e Implement the changes:
o Install the self-checkout kiosks in high-traffic areas.

o Train frontline staff on how to assist customers with mobile wallet payments and
troubleshoot the self-checkout machines.

3. Check
e Monitor KPIs, such as:
o Average checkout wait time (before and after implementation).
o Customer satisfaction scores from post-purchase surveys.

o Number of transactions through self-checkout and mobile wallets.
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e Review if wait times have decreased by the targeted 25% and whether customer satisfaction
has improved.

e If successful: Standardize the changes, such as adding more self-checkout kiosks in other high-
traffic areas or implementing mobile wallet payment systems at all counters.

e If unsuccessful: Analyze any issues, such as technical difficulties with self-checkout machines or
customer reluctance to use mobile wallets, and adjust the strategy. For example, staff may need
additional training to resolve issues, or promotional efforts may be necessary to encourage
mobile wallet adoption.

2. DMAIC (DefineMeasureAnalyzelmproveControl):
Often used in Lean Six Sigma projects, DMAIC is particularly useful when problems are complex:

\
Clearly state the problem (e.g., high inventory shrinkage).

J

\
Collect relevant data (sales figures, stock records).

J

\
Identify root causes using tools like the 5 Whys or fishbone diagrams.

J

\
Develop and implement solutions.

J

\
Establish controls to sustain the improvements

J

Fig. 2.7 DMAIC
Example:

Problem: Customers in the apparel section of a retail store are expressing dissatisfaction with the fitting
room experience, citing long waiting times and disorganized racks. This is affecting overall customer
satisfaction and sales.

1. Define

> Problem: The apparel section has a high level of customer dissatisfaction due to long waiting
times for fitting rooms and disorganized clothing racks.
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» Objective: Improve customer satisfaction by reducing waiting times for fitting rooms and
organizing the apparel racks to make it easier for customers to find and try on clothes.

2. Measure
> Collect data:
o Track the average wait time for fitting rooms during peak hours.

o Conduct customer satisfaction surveys to measure perceived wait times and store
organization.

o Count the number of items returned to racks by customers after trying them on.
3. Analyze
» Use the 5 Whys to identify root causes:

o Why are customers waiting too long for fitting rooms? Because there are not enough
fitting rooms available during peak shopping hours.

o Why are the racks disorganized? Because staff does not have enough time to tidy up
between customers.

o Why is there insufficient staff? Because staffing levels during peak hours are too low.

> Fishbone Diagram: The diagram may reveal additional causes, such as ineffective store layout
and poor signage guiding customers to fitting rooms.

4. Improve
» Develop and implement solutions:

o Increase staff during peak shopping hours to help manage fitting rooms and reorganize
apparel.

o Rearrange the store layout to ensure that fitting rooms are more easily accessible and
clearly marked.

o Implement a “quick pick-up” process where customers can drop items off at designated
spots for staff to return to racks.

5. Control
» Monitor KPIs post-implementation:
o Measure changes in average fitting room wait times and customer satisfaction.

o Continue tracking the number of items returned to racks to ensure the store is staying
organized.

» Implement regular checks, such as weekly store audits and periodic customer surveys, to
maintain the improvements.

3. Root Cause Analysis (RCA):

Techniques such as the 5 Whys and Fishbone (Ishikawa) Diagrams help break down a problem. For
example, determining why foot traffic conversion is low. This method encourages asking “why”
repeatedly until the underlying cause is identified.

The following is an example of a fishbone diagram that can be used to analyze why a retail store might
experience low sales conversion.
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Promotion Place People

Poor store layout Inadequate training

Ineffective
mar.ketmg/ Lack of attractive
discount displavs Low staff morale
strategies play LOW  SALES
CONVERSION
Limited variety
Inefficient checkout
Outdated products procedures
Product Process
Fig. 2.8 Fishbone Diagram
Example:

Problem: A retail store is experiencing high inventory shrinkage, resulting in significant financial losses.
The store management needs to identify the root causes of this issue to implement corrective actions.

1. 5 Whys Analysis
Using the 5 Whys technique, the store team digs deeper into the issue:
» Why is there high inventory shrinkage?
o Because stock is missing and is unaccounted for during inventory checks.
» Why is stock unaccounted for?

o Because there is inconsistent stock-taking and recording, especially during peak hours
when staff are busy.

» Why is stock-taking inconsistent?

o Because staff are not following the established stock-taking procedures during busy
times, resulting in overlooked or miscounted items.

> Why are staff not following procedures?

o Because staff members are not adequately trained on the importance of stock accuracy,
and they prioritize customer service over stock-taking.

» Why is there insufficient training?

o Because training on inventory control procedures has not been updated, and new
employees have not received enough instruction on stock management.

2. Fishbone Diagram Analysis

The team then uses a Fishbone (Ishikawa) Diagram to explore other potential causes contributing to
the inventory shrinkage issue:

> People: Lack of training for new employees on inventory control processes.
Process: No clear or regular procedure for performing inventory counts during busy times.
Environment: Crowded store layout leading to misplaced items or easy theft opportunities.

Equipment: Old or malfunctioning barcode scanners that lead to errors during stock recording.

YV V VYV V

Management: Lack of enforcement of inventory control procedures or a reactive approach to
shrinkage, rather than proactive measures.

3. Developing Solutions

Based on the RCA findings, the following solutions are developed:

'
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» Training: Conduct comprehensive training sessions for all staff on the importance of inventory
control and how to follow stock-taking procedures correctly, especially during peak hours.

> Process Improvements: Establish a standard procedure for performing stock counts at specific
intervals, regardless of store traffic, and assign dedicated staff to manage inventory checks
during busy periods.

» Equipment Updates: Upgrade barcode scanners to ensure accuracy in stock recording and
reduce errors.

> Store Layout Changes: Organize the store layout in a way that reduces congestion and makes it
harder for items to go missing.

4. Implementation and Monitoring
> Implement the changes and regularly track shrinkage rates to ensure the solutions are effective.

» Conduct periodic audits and mystery shopper visits to ensure that inventory control procedures
are being followed consistently.

4. Brainstorming & Kaizen:

Encouraging collaborative brainstorming sessions (often with cross-functional teams) and adopting
Kaizen principles (continuous improvement) ensure that multiple perspectives are considered and
small, incremental changes can lead to significant long-term benefits.

Kaizen is a Japanese philosophy that means change for the better and emphasizes continuous,
incremental improvement across all areas of an organization. It involves every employee—from
top management to frontline workers—in actively identifying inefficiencies, eliminating waste, and
streamlining processes. Instead of pursuing drastic, large-scale changes, Kaizen advocates for making
small, ongoing enhancements that cumulatively lead to significant gains in quality, productivity, and
customer satisfaction. This approach not only boosts operational efficiency but also fosters a culture of
empowerment and innovation, making it especially valuable for competitive sectors like Indian retail.

Example:

Problem: The store has received feedback that the in-store shopping experience is not as enjoyable
as expected. Customers are complaining about the lack of personalized service, long wait times for
assistance, and difficulty in finding products.

1. Brainstorming Session

To address these issues, the store management organizes a brainstorming session with a cross-functional
team, including:

» Store managers

> Sales associates

» Customer service representatives
> Visual merchandisers

> IT staff

During the session, team members are encouraged to propose solutions without criticism or judgment.
Ideas flow freely, and the team discusses various approaches to improving the customer experience.
Some of the suggestions include:

> Personalized Shopping Assistance: Train sales associates to offer personalized product
recommendations based on customer preferences.

> Increased Staff Presence: Assign more staff to high-traffic areas like the entrance, checkout
counters, and popular product sections during peak hours.

> Interactive In-Store Kiosks: Install self-service kiosks where customers can search for product
availability and location within the store, reducing the need to search for staff.

> Mobile App Integration: Enhance the store’s mobile app to allow customers to pre-select items,
reserve fitting rooms, or even request assistance directly from their phones.

'
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2. Kaizen (Continuous Improvement) Approach

The team decides to implement Kaizen by making incremental, ongoing changes to improve the
customer experience. Instead of focusing on a large-scale overhaul, they plan to test and improve over
time, ensuring each change leads to measurable improvements.

» Small-Scale Test: The store decides to implement personalized shopping assistance in one
section (e.g., the women’s clothing department). Sales associates are trained to engage
customers with personalized suggestions and offer a VIP shopping experience.

» Streamlined Wait Times: They introduced a new policy where staff are stationed at the entrance
to greet customers, direct them to popular sections, and quickly assist them if needed.

> Self-Service Kiosks: A trial version of a kiosk is placed in the electronics section, allowing
customers to check product availability and location.

3. Results & Continuous Improvement
After implementing these small changes, the store sees improvements:
» Customer satisfaction scores increase due to personalized attention and reduced wait times.

> Staff feel more empowered as they actively engage with customers, creating a more welcoming
environment.

» The self-service kiosks reduce the time customers spend searching for products, leading to
higher sales in the electronics section.

Cross-Functional Teams in Problem-Solving

In retail, many problems require collaboration between different departments to find effective solutions.
For example, addressing high inventory shrinkage would require the involvement of the following teams:

> Sales: Understanding customer demand and ensuring the store has the right products in stock.
» Operations: Implementing security measures and monitoring stock levels.

» Human Resources: Ensuring staff training is up to date and aligned with the store’s anti-theft
policies.

> IT: Leveraging technology like RFID or surveillance systems to prevent theft and track stock.

Involving cross-functional teams not only accelerates the problem-solving process but also leads to a
holistic solution that considers various perspectives. This collaborative approach ensures that all aspects
of the problem are addressed and that the solution is sustainable.

Case Study: Resolving Low Conversion Rates with DMAIC

Scenario: A retail store is experiencing low conversion rates in its electronics section. Despite high foot
traffic, customers are not making purchases.

> Define: The problem is clearly identified as low conversion rates in the electronics section, with
many customers browsing but not buying.

» Measure: Data is collected on foot traffic, sales per hour, and staff-customer interaction times.
The conversion rate is found to be 20%, well below the industry standard of 40%.

> Analyze: The team uses a fishbone diagram to explore possible causes:
o People: Sales staff lack sufficient product knowledge to engage customers.

o Product: The product layout is confusing, with popular items hidden behind other
stock.

o Environment: Lighting in the electronics section is dim, which discourages customers
from engaging with the products.

» Improve: Solutions are implemented:
o Staff undergoes product knowledge training.

o The store layout is adjusted to place popular items in more visible areas.

'
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o Lighting in the section is upgraded.

» Control: The store sets up a system to track the conversion rate weekly and ensures that staff
continues to receive product training. The store manager is responsible for maintaining these
improvements through regular checks.

By using DMAIC and involving cross-functional teams (sales, operations, HR), the store manages to
improve conversion rates by 15% within two months.

— 2.1.5 Organisational Policies and Procedures Related to
Operational Plan

Organizational policies and procedures form the backbone of an organization’s day-to-day operations.
They are the high-level rules, standards, and guidelines that define how tasks should be performed,
ensure compliance with legal and ethical norms, and maintain consistency across all functions. In
turn, the operational plan takes these broad directives and translates them into concrete, actionable
steps and timelines to achieve strategic objectives. For instance, a retail company’s policies might
dictate customer service standards, inventory management protocols, and safety regulations, while
its operational plan would detail specific actions like staff scheduling, training sessions, and daily stock
checks to meet those standards.

Organisational
Policies

Operational Standardised
Plan Procedures

Daily

Operations

1. Organizational Policies:

These are the fundamental guidelines that define the overall rules and standards of the organization
(e.g., customer service, quality control, compliance).

Examples:

» Customer Service Policy: Standards for interacting with customers, including greeting customers
within a certain time frame and resolving complaints within 24 hours.

» Inventory Management Policy: Guidelines on stock control, product rotation, and handling
returns.

> Health & Safety Policy: Ensures adherence to safety standards to prevent accidents in-store.

'
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2. Standardized Procedures:

Derived from the policies, these are the documented processes that specify how tasks should be
executed consistently.

Examples:

> Inventory Check Procedure: A step-by-step guide for performing stock counts and reporting
discrepancies.

» Customer Complaint Handling Procedure: A detailed process for resolving customer issues,
ensuring that complaints are acknowledged within an hour and resolved within 48 hours.

3. Operational Plan:

This plan translates procedures into detailed, actionable tasks with defined timelines and responsibilities
to achieve strategic goals.

Examples:

» Task Details: The specific tasks needed to achieve goals (e.g., setting up a weekly promotional
display, conducting monthly staff training).

> Responsibilities: Each task has a clear owner (e.g., the store manager is responsible for stock
audits, and the sales team for customer service).

» Timelines: Every task is assigned a timeline (e.g., completing stock check by the end of the
week, staff training session every first Monday of the month).

> Performance Indicators: KPIs that measure how well the tasks align with overall business goals
(e.g., reducing stock discrepancies by 5% within the next quarter).

Sample Operational Plan:

Responsibility Timeline Compliance/Policy Alignment
Staff Scheduling Store Manager Weekly (every | Aligns with labor laws, ensuring legal
Sunday) working hours
Stock Check & Inventory Team | Daily (End of | Aligns with Inventory Management
Replenishment Day) Policy
Customer Service HR & Training Monthly (First | Adheres to Customer Service Policy,
Training Dept. Week) including FSSAI compliance for food
retailers
Health & Safety Audit | Safety Officer Monthly (Last [ Follows Health & Safety Standards
Friday) Regulation
Product Display Setup [ Visual Bi-Weekly Aligns with Sales Strategy and
Merchandiser Promotional Policies

Table 2.6 Sample Operational Plan
4. Daily Operations:

The operational plan is implemented daily through routine activities, ensuring that the organization
remains aligned with its policies and achieves its objectives.

By following this cyclical process, organizations ensure that their operational plans are continuously
informed by, and aligned with, their overarching policies and procedures. This alignment not only drives
efficiency and consistency but also allows for timely adjustments when challenges arise.

Compliance Policies in Retail Operations:

Retail businesses must ensure that their operational plans align with industry-specific compliance
policies. Some common regulatory compliance examples include:

1. FSSAI (Food Safety and Standards Authority of India): For food retailers, the operational plan
must include actions like ensuring that food items are stored at the correct temperatures,
all food packaging complies with FSSAI labeling requirements, and employees are trained on
hygiene standards.
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o Example: A retail grocery store’s operational plan could include tasks like:
= Daily checks to ensure refrigerated items are stored at the correct temperature.
= Monthly training for staff on FSSAI guidelines for food handling.

2. Consumer Protection Laws: Retail businesses must adhere to regulations regarding fair trade
practices, product returns, and customer rights.

o Example: A clothing retailer’s operational plan might detail:
= The procedure for handling customer complaints and processing returns.

= Ensuring that products are accurately priced and labeled as per the Consumer
Protection Act.

3. Labor Laws: These laws regulate working hours, minimum wage, and employee rights.
o Example: A retail store’s operational plan should include:

= A weekly schedule for staff, ensuring compliance with maximum working hours
and overtime pay as per Indian labor laws.

= Ensuring break times and meal times are scheduled as per legal requirements.
4. GST Compliance: Retailers must ensure proper invoicing and GST filing.
o Example: The operational plan could include:
= Ensuring that all sales invoices are correctly formatted with GST details.

=  Monthly reviews of GST filings to ensure timely compliance.

— Summary el

e Point of Sale (POS) systems capture real-time sales data, helping in analyzing sales trends and
customer preferences.

e Customer feedback surveys collect insights on shopping experience, customer satisfaction, and
service quality.

e Employee productivity reports monitor and measure staff performance, efficiency, attendance, and
contribution to sales.

e Stock and inventory management systems track stock levels, turnover rates, wastage, stockouts,
and identify discrepancies.

e Retail ERP systems integrate operations, finance, and HR data for analysis while providing a
comprehensive view of performance metrics.

e CRM software analyzes customer purchasing behaviors and tracks interactions, feedback, and
loyalty program engagement.

e Business Intelligence (Bl) dashboards provide real-time sales, footfall, and operational efficiency
metrics.

e Al-powered analytics predict demand, optimize workforce allocation, and personalize customer
experience.

¢ Real-time monitoring uses Al-driven analytics and loT devices for instant tracking.
e Periodic monitoring involves weekly/monthly review meetings using reports and dashboards.
e Comparative monitoring benchmarks store performance againstindustry standards and competitors.

e Effective performance monitoring enhances decision-making, improves operational efficiency,
boosts employee productivity, and elevates customer satisfaction.

'
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e Key performance indicators (KPIs) are quantifiable metrics used to evaluate an organization’s
progress toward business objectives.

e Financial KPIs include sales growth, average transaction value (ATV), and profit margin.

e Operational KPIs include inventory turnover ratio, stock availability & shrinkage rates, and footfall/
store traffic.

e Customer-centric KPIs include conversion rate, customer satisfaction metrics (NPS, CSAT, retention
rate).

e Employee performance KPIs include employee productivity, task efficiency, and training needs.

e GMROI, GMROL, and GMROF are financial metrics used to improve sales by optimizing inventory,
labor costs, and selling space.

e A retail store faces long checkout lines during peak hours, leading to customer frustration and
potential lost sales.

e Analyze using 5 Whys to identify root causes like insufficient fitting rooms, disorganized racks, and
low staffing levels during peak hours.

e Implement changes and regularly track shrinkage rates, conduct audits, and ensure adherence to
new procedures.

e Brainstorming and Kaizen principles used to improve the in-store shopping experience.

e Brainstorming session with a cross-functional team generates ideas like personalized shopping
assistance, increased staff presence, self-service kiosks, and mobile app integration.

e Kaizen approach focuses on incremental improvements, such as testing personalized assistance in
one section and reducing wait times.

e Standardized procedures are documented processes based on policies, such as inventory check
procedures and customer complaint handling.

e Operational plans translate these policies and procedures into specific tasks with timelines and
responsibilities to achieve strategic goals.

—

— Exercise |:4
Multiple Choice Questions:

1. What was the primary objective of the retail store’s plan to address long checkout lines?
A) Increase sales by 50%
B) Reduce checkout wait times by 25% during peak hours
C) Improve product availability
D) Increase customer loyalty
Answer: B) Reduce checkout wait times by 25% during peak hours
2. What was the result of implementing personalized shopping assistance?
A) Decreased sales
B) Increased customer satisfaction and engagement
C) Longer wait times
D) Higher employee turnover

Answer: B) Increased customer satisfaction and engagement

'
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How did the store plan to improve the fitting room experience?

A) Offering discounts on fitting room products

B) Increasing staff during peak hours and reorganizing apparel racks

C) Reducing store hours

D) Installing self-checkout kiosks

Answer: B) Increasing staff during peak hours and reorganizing apparel racks
Which of the following is NOT a benefit of using KPIs in Indian retail?

A) Creating customer-centric strategies

B) Reducing employee salaries

C) Enhancing customer experience

D) Optimizing staffing and employee productivity

Answer: B) Reducing employee salaries

Which KPI helps retailers identify seasonal trends and monitor long-term performance?
A) Inventory Turnover

B) Employee Productivity

C) Conversion Rate

D) Sales Growth

Answer: D) Sales Growth

Answer the Following Questions:

1. Why is it important to monitor performance in an organization?
2. How does the PDCA (Plan-Do-Check-Act) cycle assist in solving operational problems?
3. What should be done if a policy conflicts with operational goals?
4. How do KPIs help in measuring individual and team performance?
5. What is the impact of poorly defined KPIs on performance measurement?
Scan the QR codes or click on the link for the e-books
https://www. https://www. https://youtu.be/7M- https://youtu.be/b03G-
youtube.com/ youtube.com/ VZyFxRyU4?si=oOVH- pAjVvD8?si=skfnIKGIE7y-
watch?v=BApH540yleo watch?v=h-xD-nv0Oyiw j3XHFO_Oexil WIW-j
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— Key Learning Outcomes
By the end of the module, the participants will be able to:
1.

vk wnN

Demonstrate the techniques that help in establishing customer needs

Demonstrate the methods for providing suitable solutions/ suggestions to the customer
Use suitable techniques to close a sale and fulfil customer orders

Identify the different behaviours of the customer and adapt suitable mannerisms
Identify techniques to meet customer expectations
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Unit 3.1 Establishing Customer Needs

— Unit Objectives |9

By the end of this unit, the participants will be able to:
1. Explain the importance of identifying customer needs before suggesting a solution

2. Discuss the characteristics of different types of customers along with their requirements, choices,
and preferences

3. Discuss the types of behaviour and mannerisms that need to be exhibited for different types of
customers

4. Discuss the best practices followed while engaging with a customer in an unobtrusive and non-
overbearing to affect customer purchases

5. List the steps of the sales process

Explain the elements of the sales process and its role in meeting the needs of the customer the
needs of the customers

7. List the health, safety and hygiene practices that need to be followed while interacting with the
customers

— 3.1.1 The Importance of Identifying Customer Needs

The Importance of Identifying Customer Needs Before Suggesting a Solution

knowingly or unknowingly, everyone follows a buying pattern. First the need for the product is
recognized. Then the options are evaluated by visiting different stores /evaluating different versions/
brands of the product. Then the doubts of the buyer should be clarified by the salesperson. Finally, the
buyer decides to buy. Once buyer feels that he/ she has made a right decision by buying that product,
the buyer feels satisfied and even more convinced when the product is appreciated by friends and
relatives. If the shopping experience has been good and if one feels that they have got a very good
shopping experience and value for the money what that they have spent, buyers recommend the store
to others as well and also re-visit the stores for any other needs in future.

Fig 3.1 Buying Process NEED

* Recognition of Need: The Buying cycle starts when a customer recognises the need for a product or
service. At this stage, the buyer moves from just a want to need.

—______o_______
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* Evaluation of Options: After recognising a need for a product, the customer explores all the possible
options that could satisfy the need.

* Elimination of Doubts: While buying a product or service, every customer perceives a risk, such as
nonperformance or late delivery. Customers never make a purchase decision until all their doubts
about any such risks are eliminated.

* Decision to Buy: Decide is the stage where the customer decides to purchase, pays for the product,
and takes the delivery of the product based on the terms and conditions agreed to with the seller.

Before you want customers to understand you; Salesperson/ Team Leader must understand them
first. Be in their shoes, and it will help you to understand their buying behaviour. Therefore, it is very
important to understand the precise needs of the customer to propose a suitable solution to them.

— 3.1.2 The Characteristics of Different Types of Customers ——
Along with Their Requirements, Choices, And
Preferences

Like all the fingers of the hand are not similar, each member of your own family is also not similar and
each one of them are different and have different characteristics and you like them or dislike them
based on various reasons, for example one reason could be the way they behave / might have behaved
with you. Therefore, it is very important that in the store also we interact with various colleagues and
customers, and we need to accept the fact that we need to interact with each one of them tactfully and
must know the techniques to interact with them. And, hence it is necessary for the team leader and the
store team to anticipate certain behaviours from the customers and respond to them in a collaborative
manner.

First time: They look out for opportunities to explore and then make a purchase. They are doubtful
whether to buy from that store, whether to trust the store staff’s words and the quality of products
offered, etc. They need to be taken into confidence and converted into a customer. Remember to give
them the correct information.

Repeat: A customer who buys frequently from a particular shop is a repeat customer. Studies show that
it is less expensive to bring existing customers back than to attract new ones. It would be more practical
and lucrative to keep your existing customers happy and satisfied so that they would like to come back
again. Learn to recognise and greet them. Highlight loyalty/special offers for them.

Age of the customer: This has an impact on the buying pattern and the decision making of the buyer.

Aged customer: Be patient and polite. Be conscious of any physical assistance needs they may have and
help - removing obstacles, helping with shopping bag, etc.

Kids: Be more patient and friendly. Ensure they do not damage goods, displays. Assist with choice. Call
parents for assistance if required.

Different moods and attitudes: This influence the buying decisions. The store staff has to convince
the buyer taking into consideration the different moods and attitudes of the customer. For example if
a customer is in a bad mood, be more polite and cheerful. If the customer is in a good mood, try and
encourage more shopping.

Gender: This matters for a particular category of products/goods. The focus should be on drawing
attention to categories dependent on the gender of the customer:

Male: Grooming, fashion items, gadgets.

Female: Cosmetics, household items, kids’ items. Be more polite and conscious of gender sensitivities.
Avoid continuous eye contact with female customers if you are a male, help with the kids they may be
handling.
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Culture: Analyse the needs of the customer and help them. Be aware of the different festive seasons
and the products sold for that festivals and season. Be more conscious of the products meant for specific
cultures or regional tastes. Individual attention must be given to each customer.

