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COURSE INTRODUCTION

In the previous course, you have been introduced to ““ Textile and Fashion
Retailing”. One of the most important aspects of this programme DFDR is to
make learners understand the designing as well as the retailing and marketing
of fashion products.

Today in India, we see a rise in the income level, increased advertisement and
great increase in the numbers of working women in different walk of life.
India’s urban centres have made goods and services more attainable and
affordable to the large section of the country’s population. There is a huge
job opportunity and career growth in this sector.

Retail is a growing industry demanding huge manpower supply to meet the
ever-increasing consumer demand. Managing store operation efficiently is a
skill set very much required in the scenario of increasing competition in the
retail industry.

In this course “BFD-077: Fashion Retail Marketing, Operations and
Store Management” you will be going through the overview of basic retail
operations, the marketing activities and advertisement, it explains in detail
how to use marketing as a tool in the retail industry to promote different
offerings by the retailers. This course also helps the aspiring retailers or
students to understand the retailing process in depth, the economic condition
and the industry environment. Make Students aware of the different retail
marketing strategies and financial performances. The course develops the
analytical skill among the learners required for the retail operation and build
a strong foundation for those who are willing to opt fashion retail as their
career option.
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UNIT1 OVERVIEW OF RETAIL
MARKETING

Structure

1.0 Objectives

1.1 Introduction

1.2 Elements of Retailing Industry

1.3 Importance of Retailing Marketing

1.4 Retail Strategy and Structure

1.5 Retail Formats (Classifying Retail Firms)
1.6 The Wheel of Retailing

1.7 Retailing Decisions

1.8 Emerging Trends in Retail Marketing

1.9  Concept of Marketing Management in Retail
1.10 Core Marketing Concepts

1.11 Marketing in the New Economy

1.12 Let Us Sum Up

1.13 Terminal Questions

1.0 OBJECTIVES

After studying this unit, you will be able to:

e Describe the retailing and identify elements of retailing,

e Explain different types of retailers both in store and non -store categories;
e Identify retail formats,

e List out factors for retailing decisions;

e Analyse emerging trends in retail marketing;

e Explain the core concepts of marketing applied to retail;

e Describe the scope of marketing in the light of retail;

e Describe the new developments in retail marketing;

e Synthesize the concepts of retail and marketing:

e Explore major decision areas in retail marketing and management.

1.1 INTRODUCTION

India has often been called as nation of shopkeepers. Presumably the reason
for this is; that, a large number of retail enterprises exist in India. In 2004
there were plus retailers to the 0.9 million in the USA.Out of the 12 million
98% are small family businesses, utilizing only household labor. Even among
retail enterprises, which employ hired workers, a majority of them use less
than three workers. The word "Retail" as defined in oxford dictionary
means "'sale of goods to consumers'. However, the means and ways to sell
goods and services are not as simple as the definition. The word "Retailing"
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as defined in dictionary means "sale of goods to the public in small
quantities"'. However here again, with the level of sophistication at which
retail has reached today, the dictionary definition has become insignificant,
because retailing is no more just sale of goods to public in small quantities.
Ask Shopper's Stop, Future Group, Westside, Food world or the Lifestyle
Chain, They would say retailing is big and it's growing larger by the day.
Retailing is the combination of activities involved in selling or renting
consumer goods and services directly to consumers for their personal or
household use. In addition to selling, retailing includes such diverse activities
as, buying, advertising, data processing and maintaining inventory. With
economy opening and the government favoring an open economy, more
Global players inretail are to enter India by the beginning of the year 2010.
With the changing scene, definition today for retailing should probably read
as ""Sale of quality goods and services to public at the right price, right
place, right time, quantity and packing".

This makes store location, product assortment, timings, store fixtures,
sales store. Retailing is a service activity wherein a store provides products
in small quantities or fractional packing as required by the customer. This
means a Retailer involved in retailing has to stock and sell material. The
premise on which the retailing activity takes place is called a "Store'".
According to James Anderson, It is called a store for the simple
reason that the Retailer keeps essential goods in store until he finds a
customer to buy. He actually stores it until there is a need for the same
bya customer. Final customers make many unplanned purchases. In contrast
those who buy for resale or use in manufacturing are more systematic in their
purchasing. Therefore, retailers need to place impulse items in high traffic
locations, organize, store layout, trains sales people in suggestion, and place
related items next to each other, to stimulate purchase. However, retail
marketing remains the single biggest challenge for retailers to day. In this
unit, we will discuss the basics of marketing as well as retailing so that
students can synthesize the concepts of thetwo. Let us first begin with some
notions and basic issues in retailing. After that, we would shift our focus to
issues in marketing.

1.2 ELEMENTS OF RETAILING INDUSTRY

The below data points can be tweaked with the help of retail marketing effort
in retail business.

Conversion ABV Sales per Top line of | Category | Sales per

% (Average customer the store sales Sq ft
Bill value

Basket size | GM % GMROI (Gross | Store Promo Customer

of the margin return | EBIDTA efficiency | loyalty

customer of inventory)

Footfalls of | Mall Store signages | Check out | Store Store

the  retail | Footfalls processes layout location

store

All the pointers above directly impact positively to the retailer store business
efficiencies and in result retail marketing achieves expected ROI’s




1.3 IMPORTANCE OF RETAIL MARKETING

Organized retailing in India was estimated at Rs. 25000 crores in 2005-
2006 and has grown at about 40% over the last 3-5 years (Source: KSA
Retail Outlook). Retailing has a tremendous impact on the economy. It
involves high annual sales and employment. As a major source of
employment retailing offers a wide range of career opportunities including;
store management, merchandising, visual merchandising marketing, and
owning a retail business. Consumers benefit from retailing in that, retailers
performs marketing functions that makes it possible for customers to have
access to a broad variety of products and services. Retailing also helps to
create place, time and possession utilities. A retailer's service also helps to
enhance a product's image. In general, retailers perform four distinct
functions as, shown in Figure 1.1 below:

