
1 INTRODUCTION 
 
• Retail is a set of business activities that (1) sells products and services to customers for their personal use. 

1. Bundles of Products and Services – e.g. a cup of coffee involves service on the table, experience you 
had when you ordered when you paid, how quickly the coffee is. 

2. End Customer (not B2B) – Business to customer (personal use) 
3. Shoppers/ customers are not always the consumer – customers are not always the ‘end consumer’ of 

the product. 
• Retail focuses on shoppers/ customers who are buying our stuff while brand focuses on end 

consumer. 
• Retail is all about (2) adding value and (3) distributing goods and services. 

 
• Retailers enhance value for consumers: 

1. Providing on assortment of products and services  
a. provide choices to choose e.g. provide different sizes, price range 

2. Breaking bulk  
a. They buy the parade of product and breaking them for us.  
b. Pass volume discount to the customer 
c. Customers do not need to buy the whole pack and spend a lot 

3. Holding inventory 
a. Customer can shop frequently in small amount 

4. Providing services 
a. Customer service e.g. advice 
b. Return 
c. Refund 
d. Cancellation  

 

 
 

• The largest retail industry in Australia is food retailing.  
• Restaurant in café is one of the fastest growing segments of the retail sectors. 
• No.1 industry in the world: health care 
• No.2 industry: retail 

 
Social and Economic Significance of Retail 
• Retail sales and distribution of essential products and services 
• Employment – physical store tends to employ people in that area (people live close to the store). 
• Wealth distribution - local and global, large and small operators 
• Social, economic and environmental responsibility – local and global 
 
WHY retail management? 
• Retailing as a relatively passive link to the end consumer 
• e.g. P&G, coke, Unilever – this branded manufacturer-centred view has seriously understand the power, 

scope and importance of the retailer and of retail marketing. 
(1) Retail is where the consumer ‘moment of truth’ occurs. 
(2) Retailers have taken control of the marketing mix in their stores 



• They realized they had power. That power influenced our shopping behavior and decision to 
maximise their profit. 

• Marketing has become retail centric. 
 
 

 
The Power of Retail 
• The shift in retail power has been linked to: 

• The ability of retailers to set shelf prices, not the manufacturer 
• Development of retailer own brands – brand equity and vertical marketing systems 

§ Retail realises in the power of brand start to develop their own brand rather than taking 
all of brands in the marketplace and sell other brands. 

§ Become a manufacturer 
§ Don’t have to share a profit 

• Concentration of retail trade ad power asymmetry 
• Access to insight – Big Data 

 
 

It has become latest frontier of innovation in retail 

Best way to learn is to learn 
on the job and learn from 

the best 

Customer is changing 
expectation very fast à retail 
need to move fast and going 

forward 
 

Retailers pay a lot 
more money than any 

other sectors. 



 
 
• Customer marketing – understand the power of retail, how important to get your brand right in the retail 

environment with the consumer. 
• Org. used to be a retailer. They have actually moved themselves now into branded manufacturer (retailer = 

retail + own brand). It obviously comes down to profitability. 
• Manufacturer becomes a retailer. They have to share profit to the store. 

• Maximise profit 
• Create customer experience – what the product looks like, understand customer behavior, 

environment and competitors 
• Observe/ research what customers do 

• Retailers become a manufacturer. 
 
• Retailing globally is in a state of rapid evolution driven by: 

• Technological advances 
• Consumer trends – customers are changing expectation (online à mobile) 
• Global market dynamics 

• Retail incredibly competitive. We are working on mature market. If competitors come out with amazing/ 
exciting things. We have to catch up very quickly and may be one step ahead because in 12 moths that is a 
normal. 

• Retail managers make complex decisions involving: 
• Marketing strategy 
• Retail channels – reach out product to customer 
• Customer trends 
• Retail locations 
• Merchandise and services planning – what are we currently offering the customer. 
• Training and motivating staff – dynamic and important 
• Pricing, presentation and promotion of merchandise 
• Impact of operations upon people, society and the environment 

• Agility and diverse capabilities are necessary to make these decisions efficiently and effectively, to create 
an edge in mature and crowded marketplaces. 

• Retail management focuses to 
• Introduce you to the fundamental concepts and principles of retail management 
• Explore the frontiers of retailing globally 

• Managers must experience and understand the business as consumers do 
• Retail management challenges you to think as customers and retail managers simultaneously to make agile 

decisions that enhance both the customer experience and competitive edge. 
• Retail Frontiers 

1. The Power Shift 
2. Omni-channel Retailing 
3. Internationalisation 
4. Big Data 

 
  



ADDITIONAL READING: How Predictive Al Will Change Shopping 
• Amazon, Facebook, google and apple are accelerating consumer expectation and what’s technologically 

possible from same-day delivery to machine-powered image recognition. 
 
Machine learning beyond forecasting 
• To forecast demand – how to stock stores and staff shifts 
• Recommend products and set prices 
• Retailers will need to program physical experience with the same targeting and personalization they offer 

online. 
• Retailers need to move forward with transparency, respect and security as their priorities. They also need 

to show value. 
• Retailers will need to create experiences that make this magic and value apparent. 
• People will expect even faster and more intelligent service than they do today. 

 
 
 
 

  



2 RETAIL CHANNELS 
 
• Reaching the target customer (when and where they need it) and getting the retailer’s offering into their 

shopping baskets in the most (1) efficient and (2) effective manner. 
 

 
 
 
 
 
• The role of retail channels is to efficiently & effectively bring supply and demand together. 

 
 

 
 
 
 
• Originally this was a bricks and mortar store (a physical store which is a traditional way of doing retail). But 

there are an increasing number of avenues for retailers to reach consumers. 
• Hot to best reach the TARGET CONSUMER across all available channels that we have. 

 

- To get the product in the right price, right place 
and right time 
- how can we most effectively meet the need of 
customer at that point of time. 

- How efficient can we get out retail 
channel? 
- Maximise our operating profit 

‘RETAIL 
CHANNEL’ 

Production, getting all 
materials from the factory 

into the warehouse. à 
not Retail Channel 

In & Out 
- out product to customer 
- in monetary fund from customer 