Difficult customer: These customers may be hard to satisfy, raise many objections and be aggressive.
They are very difficult to be dealt with. They must be handled very carefully, and sale should not be tried
to close too fast. You should not irritate the customer —be calm and accommodative.

— 3.1.3 The Type of Behaviour and Mannerisms That Need
to Be Exhibited for Each Type of Customer

Below are the key types of customers with the recommended behaviour that needs to be exhibited with

them —

Defensive Customers

Description:

e They do not want your
company. They love to live in
their shell and do not trust

you easily.

e They are always
apprehensive about your
offerings.

Behavioral Indicators:

e Generally, distrust the retail
salesperson.

e Feel that he/she has the
only objective of pushing
the product across.

e Are sceptical about the
products suggested to them
by the sales personnel.

Your Response:

e These types of customers
can be easily identified by
the way they react to the
assistance offered to them.

e Such types of customers
prefer to be left alone and
take their own purchase
decision.

e One should be advised
not to talk much to such
customers, offer advice only
when asked for.

Description:

e They are like “I Know it | e
All” type of customers
who always try tofe
show that they know
more than you.

Behavioral Indicators:

Interruptive Customers

Impatient, they won’t listen | e
to your sales talk.

Always eager to show how
off, their knowledge about | e
the products.
They would often interrupt | e
you.

At times would get involved
in detailing the product
themselves

Wide knowledge base.

Your Response:

Acknowledge and appreciate
their wisdom and knowledge.
Don't argue.

They get easily impressed if ONE
is humble and listen patiently.
As you get a cue that they are
aware about the product/brand
and are impressed with it, close
the sales call with a sweet smile
and say, “what else can | say, sir
you already know everything
so well. So how much should |
pack.”

Contd...
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Decisive Customers

Description:

They are very sensible
and cooperative
customers. They
belong to the most
matured category.
Very accurate at their
decisions.

Behavioral Indicators:

e Although these customers | o
are quite knowledgeable,
but they won't show off.

e Instead, they would
patiently listen to the|e
sales talk.

¢ They raise valid questions
and queries to the]|e
salesperson. They are
open to new.

Your Response:

The biggest mistake that a
Salesperson/ Team Leader can
do is to argue with these types of
customers and offend them.

They take time in taking decisions
but once they are convinced, they
stick to their decisions.

Sales personals are advised to spend
quality time with these shoppers
and don't show a pushy attitude.
Let them take decision at their own
pace.

Description:
Opposite of above
category. Take long
time to  decide.

Not firm on their
purchase.

Indecisive Customers

Behavioral Indicators:

e These types of customers are
undecided about what they
want.

e They can be highly profitable if
handled properly.

e They can be very easily
converted to a loyal customer
also if the store sales/service
staff treats them well.

e Most importantly help them
arrive at a purchase decision.

Sociable Customers

Your Response:

e Help them in not only showing
around and assist them in
taking decision.

e Offer help in such a way that
the customer should not feel
that you have taken decision
for him/her.

e Don’ttrycross/up selling unless
you feel that the customer will
be ready for it or won’t mind.

Description:

They buy later and
want to talk rest of
the world things first.
Very talkative and
love hang around with
you.

Behavioral Indicators:

e They eat away a lot of peak
time and yet it is not clear
whether they are going to buy
or not.

e They cannot be ignored as
they often visit the store again
and again.

e Eventually become store loyal.

¢ They can be a source of word-
of mouth publicity too.

Your Response:

e Do not mistake them as casual
wanderers.

e Theycanbe easily identified from
their overfriendly behaviour/.

e |tisdesirable to enter a small talk
with them along with showing
them around the store items.

e The major problem with such
customers is that they take a lot
of time in arriving at a decision.

Contd...
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Impulsive Customers

Description:

e The confused ones.
Red or green? long
or short? Stripes or
Checks? They are bad
at decision making.

Behavioral Indicators:

¢ Unpredictable customers. They
shift their decisions very swiftly.
Take quick purchase decision
at a moment and the very next
moment they may change their
decision.

They usually turn out to be
loyal customers.

They also can turn out to be
profitable one’s due impulsive
behaviour.

Your Response:

Identified from their inability
to stick to one decision or
quick decision making or their
impulsive behaviour.

Although they hardly return to
the same store again, still can
be profitable one time catch for
a Salesperson/ Team Leader as
they take fast decisions.

Pushy sales strategy works well
with these types of shoppers.

Description:

e Loyal customers are
one’s that will be
constantly  talking
about your company
or brand, they’ll
be preaching it to
everyone. They are
your repeat buyers.

Loyal Customers

Behavioral Indicators:
Approximately 50% of a
store’s sale comes from
these regular, loyal, and
dedicated customers. They
are hooked to a particular
store and don’t need to be
reminded again and again
about the store.

Discount Customers

Your Response:

Regular follow ups through mail,
telephone orSMSisamust. Whenever
the new stock arrives, they should be
the first ones to be informed.

Offer special discounts, offers and
schemes specifically designed for
these shoppers.

Although whatever best you do for
them, is not enough. Yet the more
services you offer them, the more
privileged they feel.

Description:

Name itself
suggest this type of
customer.

Behavioral Indicators:

Their  visit  frequency
depends upon the type and
amount of the discounts
offered by the store.

The only thing that attracts
them to a store is the offers
and discounts offered by
the retailer. They are the
cash generators.

Your Response:

Keep them updated about your end
season sales or discount offers, on
regular basis.

Make their shopping a memorable so
that they come over again and again
to the store not only for shopping
but to relish that wonderful shopping
experience and share the same with
others.

Contd...
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Description:

Angry customers are a
challenge even to the most

Behavioral Indicators:

Uses high volume and strong
tone.

Angry or Irate Customers

Your Response:

Be calm.
Listen completely.

experienced. The task may | e Isimpatient. Do not interrupt or react.
be very difficult, but itisa|e Uses more of non-verbal Apologise.
great feeling to handle an language. Empathise.

irate customer successfully.
Angry customers express

Might be too verbose.
Tends to react for everything.

Explain the situation and
resolve.

their frustration by aiming
their complaints at staff
members.

Fig.3.2 Key Types of Customers

— 3.1.4 Engaging with a customer in an unobtrusive and non-
overbearing to affect customer purchases

Always the initial approach is very critical, we need to ensure that the customer is comfortable and
does not get offended by asking “May | help you” or “How may | help you “, do not give a room for
customer to think that he/she is being sold a product or you are deliberately trying to sell something
to the customer.

If you’ve spent much time working in a store retailing environment, you know that asking “Can | help
you?” is the best way not to get a customer to take you up on your offer. In stores, the customary
response to that greeting is “I'm just looking.” Generic questions like “can | help you?’ do nothing for
encouraging the shopper.

It is always advisable to leave the customer to browse and let them know your name after you have
greeted them, and you are around if they need some assistance. By doing so you are not only assuring
help but also allowing them their space and time to enjoy the shopping experiences.

However, it is also advisable that you keep a tab on the customer’s movement in the store, do not follow
them. But observe from a distance intermittently and their body language for signs from them looking
for assistance or trying to find something but are not able to get it and so on.

Team Leader or team member could then approach the customer after some time with a few small talks
which help you in initiating a conversation such as using questions that can elicit elaborate responses
from the customer rather than only an “Yes” OR “No”

Engaging Alternatives to ‘Can | Help you?’

“Are you looking for something in particular?”

“What size are you looking for?”

“What brings you into the store today...?”

“Are you looking for any specific fits?”
e “What is a type of fitting you are looking for - a Slim fit or a Regular one?”
e “Are you looking for a size 38 or 40? we have some good collections put up over there”.

e “We have some good promotions up to 50% discount on X Brand ... you may be interested?”
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e “Good choice Sir... These are few of our Premium & rare collections, which are available only at
MysStore, if you would be keen, | can show you some of them”.

o “I see you have picked up few trousers, maybe | can help you with the alterations if required...
meanwhile you may want to look at some of our new arrivals in Formals too?”

e “What type of a watch you are looking for”.

Inthe store the customer who requires advice will usually approach someone with a query. Alternatively,
a customer’s body language might suggest that they require assistance. After the team member/
associate has picked up a discussion with the customer, one must now look at how to find out what
the customer precisely needs so that we can use our knowledge to suggest and propose products and
services to the customers.

How do you find out what are customer’s precise requirements, precise requirements in the sense,
colours, size, fits, pattern so on and so forth?

— 3.1.5 Steps of The Sales Process Along with Its Significance —

Below are the typical steps of a retail sales process that one must practice and adapt while engaging
with the customers.
Welcome & greet.

Engage with customers to identify their needs.
Propose solutions to the customer.

Anticipate and overcome objections.

Identify buying signals.

Close the sale.

Suggest additional merchandise.

Facilitate billing.

L o N Uk WN R

Suggest enrolment into loyalty schemes/ memberships.
10. Follow up for post sales service and feedback.
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Unit 3.2 Understanding Customer Expectations

— Unit Objectives |9
By the end of this unit, the participants will be able to:

List the elements of the sales process

Explain the importance of welcoming and greeting the customer

Explain the importance of identifying customer needs

Explain the ways in which solutions can be proposed based on customer requirements
Identify the methods to overcome sales objections and recognise buying signals
Discuss the importance of closing the sale

Explain the importance of suggesting additional product

00 N OO Ul B WIN

State the importance of enrolling customer in loyalty programmes

— 3.2.1 Elements of Sales Process

Welcome & greet.

Engage with customers to identify their needs.
Propose solutions to the customer.

Anticipate and overcome objections.

Identify buying signals.

Close the sale.

Suggest additional merchandise.

Facilitate billing.

L oo NOU R WN R

Suggest enrolment into loyalty schemes/ memberships.

— 3.2.2 Welcome & Greet

Acknowledge the
arrival/presence
of the customer

Make eye
contact with
the customer

Approach the
customer

"Greet &
Welcome the
customer"

Acknowledge Smile at the

the customer customer

Fig 3.3 Welcoming & Greeting process

—______n__________




Deputy Manager —
Retail Store Department

e Do not invade personal body space while greeting.
e Do not stare at a customer but use a friendly look.

e If you are more than 5 ft. away from the customer and you happen to get an eye contact with
the customer, acknowledge the customer by using a gesture, nod etc. with a smile. to ensure
the customer is aware that you are aware about his/her presence.

e Use a warm and friendly voice — be careful of the tone of your voice.

e If you pass by a customer who is browsing within 3 ft. and happen to have an eye, contact
acknowledge them with a genuine smile and greet them according to the time of the day.

Welcome & Greet - Non — Verbal Components
e Wear a Pleasant and realistic Smile.

e Must be groomed as prescribed by the organisation.
Type of Greetings

Most retailersin the world use a prescribed greeting wherever there is verbal interaction with customers.
e Examples of some of these greetings are:

e Hello Sir /Madam

e “Thank you, please come again”.

e “Thank you for shopping with us”.

e How may | help you?

e Have a great day sir/madam.

e Good morning/ afternoon/ evening.

e Pleasure to help you Sir/madam.

Research show that customer satisfaction plummets when customers are not greeted promptly and
friendly. The proper greeting, on the other hand, will make customers feel welcome and valued. Knowing
how to act when greeting customers and what to say can increase both sales and customer loyalty.

Activity: Role Play on Greetings

Instructions
e Getinto pairs.

e Alternately play the role of the customer and the customer service representative
e The different scenarios include -

e Customer interaction at the till

e Customer interaction on the store floor

e Customer interaction at the Customer Service Desk / Point

e Customer interaction at the store entrance
e Demonstrate welcoming and greeting the customers.
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— 3.2.3 Engage with customers to identify their needs

How one needs to identify what are customer’s precise requirements, precise requirements for

We can unearth the needs of the customers by using these probing techniques to question the customers
politely and understand their precise requirements.

Types of Probes/ Questions that can be asked to the customer to identify their needs:
e Open questions normally begin with who, what, when, why, which and how. Get responses
elaborately. Example: “What do you consider important in a salwar suit?”

e Closed questions will usually get a response as “yes” or “no”. Example, “Are you looking to gift
this to someone?”

e Reflective questions can be used to confirm understanding of the customer’s needs and
priorities. They also indicate the store team member’s active listening skills. Example: “Am |
right in saying that you prefer striped shirts rather than a plain solid?”

There are several different types of questions that you can use when trying to understand the needs
and concerns of a client. Be careful not to start with closed ended questions. Closed ended questions
can only be answered with a “yes” or “no”.

Following are the more productive types of questions to ask. When eliciting information, phrase your
guestion to get a response that includes the information that you want to elicit from your customer.

Open-ended questions

These are the best sort of questions to start with, as they usual require a detailed elaboration and
cannot be answered with a simple ‘yes’ or ‘no’ response. They consist of using variations of who, what,
where, when, why, and how. The respondent has no alternative but to elaborate:

Examples: “How did you like this embroidering on the kurta?”
“Which are your preferred colour choices?”
Closed-ended questions.

If open ended sales questions are a way to get to know your customers in a general sense, then with
close ended questions for sales you’ll get right to the point. Asking close ended questions will give you
clear answers. Do they want to purchase your product? Are they shopping around with your competitors
for the same service? The answers are simple and direct.

Reflective questions.

A reflective question repeats or rephrases in the Salesperson/ Team Leader’s words what the customer
says or seems to imply. Reflective questions are usually a response to the customer’s answer to an
open or nondirective question. Their usual purpose is to clarify understanding of what the customer
really means or feels. Salespeople can use them to play back what the customer said in the hope he will
modify his stand. The use of reflective questions calls for careful listening, selectivity and great care that
the question does not reflect on the customer’s intelligence. If the reflective question is not correct, the
customer will correct the thought.

For example, the Salesperson/ Team Leader says, “You feel that this product would work for you if it
could be made of cotton instead of polyester.” The customer may not have said it that way but merely
expressed a preference for cotton. If the customer agrees to the statement, the Salesperson/ Team
Leader can assume that the sale is made if the change to cotton is possible. By sharing the customer’s
feelings, reflective questions, particularly in statement form, create a better climate for agreement.
When the Salesperson/ Team Leader shows that he or she understands the customer’s view, the
customer may drop a bad idea or correct an opinion after hearing it repeated by the Salesperson/ Team
Leader.

Activity: Need Identification — Types of Questions: Individual Exercise:
Make a list of at least 6,

¢ Closed questions

e Open questions

¢ Reflective questions
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Conclusion: Ask relevant questions which will bring out some important information for you to
proceed in sales. Remember that irrelevant questions irritate the customer.

Activity: Need Identification -Role Plays

Instructions

e Getinto pairs

¢ Clarify who is the customer and who is the Salesperson/ Team Leader
e Customers pretend

¢ Walking into a store & browsing for at men’s formal section

¢ Participant must question the customer appropriately

¢ Practice various scenarios to get comfortable

¢ Alternate the role of customer and Team Leader between partners

3.2.4 Propose solutions to the customer

It’s likely that many of your prospective customers have difficulty deciding which option in the store is
the one that deserves their time, money, and trust.

This selection can be a daunting process for customers who do not have the experience or know what
separates MyStore from any other store(s).

That’s why it is the store team’s job to assist them by making a selling proposition obvious, different,
and memorable enough that they can see exactly what your store has to offer that the other people do
not.

After knowing the precise needs/requirements of the customer it becomes very important for us to now
suggest appropriate products that match the needs of the customers. In this session we will understand
how to propose appropriate solutions to the customers in terms of right products

The customer after recognizing a need moves to Evaluation of Options stage of the buying process. The
customer then starts to think in terms of how his/her needs can be satisfied. The customer at this stage
may have multiple options. One option is to maintain the status co —i.e., not do anything about it right
now, postpone the decision of purchase, another could be to go in for your product, A third option could
be to go in, for your competitors’ product. Your objective as a Salesperson/ Team Leader at this stage is
to convince the customer about how your product best matches his/her requirements.

Salesperson/ Team Leader must:

o Know accurate information on products and services available at the store

. Respond to customers seeking suggestions

J Propose products to customers whenever there is an opportunity to suggest
o Know all the features and benefits of the products

. Know the substitute and complementary products

o Know all the promotions being run in the store

o Know where to find product pricing and any other details

Features, Advantages and Benefits

Suggest Solutions - Products and Services Knowledge, it is important for a salesperson to

o Find out about - uses, features and benefits
. Understand substitute and complementary products
o Understand promotional activity
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. Know where to find product pricing information

Sometimes, while selling a product, a Salesperson/ Team Leader tries to bind almost every feature of
that product to an advantage or a benefit, which in turn are deemed as desirable by the customer. This
selling technique is termed as Features, Advantages, Benefits Selling (also known as FAB).

It is a commonly known fact that the potential customers do not care about the products or services
being offered to them even when the product or service is a perfect match for their needs. They keep
on ignoring the product or service until they find the one with explicitly known benefits or advantages
to themselves. Though this seems to be a very basic concept of marketing and sales, but it is normally
ignored by Salesperson/ Team Leader. Thus, FABS offers a better technique to increase the effectiveness
of the sales message.

Purpose / aim of each statement is to speak following things about your product:
Because it has.... FEATURE

You will be able to.... ADVANTAGE

What that means to you is.... BENEFIT

Suggest Solutions - F A B Model

Fig.3.4 F A B Model
A Feature is a Statement describing some characteristic of a product or service.
Examples:
This shirt is made from pure cotton.
The best part of this watch is it has got a digital display.
This sunglass has got UV protection.
For more clarity let us understand the F A B Process. Let’s begin by understanding Features.

Features describe the characteristics of a product. A customer is always more interested in knowing
how a product can meet his requirements (i.e., the benefits of the product to him) and not in the
attributes (i.e., the features) of a product. Hence, stating only ‘Features’ in sales will hinder the sale
rather than helping it. The customer may even raise serious objections. Therefore, while suggesting a
solution, we should not state only the Features.

Having understood what Features are; let us now understand the benefits
Benefit is how a product / service meets a Need expressed by the customer.

Examples are:
e “You said more than colour comfort is important and this shirt offers high comfort because it is
made of Linen.”

e  “You said durability is important to you and we have evidence that our shoes last three times as
long as any other shoe in the market.”

'
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So, the key to suggesting a solution is to link the advantages of the product to the needs of the customer.
We do it through stating Benefits. Benefits describe how a certain feature of a product, can meet the
need of a customer. It is important for us to understand that, even if we state just the benefits will we
get the acceptance and positive response from the customer. The more benefits we state, the greater
is our chance of success!

Proposing Solutions - Steps in Presenting a Solution

Fig.3.5 Steps in Presenting a Solution

What would be an appropriate time to offer benefits?

Fig.3.6 Proposing Solutions

Another Example of FAB:
e Feature: It’s made out of wool

e Advantage: Which means it will breathe easily

e Benefit: Which makes it warmer in winter and cooler in summer
When To Offer Benefits
e Offer benefits only after you have developed strong needs

e Benefits offered on weak needs have little impact.
Offering benefits when the need is not strong has a limited impact on the buyer. We need to make sure
that the buyers’ need is strong before we offer the benefit. Let’s find out, how do we make the needs
strong?

Whenever a customer explicitly expresses the need for a product especially if it is for any of the ouftfits
in the apparel, the SALESPERSON/ TEAM LEADER can offer the product by suggesting the customer to
try the outfit in the fitting room

Suggest Solutions — Remember the FB Model
S = Summarise Needs

E = Emphasise Benefits
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L = List Appropriate product

L = Look for buying Signals

Activity: FAB Exercise and Role Play
Suggest Solutions - Role Plays

Instructions

o Get into pairs.

o Clarify who is the customer and who is the Salesperson/ Team Leader

. Customers pretend.

o Buying a shoe

o Buying jewellery items

J Buying merchandise in luggage

o SALESPERSON/ TEAM LEADER’s must suggest solutions by using F& B model with the

customer appropriately

o Practice various scenarios to get comfortable.

. Alternate the role of customer and SALESPERSON/ TEAM LEADER between partners.
Up Selling

After having discussed on offering solutions to customers, it is important that we also need to know
how to suggest alternate options which not only meet the needs of the customers but also are better
with respect to benefits and also provide high profits to the store.

If a customer is not aware of better and superior options, he / she will buy the basic one and move
away or if he/she is more knowledgeable customer, will definitely assume that the store either does not
stock superior ones or the SALESPERSON/ TEAM LEADER is not knowledgeable. Not only that it is also
necessary for the SALESPERSON/ TEAM LEADER and store to increase the sales not only by volume but
by value also. This process of proposing high value alternatives / options to the customers is called as
upselling.

What is up selling?

Upselling is a technique where the SALESPERSON/ TEAM LEADER induces the customer to purchase
more expensive items, upgrades, or other add-ons in an attempt to make a more profitable sale.

For example: A customer may simply want to purchase a new simple FastTrack wristwatch, yet we
manage to sell them a Fossil watch.

Few Techniques to upsell.

Assumption is the key: Always assume that the customer will naturally want a superior product that
adds value.

Example: “This is a very high-quality linen, you said you like cotton fabrics the most, | am sure you will
love this, and it looks too good on you. Why don’t you try this one too in the fitting room”. DO
NOT BE PUSHY.

Avoid Perception: Focus on customer needs and not yours. Most of us assume that this is not my taste
and avoid suggesting. It is totally irrelevant whether this purchase suits your needs; what is relevant is
whether it suits the customer’s.

Hands on demonstration: One of the most effective up-selling techniques is getting the customer to use
the product in your location.

Example: In beauty products counter you might want to apply the superior makeover products and
demonstrate how they are better when compared to the basic or intermediate ones.

Use round numbers: Customers are more likely to choose the higher-priced alternative when the prices
for two are presented as round prices.

Example: If the prices on two watches are Rs. 1999.99 and Rs. 2499.99, the SALESPERSON/ TEAM
LEADER can say, “For only Rs. 500 more, here are the additional benefits you'd get.”

'
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Create a sense of urgency: If you're upselling something that’s only available for a limited time, be sure
to let the customer know. You can mention that the item is almost out of stock or that it’s “moving fast.”
and the stocks may not last too long.

Up-selling is the practice of giving customers the option to buy an item that is slightly better than
the one they are considering. To generate an up-sale, a Salesperson/ Team Leader may offer a more-
expensive product, suggests an upgrade or convince the customer to purchase add-ons.

A common example of up-selling is when a McDonald’s cashier asks you if you would like to super-size
your meal, thereby prompting you to purchase what is essentially the same meal but pay a bit more for
a larger portion.

Showing customers that other versions of the product may better fulfil their needs can increase AOV
(Average order value) and help customers walk away more satisfied with their purchase. Up selling is
effective at helping customers visualise the value they will get by ordering a higher-priced item.




Participant Handbook

Unit 3.3 Meeting Customer Expectations

— Unit Objectives |9

By the end of this unit, the participants will be able to:

1 Identify the methods to overcome sales objections and recognise buying signals
2 Discuss the importance of closing the sale

3 Explain the importance of suggesting additional products

4 State the importance of enrolling customer in loyalty programmes

— 3.3.1 Anticipate and overcome objections

Have you ever heard these queries?
o Why does our dark shed clothes bleed?
e Why are your products priced this way?
e | am getting the same product online on less price.

Anticipating objections - When you anticipate objections to your argument or proposal, you are trying
to see the others’ viewpoints. By making an effort, you actually state other’s viewpoints. You are also
troubleshooting problems that you must overcome to make a thorough proposal when a customer
raises an objection.

Objections are the hurdles that keep salespeople a step away from closing. The swift removal of
objections invariably leads to the closing of the sale. Only the well-prepared Salesperson/ Team
Leader succeeds in removing the objections in a convincing manner.

What is an objection?
e An objection is anything the customer says or does that is an obstacle to smooth purchase/sale.

e Insimple words, an objection is a doubt in the mind of a customer regarding a product, which needs
clarifications.

e Every objection is situational.
e Agenuine objection is always raised by the customer who intends to purchase the product.
Why does an objection arise?
It arises due to:
e Emotional reasons -
e Always feeling doubtful
e Does not want to take decisions.
e Prefers old styles and fashion — does not want to change.
e Bad customer service experience in the past
e Llogical reasons -
e Does not understand your offers/products.
e Scepticism or uncertainty

e Just puts off decision to buy — hidden reasons.