Collect product assortments
& offer them for sale

v

Provide Information

Retailers

Store merchandise, mark
prices & pay for goods

\ 4

Conclude transactions with
final customers

\ 4

Figure 1.1: An overview of retailing environment

Retailers participate in the sorting process by collecting an assortment of
goods and services from a wide variety of suppliers and offering them for
sale. The width and depth of assortment depend upon the individual
retailer’s strategy. They provide information to consumers through
advertising, displays and signs and sales personnel. Marketing research
support is given to other channels, members. They store merchandise,
mark prices on it, place items on the selling floor and otherwise handle
products; usually they pay suppliers for items before selling, them to final
customers. They complete transactions by using appropriate locations, and
timings, credit policies, and other services e.g. delivery. Retailing in a way, is
the final stage in marketing channels for consumer products. Retailers provide
the vital link between producers and ultimate consumers. Whenever discuss
about retailing, it does not mean just groceries and cosmetics. Retailing may
be for a variety of products like Ready Made Garments, Textiles, Medicines,
Vegetable, Footwear, Handicrafts, consumer durables, banking or any type
of products or services rendered directly to a customer. All such organization
engaged in retailing of product and services activity are known as "Retailer"
and all activity by a Retailer to sell products and services to end customer are
considered to be Retailing.

1.4 RETAIL STRATEGY AND STRUCTURE

A Retail Strategy is a statement identifying

a) The Retailers’ target market

Overview of Retail
Marketing
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b) The format of retailing the retailer plans to use to satisfy market needs
¢) The Location suitable to the respective retail business

d) Medium of promotion

e) Pricing strategy

f)  Product mix

g) The base on which the Retailer plans to build a sustainable competitive
advantage

The target market is the focus segment on which the Retailer plans his
resources and merchandise using a retail mix. For example, BATA is a
specialty retailer whose retail mix focus on various of footwear.

Successful retail operations depend largely on two main dimensions: margin
and turnover. How far a retail enterprise can reach in margin and turnover
depends essentially on the type of business (product lines) and the style and
scale of the operations. In addition, the turnover also depends upon the
professional competence of the enterprise. In a given business two retail
companies may choose two different margin levels, and yet both may be
successful, provided the strategy and style of management are appropriate.
For example, Food World and Food Bazaar which sell almost similar
products but the retail pricing are different from each other. Food World
focuses on Branded products while Food Bazaar apart from offering branded
products at less than the (Marked Retail Price (MRP) they also offer in house
quality brands at lower prices than branded products.

Margin Turnover Model

Ronald R. Gistl "Suggested a conceptual framework, using margin and
turnover, for understanding the retail structure and evolving a retail strategy."
Margin is defined as the percentage mark tip at which the inventory in the
store is sold and turnover is the number of times the average inventory is sold
in a year.

High Turnover
F
L-H H-H
Low margin High margin High turnover
High turnover e.g. A convenience food store
e.g. A discount store
Low Margin High Margin
EL H-L
Low margin High margin
Low turnover Low turnover

e.g. A speciality store

v
Low Turnover

Figure 1.1: The Retail Quadrant

Fig. 1.1 is a diagrammatic representation of the frame work and can be
applied to almost any type of retail business. Depending upon the,
combination of the two parameters, a retail business will fall into one of the
four quadrants. For instance, L-L signifies a position which is low on both
margin and turnover; whereas, H-L indicates h g h margin and low turnover.

Low Margin High Turnover Stores

Such an operation assumes that low price is the most significant determinant
of customer patronage. The stores in this category price their products below



the market level. Marketing communication focuses mainly on price. They
provide limited options in merchandise; no frills environment and they
normally entail an extra charge whenever they offer service such as gift
wrapping etc. The merchandise in these stores is generally in demand. This
means that the customers buy the product, rather than the store selling them.
These stores are typically located in residential locations and usually stock a
wide range of fast moving goods in several merchandise lines. The inventory
consists of well-known brands for which a consumer pull is created by the
manufacturer through national advertising. Local promotion focuses on low
prices. Wall-Mart in the United States is an example and Big Bazaar Chain or
Subhiksha are Indian examples of such stores.

High Margin Low Turnover

This operation is based on the premise that distinctive merchandise, service
and sales approach are the most important factors for attracting customers.
Stores in this category price their products higher than those in the market,
but not necessarily higher than those in similar outlets. The focus in
marketing communication is on product quality and uniqueness. Merchandise
is primarily sold in stores and not pre-sold. These stores provide a large
number of services and sell select, categories of products. They do not stock
national brands which are nationally advertised. Typically, a store in this
category is located in a downtown area or a major shopping centre. Sales
depend largely on salesmanship and image of the outlet. The BOMBAY
STORES is an example of this category of stores. They retail products which
are unique for gifting and available in small quantities. The product mix
being unique attracts customers to its store and generates business which has
high margin but are low in turnover.

High Margin High Turnover Stores

These stores generally stock a narrow line of products with turnover of
reasonably high frequency. They could be situated in a non-commercial area
but not too far from a major thoroughfare. Their location advantage allows
them to charge a higher price. High overhead costs and, low volumes also
necessitate a higher price. GODREJ have been leaders in the steel cupboard
business and now office automation. Godrej products are priced at a premium
but most sought after products and sell high volumes despite its high price
and high margin the company makes.

Low Margin-Low Turnover Store

Retail enterprises in this category are pushed to maintain low margins
because of price wars. Compounding this problem is the low volume of sales,
which is probably a result of poor management, unsuitable location etc. such
businesses, normally get wiped out over a period of time. CARONA was
once a competitor to BATA in India and offered footwear at lower prices and
ultimately could not sustain in the long run and shut shop.

1.5 RETAIL FORMATS (CLASSIFYING RETAIL
FIRMS)

Regardless of the particular type of retailer (such as a supermarket or a
department store), retailers can be categorized by Ownership, and operate
various format of retail stores. Figure 1.3 on the next page illustrates this
concept which already explained in detail in BRL-001.

Overview of Retail
Marketing
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Form of Ownership

A retail business like any other type of business can be owned by a sole
proprietor, partners or a corporation. A majority of retail business in India
are sole proprietorships and partnerships.

Basis Type
—»Independent
Form of . —»Chain
0 hi .
wnership —»Franchising
—»Cooperative

—»Convenience Store
—»Conventional Supermarket

—»Superstore

L, I
Store Strategy Mis Combination Store/Hyper Market
—»Specialty store

—>Traditional department store

—»Full time department store

—»Retail catalog showroom

— Vending machines

— In home retailing

Non Store
Operations »—» Telephone retailing

— Catalog retailing

—»>E-Retailing

Figure 1.3: Retailing Formats

1.6 THE WHEEL OF RETAILING

There is a hypothesis that attempts to explain the emergence of new retailing
institutions and their eventual decline and replacement by newer retailing
institutions. Like products retailing institutions also have a life cycle.

According to this theory new retailers enter the market as, low margin, low
price, low status institutions. The cycle begins with retailers attracting
customers by offering low price and low service. Over a period of time these
retailers want to expand their markets and begin to stock more merchandise,
provide more services, and open more convenient locations. This trading up
process. increases the retailers costs and prices, creating opportunities for
new low price retailers to enter the market.

The evolution of the department store illustrates the "wheel of retailing"
theory. In its entry phase, the department store was a low cost-low service
venture. With time it moved up into the trading-up phase. It upgraded its
facilities, stock selection, advertising and service. The same department store



then moves into the vulnerability phase, because it becomes vulnerable to
low cost/low service formats, such as full line discount stores and category
specialists. Figure 1.5 illustrates this theory. While the wheel hypothesis has
a great deal of intuitive appeal and has been he out in general by many
studies of retail development, it only reflects a pattern. It is not a sure
indicator of every change, nor was it ever intended to describe the
development of every individual retailer.

Valnerability Phase

Speciality Store
High End

Low End Full line discount store

{e.g. Big Bazar)

New dincoasders (bow sisins, price, Uiniled product offering)

Figure 1.2: Vulnerability phase

1.7 RETAILING DECISIONS

There are factors which retailers look at while taking a decision about, target
customer, retail store size, format, positioning, assortment and pricing
strategies.

r————# Target Markets

.—-.-.-.—p[ Merchandise Management

el Store Location

—-——-l Store Image

Enﬂq Decisions -

e Store Personned

| Store Design

————] Promotion

_—.I_Cred:r & Collections ;

Figure 1.3: Retailing decisions

Target Markets. Although- retailers normally aim for the mass market, a
growing number are engaging in marketing research and market
segmentation, because they are finding it increasingly difficult to satisfy
everyone. Through a careful definition of target markets, retailers can use
their resources and capabilities to position themselves more effectively and

Overview of Retail
Marketing
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achieve differential advantage. The tremendous growth in the number of
specialty stores in recent years is largely due to their ability to define
precisely the type of customers, they want to serve. Understanding customers,
their affordability, product need and ability to spend helps in deciding the
target market.

Merchandise Management: The objective here is to identify the
merchandise that customers want, and make it available at the right price, in
the right place at the right time. Merchandise Management includes (i)
merchandise planning (ii) merchandise purchase, and (iii)) merchandise
control. Merchandise planning deals with decisions relating to the breadth
and depth of the merchandise mix, needed to satisfy target customers to
achieve the retailers return on investment

(ROI). Merchandise buying involves decisions relating to centralized or
decentralized buying, merchandise resources and negotiation with suppliers.
Merchandise Control: deals with maintaining the proper level of inventory
and protecting it against shrinkage (theft, pilferage etc.).

Store Location: Location is critical to the success of a retail store. A store's
trading-area is the area surrounding the store from which the outlet draws a
majority of its customers. The extent of this area depends upon the
merchandise sold. For example, some people might be willing to travel a
longer distance to shop at a specialty store because of the unique and
prestigious merchandise offered. Having decided on the trading area a
specific site must then be selected. Factors affecting the site include, traffic
patterns, accessibility, competitors' location, availability and cost and
population shifts within the area. Density of households and customers plays
a very important role in site location.

Store Brand Image: A store image is the mental picture, or personality of
the store, a retailer likes to project to customers. Image is affected by
advertising, services; store layout, personnel, as well as the quality, depth and
breadth of merchandise. Customers tend to shop in stores that fit their images
of themselves.

Store Staff: Sales staff at a retail store can help build customer loyalty and
image. A major complaint in many lanes of retailing is the poor attitude of a
salesperson. There is a growing trend now, to provide training to these sales
staff to convert them from order takers to effective sales associates:

Store Design: A store's exterior or the fitout and store interior design
influences the mind of the customers. The exterior should be attractive and
inviting and should blend with the store's general surroundings. A good
inviting window can influence customers to walk into a store for. impulsive
buying. The term Atmospherics" is used to refer to the retailer's effort at
creating the right ambience. Visual Merchandising of the store interior and
exterior is dealt with specialists (Visual merchandiser i.e VM since they are
equally important. An effective layout guides the customer through the
various sections in the store and facilities purchase.

Promotion: Retail promotion includes all communication from retailers to
consumers and between salespeople and customers. The objective is to build
the store’s image, promote customer traffic, and sell specific products. It
includes both, personal and nonpersonal promotion. Personal communication
is personal selling - the face-to-face interaction between the buyer and the



seller. Department stores and specialty stores, emphasize this form of
promotion. All retailers use sales promotions during occasions like New Sale,
Valentine's Day, Mother's Day, Children's Day, Christmas, etc. Non personal
promotion is advertising. The media used are TV, Radio, Newspapers,
Outdoor displays and direct mail, other forms of promotion include, displays,
special sales, give away and contests etc.