— B/




Deputy Manager —
Retail Store Department

Objections are a natural part of the selling process. If there are none, it could mean that the customer is
apathetic. Objections show interest and enable the Salesperson/ Team Leader to give more information
to the customer. The more information the customer has, the easier it is to make the sale. Hence sales
objections are part of the process that results in the customer getting the information he needs to
decide to buy.

How to handle objections?

e Anticipate objections.

e Be attentive, be natural in your appearance and behavior.

e Listen patiently.

e Show respect for both, the objection and for the customer’s feelings.

e Summarise and repeat the objection in your own words.

e Empathise with the customer and try to clarify the doubts in a very subtle manner.

View the objection as a question. Many times, salespeople hear an objection as a personal attack.
Instead, an objection such as “Why are your prices so high?” should be considered as a question. That
allows a more positive conversation rather than a defensive one.

Respond to the objection with a question. As in every step of the selling process, asking the right
guestions is critical, and handling objections is no exception. Questions, such as

“Sir, If I may ask you, in comparison to what you feel that this is highly priced?

“Can you share your concerns in this area?” or

“Is there another way to look at this to make it work for you?”

- are good ways to engage customers in dialogue that will help you better solve their problems.

Respecting the concerns of the customer demonstrates that the seller is appreciative of his concerns.
It is important to not become defensive, as the buyer is not criticizing you the seller, but wants to make
sure he makes the best decision for himself.

How to overcome objections?
Situation 1
e Price objection - “Your cotton saree rates are very high”.

e Ans.-“Yes, | agree that our rates may be a bit higher than those offered elsewhere. However, | think
you will agree with me that you would value better quality, products with warranty and guarantee,
no question asked exchange policy, transparency in sales, credibility & brands of our products and
above all the trust what you can place on us and excellent post sales customer care.

Situation 2
e Feature objection - “l don’t like that style. It looks rather outdated for me”.

e Ans. - “l appreciate your opinion mam, if | am right, in your opinion, this outfit is out of fashion trend
now. However | am sure that you will agree to the fact, MyStore is very well known for keeping up
to the trends in the fashion, and this outfit is one of the fastest moving and | can show you our sales
frequency too, and additionally | believe the colour and the fitting goes very well on you and you
should take a trial in our fitting room.

Situation 3
e Trust objection - “l am not sure if the labels & expiry dates on this fragrance are genuine”.

e Ans. - “| appreciate your concern mam, if | was buying such an expensive fragrance, | would also
have similar doubts. But we , MyStore are a renowned brand and entire nation knows about it. We
have a very stringent quality process in sourcing our products, and | will tell you, please be rest
assured about the genuineness of the fragrance you have decided to buy, | am sure your friends will
come back to us referring your name to buy similar products from us.
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Anticipate & overcome objections — Few other tips on handling objections.

Fig.3.7 Anticipate & Overcome Objections — Few Other Tips on Handling Objections
Let us understand the reasons why a particular type of objection happens and how to handle the same.
The First type of objection is misconception.
This can happen due to wrong information, partial information, or absence of information.
And we can handle it by bridging the knowledge gap.

An example of misconception is: Customer says that he has never observed the real price difference
whenever a discount was offered.

If the discount offer exists on the product and the customer is not aware, we can show him the bill on
which the discount was given and clarify the doubt.

The Second type of objection is Scepticism.
This is feeling based. And we can handle it with data.

An example of Skepticism is Customer feels that few products of a type will not sell at all and is skeptical
of buying them.

If product has really done well in any of the territory, we can handle this objection of the customer by
giving examples of how the sale of it has happened in the last 6 months.

The third type of objection is Complaint.

This is usually from experience which has created a negative feeling in his mind. We need to handle this
with sincerity. And address it immediately if we can or note down and revert later.

A typical example could be the retailer says that the alteration service has not been accurate at the
stores.

You can take it up immediately with the tailor & customer and check out the reason for the same and
correct it keeping both of them in the loop.

The fourth type of objection is Drawback.

This can be linked to Product or service attribute. This will be something which is chronic in nature and
is known within the system. We should accept the drawback but highlight other benefits which balance
out the impact of the drawback.

For example, the retailer may say that our discount offers are not as attractive as any stores such as a
discount store.
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We can handle that by highlighting the fact that: We are a different category of outlet, while the products
sold in discount stores are out of fashion / trend / at their last stage of the product cycle in comparison
to our store, where only fresh stocks are stocked which belong to current trend & seasons.

We can thus address any objection by classifying its type in our mind and responding appropriately.

§8
£

— Activity
Anticipate & overcome objections-Role Plays

Instructions
e Get into pairs.

e Clarify who is the customer and who is the Salesperson/ Team Leader
e Customers pretend.
e Buying a Trouser
e Buying Watch
e Buying running shoes
e Salesperson/ Team Leader must overcome the objections on the situations provided by the trainer.

e Practice various scenarios to get comfortable.
Alternate the role of customer and Salesperson/ Team Leader between partners.

— 3.3.2 Identify buying signals

Buyers often indicate that they want to buy what you are selling by giving signals, instead of actually
saying so

These signals are of two kinds:
e Verbal signals

e Non-verbal signals
How do you know when to ask for the sale? When the customer tells you to they are ready to buy?

When a customer starts to consider buying from you, he probably won’t come right out and say it.
In fact, he might not even realize how interested he is. Instead of openly stating his interest, most
customers will begin to display “buying signals,” in the form of either questions or statements. Being
able to recognise these buying signals will give you a strong advantage.

Signals can be identified through verbal and non-verbal cues.

Verbal Buying Signals

Some of the verbal buying signals could be:

e They start asking for more details about a certain outfit or it’s price range.
“Can | get a different colour of the same pattern?”
“Can | try another trouser of the same size?”

e Statements of appreciation/interest
“That looks good....”

“Yes, that is the colour | was looking for.”
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e They ask more questions which the conditions are to purchase—
“Does these discount offers apply to these set of shirts?”
“How long will it take for the alteration?”
“Can | pay through Paytm?”

There are specific verbal and non-verbal buying signals that every customer gives. Knowing what to
look for can help you in the sales process to make more and better-quality sales. These buying signals
either represent that the customer is or is not interested in the product / service. However, you also can
identify if they have come into your store with an intention of either gathering information or are they
really looking to purchase a product / service.

Non-Verbal Buying Signals

Some of the non-verbal signals could be:

e Asmile

e Their eyes may light up after seeing what they actually were looking for

e May fondly touch a particular product.

e May repeatedly take the product in hand, try to place it separately in case of an apparel.
Importance Of Buying Signals - Consequence of ignoring the buying signals:

e |If customer has already decided to purchase, he/she will get irritated if the SALESPERSON/ TEAM
LEADER continues to propose more products.

e |t unnecessarily creates doubts in the minds of the customer if SALESPERSON/ TEAM LEADER does
not try to close.

e The customer may end up not purchasing.

e \With additional knowledge the customer may go to competitor for verification.

Read the consequences on the slide and reiterate that identifying signals means stop the sales pitch
and move to the closure. When this is unidentified salespeople continue to pitch the product, and
woo the customers in more different ways, which will ultimately put the customers off and even
might persuade them to change their mind by not buying. So, one must take cognizance of this fact.

— 3.3.3 Close the sale

Fig.3.8 Close the Sale

'
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Closing is a sales term which refers to the process of making a sale. In sales, it is used more generally
to mean achievement of the desired outcome, which may be an exchange of money or acquiring a
signature. Salespeople are often taught to think of targets not as strangers, but rather as prospective
customers who already want or need what is being sold. Such customers need only be “closed.”

Closing is a make-or-break moment in sales. It’s the final verdict determining whether your efforts will
amount to anything at all.

It’s natural to feel apprehensive about the close. However, without that feeling of risk, successfully
closing a sale wouldn’t be so thrilling -- which drives salespeople to continually strive for more.

Because sales professionals are expected to generate the best possible win rates for their effort, many
closing sales techniques have been developed over the years. Here are three proven closing techniques,
and why they’re so effective.

Persuading techniques

e Sir / Madam — Shall | assume that you have chosen these two shirts, so that | can place them aside
for you?

e Sir / Madam — Both of these watches look good on you; do you want to go for both or any one
among these.

e Sir / Madam — Do you need a gift wrapping for this?

e Sir / Madam — Would you be paying by cash / card
These are the examples for closing the sale. You can make your own depending upon the situation/
product or customer.

NS
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Activity
Role Play on Closing Sale
Instructions
e Getinto pairs.
e Clarify who is the customer and who is the Salesperson/ Team Leader
e Customers pretend as -
e buying a shirt
e buying a women’s western ouftfit etc.
e SALESPERSON/ TEAM LEADER’s must persuade the customer to commit to purchase.
e Practice various scenarios to get comfortable.
e Alternate the role of customer and SALESPERSON/ TEAM LEADER between partners.
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— 3.3.4 Suggest additional merchandise

Fig.3.9(a) Cross Selling- Suggest Additional Merchandise

Cross selling is the art of suggesting additional, complementary items to someone who has already
decided on a purchase.

Fig.3.9(b) Cross Selling- Suggest Additional Merchandise

Cross-sell is the practice of selling or suggesting related or complementary products to a customer. It is
the action or practice of selling an additional product or service to an existing customer.

The objective of cross-selling can be either to increase the income derived from the client or to protect
the relationship with the client or clients. The approach to the process of cross-selling can be varied.

Example: When you go to buy shoes, shopkeeper by default try to sell you socks or shoe polish or shoe
strightner; they actually cross sell.

Advantages of cross selling

e Increases Productivity

e Increases Basket Size, providing volume growth.

e Helps us make the customer aware of other products / categories.
e Creates a wider reach for the brand.

e Allows you to educate the customer about our product line.

e Increases the chances of Customer Retention & Repeat Buying
Techniques to suggest additional products:

“Sir Can | suggest some good ties which goes well with this shirt?”

“Sir, we have an exclusive collection only for professionals in corporates, and we don’t recommend it to
everyone, you should definitely have a look at it”

“Sir / Mam, we have a new collection of active wear on promotion, since you look like you are into
fitness, | suggest you come along with me to have a look at them too”.

“Sir since you have bought three formal shirts for your trip to abroad, you should definitely evaluate
some recent arrivals on limited edition cufflinks”.

These are the examples of cross selling in retail industry.
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— Activity ‘5@ ‘
Suggest additional products

Instructions
e Getinto pairs.

e Clarify who is the customer and who is the Salesperson/ Team Leader

e Customers pretend as -
e buying a shirt

e buying a women’s western outfit and so on
e SALESPERSON/ TEAM LEADER’s must suggest and persuade customers to look at additional
products.

e Practice various scenarios to get comfortable.

e Alternate the role of customer and SALESPERSON/ TEAM LEADER between partners.

— 3.3.5 Facilitate Billing

Fig.3.10 Facilitate Billing

e After all the purchase commitments are completed, help the customer carry the products to
the billing counter.

o Help them to make themselves comfortable in the queue.
e Ask the customer is there anything else you could do to help them.

e Thank the customer with a pleasant smile and leave to your section.

— 3.3.6 Suggest enrolment into loyalty schemes/ memberships —

A Customer Loyalty Program is a marketing tool used by all types of businesses to motivate repeat
customers by offering a type of reward system. A customer loyalty program is a structured and long-
term marketing effort which provides incentives to repeat customers who demonstrate loyal buying
behaviour. Retail loyalty programs evolved when progressive retailers recognized that without a
“customer identification tool,” they were unable to recognize individual customers and reward them
for desired behaviour.

The is a Loyalty Programme not only gives the customer Special Offers, Benefits, & Privileges but also
helps them earn points on their purchases. These points can be redeemed for an equivalent value of

— B
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purchases at the same brand/ organisation’s store.
Activity: Roleplay on Loyalty Scheme
Instructions
e Getinto pairs.
e Clarify who is the customer and who is the Team leader.
e Team Leader must suggest customers to enrol into Loyalty Programme
e  Practice various scenarios to get comfortable.
e Alternate the role of customer and Team Leader between partners.

— Summary bl

In this module, the participant has covered the following:
e Different behaviours of the customer and adapt suitable mannerisms.

e  Techniques that help in establishing customer needs.
e  Methods for providing suitable solutions/ suggestions to the customer.
e  Techniques to close a sale and fulfil customer expectations.
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— Key Learning Outcomes
By the end of this module, the participants will be able to:

1 Interpret design briefs for retail displays
2 Outline the new and effective ways of improving the visual effect
3 Identify how to procure merchandise and props to be featured in retail displays
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Unit 4.1 Planning Visual Merchandising Displays

— Unit Objectives | ©

By the end of this unit, the participants will be able to:

1  Explain the role of visual merchandising displays in marketing, promotional and sales campaigns
and activities
List the principles of visual merchandising

3 Explain the importance of the elements within the design brief

List the steps of using the design brief to identify what components are required to create a visual
merchandising display

5 Explain the best practices for evaluating the potential places to put the display to meet the brief
design specifications

6  Explain the different approaches to designing displays for different types of merchandise and why
these are effective

Explain the role of light, colour, texture, shape, and dimension to achieve an effective display
Outline the process to procure merchandise for setting up visual merchandising display

—4.1.1 The Role of Visual Merchandising Display

Visual Merchandising display is also referred to as “Silent Salesman”, for a reason that the representation
of the product in an attractive manner itself speaks to the customer and impulses her/ him to buy.

A visual merchandising display -

o Sells by showing and promoting.
. Encourages the shopper to enter the store.
. Gets the customer to pause and ‘shop’ the selling floor.
o Establishes, promotes, and enhances the store’s visual image.
. Entertains the customers and enhances their shopping experience.
o Introduces and explains new products.
Role of displays in marketing, promotional, sales campaign and activities
o Displays are the end-product of any marketing, promotional, sales campaign or any activity.
. They are the front face of a store.
. They are what the customer finally ‘sees’ in the store.
. They provide the look and feel of any product to be sold.
o They draw attention and increase footfalls in a store.
. Overall, they play a key role in enhancing the business of a store

The right product display is selected by considering the following factors:

¢ Type of business: Based on the nature of business, the display pattern and style is decided.
Example: Food, Apparel, General merchandise, etc.

e Type of store plan: Based on the store layout/plan, the display pattern and style are decided.
Example: Bigger store, smaller store, store in a mall, etc.

e Customer profile and location: Based on the customer analysis/profile and location, the display
pattern and style are decided. Example: Profile: A = High Class, B = Middle class, C = Below middle
class. Location: heart of the city, out skirts, residential area, etc.

'
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e As per company display policy (Planogram): Each and every company will have their own display
policies and based on that, the display pattern and style are decided.

e Example: In Shoppers’ Stop, the arrangement of apparel (clothing) is different, when compared to
Bangalore Central.

e Using different Visual Merchandising tools: The display pattern and style depend on the different
Visual Merchandising tools used. Example: Generally, show cases are used to provide display of
wrist watches, mobiles, jewellery items, banners, promotional talkers, etc. that convey the right
message to customers.

e Display v/s cost and space: Based on the cost involvement, the display pattern and style are decided.
Example: For highvalue productslike jewellery, the materials used to display are usually of a high price.
The space allocation is also done, based on the movement of the products.

Example: Generally, more space is allocated for fast moving products and less space is allocated for slow
moving products. This is to use the available space economically and to gain more profits.

— 4.1.2 The Principles of Visual Merchandising

¢ Plan the Merchandise Presentation & Displays
e Select Colour & Texture First, Then Define Line
e Maintain Good Composition

e Evaluate Effectiveness of Presentations

—4.1.3 The Importance of The Elements Within the Design
Brief

¢ Design brief povides the answer to the 5 Ws and a H for a display to be done:
1. Whatis to be done.
2. Whereiitis to be done.
3.  Why should it be done.
4. When can it be done.
5. Who should do it.
6. How should it be done.
¢ The designing brief will also have details of an end picture for guidance.

¢ The size of the place where the display is done will vary from store to store; hence there will be
suggested place inside the stores where it can be done.

¢ The reason for the display—the thought process behind it and what is expected of the display—
will also be defined in the design brief.

¢ The ideal time to do it would also be mentioned.

¢ Who are the people who will be responsible for the execution and escalation matrix will be
made available.
¢ Legal compliances to be adhered to and major don’ts will be highlighted in the design brief.
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The above are critical for executing the work and hence going through the design brief is very important
for people who are involved in the project before starting of work.

Contents of design brief
¢ The reason for putting up the display. This is important because till the person who is working is
not able to relate the event and the display, the outcome will not be as expected. When putting
up a Christmas display it should be mentioned that gift articles should be sold, new range of
apparels and accessories. The expected result of the display, for example sales is expected to
grow by 20%.

e Duration of the display to be maintained with specifics (from and to date).

¢ Where the display is to be maintained—the precise location inside or outside the store.

¢ The required props which are available and what would be required more.

¢ The cost that can be spent on the display.

¢ The dimensions of the props, platforms will be mentioned as per the type of stores and area.
¢ Details of content for the signage.

¢ Size of the signage.

e Steps invovled in putting up the display.

¢ People who can be contacted for guidance and to clear doubts.

¢ Lighting for high end retailing.

— 4.1.4 Interpreting Design Briefs

Interpretation of a design brief is the way one has understood the contents:

Content Details

e The reason for putting up the display e  Occasion—festivity or sale?

If it is for Christmas, the interpretation can be
that it is the day of joy and celebration, stars
everywhere, winter—snow capped trees, etc.

e The expected result of the display e Impact of the display on customer and business

e Durationofthedisplaytobe maintained| e From and to date
with specifics

e Where the display is to be maintained e Location

e The required props which are available| e Material available and what should be bought
and what would be required

e The cost that can be spent on the| e Investment that would be required
display

e The dimensions of the props, platforms | e  Size of the display
will be mentioned for the type of stores
and their area

e Details of content for the signage e Dimensions of the signage and how to fix it

e Steps invovled in putting up the display | e Step by step detailing of constructing the display

e People who can be contacted for| e Trained people who can execute the work.
guidance and to clear doubts

e Level of lighting for high end retailing e How should the lighting be organised or if extra
lighting is required

Table.4.1 Interpreting Design Briefs

'
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The merchandiser and the buyer may have to be consulted to obtain feedbacks on the preperation,
creation and evaluation of the Visual Merchandising display that needs to be or is set up.

Consultation is also obtained on, Elements of merchandise and props may be classified as under:

Product
What type of product and what is the impact it is going to make on theoverall business?
Position

Who is the target customer? Do we have them coming to the store? What percentage of our
customers are they? Will the display make the stopper a shopper?

Prop
How well it gels with the parent product? What is it that the prop communicates? Does it
communicate the message that we want through the design plan?

Promotion

Do we have promotions for the product(s) which are on display? How much sales s it going to
bring in?

Results
Are the expected results achieved? What were the strong points and what were the shortcomings?

— 4.1.5 Evaluating the potential places to put the display to ——
meet the brief design specifications

Study the customer flow. A detailed study of the customer movement has to be done to decide
the potential places for displays. For example, during Diwali, identify which sections will have the
highest movement of customers. Customer traffic increases in all the sections, however it is higher
in apparel, grocery, gifting and consumer durables. One can think of setting up cross promotional
displays in these sections.

Count the number of customers taking a right turn and a left turn at T junction within the store.
Wherever the customer traffic is higher, one can think of setting up the displays.

Check the number of customers who spend time on displays. Eavesdrop on the comments made
by the customers and suggest modifications or change of place to the superiors.

Based on these, in order of preference in each of the department decide the places for display.

Some potential locations

The gap between two gondolas in which the customer walks is called as aisle. The aisle which is right in
front of the entrance door and those aisles which runs around the gondolas are called as ‘power aisles’.
The other aisles which run between are called as secondary aisles.

Displays should be at those points where the customer will turn and continue to shop
Bulk display at the entrance.

The place at the end of the power aisle is a potential place.

The wall spaces close to ‘wells’ on the floor. (Display sections in middle of the floor, for
example watch counter; mobile counter).

Wide area in front of the POS where ‘display islands’ can be created.

Impulse counters at the POS

Given hereunder are the potential locations for display Windows.




Deputy Manager
Retail Store Department

¢ |t can be the show window facing outside or it can be windows inside the store.

e Just at the entrance Right at the entrance where a customer will not miss it.

¢ Entrance to department

e At the aisle which leads a customer into a department.

¢ End caps- These are situated at the end of the gondolas.

e Near cash tills/POS

¢ Impulse counters at POS and those places which the customer will not miss to look.

e Across elevators and escalators,

¢ Those junctions within the store where the customer has to decide on the tour of the store.

e Ends of aisles- As said earlier, it can be on Gondola ends or as floor displays at the end of aisles.

— 4.1.6 Approaches to designing displays for different types of —
merchandise and why these are effective
Types of merchandise groupings
e Symmetrical balance.
e Triangular principle.
e Emphasis.
¢ Focal point.
e Optical centre.
e Rectangular, radial, repetitive.
e Rhythm.
e Harmony.

e Adjacencies for cross merchandising.

Symmetrical balance

Fig 4.1 Symmetrical Balance

—_______no__________
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Symmetrical balance: When you look at the figure it looks like a weighing scale. The display is even
on both the sides, the number of articles are spread from the centre evenly on both sides. Both sides
are evenly balanced and even the ends at the right and left are balanced. These type of displays are
called Symmetrical balance. It is effective in promoting classic products for important occasions.

Fixturing should always be done such that both the halves are balanced. This can be done by drawing

an imaginary line in the centre, below the brand signage, so that both the sides look similar as
illustrated in the image above.

Triangle principle

Fig 4.2 Triangle Principle

Triangular display: These are also called pyramid display—broad at the bottom and tapers to the top.
Large sized articles are kept below and the smaller ones towards the top. Imagine how a customer
standing can look at the three vertices of the triangle and look at the products which would complement
each other. Triangular principle allows the customer to see all items in the display. Stand away from the
brand at a central location on the aisle and imagine a ‘V’ line of vision and place the fixtures.

Focal points: Focal point is the highlight location within the display that helps in focusing the customer’s
vision at the desired location. Fixturing should be done such that it creates a focal point for the display.

Fig 4.3 Focal Point
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e Focal point helps customers in decision making. They would be able to relate the product to its
utility.

e Asthe name mentions, the focal points gets the focus of the customers when they first look at the
display.

Creating focal points

e Are created based on traffic of customers and where the display can get the focus of the customer

e The second focal point can be the place which the customer will not miss inside the store.

e Having identified the place, put the products on display by reffering to the design briefs.
Other merchandise groupings
Having got the location correct, the next step would be to group the merchandise to enhance sales.

Emphasis: Emphasis on a theme or mood will be focused on the display. Since the eye movement
of customers are from left to right, prominence is given to product to the extreme right to catch the
customers attention.

A display needs to emphasise a theme or mood, such as the use of sports equipment, work equipment
or leisure equipment set up in a lifelike situation. Themes may also depict seasons, anniversaries,
celebrations, holidays and other special store events. All elements in a display must then reinforce one
other and emphasize the mood created.

Optical centre: When a merchandise group is presented and the surrounding area is kept blank, the
focus will be on the merchandise. This is optical centre grouping.

Fig 4.4 Optical Centre

Rectangular, radial, repetitive: When the products are grouped where a customer would be able to
come around and view them either in right angles or in a circular motion, the customer will not miss
the product.

Fig 4.5 Rectangular, Radial, Repetitive

Rhythm: In a display when there is focus on a product and then it leads to other products displayed
which are subordinates, then we say the display is grouped in rhythm.
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Fig 4.6 Rhythm

Harmony: Harmony is a principle that can cover and incorporate every other principle being discussed
here. Harmony is an agreement in feeling and consistency in mood that is the feeling that all parts of a
display relate to each other and to the whole display. Without harmony, the observer is uncomfortable
and will not be enticed to purchase merchandise.

Fig 4.7 Harmony

Adjacencies for cross merchandising: As mentioned in focal point, adjacencies of products is also
important, that is when accessorised properly vis-a-vis, trousers, shirt, socks, handkerchiefs, belt,

shoes, bags.
e Products can be displayed in sets, to demonstrate ‘one look’ that is ‘matching’. This will

e Helpinincreasing sale.

e Help in promoting weaker categories.

e Make collection assortment look wider.

e Give trend cues to customer.

e Adjacent means ‘next to’. Some rationales that are used for placing sets of products are:

e Complimentary categories, for example shirt with a trouser combination or shirt within
a suit or blazer.

e Accessories that go along with the mother product, for example belt with trousers.