Credits & Collections: Retailers are generally wary of providing credit,
because of additional costs-financing accounts receivables, processing forms
and bad debts etc. But many customers prefer some form of credit while
purchasing. This explains the popularity of different types of credit cards and
debit cards. Most white goods like refrigerators, washing machines,
microwaves, television, kitchen appliances etc are sold by retailers in
association with Credit card issuing banks on easy Instalments thereby
reducing their direct credit risks.

1.8 EMERGING TRENDS IN RETAIL
MARKETING

In recent years the nature of retailing has changed dramatically, as retailers
try to protect their market positions. Customers are no longer willing to spend
as much time on shopping due to hectic and fast lifestyle. Some sectors of
retailing have become saturated, several retailers are operating under high
levels of debt and a number of retailers offer frequent "sales" announcing
mark downs, and have found it difficult to maintain regular prices. Retailers,
are adapting to the shopping needs and time constraints of working women,
Dual Income No Kids (DINKS) segment of customers and demanding
customer interest in quality and customer service:

Shopping Malls: A growing number of shopping malls are coming up all
over the country specially in the Metro's and "A" class cities like
Bangalore, Hyderabad, Chandigarh, Gurgaon and the NCR Region Malls
generally target higher income group customers, with their prestigious specialty
shops, restaurants and department stores. Malls have become weekend
destinations for entertainment and dining out too with most Malls offering
Multiplexes and food courts and tourist destinations during the weekdays.

Factory Outlets: Factory outlets are generally run by reputed brands to retail
seconds merchandise that get rejected on quality issues as well as odd size
merchandise that get unsold from fast selling collections itself. This forward
vertical integration gives manufacturers greater control over distribution,
better use of retailers shelf space, supporting multibrand retailers to
concentrate on fast moving varieties and trade off slow selling merchandise.
Factory outlets also are used for clearing non seasonal merchandise that have
remained unsold at the end of a particular season.

Non Store Retailing: Non Store retailing has hit several hurdles across the
world, once started as a concept of selling without brick and mortar by book
store retailer Amazon, gradually got caught up with huge losses post the 1
and forced several internet retailers to lay off thousands of employees to
cut losses. The other research finding showed that customer would not prefer
buying without the Touch Feel Experience or the "TFE" technique as widely
now known among retailers. However non store retailing have worked well
for delivering Bouquets, Cakes and books as gifts for birthdays and
anniversaries.

Overview of Retail
Marketing
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Diversification of Offerings: Scrambled (unrelated products or services)
merchandising is taking on a broader meaning and inter type competition
among retailers is growing. For instance Citibank is organizing tourist trips
and sending mail order catalogues to its credit card customers. Food World
stores in south are found to be selling vests and briefs to men who
accompany their spouses.

Impact of Technology on Shopping Behavior: The way retailers present
their merchandise and conduct their transactions are changing. Cable TV
Channels are used to present merchandise, Videos have replaced catalogues
and computer linkages to acquire information and make purchases are on the
increase. Virtual shopping through PDA’s is another possibility.

Multi Channel Retailing: Traditional store based and catalogue retailers are
placing more emphasis on their electronic channels and evolving into multi
channel retailers, because they can reach new markets and overcome
limitations posed by traditional forms.

In today’s competitive environment a lot of emphasis is laid on the
marketing, we find every organization carrying out a lot of marketing
activities. Hence, it is important for you to understand what market is, what
marketing is, and how is it different from selling. So in the remaining part of
this unit we shall discuss all the important concepts of marketing and lay
down the foundation for explaining marketing process. We will also discuss
the development of marketing over a period of time. The moment you
understand the basic concepts of marketing, it would help you a lot in
applying these concepts to retail.

Welcome to the wonderful world of marketing! Marketing is not a new word
but evokes feelings of freshness each time it is used. For there is so much
happening in this field that even the oldies have something new to learn every
day. In your class itself, I am sure that there are quite a few students opting
for marketing than any other discipline. Surely, there must be something in
this word marketing, that everyone feels attracted to it. Let us move little
deeper inside marketing.

Marketing is ancient art. The first marketing transaction can be perhaps
attributed to Adam and Eve. Its emergence as a management discipline is of
relatively recent origin. And within this relatively short period, it has gained a
great deal of importance. In fact today marketing is regarded as most
important of all management functions of business. All of us are involved in
marketing in one-way or the other. Can you describe how the marketing
evolved since its inception? It has taken a long time before marketing reached
the stage what it is today! Now, let us see some definitions of Marketing:

e Much of marketing is concerned with the problem of profitably
disposing of what is produced.

e Marketing is the economic process by which goods and services are
exchanged between the producer and the consumer and their values
determined in terms of money prices.

e Marketing originates with the recognition of a need on the part of a
consumer and with the satisfaction of that need by the delivery of a
usable terminates product at the right time, at the right place and at an
acceptable price.



Activity: Check Your Progress

Keep a diary of where you shop, what you buy, and how much you spend in
two weeks or one month. Get your friends to do the same thing. Analyze your
results by type of retailer. Are your shopping habits significantly different
from your friends? Why Or why not?

1.9 CONCEPT OF MARKETING
MANAGEMENT IN RETAIL

In this section we shall discuss the areas that the marketing covers. Whatever
concepts we have learnt in the previous section in the definition of
marketing, form the core concepts of marketing. The concept of marketing
revolves around demand for the product/services. At the end of this lesson you
will be in the position to understand briefly all the major concepts of
marketing which will be dealt in detail later on.

Needs, Wants and Demands:

Marketing thinking starts with the fact of human needs and wants. We all
have some needs residing in ourselves. These needs exist. Remember that
needs can never be created

Needs:

Needs are the basic human requirements. People need food, air, water,
clothing & shelter to survive. People also have needs for recreation,
education and entertainment. Eg: Hunger for food. According to Abraham
Maslow’s need hierarchy, all the human needs can be categorized as shown

in the diagram below:

Seclial
e

Esteem necds

= m—

/ Security needs
f s )

Fig. 1.4: Maslow’s Hierarchy of Needs

Human need is a state of felt deprivation of some basic satisfaction. Wants
are desires for specific satisfiers of these deeper needs. Demands are wants
for specific products that are bagged by an ability and willingness to buy
them. Marketers do not create the needs. They can influence the demand by
making the product appropriate, attractive, affordable and easily available to
target customers.