Fig 4.8 Adjacencies for Cross Merchandising
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The main principles of design used in display are balance, emphasis, rhythm, color, lighting and harmony.
These principles apply to all displays—window and interior.

— 4.1.7 The Role of Light, Colour, Texture, Shape, and
Dimension to Achieve an Effective Display

Based on the design brief (design brief is discussed elaborately in the another session)—the
planogram given, the location in which the display is to be done, the number of units to be displayed
the choice would be made.

Dimension

The ideal place would be suggested but the people on the shop floor can decide where to relocate the
display depending on the size and number of units.

Light

Depending on the place of display, luminence over there and the product category, extra lighting
should be organised.

There are two basic type of lighting
1. General lighting : To illuminate both merchandise and the pathways. It is immovable

2. Accent lighting : Highlights particuliar merchandise or a set of merchandise. They are movable
based on the store and display needs.

Texture

Based on the product category, its value and the focus customer segment, the texture of the display
would be decided. A rough terrain look will suit a denim product than a formal wear;

Shape

Repetition of shapes will improve the emphasis of the product instead of leaving just one piece on
display.

Colour

Every colour has got a connotation and it depends again on the product once again.

Fig 4.9 Colour; Texture; Light; Dimension;Shape; Texture

—______&__________
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— 4.1.8 Process to procure merchandise for setting up visual —
merchandising display
Different types of materials to set up visual merchandising displays on new merchandise, seasonal
merchandise etc include.

o Shelf talkers
= Will give the consumer information that this is special promotion.
. More visible than shelf edge labels
. Conveys more information than price.

o Posters
= Attracts customers and emphasises the value (storyboard)
Ll Conveys more than just price.

o Banners
= large sign used to draw customers’ attention
=  Can be made from flexi board or fabric.

o Merchandise
. Products for display

o Props
. Mannequins
. Stands
. Lighting
. Any other props as per the design briefs

All the above materials are generally received from the head office VM team along with the design brief
for any promotional activity that are driven centrally from the organisation. However, in case of any
local or store centric promotions the above materials are procured by placing an indent to the head
office after due approvals from the store manager and other authorities at the head office.

. . 2
— Activity ‘/‘
Group Activity

Objective of the Activity: To establish the importance of preparing the display area in the minds of the
learners.

Materials (if required): Food and apparel, consumer durables, IT and mobile products, audio, video
equipment, participant handbook, etc.

Steps required:
e Divide the class into three or four groups depending on the size of the class. Give each group
the mentioned materials needed.

e Ask learners to list the key cleaning requirements of the display area for their category.
e Ask them to prepare a list of items required for the specific displays.
e Ask them to list the utility of every item listed by them during the displaying.

e Ask every group to present their findings to the class.
Conclusion drawn: The activity helps in explaining the importance of preparing the display area in the
minds of the learners.

'
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— Summary el

In this module, the participant has covered the following:
e Interpreting design briefs for retail displays.

e New and effective ways of improving the visual effect.
e How to procure merchandise and props to be featured in retail displays.

Scan the QR codes or click on the link for the e-books

https://www.youtube.com/watch?v=rLEC4NIduLY

Execute Visual Merchandising Displays as Per Standards and Guidelines



https://www.youtube.com/watch?v=rLEC4NlduLY
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— Key Learning Outcomes | ¥
At the end of this module, the trainee will be able to:
1.

Set clear and achievable sales goals using the SMART criteria, review these goals regularly, and
adjust them as necessary to ensure their relevance and attainability

Develop the skills to analyze past sales data, use effective reporting methods to communicate
sales progress, and provide continuous feedback and corrective actions to improve sales
performance and align with organizational objectives
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Unit 5.1 Sales Strategy and Performance Management

— Unit Objectives |©
At the end of this unit, the trainee will be able to:

1. Explain the significance of organisational policies and procedures for customer service and
sales process

2. Discuss the internal and external factors that can impact sales

3. Describe the plans and methods to determine, interpret and achieve sales goals

— 5.1.1 Significance of Organisational Policies and Procedures —

Organizational policies and procedures are vital for any retail operation’s smooth functioning and
success. They provide a clear framework that guides employees in their roles, ensures consistency in
customer service, and helps maintain compliance with legal and regulatory standards. By setting clear
expectations and standardizing processes, policies and procedures contribute to efficiency, customer
satisfaction, and ultimately, the achievement of sales goals. In the dynamic and competitive retail
environment, having well-defined policies and procedures is essential for building a strong, reliable,
and customer-centric business. The significance of organisational policies and procedures for customer
service and the sales process is explained below:

Standardization of Customer Service » Ensures that all employees follow a uniform approach
in dealing with customers, reducing variability in
service quality.

» Defines standard greetings, communication protocols,
and problem-resolution steps.

> Establishes expected response times for customer
gueries and complaints.

» Creates protocols for handling dissatisfied customers,
returns, and refunds.

Compliance with Legal and Ethical > Helps avoid legal liabilities and maintains the
Standards reputation of the retail business.

» Ensures adherence to consumer protection laws, data
privacy regulations, and fair-trade practices.

> Establishes ethical sales practices, preventing
misleading advertisements and false claims.

> Protects customer rights, including clear return and
refund policies.

Improving Sales Effectiveness > Helps sales teams achieve targets by providing a
structured approach to selling.

> Defines sales strategies such as upselling, cross-selling,
and bundling.

» Provides sales scripts and negotiation techniques for
different customer segments.

> Establishes guidelines for discounts, loyalty programs,
and promotional offers.

Continued...

'



e Participant Handbook

Efficient Training and Team » Facilitates smooth onboarding of new employees and
Management continuous performance improvement.

» Provides training modules on product knowledge,
customer engagement techniques, and conflict
resolution.

> Defines sales performance metrics (e.g., conversion
rates, average transaction value) to measure individual
and team success.

> Establishes incentive structures and rewards for top-
performing employees.

Optimizing Store Operations » Reduces errors, enhances productivity, and ensures a
seamless shopping experience.

» Establishes inventory management procedures to
prevent stockouts or overstocking.

» Defines guidelines for visual merchandising and store
layout to maximize footfall conversion.

» Ensures smooth billing and checkout processes,
reducing wait times and improving customer

satisfaction.
Enhancing Customer Retention and > Encourages repeat purchases and long-term customer
Loyalty relationships.
» Implements loyalty programs and customer feedback
mechanisms.

» Ensures a systematic approach to post-sales support
and warranty claims.

» Defines strategies for personalized communication
using CRM tools.

Table 5.1 Significance of Organisational Policies and Procedures
Effective Implementation of Organizational Policies and Procedures

Organizational policies and procedures form the foundation of a company’s operations by providing
clear guidelines and standards that ensure consistency, legal compliance, and operational efficiency.
In retail, these policies cover areas such as customer service, inventory management, and regulatory
compliance. Their effective implementation is crucial for aligning daily activities with strategic objectives,
fostering consistency across teams, and maintaining compliance with legal standards. By developing,
communicating, enforcing, and revising these policies, organizations can ensure that they meet both
internal goals and external regulations while adapting to changing business environments. The following
flowchart outlines the key steps involved in this cycle:

Policy Development Policy Communication Policy Implementation
¢ |dentifying Needs e Internal e Assign Responsibilities
e Stakeholder Input —> Communication ——>| e Action Steps
e Drafting e Clarity
e Approval
N
Policy Monitoring Policy Revision
e Regular Audits ¢ Feedback Loop
e KPIs and Reporting ——> | ¢ Regular Updates

Fig. 5.1 Policy Implementation Steps




Deputy Manager —
Retail Store Department

1. Policy Development:

> ldentifying Needs: Policies are developed based on the organization’s goals, industry standards,
regulatory requirements, and areas where clarity is needed in operations.

o Example: Aretail store may develop a policy regarding employee conduct and customer
service standards.

» Stakeholder Input: Involving key stakeholders, including HR, management, and legal advisors,
ensures that policies align with company values and comply with regulations.

» Drafting: A policy draft is created, outlining the objectives, rules, and guidelines for
implementation.

» Approval: Once the draft is reviewed and refined, it is approved by senior management or the
leadership team.

2. Policy Communication:

> Internal Communication: After approval, the policy is communicated to all relevant employees
through various methods:

o Employee Handbooks: Policies are included in handbooks that are provided to new
hires and regularly updated.

o Training: Specific training sessions are conducted to ensure employees understand the
policies and their role in enforcing them.

o Meetings & Memos: Regular team meetings and emails may be used to highlight key
policies and updates.

» Clarity: The policy language should be clear, concise, and accessible to all employees, ensuring
there are no misunderstandings.

3. Policy Implementation:

> Assign Responsibilities: Specific individuals or teams are given responsibility for enforcing and
adhering to the policies.

» Action Steps: Clear action steps are included in the operational plan to ensure that the policy
is followed effectively.

o Example: In a retail environment, policies regarding product returns might require a
detailed step-by-step guide on how employees should process returns.

4. Policy Monitoring:

> Regular Audits: Periodic reviews or audits are conducted to ensure the policies are being
followed and that they are still relevant.

o Example: A retail store may regularly audit employee adherence to the customer
service policy to ensure standards are met.

> KPIs and Reporting: Specific Key Performance Indicators (KPIs) are set to measure the
effectiveness of the policy.

o Example: Monitoring customer satisfaction scores to measure the success of customer
service policies.

5. Policy Revision:

» Feedback Loop: Continuous feedback from employees, management, and customers is gathered
to assess the policy’s effectiveness and identify areas for improvement.

> Regular Updates: Policies are reviewed periodically and updated to reflect changes in laws,
market conditions, or organizational needs.

o Example: A retail store might revise its return policy based on customer feedback and
changes in consumer protection laws.

'
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Case Study
Background

A leading fashion retail chain in India was facing declining customer satisfaction scores and lower repeat
purchases. Customer feedback indicated long checkout times, inconsistent return policies across stores,
and a lack of proactive customer assistance. This negatively impacted the overall shopping experience
and resulted in lost sales opportunities.

Policy Changes Implemented

To address these issues, the retailer revised its customer service policies and implemented the
following key changes:

1. Standardized Return & Exchange Policy — A uniform return and exchange policy was introduced
across all stores, clearly communicated through in-store signage and digital platforms.

2. Express Checkout Policy — Additional billing counters and self-checkout kiosks were introduced
to reduce customer waiting times.

3. Customer Assistance Protocol — Staff training programs were launched to ensure proactive
engagement with customers, helping them find products and providing personalized
recommendations.

4. Customer Feedback Mechanism — A real-time feedback system was introduced at checkout
points, allowing customers to rate their experience instantly.

Results

¢ Increase in Customer Satisfaction Scores: Based on feedback surveys, customer satisfaction
scores improved by 25% within six months.

e Reduction in Checkout Time: Average checkout time decreased from 12 to 6 minutes, leading
to a smoother shopping experience.

¢ Higher Sales and Repeat Customers: The improved customer experience resulted in a 15%
increase in repeat purchases and a 10% growth in overall sales.

— 5.1.2 Internal and External Factors Influencing Retail Sales ——

Performance

Sales performance in the retail sector is influenced by a variety of internal and external factors. Internal
factors include elements within the control of the organization, such as store operations, employee
performance, pricing strategies, and product assortment. On the other hand, external factors are those
outside the organization’s control, such as the economic environment, competition, technological
advancements, regulatory environment, and socio-cultural influences. Understanding and effectively
managing these factors is crucial for achieving sales goals and sustaining business growth in the dynam
ic retail market.
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Internal Factors Affecting Sales:

Fig. 5.2 Internal Factors Affecting Sales

a. Product Assortment and Availability
e Impact: A well-curated product mix that aligns with customer preferences drives sales.
e Challenges: Stockouts, limited variety, or low-demand SKUs can negatively impact revenue.
e Solution: Regular demand forecasting, stock rotation, and efficient inventory management.

e Example: If a fashion retail store in India does not stock the latest festive wear during Diwali,
it may lose significant sales.

b. Pricing Strategy and Discounts

o Impact: Competitive pricing and well-structured discount schemes can drive customer
purchases.

e Challenges: Incorrect pricing can lead to either loss of revenue (if too low) or loss of customers
(if too high).

e Solution: Use dynamic pricing models, seasonal discount strategies, and competitor
benchmarking.

e Example: Reliance Fresh’s Super Value Days offers weekend discounts on grocery and
household essentials to boost sales and attract more footfall.

c. Store Layout and Visual Merchandising

e Impact: An appealing and well-organized store layout improves the shopping experience and
influences purchase decisions.

e Challenges: Poorly arranged shelves, unclear navigation, or ineffective sighage can lead to
lower conversions.

e Solution: Optimize product placements based on customer behavior analytics and seasonal
trends.

o Example: Placing impulse-buy products like chocolates or magazines near the billing counter
increases last-minute sales.

Contd...
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d. Sales Team Performance

Impact: Well-trained and motivated sales associates enhance customer experience and
boost conversions.

Challenges: Lack of product knowledge, ineffective communication, or poor selling techniques
can reduce sales effectiveness.

Solution: Regular training on product features, customer handling, and upselling techniques.

Example: Sales executives at Croma are trained to suggest extended warranties and
accessories, increasing the average bill value.

e. Customer Service Quality

Impact: Efficient, friendly, and personalized service builds customer loyalty and repeat
purchases.

Challenges: Long checkout queues, unresponsive staff, or poor complaint resolution can
drive customers away.

Solution: Implement CRM tools, ensure quick grievance redressal, and maintain service
consistency.

Example: Tanishq provides personalized consultation for jewellery purchases, improving
customer trust and satisfaction.

External Factors Affecting Sales:

Market Competition Economic Conditions Consumer Trends and
Preferences
Seasonal and Festive Government Regulations Digital and Technological
Trends and Tax Policies Advancements

Fig. 5.3 External Factors Affecting Sales

a. Market Competition

Impact: The presence of competitors with better pricing, service, or product variety can
reduce sales.

Challenges: Market saturation, aggressive discounting by rivals, or entry of new players.

Solution: Conduct competitor analysis, focus on differentiation strategies, and improve
customer loyalty programs.

Example: Reliance Trends competes with Lifestyle and Pantaloons by offering exclusive
private labels at competitive prices.

Contd...




b. Economic Conditions

Impact: Factors like inflation, economic downturns, and purchasing power influence
consumer spending.

Challenges: During a recession, customers may prioritize essential goods over luxury
purchases.

Solution: Adjust inventory mix, introduce budget-friendly options, and offer flexible payment
options (EMls, BNPL).

Example: During economic slowdowns, retailers like DMart focus on essential goods and
cost-effective packaging to sustain sales.

c. Consumer Trends and Preferences

Impact: Changes in lifestyle, fashion, and technology affect buying behavior.

Challenges: Failure to adapt to changing customer preferences can lead to outdated stock
and reduced sales.

Solution: Use data analytics and Al tools to track customer behavior and forecast trends.

Example: The rise in demand for organic products has led brands like Fabindia to expand
their organic clothing and skincare range.

d. Seasonal and Festive Trends

Impact: Festive seasons like Diwali, Holi, and wedding seasons drive high sales, whereas lean
periods may require discounting strategies.

Challenges: Overstocking or understocking during peak seasons can impact revenue.
Solution: Plan seasonal inventory, introduce festival-exclusive collections, and run targeted
promotions.

Example: Flipkart’s Big Billion Days sale capitalizes on festive shopping trends by offering
massive discounts.

e. Government Regulations and Tax Policies

Impact: Changes in taxation (e.g., GST), import/export policies, or FDI regulations can impact
pricing and sales.

Challenges: Unexpected regulatory changes can lead to price fluctuations and compliance
issues.

Solution: Stay updated with legal policies, adjust pricing accordingly, and ensure compliance.

Example: The introduction of GST affected retail pricing, prompting retailers to adjust their
pricing structures.

f. Digital and Technological Advancements

Impact: E-commerce, Al-powered recommendations, and digital payment systems influence
customer choices.

Challenges: Traditional retailers without digital presence may lose customers to online
competitors.

Solution: Invest in omnichannel retailing, Al-driven personalization, and digital payment
integration.

Example: Retailers like Shoppers Stop integrate Click & Collect services, blending online and
offline shopping experiences.
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Importance and Impact of Internal and External Factors

Retail sales performance is influenced by both internal and external factors, which vary in significance
depending on the type of retail business. Grocery retail, for example, operates in a highly competitive,
price-sensitive environment, whereas luxury retail focuses on exclusivity, premium customer experience,
and brand perception.

1. Internal Factors and Their Impact

These are controllable factors that directly affect store operations, customer satisfaction, and overall
business efficiency.

Internal Factor Impact on Grocery Retail Impact on Luxury Retail
Inventory Critical for ensuring product availability | Selective, high-value inventory with
Management in fast-moving consumer goods (FMCG). | a focus on exclusivity. Overstocking

Overstocking leads to wastage, while | can devalue the brand, while limited
understocking affects sales. stock enhances exclusivity.

Pricing Strategy Competitive pricing is essential due | Premium pricing strategy, with pricing
to high price sensitivity. Promotions, | reflecting exclusivity and brand value

discounts, and bulk offers drive sales. rather than direct competition.
Store Layout & Functional layout for easy navigation | Luxurious ambiance is crucial to
Ambience and quick shopping. Aisle arrangement | enhance brand perception and
impacts sales of staple and impulse | customer experience. Store design
purchases. influences perceived value.

Customer Service | Basic customer service with a focus on | Highly  personalized service s
& Staff Training efficiency. Trained staff ensures smooth | essential. Well-trained staff provide
checkout and stock replenishment. in-depth product knowledge and a
luxury shopping experience.

Table 5.2 Internal Factors and Their Impact
2. External Factors and Their Impact

These are outside influences that retailers must adapt to, affecting consumer demand, market trends,
and business operations.

External Factor Impact on Grocery Retail Impact on Luxury Retail
Customer Broad, mass-market appeal with a focus | Niche customer base, targeting high-
Demographics on affordability. Target customers include | net-worth individuals and aspirational
families, middle-income groups, and | buyers who prioritize brand prestige.
price-sensitive consumers.

Economic Highly sensitive to inflation, disposable | Less price-sensitive but discretionary

Conditions income, and cost of essential goods. | spending may decline in economic
Economic downturns lead to a shift to | downturns. Consumers may delay or
value brands and private labels. reduce luxury purchases.

Competition High competition from kirana stores, | Limited direct competitors, but

supermarkets, and online grocery | alternative luxury brands and
platforms. Success depends on pricing, | emerging designer labels pose a

convenience, and service. challenge. Brand loyalty is critical.
Government Stringent food safety regulations (FSSAI | Import duties, counterfeit prevention
Regulations compliance), GST norms, and packaging | laws, and brand licensing impact
guidelines. pricing and market entry.

Table 5.3 External Factors and Their Impact
Prioritization Matrix

The table below categorizes key internal and external factors influencing retail sales performance and
their relative impact on different retail formats, such as grocery stores and luxury retail.




Factor
Type

Factor

Impact on Grocery Retail

Impact on Luxury Retail

Internal Inventory High (Fast-moving goods | Moderate (Limited stock, but high-
Factors Management require optimal stock levels) | value items need availability)

Store Layout & Moderate (Ease of | High (Premium ambiance directly

Ambience navigation is key) influences purchasing decisions)

Pricing Strategy High (Competitive pricing is | Moderate (Luxury brands focus
crucial for daily essentials) more on exclusivity than price

competition)

Staff Training & Moderate (Customer service | High (Personalized service is critical

Service matters but is not the | in luxury retail)
primary driver)

External Customer High  (Targeting  price- | High (Targeting affluent, experience-
Factors Demographics sensitive,  high-frequency | driven customers)
shoppers)

Economic High (Inflation, purchasing | Moderate (Luxury spending is less

Conditions power significantly impact | affected in economic downturns)
grocery sales)

Competition High (Presence of local | Moderate (Luxury brands have
kirana stores, online grocery | fewer direct competitors but need
delivery services) to maintain exclusivity)

Government Moderate (FSSAI | High (Import duties, brand licensing,

Regulations compliance, packaging | and counterfeit prevention impact
norms) sales)

Table 5.4 Prioritization Matrix

Adaptive Sales Strategies for Different Retail Sectors

Retailers must proactively adapt to internal and external factors to maintain sales performance. The
strategies vary across different retail formats, such as grocery stores and luxury brands, which face

distinct challenges.

1. Strategies to Adapt to Internal Challenges

Internal Factor

Grocery Retail - Adaptive Strategy

Luxury Retail - Adaptive Strategy

Inventory Use Al-driven demand forecasting to | Maintain exclusivity through controlled

Management optimize stock levels and minimize | stock releases. Introduce made-
wastage. Implement Just-in-Time (JIT) | to-order or pre-booking options to
inventory to reduce storage costs. manage demand effectively.

Pricing Strategy Introduce dynamic pricing based on | Offer exclusive limited-time offers
consumer demand and competitor | instead of discounts to maintain brand
pricing. Offer value packs, discounts, | value. Introduce  complementary
and loyalty programs. services such as personal styling.

Customer Regularly train staff on product | Investin high-end training programs for

Service & Staff placement, upselling, and handling | personalized customer engagement.

Training customer queries efficiently. Use | Leverage clienteling (customer
self-checkout to enhance customer | relationship management) to build
convenience. long-term loyalty.

Table 5.5 Strategies to Adapt to Internal Challenges

Deputy Manager —
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External Factor

2. Strategies to Adapt to External Challenges

Grocery Retail - Adaptive Strategy

Luxury Retail - Adaptive Strategy

Economic Offer budget-friendly private-label | Focus on aspirational buyers by

Slowdowns alternatives to branded products. Run | introducing  “affordable  luxury”
aggressive promotions on essential | collections. Emphasize craftsmanship
items to retain customers. and brand heritage to justify pricing.

Competition Differentiate  through value-added | Investinexclusive brand collaborations
services such as home delivery, | or pop-up experiences to maintain
subscription models, and cashback | customer interest and exclusivity.
offers.

Consumer Expand organic, sustainable, and locally | Leverage Al-driven personalization

Preferences sourced product lines to align with | for online and in-store experiences.
changing consumer trends. Improve | Introduce sustainable luxury
digital shopping experiences through | collections to attract eco-conscious
Al-driven recommendations. buyers.

Regulatory Implement robust compliance systems | Adjust pricing strategies and supply

Changes to ensure smooth adherence to FSSAI | chain models to align with changing
regulations, packaging norms, and tax | import/export duties and trade
policies. regulations.

Table 5.6 Strategies to Adapt to External Challenges

— 5.1.3 Plans and Methods to Set, Analyze, and Achieve
Sales Goals

Achieving sales goals in the retail sector requires a well-thought-out plan and effective methods. This
involves determining realistic sales targets through market analysis and sales forecasting, interpreting
these goals using performance metrics and customer feedback, and implementing strategies to reach
them. By setting clear objectives, monitoring progress, and continuously improving strategies, retail
managers can drive sales growth and ensure long-term success.

Sales Goal Achievement Process
Set SMART Sales

Sales Forecasting & Implement Sales

Goals Market Analysis Strategies
Monitor Key Identify Gaps and Adjust Strategies
Performance Metrics Challenges and Optimize
Performance

Achieve Sales Goals
and Set New Targets

Fig. 5.4 Sales Goal Achievement Process
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Setting SMART Sales Goals

Establishing well-defined sales goals is crucial for driving performance and business growth in retail.
The SMART framework ensures that sales targets are clear, trackable, and aligned with organizational
objectives. Setting SMART sales goals helps to create focused strategies, optimize resource allocation,
and enhance team productivity to achieve sustained revenue growth.

Specific Clearly define revenue, volume, or market share targets.

Measurable Quantifiable in terms of numbers, such as revenue growth by 10%.

Achievable Realistic based on past sales trends and market potential.

Relevant Aligned with overall business strategy.

Time-bound Assigned a specific deadline (e.g., quarterly or annual targets).