Overview of Retail
Marketing
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Wants:

The needs become wants they are directed to specific objects that might
satisfy the needs.

Eg: Mercedes. “Needs Pre-exists” (can't be created). Wants can be created.

Demands:

Demands are wants for specific products that are bagged by an ability and
willingness to buy them.

Products:

Anything that can be offered to satisfy a need or a want, is a product. Other
terms can be offerings, satisfiers or resources. They can be:

Persons: Singer

Places: Goa

Activities: Sing in karaoke lounge.
Organizations: Health club

Ideas: Osho ashram

Eg: A woman is not buying 'lipstick'; she is buying '.hope'. She is confident
that she will definitely look good after using that lipstick. And this hope
brings her to the shop. A physical object is a means of packaging a service.
The marketers' job is to sell the benefit or services built in to physical
products rather than just describe their physical features. There is a very
common problem that marketers may come across. We need to understand it
completely so as to stay away from falling prey to it! Let us understand it
now.

Marketing Myopia

Sellers who concentrate their thinking on the physical product instead of
the customers need are said to suffer from 'marketing myopia'. Smart
marketers look beyond the attributes of the products & services they
sell. Eg: Coke — Means much more to consumers than just something to
drink: it has become an American icon with a rich tradition and meaning.

Exchange — It is one of the core concepts of marketing. It is the process
of obtaining a desired product from someone by offering something in
return. There are five conditions thatneeds to be satisfied:

e There are at least two parties. Each party has something that might be of
value to the other party.

e Each party is capable of communication delivery.
e Each party is free to accept or reject the exchange offer.

e Each party believes it is appropriate or desirable to deal with the other
party.

A transaction is a trade of values between two or more parties. It involves

two things:

e A time of agreement

e A place of agreement.



Value & Satisfaction:

Customer value — Difference between the values the customer gains
from owning & using a product & the costs of obtaining the product.

Customer satisfaction - With a purchase, how well the product’s
performance lives up to the customer's expectations. Customers' expectations
must be set at the right level of expectations, either too low or too high.
Customer Value Satisfaction are the key building blocks for developing &
managing customer relationships.

Markets — “Set of all actual potential buyers of a product or service”. They
share a particular need or want that can be satisfied through exchange
relationships.

Marketing Management — “The Art & science of choosing target
markets & building profitable relationships with them Involves getting,
keeping & growing customers through creating, delivering and
communicating superior customer value.

The diagram below should help you in understanding the concepts of
marketing.

Needs, wants

/ &demands |
I Markets J

Marketing offers
Core M.u-kcung {(Produscis, services & expeniences)

Concepts

Value &
Satisfaction

Exchange, transaction
& Relationships

b —

|
i

Fig. 1.5: Marketing Concepts

1.10 CORE MARKETING CONCEPTS

The effective marketing starts with the identification of the consumer and his
needs. The marketer develops marketing program for satisfying customer
needs with a firm's products and services. The marketing process consists
of four steps:

1. Analysing the Marketing Environment
2. Selecting target Markets

3. Developing the Marketing mix

4. Implementing and Controlling

Now let's study each of them briefly

1. Analysing the Marketing Environment:

Marketing tasks starts with the identification of the consumer needs.
Therefore, the first step in the marketing process is the analysis of the
marketing environment to identify the new needs or the existing needs not
satisfied by any product offer or the needs which can be satisfied through
better product offerings. For this purpose, you have to analyse the
opportunities by scanning the marketing environment.

Overview of Retail
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Marketing analysis talks about finding out the current position of the
company in the form of current market share, market power, the relevant
strengths and weaknesses of the company in relation to competitors and
market opportunity and threats it is likely to face in the marketing
environment. The marketers use various techniques like SWOT analysis,
SCENARIO building, etc. and other environmental scanning techniques.

2. Selecting Target Markets:

At the second stage the marketer has to decide about the target, the
company's business mission, the category of customers it want to serve, and
the type of strategy to arrive at the set goals. For this reason, one of the first
tasks in marketing planning is to divide the heterogeneous market into
relatively homogeneous segments. Once a particular customer group is
identified and analysed, the marketing manager can direct company resources
and activities to market into various segments, called market segmentation.
Each segment consists of consumers who respond in a similar way to a given
set of marketing efforts. Then the marketer evaluates each segment and
selects one or more segments in which he can generate the greatest customer
value and sustain it over a long period. This is called market targeting. After
identifying the target market, you must decide market positioning, that is the
place the product occupies relative to the competitor's product in the
consumer's mind. If the product is perceived to be exactly like the
competitor's products, the consumers would have no reason

3. Developing the Marketing Mix

The third step in the marketing process is deciding the marketing mix. It is
easier to divide the marketing activities into 4 basic elements which are
together referred to as marketing mix. These 4 basic elements are a) Product,
b) Price, ¢) Promotion, d) People and ¢) Place.

They are referred to as the 5Ps of the marketing mix. Or the 5Ps in the
marketing. Thus, marketing mix may be defined as the set of controllable
marketing variables/activities that the firm blends to produce the response it
wants in the target markets. Let us understand the 5Ps in detail.

a) Products: The word products stand for the goods or services offered by
the organization. Once the needs are identified it is necessary to plan the
product and after that keep on analysing whether the producer still
satisfies the needs which were originally planned for, and if not, to
determine the necessary changes and decisions such as branding,
packaging, after sales service etc.

b) Price: Price is the consumer has to pay. Price must be considered as
value of the product to become an effective marketing tool. The product
has to be reasonably priced. The manufacturer has to take into
consideration cost factors, profit margin, the possibility of sales at
different price levels and the concept of right price.

c¢) Promotion: Promotion is the aspect of selling and advertising or
communicating the benefits of the product or service to the target
customers or the market segment in order to persuade them to purchase
such products or services. It includes selling through advertising as well
as through the sales force. Besides, a certain amount of promotion is also
done through special seasonal discounts, competitions, special price
reduction etc.