Fig. 5.5 SMART Goals
Sales Forecasting Methods

Sales forecasting is the process of predicting future sales based on historical data, market trends, and
customer behavior. Accurate forecasting helps in inventory planning, staffing, and setting achievable
sales targets. The following are some key sales forecasting methods used in retail:

Method Description Example

Historical Data Uses past sales data to predict | A fashion retailer analyzes last year’s

Analysis future performance. Diwali sales to forecast demand for
festive wear.

Market Trend Evaluates industry and competitor | An electronics store tracks increasing

Analysis trends to set goals. demand for smart home devices and sets
a higher sales target.

Customer Predicts sales based on customer | A grocery store tracks seasonal demand

Demand buying patterns and preferences. for organic products.

Forecasting

Al and Predictive | Uses machine learning to analyze | An apparel retailer uses Al to predict
Analytics large datasets and forecast sales | inventory needs for winter collections.
with high accuracy.

Table 5.7 Sales Forecasting Methods
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Sales Performance Metrics

Sales performance metrics are key indicators used to measure the effectiveness of sales strategies and
overall business growth. Metrics such as sales growth, conversion rate, average transaction value, stock
turnover ratio, and customer retention rate help a Deputy Manager track progress, identify gaps, and
make data-driven decisions to optimize sales performance and enhance customer engagement. The
following are some key sales performance metrics:

Metric Formula Interpretation

Sales Growth (%) ((Current Sales - Previous Sales) / | Measures increase in revenue over
Previous Sales) x 100 a period.

Conversion Rate (%) (Total Transactions / Total Footfall) x | Indicates how many visitors made
100 a purchase.

Average Transaction | Total Revenue / Total Transactions Measures the average spending

Value (ATV) per customer.

Stock Turnover Ratio Cost of Goods Sold / Average | Evaluates inventory efficiency in
Inventory generating sales.

Customer Retention | ((Customersat End - New Customers) | Measures repeat business from
Rate (%) / Customers at Start) x 100 existing customers.

Table 5.8 Sales Performance Metrics
Sales Optimization Techniques

Sales optimization techniques involve strategic methods to enhance revenue, improve customer
experience, and maximize efficiency in retail operations. These techniques help to drive higher
conversions, increase the average transaction value, and achieve sales targets effectively.

Product
Positioning and  Place high-demand products in prime store locations.
Merchandising

Upselling and
Cross-selling

Encourage customers to buy additional or higher-value products.
Customer

Engagementand (jqe personalized recommendations, discounts, and rewards.
Loyalty Programs

Competitive

Pricing Strategies (ffer dynamic pricing based on competitor analysis and demand trends.

Employee

Training and Train staff in sales techniques and introduce performance-based rewards.
Incentives

Fig. 5.6 Sales Optimization Techniques
Sales Monitoring and Adjustments

Sales monitoring and adjustments involve continuously tracking key performance metrics and making
data-driven modifications to improve sales outcomes. By analyzing actual sales against targets,
identifying bottlenecks, and adjusting strategies can ensure optimal sales performance and swiftly
respond to market changes. The following are the key steps in regularly assessing sales performance:




Deputy Manager —
Retail Store Department

Conduct weekly/monthly sales reviews.

Compare actual vs. projected sales and analyze gaps.

Identify and address operational bottlenecks (e.g., stock shortages, staffing issues).

Modify promotional strategies based on real-time data.

Fig. 5.7 Key Steps in Regularly Assessing Sales Performance
Feedback Loop Approach for Adjusting Sales Goals in Retail

A feedback loop approach ensures that managers continuously track key performance indicators (KPls),
analyze data, and refine sales strategies to meet dynamic business conditions. This iterative process
allows for real-time adjustments to optimize sales performance.

Step 1: Set Initial Sales Goals
e Establish SMART (Specific, Measurable, Achievable, Relevant, Time-bound) sales targets.
e Example: Increase monthly store revenue by 10% through better customer engagement and
upselling.
Step 2: Monitor and Measure KPls
e Track real-time performance using KPIs such as:
o Footfall and conversion rate (e.g., % of visitors making a purchase)
o Average transaction value (ATV)
o Stock turnover ratio
o Customer retention rate
o Employee sales performance
Step 3: Analyze Data and Identify Gaps
e Compare actual vs. target sales performance using weekly or monthly reports.

e Identify trends, bottlenecks, and external influences (e.g., economic slowdown, competitor
promotions).

e Example: If footfall is high but conversion is low, sales associates may need better product
knowledge or upselling techniques.

Step 4: Adjust Goals and Strategies Based on Insights
e If sales targets are not met:
o Revise pricing strategies or introduce limited-time discounts.
o Train staff on personalized customer interactions.

o Optimize product placement and store layout.

Contd...
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If sales exceed targets:
o Set higher stretch goals.
o Expand successful promotional campaigns.
o Stock more of high-performing SKUs.

Step 5: Implement Changes and Reassess

Modify sales strategies and communicate adjustments to the team.
Conduct daily huddles or weekly performance reviews to reinforce focus areas.

Example: If high-margin products underperform, introduce staff incentives for promoting
them.

Step 6: Continuous Improvement and Goal Refinement

Regularly update sales goals based on new data and customer trends.
Implement learnings from past performance to fine-tune the next cycle’s targets.
Ensure alignment with broader business objectives and market conditions.

Goal Alignment Framework

Aligning sales goals with broader company strategy ensures that revenue growth supports long-term
business success. The following framework demonstrates how sales targets connect with financial,
marketing, and operational objectives in retail.

Business Objective Aligned Sales Goal Supporting Strategies
Profitability & Revenue | Increase quarterly sales by 15% - Optimize pricing strategies.
Growth while maintaining a 40% gross - Upsell high-margin products.

margin. - Improve stock turnover to reduce
inventory holding costs.
Brand Positioning & Grow market share in premium - Target high-income customers
Market Expansion apparel by 10% over the next year. | through exclusive collections.

- Invest in influencer marketing and
digital ads.
- Enhance in-store experiences.

Customer Loyalty & Increase repeat customer - Launch a personalized loyalty
Retention transactions by 20%. program.

- Implement Al-driven product
recommendations.

- Provide excellent post-purchase
service.

Operational Efficiency | Reduce order fulfillment time from | - Streamline supply chain

48 hours to 24 hours. processes.

- Optimize store inventory through
demand forecasting.

- Train staff for quicker checkouts
and efficient customer service.

1.

Implementing Goal Alignment in Sales Planning

Set SMART Sales Goals: Ensure sales targets contribute to company-wide growth (e.g., revenue,
market share, loyalty).

Cross-Functional Collaboration: Involve marketing, operations, and finance teams in setting
realistic and impactful sales goals.

KPI Tracking & Feedback Loop: Monitor performance, analyze gaps, and adjust strategies
dynamically.
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Unit 5.2 Sales Execution and Problem Resolution

— Unit Objectives |©

At the end of this unit, the trainee will be able to:

1. Discuss the corrective measures for non-performance
2. Explain the sales processes and how it can be implemented to achieve sales goals

3. Describe the necessary steps to boost sales when problems related to operational issues,
resource availability, stock availability and competition arise

— 5.2.1 Corrective Measures for Non-Performance

Non-performance in sales can result from various factors such as inadequate staff training, poor product
availability, ineffective marketing, or external market conditions. Implementing corrective measures
for non-performance is essential to maintain business growth, optimize operations, and meet revenue
targets. The following flowchart outlines a structured approach to identifying, addressing, and resolving
non-performance issues in retail sales:

Identify Non-Performance Causes
Analyze Sales Data & Feedback

Implement Corrective Measures
Monitor Progress & Sales Metrics

Adjust Strategies for Continuous Improvement

Fig. 5.8 Structured Approach to Resolve Non-Performance
1. Identifying the Cause of Non-Performance
Before taking corrective action, it is essential to diagnose the issue. This can be done by:
» Analyzing sales data and key performance metrics (e.g., low conversion rates, declining footfall).
> Collecting customer feedback to understand pain points.
> Reviewing team performance through one-on-one discussions and observations.
» Conducting market analysis to assess external factors like competition or economic downturns.




ey Participant Handbook

Corrective
Measure
Addressing
Staff-Related
Issues

Improving
Inventory
and Product
Availability

Enhancing
Customer
Engagement
and
Experience

Revising
Pricing and
Promotional
Strategies

Strengthening
Marketing
and Outreach
Efforts

Problem

Lack of product
knowledge,
poor sales
skills, or low
motivation.

Frequent
stockouts,
incorrect
product mix, or
poor inventory
management.

Low footfall,
negative
feedback,
or declining
customer
satisfaction.

High product
pricing,
ineffective
promotions,
or poor
competitor
benchmarking.

Low brand
awareness,
ineffective
digital
marketing,
or poor store
visibility.

2. Corrective Measures for Non-Performance

Corrective Actions

Conductsalestraining on product
knowledge, customer handling,
and upselling techniques.

Implement performance-based
incentives to motivate staff.

Provide coachingand mentorship
to underperforming employees.

Use real-time inventory tracking
to avoid stock shortages.

Improve demand forecasting to
align stock levels with customer
preferences.

Introduce an automated stock
replenishment system for fast-
moving products.

Train staff to provide personalized
recommendations and excellent
customer service.

Improve store layout and visual
merchandising to enhance the
shopping experience.

Offer loyalty programs,
discounts, or promotions to
retain customers.

Conduct a competitive pricing
analysis to adjust prices if
necessary.

Optimize discount strategies,
such as Buy 1 Get 1 or festival-
specific promotions.

Personalize offers through Al-
driven recommendations based
on past purchases.

Enhance social media and digital
marketing campaigns to attract
target customers.

Use local advertising like flyers,
SMS promotions, and in-store
announcements.

Improve online presence by
offering  click-and-collect or
home delivery services.

Example

A footwear store finds
that staff are unable
to wupsell accessories.
Training on product
bundling and customer
engagement leads
to a 15% increase in
accessory sales.

A retail store
identifies that popular
smartphone models

are frequently out of
stock. After improving
inventory forecasting,
availability increases by
30%, boosting sales.

A fashion retailer
notices customers
leaving without
making purchases.

After rearranging store
displays and offering
personalized styling
services, conversion
rates improved by 10%.

A grocery retailer lowers
the price of essential
items during weekdays
to attract  budget-
conscious shoppers,
increasing daily footfall
by 20%.

A retail store launches
targeted digital ads on
social media, leading
to a 35% increase in
store visits from online
promotions.

Table 5.9 Corrective Measures for Non-Performance




Deputy Manager —
Retail Store Department

3. Continuous Monitoring and Follow-Up
Once corrective measures are implemented, sales performance must be closely monitored:
» Conduct weekly or monthly performance reviews.

» Track improvements in key sales metrics such as footfall, conversion rate, and average
transaction value.

> Take further corrective action if required to ensure sustained performance improvement.

Escalation and Accountability Framework

Addressing non-performance requires clear accountability and a structured escalation process to ensure
timely resolution. The RASCI matrix (Responsible, Accountable, Supportive, Consulted, Informed) helps
define roles in performance management.
Corrective Responsible Accountable Supportive Consulted Informed
Action (Executes (Final (Provides (Gives Input) (Updated on

Task) Decision- Resources) Progress)
Maker)

Identify Sales Sales HR (for Business Analyst | Store
causes of non- Supervisor/ | Manager training Manager
performance Team Leader issues)

Analyze sales Business Sales IT/Data Marketing Team | Senior
data & customer | Analyst Manager Team (for Management
feedback reports)

Implement Sales Sales Operations Merchandising Store
corrective Supervisor/ | Manager Team Team Manager
actions (e.g., HR

training, stock

adjustments)

Monitor Sales Sales Business HR (for training | Regional
progress and Supervisor Manager Analyst impact) Manager
sales metrics

Escalate Sales Regional HR, Senior Store Team
unresolved Manager Manager Operations Leadership

performance

issues

Table 5.10 RASCI Matrix for Sales Performance Correction
Long-Term Corrective Strategies for Sustainable Sales Improvement

In addition to immediate corrective actions, implementing long-term strategies ensures sustained
sales performance and business growth. The following key strategies help address persistent non-
performance issues:

1. Talent Development & Training Programs

» Skill Enhancement: Conduct regular training sessions on product knowledge, customer
engagement, and sales techniques.

» Leadership Development: Offer mentorship programs to groom high-potential employees for
supervisory and managerial roles.

» Cross-Training: Train employees in multiple roles (e.g., sales, merchandising, customer service)
to improve adaptability.

» Al & Data Analytics Training: Equip sales teams with knowledge of Al-driven tools to optimize
sales performance.

'
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2. Incentive and Performance-Based Reward Programs

Performance-Based Bonuses: Introduce commission structures linked to key sales metrics like
revenue, conversion rates, and customer retention.

Recognition Programs: Implement employee-of-the-month awards and public recognition for
top performers.

Non-Monetary Incentives: Provide career growth opportunities, flexible work arrangements,
and additional learning resources.

3. Restructuring Roles & Responsibilities

Redefining Sales Roles: Assign specialized roles such as Key Account Managers, Customer
Relationship Executives, and Digital Sales Associates to improve efficiency.

Team-Based Selling Approach: Encourage collaboration between sales, marketing, and
customer service teams to drive better outcomes.

Delegation & Empowerment: Allow store managers and sales leads to make data-driven
decisions on pricing, promotions, and inventory management.

4. Data-Driven Sales Optimization

Al & Predictive Analytics: Use Al-based tools to forecast demand, personalize offers, and
optimize stock levels.

KPI-Driven Adjustments: Continuously monitor KPls (e.g., footfall conversion, average
transaction value) and adapt strategies accordingly.

Customer Feedback Loop: Regularly collect and analyze customer feedback to refine sales
strategies and improve service quality.

5. Long-Term Customer Engagement & Retention Strategies

Loyalty Programs: Offer exclusive discounts, early access to new products, and personalized
recommendations for repeat customers.

Omnichannel Integration: Ensure seamless shopping experiences across online and offline
platforms.

Community Engagement: Host in-store events, collaborations, and local sponsorships to
strengthen brand-customer relationships.

— 5.2.2 Sales Processes and Their Implementation

The sales process in retail refers to a structured approach that guides sales teams from customer
engagement to closing a sale, ensuring a seamless shopping experience. A well-defined sales process
helps to streamline operations, improve customer satisfaction, and achieve sales targets effectively.
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Steps in the Retail Sales Process:

Step 1: Ciiisrier Step 3: Product Step 4: Step 6: Post-
Prospecting Engagement Presentation Handling Step 5: Closing Sale Follow-Up
and Customer and Objections and the Sale and Customer
Identification and Ne.ed Demonstration Negotiation Retention
Analysis
Fig. 5.8 Steps in the Retail Sales Process
Step 1: Prospecting and Customer Identification

Step 5:
[ ]

Identify potential customers based on store footfall, purchase history, and market trends.
Use CRM tools to segment customers and personalize interactions.

Example: A department store tracks repeat customers and offers exclusive previews for new
arrivals.

Customer Engagement and Need Analysis

Greet customers warmly and establish a rapport.

Understand customer needs by asking open-ended questions.
Observe body language and buying signals.

Example: A sales associate in an electronics store asks a customer about their preferred
phone features before suggesting options.

Product Presentation and Demonstration

Highlight the unique selling points (USPs) of a product.

Use interactive demonstrations or live trials for high-involvement purchases.
Address customer concerns and provide comparisons.

Example: A fashion retailer allows customers to try on different outfits while suggesting
styling tips to increase conversions.

Handling Objections and Negotiation

Address common objections like pricing, features, and quality using factual information.
Offer alternative products or discounts where applicable.

Build trust by emphasizing warranties, return policies, and after-sales services.

Example: A furniture store offers zero-cost EMI plans to a customer hesitant about a large
purchase.

Closing the Sale
Encourage final purchase decisions through limited-time offers or loyalty rewards.
Ensure a smooth checkout process to avoid delays
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e Confirm the customer is satisfied with their purchase.

e Example: A supermarket cashier suggests adding a discounted item at checkout, increasing
the basket size.

Step 6: Post-Sale Follow-Up and Customer Retention
e Send thank-you messages or feedback surveys to enhance customer relationships.
e Offer personalized recommendations for future purchases.
e Enroll customers in loyalty programs or provide after-sales support.

e Example: A beauty retailer sends follow-up skincare tips via SMS to customers who bought a
skincare set.

Implementing the Sales Process to Achieve Sales Goals
Training and Skill Development

» Conduct regular sales training programs for staff.

> Teach effective communication, upselling, and cross-selling techniques.

» Use role-playing exercises to handle different customer scenarios.
Leveraging Data and Technology

> Use Al-driven analytics to predict demand and personalize offers.

» Track sales performance through CRM systems and dashboards.

> Implement digital payment solutions for seamless transactions.
Inventory Optimization

> Ensure high-demand products are always in stock.

» Use data insights to determine which products to promote.

> Align store layout and merchandising with seasonal trends.
Monitoring and Performance Review

» Set sales targets for employees and review them weekly or monthly.

> Use customer feedback to refine engagement strategies.

» Adjust promotional campaigns based on real-time sales trends.
Integration of E-commerce and Store-Based Sales Efforts

Modern retailers are increasingly blending online and offline sales channels to create a seamless
shopping experience for customers. The integration of e-commerce with physical stores enhances
convenience, improves customer satisfaction, and drives overall sales performance. The following are
key strategies retailers use to merge these channels effectively:

1. Buy Online, Pick Up In-Store (BOPIS)

e Customers place orders online and collect them from the nearest store, reducing delivery wait
times.

e Benefits:
o Increases store footfall, leading to additional purchases.
o Reduces shipping costs for both retailers and customers.
o Enhances convenience, particularly for time-sensitive shopping.
2. Buy Online, Return In-Store (BORIS)
e Allows customers to return online purchases at a physical store.
e Benefits:
o Increases customer trust in online shopping.

o Reduces return processing time and logistics costs.
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o Provides an opportunity for store staff to assist with exchanges or upselling.
3. Omnichannel Loyalty Programs
e Unified reward points and discounts across online and offline purchases.

e Example: A customer earns points from online purchases that can be redeemed in-store and
vice versa.

e Benefits:
o Encourages repeat purchases across multiple channels.
o Strengthens brand loyalty and customer engagement.
4. Al-Driven Personalized Offers

e Retailers use Al and customer purchase history to provide personalized promotions via mobile
apps, emails, and in-store kiosks.

e Example: A customer browsing shoes online receives an in-store discount notification when
near a retail outlet.

e Benefits:
o Increases conversion rates through targeted offers.
o Enhances customer experience by providing relevant recommendations.
5. Endless Aisle Solutions

e In-store tablets or kiosks allow customers to browse and order items not available in stock at
that location.

e Benefits:
o Reduces lost sales due to out-of-stock issues.
o Expands product assortment without increasing store inventory.
6. Live Commerce and Social Media Shopping

e Retailers leverage social media platforms and live-streaming to showcase products, with direct
purchase options.

e Example: A fashion retailer hosts a live shopping event where viewers can instantly buy featured
products.

e Benefits:
o Engages customers in an interactive shopping experience.
o Increases impulse purchases and brand awareness.
Psychological Sales Techniques

Retailers use psychological principles to influence customer decision-making and increase conversions.
These techniques appeal to emotions, create urgency, and leverage social proof to drive sales. The
following are key psychological sales techniques to enhance conversions:

1. Urgency (Limited-Time Offers)
e Creating a sense of urgency encourages customers to act quickly to avoid missing out.
e Example:

o A fashion retailer runs a “24-hour flash sale — 50% off” on select items, leading to a
surge in purchases as customers fear missing the deal.

e  Why it works:

o Customers experience FOMO (Fear of Missing Out) and make quicker purchasing
decisions.

2. Scarcity (Limited Stock Availability)

e Highlighting limited availability increases the perceived value of a product.
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e Example:
o An online electronics retailer displays “Only 2 left in stock” next to a high-demand
product, pushing hesitant customers to buy immediately.
e  Why it works:
o Scarcity triggers urgency and makes the product seem more desirable.
3. Social Proof (Customer Reviews & Bestsellers)
e Customers tend to trust products that others have bought and reviewed positively.
e Example:
o A beauty brand marks its most popular product as “Best Seller — 10,000+ Reviews” on
its e-commerce site, increasing conversions.
e  Why it works:
o People are more likely to buy when they see others endorsing the product.
4. Price Anchoring (Comparison Pricing)
e Showinga higher original price next to a discounted price makes the deal appear more attractive.

e Example:

o A luxury watch retailer lists a watch with “X25,000 14,999 (40% Off)”, making
customers perceive 14,999 as a bargain.

e Why it works:
o The original price sets a reference point, making the discount feel more valuable.
5. Reciprocity (Free Samples and Gifts)
e Offering something for free makes customers feel inclined to reciprocate with a purchase.
e Example:

o A cosmetics store gives customers a free skincare sample with every purchase,
encouraging them to buy the full-size product later.

e  Why it works:
o Customers feel an unconscious obligation to return the favor by making a purchase.
6. Personalization (Tailored Recommendations & Discounts)
e Personalized offers make customers feel valued and increase the likelihood of purchase.
e Example:

o An online apparel brand sends a personalized email offering a 15% discount on items
based on a customer’s past purchases.

e  Why it works:
o Customers are more likely to respond positively to offers that match their preferences.

— 5.2.3 Necessary Steps to Boost Sales

In the retail sector, achieving sales goals can be particularly challenging when faced with operational
issues, resource constraints, stock availability problems, and intense competition. To overcome these
obstacles and boost sales, retail managers must adopt a proactive and strategic approach. This involves
streamlining operations, optimizing resource utilization, improving inventory management, and
differentiating the store’s offerings from competitors. By implementing targeted marketing campaigns,
engaging with customers, and motivating employees, retail managers can drive sales growth even in
the face of adversity.
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1. Addressing Operational Issues

Operational inefficiencies, such as slow checkout processes, poor store layout, and inadequate staffing,
can negatively impact sales.

Steps to Resolve:

> Optimize Store Layout: Ensure high-demand products are placed in high-visibility areas to
improve customer accessibility.

> Improve Checkout Efficiency: Introduce self-checkout kiosks or digital payment options to
reduce wait times.

> Streamline Employee Scheduling: Align staffing with peak hours to ensure seamless customer
service.

> Implement Training Programs: Equip employees with sales techniques and product knowledge
to enhance the shopping experience.

2. Managing Resource Availability Constraints

A shortage of trained staff, inadequate marketing resources, or logistical inefficiencies can reduce sales
effectiveness.

Steps to Resolve:

» Cross-Train Employees: Enable sales associates to handle multiple roles, such as billing and
customer service, during peak hours.

» Leverage Automation: Use Al-powered chatbots or digital kiosks to assist customers in product
selection.

» Outsource Non-Core Tasks: Partner with third-party vendors for deliveries, promotions, or
customer support.

» Maximize Digital Marketing: Use low-cost social media promotions and influencer collaborations
to enhance brand visibility.

3. Resolving Stock Availability Challenges
Stockouts or excess inventory can lead to lost sales and dissatisfied customers.
Steps to Resolve:

» Adopt Demand Forecasting: Use past sales data and Al analytics to predict demand and
optimize stock levels.

» Implement Real-Time Inventory Tracking: Use RFID and barcode scanning for accurate stock
monitoring.

> Introduce Pre-Booking Options: Allow customers to pre-order high-demand products, reducing
lost sales.

> Partner with Suppliers for Just-in-Time Inventory: Ensure timely replenishment of fast-moving
items.

4. Overcoming Competition-Driven Sales Declines

Aggressive pricing, better promotions, and stronger brand positioning by competitors can divert
customers.

Steps to Resolve:

» Competitive Pricing Strategy: Offer dynamic pricing, bundle discounts, or loyalty program
benefits to retain customers.

> Enhance Customer Experience: Provide personalized recommendations, exclusive in-store
events, and superior service.

> Differentiate Through Unique Offerings: Introduce private label brands or exclusive product
lines to attract niche customers.

101 .
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High

Low

Impact

Impact

Impact

Leverage Omnichannel Retailing: Integrate online and offline sales channels to enhance

accessibility.

Framework for Prioritization

Sales Challenge Resolution Matrix

To effectively prioritize and address sales-related challenges, a structured decision-making framework
is essential. A Sales Challenge Resolution Matrix helps retail managers categorize and tackle issues
based on their urgency and impact on business performance.

The matrix categorizes challenges into four quadrants based on two key parameters:

Urgency — How quickly the issue needs to be addressed to prevent sales losses.

operational efficiency.