d) Place (location): Place refers to the location of the store or the market-
place where the retailer wants to sell his/her products. The location or the
respective market place should be well connected with the various modes
of transportation like metro, bus, auto rickshaw etc. The location should
be at such a place in the town so that the majority of the customer can
easily reach the shopping destination. Without much hassle, In case it is
at the remote corner of the town the potential customer will have to
travel a long distance to reach the shopping destination from the other
corner of the city. Therefore, rather travelling such a long distance your
customer will go to your competitors

e) People: -This “P” of marketing refers to the finding of the right or good
people or employees . Now, when we are talking about people in relation
to marketing, we are actually talking about employees, who run your
business and include front-of-house staff, sales assistants, salespeople
etc. These staff members are critically important as they are the ones
who interact with customers. This means they play a huge role in your
marketing efforts, customer satisfaction and user experience and are key
to your overall marketing mix.

4) Implementing and Controlling: -

At the fourth stage a marketing plan is to be implemented. In the absence of a
proper implementation program, marketing planning exercise would become
just a paper work. The implementation revolves around executing the strategy
and the resources for achieving the marketing goals or targets. The marketing
managers execute the strategy by converting it to operational plans which are
achievable within a specified period of time frame. The fourth stage also
includes marketing control, which is a process of benchmarking the expended
effort and resources with the set goals.

Examples:
MARKETING MIX FOR COMPANY A (MAKING TOOTHPASTES)

Product: 3 varieties (regular, mint, gel), brand name extension (Anchor), 2
sizes (50gms, 100gms), simple packaging (red and white colours).

Price: List price (Rs. 16/50gms, Rs. 30/100gms), discounts (of 10% on
100gms for one month).

Place: location (those serving existing retail outlets and medical stores),
coverage (most parts of Delhi).

Promotion: Advertising (only on television), direct marketing (none), sales
force (10 salespersons to start with and watching the performance over time).

People: The right types of employees who directly face the customer and
interact with them. A knowledgeable employee will make the customer
experience superb and retain the customer to the large extent

Note: It must be noted that every marketing mix is particular for a target
market and it may change with changes in target markets.

There are "five Cs" corresponding to these "five Ps". The Ps represents the
seller’s point of view. The Cs represents the buyers’ point of view.

Overview of Retail
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Five Ps Five Cs

Product Customer Solution

Price Customer Cost

Place Convenience

Promotion Communication

People Correct customer assistance

Note: Winning companies will be those who can meet customer needs
economically and conveniently and with effective communication.

Activity: Check Your Progress B

1. Now at this point, with your understanding or logic try to distinguish
between marketing and selling.

2. "Marketing is hunting or harvesting", discuss with suitable examples.
Try to apply these concepts to the retail scenario.

3. Knowledge of marketing makes you a more sophisticated retail
customer. Discuss in the light of your retail experience.

1.11 MARKETING IN THE NEW ECONOMY

What is the new economy? Is it something different from the old economy?
With the emergence of marketing, we also witness the emergence of new
economy characterized by the following: -

e A substantial increase in purchasing power.

e A greater variety of available goods and services.

e A great amount of information about everything.

e A great ease in interacting and placing orders.

e An ability to compare notes on products and services.
Today's companies also have new capabilities as given below: -
e  Ability to operate powerful information and sales channels.

e Ability to collect fuller and richer information about markets, customers,
prospects, and competitors.

e Faster internal communication amongst employees.

e Two-way communication with customers and prospects.

e Send ads, coupons, samples, and information to customers.
e Customize offerings and services to individual customers.
e Improved purchasing, recruiting, and training.

e Improved external communication.

e Improved logistics and service quality

Please have a look at the figure 1.5 below to understand the notion of
marketing




Marketing
Perspective

e A Philosophy A Set of activities
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Figure 1.5: Marketing Perspective
Activity 2

A person is hungry, he need not be told that he needs food? Explain this in
the light, marketing does not create need. What can you do to attract such a
customer to an eating outlet at a mall in your neighbourhood?

The entire growth has been fuelled by the economic growth of the last half a
century. The focus in the early fifties was on marketing of consumer goods,
which shifted to industrial marketing. The latter development was largely due
to increase in size and number of firms. With the growth in maturity of both
the consumer and the supplier, a new school of marketing in the form of non-
profit and societal marketing emerged in the early seventies. The business
realized that they have a larger role to perform than mere profit making.

With the changes in lifestyle and enhanced standards of living, newer and
newer services hit the market place. From education, communication,
consultancy to Medicare and health - all kinds of services were being offered
in the market. The marketing of services had arrived. Marketing today knows
no borders. From mere exporting, the firms had now acquired global
orientation to herald the era of global marketing. For NINC's the entire world
is a single huge market. It was time now that some of these MNC's like
'"Toyota, Honda, Sony, Mercedes, and Phillips etc became household names.
Customers with a wide choice and variety of products are virtually the king in
the market today. It is for his satisfaction that the firms compete with each
other. No wonder new dimensions to marketing like Customer Relationship
Management have been added. Not only the firms want the customer to come
to thein but also retain him for future. Some of the firms want to reach the
customer directly eliminating the middlemen-the concept of direct marketing.

Yet another facet of marketing has emerged with the advent of the internet
and revolutionary changes in communication technology - the online one to
one marketing. E-commerce and e-marketing are the future of marketing. In-
fact the marketing of the twenty first century will be greatly influenced by the
new technologies in the field of communication.

Overview of Retail
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Activity 3

Take an example of a company, which has used the concept of marketing and
another, which is not. Give reasons for your choices.

1.12 LET US SUM UP

Retailing encompasses those business activities involved with the sale of
goods and services to the final consumer for personal, family or household
use. It is the final stage in a channel of distribution. Retailing has an impact
on the economy because of the high volume of sales generated and the
number of people employed. Retailers perform a variety of functions such as
product assortment, providing information, handling merchandise and
completing transactions. Retail businesses may be classified according to a
number of criteria including, variety of products they sell, types of ownership
and style of operation. A number of hypotheses, including the "wheel of
Retailing" have been proposed to explain the evolutionary development of
retailing institutions. Traditional retail businesses (super markets,
convenience stores, department stores, discount and specialty stores) have
been joined by category specialists, super stores, hyper markets, and catalog
showrooms etc. supermarkets are focusing more on food items and
perishables.

The unit discussed the basic issues in marketing so that students can integrate
it with concepts of retailing. Marketing means "managing markets to bring
about profitable exchange relationships by creating value & satisfying needs
& wants". The entire concept of marketing revolves around customer
demands which are a result of their wants which themselves are the product
of human needs. Needs are basic in nature and cannot be created. However,
wants can be created and the entire success of marketing activity would
depend upon the effective creation of wants and demands. A product is a
solution to the customer's problem and/or provides the customer an
opportunity. The unit explained concepts of exchange and transaction. There
was a brief discussion on customer value and satisfaction. Marketers use
numerous tools to elicit desired responses from their target markets. These
tools constitute a marketing mix. Marketing mix is the set of marketing tools
that the firm uses to pursue its marketing objectives in the target market. The
evolution of marketing and how marketing would look in the future were also
addressed.

Check Your Progress
A) Select True (T) or False (F) from the following statements:
1) Discount stores operate on a low margin, high turnover philosophy. ( )

i1) The chain store operations refer to two or more outlets under common
ownership with central buying and selling similar lines of merchandise.

O

iii) End users or final customers buy, only from retail outlets. (

iv) Retailing helps to create place, time and possession utilities. ( )



v)  Marketing is different from simply selling. ()
vi) A product is a solution for the customer.( )
vii) Marketers should focus on the product and not the customer. ()

B) Indicate the correct choice (put tick mark) in the following multiple-
choice questions:

1)  Retailing is marketing function which:
a) Sells products to other businesses
b) Sells products to a company that resells them
c) Sells products to final consumers
d) Sells products for one's own use
e) Sells products to other retailers
ii1) The wheel of retailing explains the emergence of new retailing forms by:

a) Retailers cycle through peaks of high-cost price and troughs of low-
cost price

b) Wholesalers see retailing opportunity, enter retailing, then turn to
wholesaling again

c) New retailers emerge, grow, mature and decline

d) Retailers emerge to satisfy market segments; as segments change, so
do retailers.

e) Low margin, low price retailers enter to compete with retailers who
are high margin and high price

iii)) All of the following are possible types of service that a retailer can offer
except:

a) Selfservice
b) Self -selection
c) Limited service
d) Full service
e) All of the above
iv) The correct statement about chain stores is
a) They offer economies of scale in buying
b) They can hire good managers
c) They integrate wholesaling and retailing functions
d) They centralize functions
e) They achieve promotional economics
v) The most important function of marketing is:
a) To understands customer's needs
b) To cheat the customers
c) To copy the competitors
d) To pay regular taxes to the government
e) To develop useless new products
vi) Needs are:
a) Wants
b) Demands

Overview of Retail
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¢) Basic human requirements
d) Products
e) Transactions

Answers to Check Your Progress
(A) (1) True (i1) True (iii) False (iv) True (v) True (vi) True (vii) False
(B) (i) c (ii) e (i) e (iv)d (v) a(vi) c

1.13 TERMINAL QUESTIONS

1))
2)
3)
4)
S)

6)

7)

8)

9)

Explain the concept of marketing.

Why is the study of retail marketing important?
What retail formats are available for use?
Explain the growing importance of retailing.

Marketing deals with customer solutions. Explain this concept in the
light of retail marketing.

Explain the process you would undertake to market your own retail
outlet which has been recently launched. You can make valid
assumptions.

How can retail marketing be strategically planned?

What do you understand by the term "marketing mix"? Explain with an
example.

How can the concept of marketing mix help retailers?
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UNIT 2 SHOPPERS AND SHOPPERS’
BEHAVIOR

Structure

2.0 Objectives

2.1 Introduction

2.2 Retail Activities

2.3 Consumer's Shopping Behaviour Patterns

2.4 Factors Affecting Consumer / Shopper Decision Making Process
2.5 Stages of Consumer Decision Making Process

2.6 Types of Consumer Decision Making Process

2.7 Influence of Situational Variables on Shopping Behaviour

2.8 Consumer Images of Retail Stores

2.9 Let Us Sum Up

2.10 Terminal Questions

2.0 OBJECTIVES

After Studying this unit, you will be able to:

e Describe retail activities;

e Explain consumer's shopping behaviour patterns;

e [llustrate factors that influence consumer / shopper behaviour;
e Explain the consumer decision making processes;

e Identify situational variables which influence shopping behaviour.

2.1 INTRODUCTION

Understanding consumer's shopping behaviour such as why they buy? At
what intervals? What are the levels of motivation to buy? How to entice a
consumer? An answer to such questions emerges from study of consumer
behaviour. The growth of organised retailing across lifestyle, food, groceries,
segments etc are offered through various formats like convenience stores,
hyper markets, discount stores, supermarkets and malls. Which of these
formats are preferred and why? The distinct consumer behavioural segment
offers a major challenge for not only retailers in India but elsewhere in the
world too because of large spread of socio-culture across India. This
consumer behaviour covers four broad areas as under:

Customer Orientation: Where the retailer studies consumer behaviour and
buying trends and fulfill those needs.

Goal Orientation: The retailer has clear goals and targets to achieve as per a
given formulated strategy.
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Value Driven Approach: The retailer makes a careful study of the value of
the goods to be sold and its perception in the consumer mind. Price and
quality play an important role here.

Coordinated Effort: Every activity within the retail space is aligned to a
goal to maximize efficiency in servicing the customer and deliver value.