High Urgency & High
Impact (Immediate
Action)

Critical sales barriers
requiring urgent
intervention.
Example: Major
stockout of a best-
selling product
before a festival
season.

Action: Deploy
emergency
procurement, notify
customers, and offer
alternatives.

Small but pressing
issues that can be
resolved quickly.
Example: A pricing
mismatch on the
website.

Action: Update
the system

pricing, inform
customers, and issue
corrections.

High Urgency
& Low Impact
(Quick Fix)

Minor but
time-sensitive
issues. Example:
Temporary
understaffing
during peak hours.
Action: Reassign
roles, implement
shift adjustments,
or call in
additional staff.

Minor operational
refinements

with minimal
immediate effect
but long-term
benefits. Example:
Standardizing
employee
onboarding for
better sales
training.

Action: Develop
training manuals,
schedule periodic
refreshers, and
monitor training
effectiveness.

Low Urgency & High

Impact (Strategic Focus)

Long-term sales
growth opportunities
requiring strategic
planning. Example:
Enhancing omnichannel
retail capabilities (e.g.,
integrating e-commerce
with in-store sales).
Action: Invest in digital
infrastructure, develop
fulfillment strategies,
and train staff on
omnichannel sales.

Long-term but lower-
priority initiatives
aimed at efficiency.
Example: Streamlining
internal sales reporting
formats for better data
clarity.

Action: Redesign
reports, automate data
collection, and train
teams on usage.

2. Business Impact — The extent to which the issue affects revenue, customer experience, or

Low Urgency
& Low Impact
(Routine
Improvement)
Incremental
improvements
that optimize
efficiency over
time. Example:
Refining store
signage for better
navigation.
Action: Conduct
customer
feedback surveys,
update signage,
and monitor
impact on in-store
experience.
Basic
housekeeping
and continuous
improvements
that improve
store operations.
Example:
Enhancing store
ambiance to
improve customer
experience.
Action: Adjust
lighting, play
background
music, and
ensure consistent
cleanliness.

Table.5.11 Sales Challenge Resolution Matrix
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Proactive Sales Enhancement Strategies

To prevent sales challenges before they arise, retail managers should implement proactive strategies
that drive sales growth and ensure business stability. These strategies leverage technology, customer
engagement, and market intelligence to anticipate demand, optimize operations, and maintain a
competitive edge.

1. Al-Driven Demand Forecasting

Why it is important:
Accurately predicting customer demand prevents stockouts, reduces overstock, and ensures the right
products are available at the right time.

Preventive Measures:

e Predictive Analytics: Use Al-powered tools to analyze past sales trends, seasonal demand
fluctuations, and external factors like weather or economic changes.

¢ Dynamic Reordering: Automate inventory replenishment based on forecasted demand to
maintain optimal stock levels.

e Localized Forecasting: Adapt inventory allocation based on regional demand patterns to cater
to local customer preferences.

2. Customer Engagement Pre-Launch Campaigns

Why it is important:
Engaging customers before a product launch or promotional event builds anticipation, increases
footfall, and ensures higher conversions.

Preventive Measures:

e Early Access Promotions: Offer loyal customers exclusive pre-launch deals or VIP previews to
create excitement.

e Omnichannel Marketing: Use a mix of email, social media, in-store promotions, and influencer
collaborations to reach a wider audience.

e Al-Powered Personalization: Leverage Al-driven recommendation engines to promote relevant
products to customers based on browsing and purchase history.

3. Competitor Monitoring & Market Intelligence

Why it is important:
Understanding competitor pricing, promotions, and customer sentiment helps retailers stay ahead in
the market.

Preventive Measures:

e Competitive Pricing Intelligence: Use Al tools to track competitors’ pricing in real-time and
adjust pricing dynamically.

e Social Listening Tools: Monitor customer reviews, feedback, and social media discussions to
gauge sentiment toward competitors and identify potential gaps.

e Benchmarking Against Industry Trends: Regularly analyze industry reports to spot emerging
retail trends and adjust sales strategies accordingly.

4. Enhancing In-Store Customer Experience

Why it is important:
A superior shopping experience increases customer retention, drives word-of-mouth marketing, and
boosts average purchase value.

Preventive Measures:

e Experiential Retailing: Implement interactive kiosks, AR/VR product trials, and immersive store
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layouts to engage customers.

Seamless Checkout Experience: Reduce friction at checkout with self-checkout kiosks, digital
payments, and mobile POS solutions.

Employee Training & Upskilling: Regularly train store associates on customer service, product
knowledge, and upselling techniques to improve in-store interactions.

5. Preventing Cart Abandonment & Drop-Offs

Why it is important:
Cart abandonment in e-commerce and indecisive in-store shoppers lead to lost revenue opportunities.

Preventive Measures:

Al-Driven Remarketing: Retarget customers with abandoned carts through personalized email
or push notifications.

Exclusive Time-Sensitive Discounts: Offer limited-time discounts for customers who have
browsed or added products to their carts.

In-Store Assistance: Equip store associates with tablets to assist undecided customers by
providing product comparisons and recommendations.

6. Building Customer Loyalty & Retention

Why it is important:
Acquiring new customers is costly, whereas increasing repeat purchases from existing customers
significantly boosts sales.

Preventive Measures:

Al-Driven Loyalty Programs: Use Al to personalize rewards and incentives based on shopping
habits.

Post-Purchase Engagement: Follow up with customers via email or SMS, recommending
complementary products or offering exclusive deals.

Subscription & Membership Models: Implement VIP memberships that offer early access to
sales, free shipping, or exclusive rewards.

— Summary el

Organizational policies and procedures establish consistency in customer service, adherence to
legal and ethical standards, and structured sales strategies, ensuring smooth retail operations
and regulatory compliance.

Well-defined procedures support sales teams with structured selling techniques, training
modules, performance metrics, and incentive structures, leading to improved sales effectiveness
and employee productivity.

Clear policies enhance store operations, reduce errors, streamline checkout processes, and
strengthen customer loyalty through personalized communication, feedback mechanisms, and
loyalty programs.

Sales performance in the retail sector is influenced by a variety of internal and external factors.
Internal factors include elements within the control of the organization, such as store operations,
employee performance, pricing strategies, and product assortment.

On the other hand, external factors are those outside the organization’s control, such as the
economic environment, competition, technological advancements, regulatory environment,
and socio-cultural influences.
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e Achieving sales goals in the retail sector requires a well-thought-out plan and effective methods.
This involves determining realistic sales targets through market analysis and sales forecasting,
interpreting these goals using performance metrics and customer feedback, and implementing
strategies to reach them.

e The SMART framework ensures that sales targets are clear, trackable, and aligned with
organizational objectives. Setting SMART sales goals helps to create focused strategies, optimize
resource allocation, and enhance team productivity to achieve sustained revenue growth.

e Sales forecasting is the process of predicting future sales based on historical data, market
trends, and customer behavior. Accurate forecasting helps in inventory planning, staffing, and
setting achievable sales targets.

e Sales performance metrics are key indicators used to measure the effectiveness of sales
strategies and overall business growth.

e Sales optimization techniques involve strategic methods to enhance revenue, improve customer
experience, and maximize efficiency in retail operations. These techniques help to drive higher
conversions, increase the average transaction value, and achieve sales targets effectively.

e Sales monitoring and adjustments involve continuously tracking key performance metrics and
making data-driven modifications to improve sales outcomes.

e Non-performance in sales can result from various factors such as inadequate staff training,
poor product availability, ineffective marketing, or external market conditions. Implementing
corrective measures for non-performance is essential to maintain business growth, optimize
operations, and meet revenue targets.

e Awell-defined sales process helps to streamline operations, improve customer satisfaction, and
achieve sales targets effectively.

e In the retail sector, achieving sales goals can be particularly challenging when faced with
operational issues, resource constraints, stock availability problems, and intense competition.

— Exercise |:4

Answer the following questions by choosing the correct option:

1. Which of the following is an external factor influencing sales performance in the retail sector?

A) Employee performance
B) Product assortment

C) Pricing strategies

D) Economic environment

Correct Answer: D) Economic environment

2. Which aspect of the SMART framework ensures that sales goals are realistic based on past sales
trends and market potential?

A) Specific

B) Measurable
C) Achievable
D) Time-bound

Correct Answer: C) Achievable
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3. Which step in the retail sales process involves addressing customer concerns and resolving

doubts before finalizing the purchase?

A) Prospecting and Customer ldentification

B) Handling Objections and Negotiation

C) Product Presentation and Demonstration

D) Post-Sale Follow-Up and Customer Retention

Correct Answer: B) Handling Objections and Negotiation
What is the first step in addressing non-performance in retail sales?

A) Monitor Progress & Sales Metrics

B) Identify Non-Performance Causes

C) Implement Corrective Measures

D) Adjust Strategies for Continuous Improvement

Correct Answer: B) Identify Non-Performance Causes
Which of the following is an effective strategy to resolve stock availability challenges in retail?

A) Cross-train employees to handle multiple roles

B) Implement real-time inventory tracking using RFID and barcode scanning
C) Offer dynamic pricing and bundle discounts

D) Introduce self-checkout kiosks to reduce wait times

Correct Answer: B) Implement real-time inventory tracking using RFID and barcode scanning

Answer the following questions:

1. Explain the significance of organisational policies and procedures for customer service and
sales processes.

2. What are the internal and external factors influencing retail sales performance?
What does the SMART framework stand for in sales goal setting?

4. How can real-time inventory tracking help in addressing non-performance related to product
availability?

5. Why post-sale follow-up is important in the retail sales process?
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_ Key Learning Outcomes | ¢

At the end of this module, the trainee will be able to:

1

2
3
4

Communicate store objectives clearly to all team members
Involve key team members in planning strategies to meet business goals
Encourage leadership based on expertise and provide support

Define personal work objectives for team members, linking them to overall success
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Unit 6.1 Demonstrate leadership skills

— Unit Objectives |9
By the end of this unit, the participants will be able to:
1 Identify different ways of communicating effectively with members of a store team

2 Establish SMART (Specific, Measurable, Achievable, Realistic, and Time-bound) store business ob-
jectives

3 Develop plans for achieving team objectives and emphasize the value of involving team members
in the process

Explain the importance of linking personal work objectives to overall team goals
Describe various leadership styles

Select and implement effective methods for motivating team members
Support, encourage, and recognize team members’ efforts and achievements

Identify potential difficulties and challenges, such as conflict, diversity, and inclusion

O© 00 N o un b

Address team issues and develop strategies to resolve them effectively

— 6.1.1 Demonstrating Leadership Skills

Different ways of communicating effectively with members of a store team

Communication is one of the most required things to ensure success in a business. Therefore, great

communication strategies are implemented for seamless functionality of all kind of work in the organi-

sation. There are several ways to communicate effectively like:

e Group Discussions — group discussions are one of the most frequently used methods of commu-
nication in a workplace. Group discussions allow easy exchange of information and also provide
encouragement to all employees to speak their minds.

e Emails — one of the most used mediums of communication. Email is a way of efficiently reaching out
to anywhere in the world. It is also beneficial to keep track of important communications.

* Face to face discussion — Meetings may more frequent communication method but at time face to
face discussions may prove to be very effective.

e Demonstrate confidence and seriousness - every communication whether meeting or general
transfer of information should be done with confidence and seriousness.

¢ Promote a receptive environment — workers must be shown gratitude. At times a simple thank you
can be very effective to encourage employees.

e Emphasize on feedback — provide feedback on the progress of work at regular intervals. This will
not increase the efficiency but also help in reducing the errors.

e Appreciate everybody - appreciation is a very crucial part of effective communication. By apprecia-
tion a clear message goes to the workers that efforts are not overlooked and they are treated with
importance.

Set S.M.A.R.T (Specific, Measurable, Achievable, Realistic and Time-bound) objectives

Setting SMART objectives is absolutely necessary in leadership. These goals act as measuring parame-
ters which monitor the progress and quality of the work done. These parameters ensure that the ob-
jectives are achievable within a specific time period. It also allows tracking growth and setting proper
timelines. Some of these parameters are:
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e Being Specific — it is important to ascertain what is the target, who is in charge of accomplishing it
and what kind of tasks are required to fulfill the objective.

e Measuring the effectiveness — Being specific is good, however quantifying data makes it more defi-
nite and easier to monitor the status of a process or activity.

e Understanding what is Achievable — it is a kind of intense reality check. This is done to determine
whether the objective will be achievable or not.

e Being Realistic — It is here that an objective needs to be analysed and the big picture to be kept in
mind.

e Calculating the Time consumed — computing the time consumed to achieve the objective is equally
important along with monitoring the process of the process.

Different methods for motivating, supporting and encouraging team members
¢ Make them feel important

* Smooth and continuous communication

e Motivate career progression

e Generate a positive working environment

¢ Hand them responsibility

e Employee monitoring

Ways to handle issues/conflicts within the team

¢ Generate a healthy culture

e Learn to locate the prior signs of conflict

e Deal with conflict promptly

¢ Create regulations for dealing with conflicts

e Remain neutral

Monitor activities and progress across the store team without interfering.

Leadership is a complicated topic to discuss but as put together in simple words by people it is the
action or a set of actions that guide individuals or teams to success. Leadership could be effective in
achieving a sales target, reach a destination on time or many more possibilities. If effectively executed,
leadership can bring together individuals or groups to achieve a common goal. Leadership provides
both guidance and mentorship to the individuals being led.

— 6.1.2 Leadership Skills

Successful leaders are able to assist their team to achieve goals successfully meeting time constraints.
They also acknowledge individual requirements and sort them out. They are equipped with the most
effective skills relevant to the work at hand. These skills help them manage the varying personalities
within the team and get everyone to work together in achieving a common goal.

Some instances of leadership skills are:
o Effective listening

e Sound communication and interpersonal skills
e Resolving Disputes

e Empathy

e Ability to organise

e Unbiased

e Relevant knowledge
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— 6.1.3 Demonstrating Leadership Skills in an organization

Proficient leadership skills always prove instrumental in guiding individuals in working together and

achieving targets. Some ways by which Leadership skills can be displayed in a work place are:

e Hearing and Learning - Good leadership requires spending a substantial amount of time interacting
with all team members. A section of this interaction will comprise of hearing patiently to the require-
ments and issues of the team. The objective is to keep an open mind, exchange ideas and learn from
situations. Application of this learning experience should be made while taking valuable decisions.
This approach is effective as it allows a leader to come close to the members of the team. Team
members begin relying on the leader’s instincts and a sense of respect is generated.

e Clarity of Communication - In a leadership clarity is very important. From delegating tasks, exchang-
ing ideas or reporting on results, a leader should convey his message as clearly as possible. Leaders
could utilize visual contact, hand movements and body language to convey important messages
enhancing its impact. A clear and meaningful communication always proves to be beneficial in pro-
viding instructions and resolving issues.

e Responsibility - A responsible leader ensures both great outcomes and fewer errors. A leader should
be accountable for his or her contributions, even while facing bad outcomes. It is the job of a leader
to recognise the correct systems that could be utilized to improve the process of work and minimise
mistakes. When a leader displays the ability to accept praise and criticism with equal ease then it
shows their toughness as a leader.

e Vision and Strategy - Leaders should demonstrate strategic vision by establishing themselves as a
thinking leader. They should gather knowledge about the advanced developments in the industry
and share the information with team members. Leaders should comment and criticize to display
their opinion about an individual or the team.

— Summary £

¢ Implementing different ways of communicating effectively with members of a store team.

¢ |dentifying how to set store business objectives which are SMART (Specific, Measurable, Achiev-
able, Realistic and Time bound).

¢ |dentifying how to plan the achievement of store team objectives and the importance of involving
team members in this process.

e Pointing out the importance of and being able to show store team members how personal work
objectives contribute to achievement of team objectives

e Pointing out the different styles of leadership.
e |dentifying how to select and successfully apply a limited range of different methods for motivating,
¢ Incorporating supporting and encouraging team members and recognizing their achievements.

¢ |dentifying the types of difficulties and challenges that may arise, including conflict, diversity and
inclusion

e Recognising the issues within the team, and ways of identifying and overcoming them.

e Analysing the importance of encouraging others to take the lead and ways in which this can be
achieved.

¢ |dentifying the benefits of encouraging and recognising creativity and innovation within a team.
¢ Implementing different ways of communicating effectively
e Supporting and encouraging team members

¢ |dentifying the benefits of encouraging and recognising creativity
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— Exercise |:Z

k

1) Methods of communicating effectively with team members include:
a) Group discussions

b) Emails

c) Face to face discussion

d) All of the above

Answer: d) All of the above

2) Different methods for motivating, supporting and encouraging team members include:
a) Make them feel important

b) Smooth and continuous communication

c) Motivate career progression

d) All of the above

Answer: d) All of the above

3) Leadership can bring together individuals or groups to achieve a

a) Common goal

b) Uncommon goal

c) No goal

d) None of the above

Answer: a) Common goal

4) Demonstration of leadership skills in an organization may include:
a) Hearing and Learning

b) Clarity of communication

c) Vision and Strategy

d) All of the above

Answer: d) All of the above

Answer the following:

1) Discuss the different methods of communicating effectively with members of a team.

2) State the method of how to plan the achievement of store team objectives and the importance of
involving team members in this process.

3) Discuss how SMART objectives could be helpful in a store business.
4) State the ways to handle conflicts within the team.

5) Discuss the importance of leadership skills.

https://rasci-lms.web.app/Ims-learning_Sustainability-In-Retail-Opeations.html

Store Team Management
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— Key Learning Outcomes | *

By the end of this module, the participants will be able to:

1.
2.
3.

Explain the significance of monitoring business expenses to maintain seamless operations
Outline the essential steps involved in preparing a budget

Explain the fundamentals of budget management, including monitoring and adjusting income and
expenses

List the factors impacting budget creation
Describe the Fundamentals of budget management, including tracking and adjusting income
Explore essential skills required for effective budget management
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Unit 7.1 - Manage a budget

. . . 2

— Unit Objectives ©
By the end of this unit, the participants will be able to:

Explain the importance of monitoring expenses for seamless operations

Demonstrate the steps in effective budget preparation
Describe budget management fundamentals, including monitoring and adjustments
Identify and analyze factors influencing budget creation

Describe the skills required for effective budget management and forecasting

I

Identify the types of Fraudulent activities in Retail

— 7.1.1 Importance of Budgeting in Retail

Budgeting plays a pivotal role in the retail industry by ensuring profitability, efficient resource allocation,
and long-term sustainability. In the dynamic retail environment, effective budgeting enables businesses
to overcome challenges, control expenses, and make informed decisions. Here are the key reasons why
budgeting is essential in retail:

1. Efficient Resource Allocation

A well-structured budget helps retailers distribute resources effectively across key areas like inventory
management, marketing, staffing, and operations. Prioritizing expenditures ensures investments are
focused on driving growth and enhancing customer experiences.

2. Cost Control

Retail operations often face variable costs, such as inventory purchases, maintenance, and promotions.
Budgeting helps monitor and manage these expenses, protecting profit margins and reducing financial
risks.

3. Improved Inventory Management

Retailers must balance stock levels to avoid overstocking or shortages. Budgeting supports accurate
demand forecasting and purchase planning, reducing costs and improving inventory turnover.

4. Enhanced Profitability

By analyzing projected revenues and expenses, budgeting allows retailers to set realistic sales targets
and profit goals. It also helps identify areas for improvement and implement strategies to boost profit-
ability.

5. Effective Cash Flow Management

Seasonal trends and sales cycles often create fluctuations in cash flow. Budgeting provides foresight into
cash inflows and outflows, ensuring liquidity to cover operational costs and fund growth opportunities.

6. Strategic Decision-Making

Budgets act as a guide for making strategic choices, such as expanding product lines, launching new
stores, or initiating marketing campaigns. They provide a financial framework for evaluating risks and
rewards.

7. Accurate Forecasting and Planning

By leveraging historical data, budgeting enables retailers to forecast sales and expenses accurately. This
helps them set practical goals, prepare for seasonal demands, and adapt to market changes.
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8. Financial Accountability

Budgets establish financial targets and track performance, fostering accountability within teams. De-
partment managers can monitor spending to ensure alignment with organizational goals.

9. Competitive Advantage

Effective budgeting helps retailers streamline costs, adopt innovations, and maintain competitive pric-
ing. This enables them to deliver better value to customers while safeguarding profitability.

10. Sustainable Growth

With well-planned budget allocations, retailers can invest in business expansion, technology upgrades,
store improvements, and customer service enhancements, ensuring sustainable growth.

Budgeting is an indispensable tool in the retail industry. It not only facilitates financial control and
strategic planning but also empowers businesses to remain competitive and profitable. By mastering
budgeting practices, retailers can confidently manage resources, adapt to changes, and achieve long-
term success.

How to create a budget

Creating a budget in the retail sector involves careful planning, analysis, and forecasting to ensure that
financial resources are allocated effectively for smooth operations and profitability. Here’s a step-by-
step guide to creating a retail budget:

e Calculating net income

e Tracking the expensesa

e Setting up objectives

e Forecast Sales

¢ Allocate Expenses by Category

e Creating a Contingency Fund

¢ Monitor Fixed and Variable Costs
¢ Incorporate Financial Technology

¢ Review and Adjust Regularly

— 7.1.2 Factors, processes and trends that are likely to affect ——
the setting of budgets in your industry/sector

e Availability of funds

e Long-term objectives of the business

¢ Domestic and foreign events

e Legal factors involved in budget creation
¢ Analysis of the industry

¢ Analysis of the competition in the market

e Returns on investment from projects
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— 7.1.3 Managing a Budget

Renowned organizations have a medium to track their profits and costs. In majority of the time the de-
partmental leaders take responsibility of managing sections of a organization’s budget. Managing Bud-
get is the process of managing and monitoring income and expenses. Businesses normally have budgets
spread across departments individually. A complete company budget is also created. The managers of
each department take responsibility for managing their department’s budget.

Budgets often have four segments:
Revenue: Revenue is the income derived from sales, investments, or other sources.

Functioning costs: Functioning costs are the expenses linked with running the department or busi-
ness-like machinery maintenance, etc.

Capital expenses: Capital expenditures are investments in the department or business. Capital expens-
es can take many forms such as a new building or a patent on a product.

Worker costs: Employee costs include any expenses related to staffing such as wages and healthcare.

It is among these four sections, managers try to assume expenses for specified period and monitor ex-
penses to make sure the department or organisation can bear its expenses.

— 7.1.4 Skills required for effective budget management and ——

forecasting
Budget Creation

Creating a budget for the upcoming year is a valuable skill for managers. While making the yearly bud-
get, things like business objectives and departmental goals should be considered. utilizing the time to
make a detailed budget will allow it to be managed with ease.

Financial Scrutiny

Managers must understand how to scrutinize the financial condition of their respective departments.
Profits and losses will reflect in the yearly budget. A proficient budgetary manager can forsee issues and
take beneficial decisions ahead for their budget based on the information they find.

Financial forecasting

Financial forecasting is the process of determining how a business or department will perform at a pre-
determined future time. Budgetary management must include financial forecasting. Great managers
use financial forecasting to determine where they should invest money and where they should expect
additional costs. This will help them maintain a balanced budget for the year.

Communication Skills

Clearly communicating budget goals, expectations, and constraints to stakeholders is key to achieving
alignment and accountability. Strong communication also helps in presenting forecasts and explaining
budget adjustments.

Problem-Solving Skills

Budget managers often encounter financial constraints or unexpected issues. Strong problem-solving
abilities help in finding practical solutions to keep the budget balanced and aligned with goals.

Proficiency with Financial Tools

Knowledge of budgeting software, spreadsheets, and analytics tools enhances efficiency in tracking,
managing, and forecasting finances. Familiarity with technology improves the accuracy and reliability
of financial data.
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— 7.1.5 Types of Fraudulent Activities in Retail

Fraudulent activities in the retail sector pose significant threats to revenue, customer trust, and oper-
ational efficiency. Recognizing these activities is critical for mitigating risks and maintaining a secure
business environment. Below are the most common types of fraud in retail:

1. Employee Theft

Definition: Employees stealing merchandise, cash, or sensitive business data.

Examples: Providing unauthorized discounts, falsifying sales records, or misappropriating cash.
2. Shoplifting

Definition: Customers unlawfully taking items from the store without payment.

Examples: Hiding products in bags, clothing, or strollers, or bypassing checkout counters.
3. Return Fraud

Definition: Abusing return policies for personal benefit.

Examples: Returning stolen merchandise, using fake receipts, or attempting to return used items as
new.

4. Payment Fraud
Definition: Using invalid or fraudulent payment methods.
Examples: Employing stolen credit cards, counterfeit currency, or issuing bounced checks.
5. Refund Fraud
Definition: lllegitimately securing refunds for items not purchased or already used.
Examples: Seeking refunds for stolen items or products acquired elsewhere.
6. Cybersecurity Breaches
Definition: Exploiting digital systems to access sensitive business or customer data.

Examples: Hacking point-of-sale (POS) systems, phishing schemes, or deploying malware to steal in-
formation.

7. Price Tag Switching

Definition: Manipulating price tags to pay less for goods.

Examples: Swapping price tags from lower-priced items onto higher-priced products.
8. Vendor Fraud

Definition: Dishonest practices by suppliers or vendors.

Examples: Overcharging, delivering substandard goods, or submitting falsified invoices.
9. Inventory Shrinkage Fraud

Definition: Loss of inventory due to intentional or unintentional activities.

Examples: Overstating damaged stock, theft during transit, or unaccounted inventory removals.
10. Loyalty Program Fraud

Definition: Exploiting customer loyalty reward systems for undue benefits.

Examples: Employees awarding themselves loyalty points or customers manipulating systems for
extra rewards.

11. Organized Retail Crime (ORC)
Definition: Coordinated group activities aimed at large-scale theft or fraud.

Examples: Mass shoplifting, circulating counterfeit products, or conducting fake refund scams.
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12. Promotion and Discount Fraud
Definition: Misusing promotional offers or discount policies.

Examples: Employees granting unauthorized discounts or customers exploiting errors in promotions
or coupons.

Fraud in retail can range from individual theft to complex, organized schemes. To mitigate these risks,
retailers must implement measures such as employee training, advanced security systems, and robust
inventory controls. A proactive approach to detecting and addressing fraud is essential for maintaining
profitability, safeguarding assets, and securing long-term success in the competitive retail environment.

7.1.6 Importance of Identifying and Reporting Fraudulent ——
Activities
In retail, promptly recognizing and reporting fraudulent activities to the appropriate individuals is vital

for protecting business operations, financial stability, and customer trust. The following points highlight
the significance of this practice:

1. Minimizes Financial Losses

e Early detection of fraud reduces the financial impact of theft, unauthorized transactions, or
inventory discrepancies.

e Notifying relevant stakeholders ensures immediate action to halt fraud and recover potential
losses.

2. Maintains Business Reputation
e Addressing fraud promptly reassures customers and helps retain their trust in the brand.

e Ignoring fraudulent activity can result in negative publicity, harming the retailer’s reputation
and customer loyalty.

3. Strengthens Security Protocols
e Reporting fraud helps identify weaknesses in processes or systems.

e This enables the implementation of stronger security measures, such as enhanced surveillance
or improved digital safeguards, to prevent future incidents.

4. Encourages Accountability
e Keeping key individuals informed fosters a culture of accountability across the organization.

e Increased awareness among managers and employees can deter both internal and external
fraud.

5. Ensures Legal and Regulatory Compliance
e Businesses may have legal obligations to report fraud to authorities.

¢ Informing the appropriate personnel ensures adherence to these requirements, avoiding pen-
alties or legal issues.

6. Facilitates Risk Management

e Understanding patterns of fraudulent behavior allows businesses to develop effective risk man-
agement strategies.

e Reporting incidents ensures adjustments are made to mitigate future risks.
7. Enhances Employee Awareness

e Communicating about fraud with employees raises awareness of potential threats and preven-
tion methods.

e This fosters a vigilant and responsible work culture.
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8. Assists in Investigations and Resolutions

¢ Notifying key stakeholders, including legal teams or law enforcement, is crucial for investigating
and addressing fraud.

e Coordinated efforts lead to thorough investigations and appropriate action against offenders.

Timely identification and reporting of fraudulent activities are essential for reducing risks, resolving
issues, and protecting the financial and operational health of retail businesses. By taking proactive mea-
sures, retailers can ensure a secure environment, safeguard their reputation, and maintain customer
trust.

— Summary E

e Importance of Budgeting in Retail

e Steps to Create a Budget

e Factors Affecting Budget Setting

e Managing a Budget

e Common Fraudulent Activities in Retail

e Importance of Identifying and Reporting Fraud

N

— EXxercise

1) Keeping track of all is important for smooth functioning of the business

a) Expenses

b) Activities

c) Assets

d) None of the above

Answer: b) Activities

2) Budget can be created by:
a) Calculating net income

b) Tracking expenditure

c) Creating a plan

d) All of the above

Answer: d) All of the above

3) Factors affecting a budget includes:
a) Availability of funds

b) Domestic and foreign events

c) Legal factors in the budget

d) All of the above

Answer: d) All of the above

o
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4) In majority of the time take responsibility of managing sections of an organization’s
budget

a) The departmental leaders
b) The stakeholders

c) The team leads

d) None of the above

Answer: a) The departmental leaders

5) expenditures are investments in the department or business
a) Capital

b) state

c) district

d) none of the above

Answer: a) Capital

Answer the following:

1) Discuss the importance of spending time on and consulting with others in preparing a budget.
2) Explain the purposes of budgetary systems.

3) Discuss the methods of budget creation.

4) State the factors affecting the state of budgets.

5) State the importance of identifying fraudulent activities.

Scan the QR codes or click on the link for the e-books

https://www.youtube.com/watch?v=3KMnZ5UpqwA

Manage a budget



https://www.youtube.com/watch?v=3KMnZ5UpqwA
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— Key Learning Outcomes | ¢

At the end of this module, the trainee will be able to:

1. Efficiently manage departmental operations by utilizing Al-driven solutions

2. Demonstrate the ability to manage stock levels, minimize wastage, and maximize profitability
through Al-based solutions

3. Use Al tools to analyze customer feedback, track behavior, and enhance engagement strategies to
boost satisfaction and retention
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Unit 8.1 Al in Workforce Management and Operational

Efficiency

— Unit Objectives |©

At the end of this unit, the trainee will be able to:

1. Explain the importance of allocating staff based on Al Driven store traffic insight
2. Explain the importance of training staff on Al technologies

3. Discuss the role of Al in optimizing workforce allocation, improving operational efficiency

— 8.1.1 Importance of Allocating Staff Based on Al-Driven —
Store Traffic Insight

Allocating staff based on Al-driven store traffic insights ensures the right balance between operational
efficiency, cost optimisation, and customer satisfaction. In the highly competitive Indian retail market,
leveraging Al for workforce planning is a strategic necessity to meet customer expectations and drive
business growth. It helps in the following ways:

Predicting and Al tools can analyse footfall patterns to identify:
Managing Customer > Peak hours: Times when customer traffic is at its highest (e.g., week-
Traffic Patterns ends, evenings).
> Low-traffic hours: Times when minimal staff is needed (e.g., weekday
mornings).

By aligning staff schedules with these traffic patterns, retailers can ensure
enough staff are available to manage customer demands effectively.

For example, A grocery store can use Al to analyse weekly foot traffic data,
and on finding that traffic peaks from 6 PM to 9 PM, the manager can in-
crease cashier and floor staff during this time, ensuring quick checkouts and
better service.

Enhancing Customer | Proper staffing ensures:
Experience » Reduced wait times at billing counters or customer service desks.

» Adequate assistance in product selection and queries.

» A positive shopping experience that increases customer satisfaction

and loyalty.

For example, Stores can leverage Al to deploy more staff in high-traffic aisles,
such as fruits and vegetables, during evening hours, improving customer
interaction and reducing complaints.

Increasing Employee | Al helps allocate staff to specific areas or tasks based on real-time demand,
Productivity ensuring that:

» Employees are not overburdened during peak times.

> Idle time is minimised during low-traffic periods.
For example, An Al-driven scheduling tool at a fashion retail outlet can assign
sales associates to high-demand sections, like trial rooms, during peak hours,
while reallocating them to inventory tasks during slower periods.

Continued...
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Reducing Operation-
al Costs

Optimised staffing minimises unnecessary labour costs by ensuring that the
right number of employees is scheduled for each shift. Overstaffing leads to
higher payroll expenses while understaffing can result in lost sales opportuni-
ties.

For example, departmental store chains can reduce payroll costs by using Al
insights by reducing staff during weekday mornings when customer traffic is
low.

Real-Time Adapt-
ability

Al-powered systems can adapt to sudden changes in store traffic, such as un-
planned customer surges during flash sales, promotional events, or festivals.
Real-time alerts allow managers to call in extra staff or adjust task allocations
on the go.

For example, during Diwali sales, a retail chain can use Al to monitor real-time
foot traffic and quickly deploy more staff to high-traffic areas like clothing and
home décor sections.

Gaining a Competi-
tive Advantage

Retailers using Al-driven staffing gain a competitive edge by offering superior
customer service and reducing operational inefficiencies, resulting in higher
customer loyalty and improved profitability.

For example, by leveraging Al for workforce optimisation, Flipkart’s physical
stores demonstrated how operational efficiency and enhanced customer
experiences can drive a competitive advantage.

Table 8.1 Benefits of Allocating Staff Based on Al-Driven Store Traffic Insight

— 8.1.2 Importance of Training Staff on Al Technologies

Incorporating Al technologies in retail requires implementing advanced tools and ensuring the
workforce is equipped to leverage them effectively. Training staff on Al technologies enhances their
ability to use these tools efficiently, improving operations, customer experience, and overall business
outcomes. Training staff on Al technologies is not just a necessity but a strategic investment. For Indian
retailers navigating a competitive market, a well-trained workforce is the key to maximise the benefits
of Al adoption. The following are the benefits of training staff on Al technologies:

Continued...
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Fig. 8.1 Benefits of Training Staff on Al Technologies
The following sector-specific examples highlight the importance of training staff on Al technologies:

e Supermarket chains can use Al-powered inventory

systems that predict demand for perishable goods,
Grocery Retail which helps staff trained in Al tools to adjust stock
levels dynamically, preventing wastage and ensuring
fresh produce availability.

Continued...
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e |n apparel stores, Al-based demand forecasting helps
determine which fashion trends are gaining traction as
these insights can ensure timely stock rotation, avoiding
overstock of outdated designs.

E GG

e Staff in electronic stores trained in Al-assisted
recommendations can use Al-driven chatbots and
Electronics Retail recommendation engines to guide customers toward
relevant products and also make informed buying

decisions, enhancing the in-store experience.

e E-commerce platforms use Al-driven pricing models
that adjust based on real-time demand. Store
managers trained in Al analytics can use these insights
to optimize in-store pricing strategies during festive
sales.

E-commerce & Omnichannel
Retail

e Al-driven surveillance helps detect suspicious activity,
Jewellery Retail hence staff trained in using this tool can quickly assess
alerts and take preventive measures.

e Staff trained to use Al-driven home visualization tools

like Al-powered augmented reality (AR) applications
Furniture Retail can assist customers in selecting the right furniture for
their homes.

Fig. 8.2 Sector-specific Examples Benefits of Training Staff on Al Technologies

Challenges in Training Staff on Al Technologies:

One major obstacle is the knowledge gap, as many employees lack prior exposure to Al or the technical
skills required to operate Al tools. Resistance to change is another issue, with some employees fearing
job displacement or being hesitant to move away from traditional workflows. Infrastructure and
resource constraints, such as limited access to training tools, poor internet connectivity in remote
areas, and the high costs of delivering Al training programs, can further hinder progress. Additionally,
the diverse skill levels of employees make it difficult to design universal training programs, necessitating
tailored approaches that address specific retail needs.




Deputy Manager —
Retail Store Department

Therapid evolution of Altechnologies adds complexity, requiring continuous updates to training materials
and support systems. Measuring the effectiveness of training programs also remains challenging, with
a lack of clear metrics to assess both learning outcomes and the application of Al insights. Ethical and
data privacy concerns require additional education to ensure compliance with regulatory guidelines.
To overcome these challenges, retailers can adopt blended learning models, invest in introductory Al
literacy programs, and provide ongoing support to keep staff updated. Tailored training aligned with
retail operations and active engagement strategies to reduce resistance can further enhance adoption.
Addressing these challenges ensures that the workforce is equipped to leverage Al effectively, boosting
operational efficiency and business growth.

8.1.3 Role of Al in Optimising Workforce Allocation and
Improving Operational Efficiency

Al plays a transformative role in enhancing workforce allocation and operational efficiency in the
retail industry. By analysing real-time and historical data, Al-driven systems provide actionable
insights, enabling retail managers to make informed decisions that optimise resources, improve staff

performance, and streamline operations.

Role Description Tasks Performed Example
Real-Time Al systems Dynamic Scheduling: Al A leading retail chain in India faced
Workforce analyse real- tools predict busy periods | challenges with staff misallocation,
Allocation time data such | and automatically adjust | leading to poor customer service
as customer staff schedules. during peak hours. To address
footfall, sales Task Prioritisation: this, they implemented Al-driven
patterns, and Employees are assigned footfall analytics, which monitored
peak hours to | tasks based on priority, real-time store traffic and adjusted
allocate staff ensuring that critical employee shifts accordingly. As a
where needed | operations are managed result, check out wait times were
the most. effectively. reduced by 25%, customer service
ratings improved, and labor costs
were optimized by eliminating
unnecessary shifts.
Forecasting | Al predicts Predictive Analytics: A prominent hypermarket faced
Workforce workforce Al analyses historical challenges in efficiently scheduling
Needs requirements sales and footfall datato | employees during seasonal and

based on past
data, trends,
and upcoming
events, helping
retailers plan
staffing well in
advance.

forecast staffing needs.
Reduction of
Understaffing/
Overstaffing: Optimised
workforce planning
ensures neither excessive
labour costs nor a lack of
customer assistance.

promotional events. To address

this, they implemented Al-driven
demand forecasting, which analyzed
sales trends, historical footfall

data, and local event calendars

to predict peak traffic days. This
solution increased staffing efficiency
by 30%, minimized understaffing
issues during high-demand periods,
and ensured balanced workforce
schedules, reducing employee
burnout.

Continued...
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Enhancing Al tools Automated Task A popular electronic retailer faced
Staff streamline Management: challenges as sales staff spent
Productivity | repetitive tasks | Assigning tasks like excessive time managing inventory
and provide stock replenishment instead of assisting customers. To
actionable or shelf organisation resolve this, they implemented Al-
insights to to employees using Al- powered automated stock tracking
improve based systems ensures and in-store sales assistants,
individual timely execution. providing real-time inventory
and team Performance updates. This allowed staff to focus
productivity. Monitoring: Al tracks key | more on customer engagement,
performance indicators leading to a 20% increase in per-
(KPIs) such as sales employee sales productivity and
per employee, guiding an improved customer experience
managers to identify with accurate product availability
training needs. information.
Improving Al-enabled Optimal Staff Placement: | The same electronic retailer
Customer workforce Employees are placed in addressed customer challenges
Experience allocation high-traffic areas where in finding products and receiving
ensures that customer interactions are | personalized recommendations
customers most frequent. by deploying Al chatbots and
receive prompt | Personalised Service: virtual assistants in stores. These
assistance, Al tools guide staff Al solutions guided customers
enhancing to provide tailored based on their preferences and
their overall recommendations based | past purchases, resulting in a 40%
shopping on customer purchase increase in customer satisfaction
experience. history. scores, faster query resolution, and
an improved shopping experience.
Additionally, personalized
recommendations led to increased
repeat customer visits.
Cost By aligning Reduced Overtime Costs: | An e-commerce company sought
Optimisation | staffing levels Predictive scheduling to reduce operational costs while

with demand,
Al minimises
unnecessary
labour costs
while ensuring
sufficient
coverage
during busy
periods.

reduces reliance on
overtime.

Efficient Resource
Utilization: Al-driven
insights help maximise
staff productivity with
minimal resource
wastage.

maintaining efficient deliveries. By
implementing Al-driven logistics
workforce planning, they optimized
delivery routes, warehouse staffing,
and shift allocation. This resulted

in a 15% reduction in labour

costs, faster order processing and
delivery, and decreased fuel and
transportation expenses.

Continued...
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Streamlining
Operational
Processes

Al integrates
workforce
management
with other
operational
processes,
such as
inventory
management
and sales
forecasting,
for seamless
coordination.

Integration with
Inventory Systems:
Ensures staff is available
to restock shelves during
high-demand periods.
Automation of

Routine Tasks: Frees

up employees to focus
on customer-facing
activities.

A leading e-commerce company
tackled inefficiencies in managing
large-scale inventory and order
fulfilment by introducing Al-driven
robotic automation systems for
picking, sorting, and packaging. This
led to a 50% increase in warehouse
processing speed, reduced reliance
on manual labour—lowering
operational costs—and improved
order accuracy and fulfilment
efficiency.

Training and | Al insights Customised Training A popular multi-brand department
Upskilling identify Modules: Al store addressed the challenge
Guidance skill gaps in systems suggest skill of keeping retail staff updated

employees and | improvement areas on product knowledge and sales
recommend based on performance techniques by implementing an
targeted data. Al-powered learning management
training Adaptive Learning: system (LMS). This system delivered
programs, Tailored training ensures | personalized training modules based
enhancing employees are equipped | on employee performance data,
overall to handle Al tools resulting in a 30% improvement in
workforce effectively. employee skill levels, higher sales
capability. conversion rates due to better-
trained staff, and reduced training
costs through automated learning
processes.
Supporting Efficient Energy Optimisation: A leading hypermarket faced
Environmental | workforce Al minimises the need challenges in managing energy
and allocation for excess staff, reducing | consumption and reducing waste

Sustainability | enabled by Al the store’s energy usage in its large-format retail stores. To

Goals reduces energy | during low-traffic hours. address this, they implemented
consumption Sustainable Practices: Al-powered energy optimization
and resource Efficient operations systems that adjusted lighting and
wastage, ensure reduced cooling based on footfall data, and
aligning with wastage in activities Al-driven waste management tools
sustainability like merchandising and to optimize stock replenishment,
objectives. inventory handling. reducing excess inventory. These

efforts resulted in a 20% reduction
in energy costs, a 30% decrease

in food and perishable waste, and
enhanced sustainability efforts,
aligning with government initiatives.

Table 8.2 Role of Al in Optimising Workforce Allocation and Improving Operational Efficiency
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Unit 8.2 Al-Driven Inventory and Resource Optimization

~ Unit Objectives | ©

At the end of this unit, the trainee will be able to:
1. Explain the process of using Al to automate stock replenishment systems
2. Outline the financial impact of Al-driven stock management in reducing waste and optimizing
resources

3. Discuss the environmental benefits of using Al for sustainable inventory management

— 8.2.1 Process of Using Al to Automate Stock Replenishment —
Systems

Al-driven systems in inventory management work by using a combination of machine learning,
predictive analytics, and real-time data to optimize stock levels, reduce waste, and ensure products
are available when customers need them.

Fig. 8.3 Role of Al-driven Systems in Inventory Management

Al-driven stock replenishment systems automate inventory management by using advanced algorithms
and real-time data to ensure optimal stock levels, reduce manual effort, and improve operational
efficiency. This technology helps prevent stockouts, minimise overstocking, and align inventory with
customer demand. The following are the ways to use Al to automate stock replenishment:

o
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Fig. 8.4 Process of Using Al to Automate Stock Replenishment Systems
Role of Al in reducing global supply chain disruptions during crisis

Al-driven stock management plays a crucial role in helping retailers adjust to global supply chain
disruptions, such as those caused by the COVID-19 pandemic. During such crises, supply chains can face
delays, shortages, or sudden surges in demand. Al systems equipped with real-time data and predictive
analytics can quickly identify these disruptions and make adjustments to stock levels, procurement
strategies, and distribution plans. For example:

» Al-powered demand forecasting can anticipate shifts in consumer behaviour (e.g., panic buying
or changing product preferences), enabling retailers to adjust their inventory accordingly.




Deputy Manager —
Retail Store Department

» Automated replenishment systems can identify potential stockouts and trigger reordering from
suppliers or alternative sources, mitigating delays in supply.

» Al algorithms can monitor supply chain conditions, such as logistics delays or supplier issues,
and recommend optimal adjustments to avoid overstocking or understocking.

This ensures retailers remain resilient during unpredictable disruptions, minimizing losses and
maintaining consistent product availability for customers.

— 8.2.2 Financial Impact of Al-Driven Stock Management in
Reducing Waste and Optimizing Resources

Al-driven stock management systems provide a transformative approach to inventory management,
enabling retailers to minimize waste, optimize resource allocation, and enhance profitability.

The following are the key financial impacts of adopting Al in stock management:
Reduction in Inventory Holding Costs

» Al enables precise demand forecasting, ensuring retailers maintain optimal stock levels, and
avoiding overstocking. Thus, lowering warehousing costs, reduced obsolescence, and fewer
markdowns.

> For example, a retail chain can use Al to forecast demand for apparel, preventing overstock of
seasonal collections and reducing storage costs.

Minimisation of Stockouts and Lost Sales

> Al helps retailers avoid stockouts by automating replenishment based on real-time demand
insights, ensuring popular products are always available. Thus, leading to increased revenue
and customer satisfaction due to uninterrupted product availability.

> For example, a store selling electronic devices can employ Al to restock fast-moving electronics
accessories, ensuring customers do not turn to competitors due to unavailability.

Reduction in Wastage of Perishable Goods

> Al tracks expiration dates and demand trends for perishable products, minimising waste by
prioritising their sale or restocking them only as needed. Thus, leading to significant savings on
lost inventory and better utilisation of stock.

> For example, retailers selling fresh produce can use Al to manage inventories, reducing spoilage
rates.

Improved Resource Utilisation

» Al streamlines stock replenishment processes, reducing manual intervention and operational
inefficiencies. Thus, lowering labour costs and more efficient use of workforce resources.

> For example, retail chains can use Al to automate inventory checks and reorder processes,
reducing the time employees spend on stock management tasks.

Enhanced Sales Through Optimised Stocking

» Al identifies high-demand products and allocates inventory accordingly, boosting sales of
profitable items. Thus, leading to higher revenue from aligning stock with customer preferences.

» For example, clothing retail stores can use Al insights to stock the right sizes and styles,
increasing sales conversion rates.
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Reduction in Discounting Costs

> Overstocking often leads to heavy discounting to clear excess inventory. Al mitigates this by
optimising order quantities. Thus, leading to higher profit margins by avoiding unnecessary
discounts.

> For example, retailers can use Al-driven inventory management systems to reduce end-of-
season discounts.

Better Cash Flow Management

> By optimising stock levels, Al reduces the capital tied up in inventory, freeing up cash for other
business operations. Thus, improving liquidity and the ability to reinvest in growth initiatives.

> For example, Al-based inventory systems help reduce idle stock, improving cash flow and
investment in new product lines.

Sustainability and Cost Savings Through Waste Reduction

> Al promotes sustainable practices by reducing excess inventory and wastage. Thus, leading to
lower waste disposal costs and enhanced brand reputation as an eco-conscious business.

> For example, food retailers can achieve cost reductions in waste management by leveraging Al
to optimise perishable inventory.

Dynamic Pricing and Promotions

» Al-driven stock management integrates with dynamic pricing algorithms to optimise prices
based on demand and inventory levels. Thus, maximising revenue through tailored promotions
and reduced reliance on blanket discounts.

> For example, e-retailers can use Al for real-time price adjustments, increasing revenue and
balancing inventory across regions.

Long-Term ROI from Predictive Analytics

> Al systems continuously learn and adapt, improving forecasting accuracy and replenishment
strategies over time. Thus, leading to long-term cost savings and consistent revenue growth.

> For example, retailers can see a reduction in inventory-related operational costs within a few
years of implementation.

Case Study:
Walmart — Al-Driven Stock Management for Reducing Waste and Optimizing Resources

Walmart, one of the largest global retailers, faced significant challenges with inventory management,
particularly with perishable goods. Wastage due to overstocking and spoilage of fresh produce and
other perishables resulted in high costs and reduced profitability.

To tackle this, Walmart implemented an Al-driven inventory management system in partnership with
Microsoft Azure and Machine Learning technologies. The system used real-time data, predictive
analytics, and demand forecasting to optimize stock levels of perishable goods like fruits, vegetables,
dairy, and meats. Walmart also utilized Al to track weather patterns, local events, and historical sales
data to predict demand more accurately and adjust stock levels accordingly.

They were able to achieve the following benefits:

e Waste Reduction: Walmart saw a 10-15% reduction in food waste, as the Al system allowed
them to predict demand more accurately and reduce overstocking.

e Cost Savings: The retailer saved millions of dollars by reducing spoilage and waste, thereby
optimizing their resources.

e Improved Inventory Efficiency: The Al system optimized stock levels and replenishment
schedules, leading to improved availability of fresh products without overstocking.
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e Sustainability: By reducing waste, Walmart aligned with its sustainability goals, helping to
reduce environmental impact, as fewer perishable goods were discarded.

— 8.2.3 Environmental Benefits of Using Al for Sustainable
Inventory Management

Al-driven inventory management systems are not only cost-effective but also play a critical role in
promoting environmental sustainability. By optimizing stock levels, reducing waste, and streamlining
operations, Al helps retailers align their practices with eco-conscious objectives. The following are the
key environmental benefits:

o Environmental KPIs to Measure
Description . e
Impact Sustainability Impacts

Reduction in Waste Al analyses historical | Minimizes the Waste Reduction

data, real-time disposal of unsold | Percentage: Measures

sales patterns, and goods, especially | the reduction in the

demand forecasts perishable items, | amount of unsold or

to ensure that stock reducing landfill expired goods being

quantities align with | contributions. discarded.

actual consumer Inventory Waste

Reduction Rate:
Tracks the reduction in
products that go unsold

needs, significantly
reducing surplus

inventory. due to overstock or
spoilage.
Waste Diversion
Rate: Measures the
percentage of waste
diverted from landfills
(e.g., through donation
or recycling efforts).
Lower Carbon Footprint in | Al streamlines supply | Less fuel CO, Emissions
Transportation chain logistics by consumption and | Reduction (kg):
optimizing delivery fewer greenhouse | Monitors the decrease
routes and inventory | gas emissions in CO, emissions from
replenishment from delivery Al-optimized delivery
schedules, reducing vehicles. routes.
unnecessary Transportation
transportation. Efficiency (km per unit

of goods): Measures the
number of kilometers
travelled per unit of
product delivered,
assessing the efficiency
of logistics operations.
Fuel Consumption
Savings: Tracks the
reduction in fuel
consumption resulting
from optimized delivery
routes and more
efficient transportation.

Continued...
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Promotion of Energy-
Efficient Operations

Al helps maintain
energy-efficient
operations by

optimising warehouse

management. For
example, it predicts
inventory levels to
ensure that energy-
intensive storage
spaces, like cold
storage, are utilised
efficiently.

Reduced energy
consumption,
leading to lower
carbon emissions.

Energy Savings (kWh):
Tracks the energy saved
through Al-powered
energy management
systems.

Reduction in Peak
Energy Demand:
Measures how Al
reduces the energy
demand during

peak hours, thereby
promoting grid stability
and reducing costs.
Cost Savings on Energy:
Monitors the cost
reductions associated
with optimizing energy
consumption in stores,
warehouses, and offices.

Sustainable Production
Practices

Al provides

demand forecasting
insights that allow
manufacturers to
produce goods in
guantities that match
actual consumer
demand, preventing
overproduction.

Conserves natural
resources by
reducing the

raw materials
and energy used
in unnecessary
production.

Reduction in Production
Waste: Measures the
decrease in excess
production and material
waste, as a result

of better demand
forecasting.

Resource Utilization
Rate: Tracks the
efficiency of resource
usage (e.g., raw
materials, energy) in the
production process.
Sustainable Material
Usage: Monitors

the percentage of
sustainable or recyclable
materials used in
production.

Continued...
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Optimised Packaging and
Material Usage

Al analyses inventory
and supply chain
requirements to
suggest sustainable
packaging solutions
and reduce excess
material use.

Cuts down on
plastic waste
and encourages
the use of
eco-friendly
packaging.

Packaging Waste
Reduction: Measures
the decrease in
packaging materials
used by optimizing
packaging sizes and
materials.

Percentage of Recycled
Packaging: Tracks the
amount of packaging
that is recyclable or
biodegradable as a
result of Al-driven
packaging optimization.
Packaging Cost Savings:
Monitors the cost
savings associated

with reduced or more
efficient packaging
usage.

Reduction in Product
Returns

Al helps retailers
understand customer
preferences and
ensure they stock
the right products,
reducing mismatches
that often lead to
returns. Returns can
significantly increase
environmental

costs due to reverse
logistics and potential
waste.

Reduces the
environmental
footprint
associated with
reverse logistics
and waste

from returned
products.

Return Rate: Tracks the
percentage of products
returned, with the

goal of reducing this
rate through better
product matching and
forecasting.

Customer Satisfaction
(Post-Purchase):
Measures customer
satisfaction related to
product fit and quality,
which impacts return
rates.

Return Cost Savings:
Calculates the cost
savings resulting from
reduced returns due to
better product offerings
and customer targeting.

Continued...
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Encouragement of Circular
Economy Practices

Al facilitates the
adoption of circular
economy models

by helping retailers
identify opportunities
for recycling, reusing,
or reselling unsold
inventory.

Extends the
lifecycle of
products and
reduces the
volume of waste
heading to
landfills.

Recycling Rate:
Measures the
percentage of products
or materials that are
recycled or repurposed
in the retail or
manufacturing process.
Product Longevity:
Tracks the increase

in product lifespan
through improved
inventory management,
repair services, and
refurbishment efforts.
Waste-to-Resource
Conversion Rate:
Monitors the percentage
of waste materials that
are converted into new
resources or products.

Support for Local and
Sustainable Sourcing

Al helps retailers
track and manage
inventory from

local suppliers,
reducing the
environmental impact
of long-distance
transportation. It
can also assist in
identifying suppliers
that use sustainable
practices.

Promotes local
economies
while reducing
transportation
emissions.

Percentage of Locally
Sourced Products:
Measures the
percentage of products
sourced from local or
sustainable suppliers.
Sustainable Sourcing
Spend: Tracks

the proportion

of the sourcing

budget allocated to
environmentally friendly
or ethically produced
goods.

Supplier Sustainability
Score: Evaluates
suppliers based on their
sustainability practices
and performance, which
can be influenced by Al-
driven data analysis.

Continued...
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Real-Time Monitoring and
Waste Prevention

Al-enabled systems
continuously monitor
inventory conditions,
such as temperature
and humidity for
perishable goods,
preventing spoilage
before it occurs.

Reduces food
spoilage and
associated waste.

Waste Prevention Rate:
Measures the reduction
in waste due to real-
time stock monitoring
and timely restocking
adjustments.

Inventory Overstock
Percentage: Monitors
the reduction in

excess inventory due

to real-time demand
forecasting.

Real-Time Adjustment
Rate: Tracks how quickly
Al adjusts stock levels
in response to real-time
customer demand,
preventing unnecessary
waste.

Boosting Consumer
Awareness on
Sustainability

Al tools can help
educate consumers
by providing

insights into the
environmental impact
of their purchases,
encouraging eco-
friendly buying
decisions.

Promotes
conscious
consumerism and
reduces demand
for unsustainable
products.

Customer Awareness
Engagement Rate:
Measures the level of
engagement customers
have with sustainability-
related content

(e.g., product labels,
sustainability websites).
Sustainability Purchase
Rate: Tracks the
percentage of sales
from eco-friendly
products, as driven by Al
recommendations and
awareness campaigns.
Consumer Feedback on
Sustainability: Collects
consumer feedback
related to sustainability
practices, helping
retailers adjust their
Al-driven strategies
accordingly.

Table 8.3 Environmental Benefits of Using Al for Sustainable Inventory Management
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Unit 8.3 Al for Strategic Decision-Making and Innovation

— Unit Objectives |©
At the end of this unit, the trainee will be able to:

1. Explore the key Al tools and platforms used in retail environments

2. Explain the process of integrating Al insights with overall business objectives

3. Discuss the potential of Al in fostering innovation and competitiveness across departments

— 8.3.1 Key Al Tools and Platforms Used in Retail Environments —

Al tools and platforms have become integral to modern retail, enhancing operational efficiency,
personalising customer experiences, and optimising inventory and supply chain management. The
following is an exploration of key Al tools and platforms widely used in retail environments:

Al Tools for Personalized Customer Experiences

Chatbots and Virtual Assistants: 0
Al-powered chatbots like Haptik and Freshdesk Al assist r Q
customers with queries, provide recommendations, and o N o

handle grievances. haptik

Your Personal Assistant
Recommendation Engines:

0 freshdesk
Tools like Salesforce Einstein and Dynamic Yield analyse

customer data to provide product recommendations o
tailored to individual preferences. @) einstein

dynamlc
yield

Continued...
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Al Platforms for Inventory and Supply Chain Management
Demand Forecasting Tools:
Tools like SAP Integrated Business Planning (IBP) and
Blue Yonder predict demand patterns, enabling optimal
inventory management.

wmtegrated Business Planning

«» BlueYonder

Automated Stock Replenishment Systems:
Platforms like Zoho Inventory and RELEX Solutions

automate stock replenishment by analysing sales data and
reorder points.

@ RELEX

Supply Chain Optimisation:
Tools like Locus and OptiScale optimize logistics and

reduce transportation costs by improving delivery routes. ﬂ LOCU S

== optiscale

Continued...
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Workforce Allocation Tools:
Tools like Kronos and When | Work allocate staff based on
Al-driven store traffic insights and peak hours.

Workforce and Operations Management Tools

£4 KRONOS

( When|Work

Al for Training and Upskilling:

Platforms like Coursera for Business and EdCast Al
provide personalised training for retail staff to upskill
them in Al technologies.

Dynamic Pricing Tools:

Tools like Pricemoov and Revionics use Al to adjust
pricing based on factors such as demand, competition,
and seasonality.

coursera

for business

edcost

Al-Driven Pricing and Promotion Platforms

. A
pricemoov

REVIONICS

Promotion Optimization Platforms:
Platforms like Omnilytics and Zinrelo help retailers create
data-driven promotional campaigns for better ROI.

4/ omnilytics

Continued...
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Al Tools for Customer Behaviour Analysis

Predictive Analytics Platforms:

Tools like Google Analytics 360 and Tableau Al track
and predict customer behaviour, enabling data-driven
decisions.

Google Analytics
360 Suite

Sentiment Analysis Tools:
Platforms like MonkeyLearn and Lexalytics analyse
customer reviews and social media to gauge brand

sentiment @ Monkeyl earm

LEXALYTICS

AN INMOMENT COMPANY

Visual Merchandising and In-Store Experience Tools

Al-Powered Visual Merchandising:
Tools like Trax and Playment Al analyse in-store displays
and optimise visual merchandising for maximum impact.

Playment

Smart Cameras and Sensors:
Al-integrated cameras like NVIDIA Metropolis analyse

foot traffic, customer behaviour, and queue management @z
in stores.
NVIDIA.
METROPOLIS

Continued...
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Al Tools for Sustainability and Waste Reduction
Sustainable Inventory Management:
Platforms like ClearDemand and Reflexis Al focus on
reducing waste by optimizing stock levels.

. REFLEXiS

ZEBRA

Omni-Channel Retailing

Seamless Online-Offline Integration:
Platforms like Adobe Experience Cloud and Shopify
Al enable retailers to provide a seamless customer LA

. . . Adobe Experience Cloud
experience across online and offline channels.

ﬂ shopify

Table 8.4 Key Al Tools and Platforms Used in Retail Environments

— 8.3.2 Process of Integrating Al Insights with Business
Objectives

Integrating Al insights into business objectives is essential for achieving alignment between technological
capabilities and organizational goals. This process involves systematic planning, collaboration, and
execution to ensure Al contributes effectively to operational efficiency, customer satisfaction, and
profitability.

The following is the step-by-step process:

Step 1: Define Business Objectives Clearly

> Identify specific business goals, such as increasing revenue, improving customer satisfaction,
optimizing inventory, or enhancing operational efficiency.

Step 2: Identify Key Performance Indicators (KPIs)
> Establish measurable KPIs that align Al insights with business goals, such as:
o Sales Growth: Track the impact of Al-driven personalized promotions.
o Inventory Turnover: Measure improvements from Al-based stock management.

o Customer Retention: Monitor loyalty through Al-based customer engagement
strategies.

Step 3: Leverage Relevant Al Tools and Platforms

— B/




Deputy Manager —
Retail Store Department

» Choose Al technologies that suit your business needs, such as predictive analytics, chatbots, or
demand forecasting tools.

Step 4: Collect and Analyze Data

> Use Al to collect, clean, and analyze data from various sources such as sales transactions,
customer feedback, and supply chain operations. Focusing on:

o Customer Data: Preferences, behaviour, and purchase history.
o Operational Data: Inventory levels, supplier performance, and delivery times.
Step 5: Align Al Insights with Decision-Making Processes
> Integrate Al insights into strategic decision-making and operational workflows.
Step 6: Collaborate Across Departments

» Ensure cross-functional collaboration between teams like marketing, operations, and IT to
implement Al-driven strategies.

Step 7: Train and Upskill Employees
» Train staff on using Al tools and interpreting Al-generated insights to improve decision-making.
Step 8: Monitor, Evaluate, and Adjust

» Continuously monitor the performance of Al-driven initiatives against business objectives.
Refine processes and Al algorithms as needed.

Step 9: Foster Innovation and Adaptability

» Encourage the use of Al for innovation, such as introducing new product lines or exploring
untapped markets.

The following are examples of how Al can be integrated to meet business objectives:

Retailers like Walmart use Al-powered inventory management systems to track stock levels in real
time. These systems analyse historical sales data, seasonal trends, and customer demand patterns to
optimize restocking schedules. Al also detects anomalies, such as sudden spikes or drops in demand,
and suggests proactive adjustments to prevent stockouts or overstock situations. This reduces waste,
improves product availability, and ensures a seamless shopping experience.

Brands like H&M use Al-driven chatbots to enhance customer service. These chatbots assist customers
with product recommendations, availability checks, and order tracking. For example, a customer
searching for a specific size or colour of clothing can ask the chatbot, which instantly checks inventory
across multiple stores and warehouses. This speeds up customer interactions, reduces the workload for
human staff, and improves overall customer satisfaction.

The following are the benefits of integrating Al insights with business objectives:

147 .




Participant Handbook

Fig. 8.5 Benefits of Integrating Al Insights with Business Objectives

— 8.3.3 Potential of Al in Fostering Innovation and
Competitiveness Across Departments

Artificial Intelligence (Al) has emerged as a game-changer for businesses by enabling innovation,
streamlining processes, and fostering collaboration across departments. Al not only enhances
operational efficiency but also drives strategic initiatives that ensure long-term competitiveness in a
dynamic market environment.

Enhancing Product and Service Innovation

Alanalyzes customerfeedback, market trends, and historical data to identify gaps and opportunities
for new product development or service enhancements.

Examples:

Nykaa uses Al to track beauty trends on social media, enabling it to launch new product lines
aligned with consumer preferences.

Zomato leverages Al for dynamic menu suggestions, improving customer satisfaction and boosting
sales.

Optimizing Supply Chain and Inventory Management

Predictive analytics tools optimize stock replenishment, reduce waste, and streamline logistics by
accurately forecasting demand.

Examples:

DMart utilizes Al to maintain optimal inventory levels during festive seasons, ensuring sufficient
stock without overstocking.

Al-enabled route optimization tools enhance last-mile delivery for companies like Flipkart and
Amazon India.
Continued...
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Personalizing Customer Experiences

e Alalgorithmsanalyze customerbehaviorand preferences, enabling personalized recommendations
and targeted marketing campaigns.

e Examples:

e Myntra uses Al for personalized product recommendations, increasing conversions and customer
loyalty.

e Al-driven chatbots, like those used by HDFC Bank, provide 24/7 support, improving customer
engagement.

Streamlining Workforce Allocation and Collaboration

e Al optimizes workforce scheduling by analyzing store traffic patterns and sales data, ensuring
efficient resource allocation.

e Examples:

e Reliance Trends deploys Al to allocate staff during peak shopping hours, enhancing service quality
and reducing wait times.

e Collaboration tools like Microsoft Teams integrate Al for better cross-departmental communication
and task management.

Driving Data-Driven Decision-Making

e Altransforms raw data into actionable insights, helping leadership teams make informed decisions
quickly.

e Examples:

e Retailers like Reliance's Smart Bazaar Stores use Al dashboards to analyze sales performance and
adjust strategies in real time.

Improving Marketing and Sales Strategies

e Al tools analyze customer segmentation, enabling businesses to design targeted promotions and
campaigns.

e Examples:
e Tata Croma uses Al to run hyperlocal campaigns, boosting foot traffic in specific store locations.

e Al-powered dynamic pricing tools allow e-commerce platforms like Amazon India to stay
competitive in the marketplace.

Fig. 8.6 Potential of Al in Fostering Innovation
Al a Catalyst for Competitiveness
Al acts as a catalyst for competitiveness
Faster Innovation Cycles:
» Al accelerates the process of identifying market opportunities and delivering new solutions.
Enhanced Customer Loyalty:
> Personalization and improved experiences result in higher customer retention.
Operational Excellence:
» Streamlined processes ensure cost-effectiveness and scalability.
Agility and Adaptability:
» Al enables businesses to respond quickly to market shifts and competitor strategies.
e Digital technologies play a critical role in shaping merchandise strategies by enhancing decision-
making, optimizing operations, and improving customer engagement.
e Al and Machine Learning are used for demand forecasting, analyzing historical data to predict
future demand, and providing personalized product recommendations based on customer
behavior.
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— Summary £
e CRMsystems collect and analyze customer data for targeted marketing campaigns and improved
customer engagement.

e Inventory Management Software tracks stock levels in real-time and automates reordering
based on demand trends.

e E-commerce platforms integrate online and offline inventories for seamless sales management.
e Data Analytics Tools help identify sales trends, peak buying times, and customer preferences.

e Benefits of digital technologies include improved decision-making, personalization, operational
efficiency, omnichannel integration, and cost savings.

e An action plan for executing a merchandise strategy includes resourcing requirements, key
responsibilities, timelines, performance indicators, risk management, and evaluation and
feedback.

e Resourcing Requirements outline the manpower, budget, and technology needed for execution.
e Key Responsibilities specify the tasks for different teams, ensuring accountability.
e ATimeline sets deadlines for tasks and milestones.

e Performance Indicators track progress and evaluate success through KPIs like GMROI, sell-
through rate, and customer satisfaction.

e Risk Management identifies potential challenges and creates mitigation plans.
e Evaluationand Feedbackinclude monitoring progress and gathering feedback forimprovements.

e Example action plan outlines hiring, budgeting, assigning responsibilities, setting timelines,
defining KPls, risk mitigation, and regular reviews.

e Key inclusions in the action plan help ensure smooth strategy execution and alignment with
business goals.

e Recommendations for improving merchandise strategy based on KPI performance include
reviewing metrics, identifying gaps, and implementing changes such as revising pricing,
enhancing promotions, and adjusting product assortment.

Example: A sportswear brand adjusts its winter collection pricing and promotional efforts based on
underperformance in North India, leading to improved sales and customer satisfaction.

—

— Exercise |:4
Multiple Choice Questions:

1. What s a key application of Al and Machine Learning in merchandise strategy?
a) Manual stock counting

b) Demand forecasting

c) Employee management

d) Traditional advertising

Answer: b) Demand forecasting

2. Which tool helps analyze customer preferences and behaviors to craft personalized marketing
strategies?

a) CRM systems
b) Data analytics tools

c) Inventory management software
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d) E-commerce platforms

Answer: a) CRM systems

3. What is the primary purpose of inventory management software in merchandise strategy?
a) Conducting customer surveys

b) Managing real-time stock tracking and automated reordering

c¢) Designing promotional campaigns

d) Providing visual dashboards

Answer: b) Managing real-time stock tracking and automated reordering

4. How do e-commerce platforms support retail businesses?
a) By creating visual dashboards for sales trends

b) By enabling online product listings and sales management
¢) By automating staff hiring processes

d) By offering manual inventory tracking

Answer: b) By enabling online product listings and sales management

5. Which digital tool is known for offering real-time visual dashboards to track merchandise
performance indicators?

a) Tally ERP

b) Shopify

¢) Zoho CRM

d) Power BI

Answer: d) Power BI

Answer the following questions:
1. What is the importance of allocating staff based on Al-driven store traffic insights?

Why is training staff on Al technologies important?

2
3. What are the key Al tools and platforms used in retail environments?
4. How can businesses integrate Al insights with their objectives?

5

What is the process of using Al to automate stock replenishment systems?

Scan the QR codes or click on the link for the e-books

https://youtu.be/

https://www.youtube.com/watch?v=1AEwW7ED7S8g CQXOCSDMBgW?Si=MCAvlgvk8UIABIIS

Al in Retail: Revolutionizing Customer Experience &

Al in Retail
Inventory Management
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https://youtu.be/cQxOcSDM6gw?si=MC4vIgvK8UiABrJ5




\9 Employability Skills

WKRASCI
N

DGT/VSQ/N0102



Participant Handbook

Scan the QR codes or click on the link for the e-books
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Unit No.

Topic Name

Common Types
of retailers

Page

No

Link for QR Code (s)

https://www.youtube.com/
watch?v=Np090VKTzt

QR code (s)

Development of
Retail Sector in
India

https://www.youtube.com/
watch?v=ImuKoz9aWGY

age the Team
for Developing
Store Capability

Unit 1.1 - In-
Chapter 1 - troduction to 13
Retail
Retail 2020 | 5
Iﬁ:rnw?:fi:; o https://www.youtube.com/
& watch?v=iRvaWHk3A8k
the way you
shop
Role of Retail
Department https://www.youtube.com/
Manager/ Floor watch?v=Wr9Y-4830Nw
Manager
The M -
€ Manage https://www.youtube.com/
ment of Stock watch?v=BApH540yleo
Unit 2.1 Levels FYSBAPHLALY
Performance
Management
Chapter 2 - and Strategic 35
Execution in
R.etall Opera- Lead and Man-
tions

https://www.youtube.com/
watch?v=h-xD-nvOyiw
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Link for QR Code (s)

QR code (s)

Gross Margin

Return on https://youtu.be/7MVZyFx-
Sein i .
Unit 2.1 Investment RyU47?si=00VHj3XHFO_Oexil
(GMROI)
Performance
Management
Chapter 2 - and Strategic 35
Execution in
Retail Opera-
tions PDCA Cvcle https://youtu.be/bO3GpAjV-
y VD8?si=skfnIKGIE7ywIW.
Unit 4.1 Plan- | Execute Visual
ning Visual Merchandising https://www.youtube.com/
Chapter 4 - Merchandis- Displays as Per 75 watch?v=rLEC4NIduLY
ine Disolavs Standards and
g Display Guidelines
Manage Sales
aDr:IjivS:rrvici)e https://www.youtube.com/
¥ watch?v=sF6AMj3H0jg
Increase Store
Profitability
Lris1 e | sorecpers s
Chapter 5 - gy tions Manage- 106 -app. .
Performance ment learn_StoreOperations-
Management Management.html

Setting SMART
Sales Goals

https://youtu.be/
pu5ioTF9elM?si=L_
PoOwOP874E0Th)
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— Disclaimer

The video links referenced in this book are provided solely for educational and training purposes,
intended to support and enhance learning related to the subject matter. These links direct readers to
publicly available videos hosted on YouTube/ any other referenced platform, and all rights, including
copyrights and intellectual property rights, remain with the respective creators or copyright holders.

The inclusion of these links does not imply endorsement, sponsorship, or affiliation with the creators
or platforms hosting the videos. Readers are encouraged to access the videos directly through the
provided links in compliance with YouTube’s/ any other referenced platform’s Terms of Service and
applicable copyright laws.

The authors and publishers of this book make no claim to ownership of the referenced video content
and do not guarantee the availability, accuracy, or reliability of the linked content over time. Any use of
the videos beyond viewing for educational purposes is subject to the terms set by the video creators
and YouTube/ any other referenced platform .

The authors and publishers assume no responsibility for any misuse or infringement arising from the
use of the linked content. Users are advised to consult the original video creator or copyright holder for
permissions if their intended use exceeds the scope of education and training outlined herein.
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