2.2 RETAIL ACTIVITIES

To full-fill customer needs, retailers undertake various business activities
which add value to the offerings in their store. Specifically, retail has
diminished the distances and makes available products and services from all
over the country and the world sometimes. Some of the major activities are
given below:

Breaking Bulk: Breaking Bulk is believed to derive from the French word
retailer, meaning 'to cut a piece off. Breaking bulk actually adds value when
large stock levels are moving to smaller locations and make products
available through a retailer. This is a straight value add from the retailer side.
Retailers also preserve stocks in quantities for their customer again this is a
value add from the retailers. Example being offering an apple at Kerala all
the way from Kashmir and sending coconuts to Kashmir from Kerala.

Holding Stock: Retailers also offer the service of holding stock for
manufacturers. They maintain an inventory that allows for instant availability
of the product to the consumers. The Public Distribution System (PDS) is
good example of how essential commodities like sugar, kerosene etc are
stocked and sold to ration card holders in India. It helps to keep prices stable
and enables the manufacturer to regulate production. Retailers to benefit by
keeping small stock with an assurance of replenishment and can work within
a budget for a month.

Additional Services: Providing product guarantees, after sales service and
handling customer grievances are some, of the services that add value to the
product at the retail point. Retailers full-fill orders, promptly process, deliver
and install products. Offering services like gift wrapping, free home delivery
for products like electronic goods etc greatly impress consumers and create
loyalty.

Sales people are also employed to provide demonstration and additional
information on the functionality and features, usage of the product being sold.
Efficient customer service is essential to make the consumers feel
comfortable and important.

Retail Customer Behaviour and Role of Services in Retailing

Let us first understand the distinction between a customer and a shopper. A
customer is someone who necessarily buys from the retailer. However, a
shopper is someone who may or may not buy from the retailer and may be
window shopper only. We can take the example of window shoppers who
spend time in the retail outlets just looking at the products with or without
any real intention for buying. In spite of the Internet making inroads in the
shift of shopping behaviour, the majority of the customers still prefer to
purchase through stores. Stores remain popular because of the following



basic reasons:
Why they prefer to buy from a retail store: -

1. Need to touch and feel the product prior to buying.
2. It allows social interaction and the opportunity to compare brands at one

It initiates impulse buying by the look and physical feel of the product
such as chocolates, snacks and magazines.

4. Customers also look for ambience and convenience in shopping.

5. Consumer money drives the economy, and retail is where consumers
spend their money-such as in boutiques, restaurants, discount stores, and
e-tailers.

6. Consumer shopping behaviour can be understood by analysing factors
such as demographic, psychological, or the lifestyle of the consumer.

Retailers are required to have a better understanding of consumer benefits
their perceptions and attitudes and how they influence the development of
successful retail marketing strategies. Effective retailing requires an
appreciation of the buying behaviour of consumers. Retailers must
understand their consumers better so that they can both respond to and
anticipate their needs proactively. Some of the major criteria for the right
approach to a customer's requirements are:

e (reating the right environment & ambience.
e Listening to customers
e Providing rewards to frequent buyers

e Realizing the lifetime value of a customer and ensuring loyalty. The
concept of lifetime value customers is employed in relationship building
and marketing. The ongoing process of identifying and creating new
value with individual customers over a lifetime of a relationship is
termed as relationship marketing. This is important as it is much harder
to attract new customers than it is to retain old ones. It is a blend of
product, quality and services.

Most of the prominent retailers such as Shoppers Stop, Pantaloon, future
group, reliance retail, spencer retail, lifestyle stores, More and a host of
other emerging retailers now have loyalty programs for their regular
consumers.

Activity 1

Pick up any three retailers in your neighbourhood and try to understand the
nature of activities carried out by them. List out the activities accordingly.

Shoppers and
Shoppers’ Behavior
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2.3 CONSUMER'S SHOPPING BEHAVIOUR
PATTERNS

Consumer behavior follows no fixed pattern according to behavioral
scientists and is therefore very difficult to map. However it essentially
encompasses the study of how consumer makes decisions to use their
resources like time, money and effort for buying, using and disposing goods
and services. In retail, marketers are keen to the consumers shopping
behavior, which involves anunderstanding of decision variables like when,
where, and what to shop. These decisions variables are the factors to be
considered by the retailer. The retailer'sevolve the best possible mix to attract
and sell value added products to customer.In a foot wear store the salesman
tempts the customer with buying a pair ofsocks when he buys a shoe, at the
cash counter the cashier tries to sell shoe polish and other accessories The
shopper's response to retail marketing mix has an impact on the firm's
success in the long run. Individual consumers consider each element of retail
marketing mix in relation to their culture, attitude, previous learning and
personal experiences. The consumer is influenced intrinsically by needs,
motives, perceptions, and attitudes and extrinsically such as family social class
the culture and economic factors which affect his behavior. These elements
would help the retailers to place their retail marketing mix with their
respective target segments. It important to know what and from where the
shoppers shop and the reasons that prompt their shopping behavior.
Consumers buy products. Successful products are those that provide the
tangible or intangible features necessary to realize the consumer's
expectations of benefits.

Personal Factors:

Personality: Personality is best defined in general terms; a general response
pattern used by individual in coping with their environment. Many brands
todayhave built their product around this one factor, Van Friday dressing
from Allen Solly, Denim for the youth etc.

Role-playing: Shopping activities are learned behavior and are expected or
accepted as part of one's position or role, for example the tradition of
wearing a Raymond's Suit for wedding goes on for generation, wood words
Gripe water has passed on from mother to daughter.

Diversion: It can be a diversion for the consumer from the daily routine
and is a form of recreation. A visit to a mall or a shopping center is a
diversion shopping as it is not your usual shopping area.

Self gratification: Shopping may be motivated not by the expected utility of
consumption, but the utility of their buying process itself thus ones emotional
state or mood may explain why or when someone shops.

Learning of new trends: Shopping provides individual information about
latesttrends movements and product symbols reflecting attitude and life style.
Window-shopping exposes consumers to learn new trends and styles.

Physical activity: It involves a considerable amount of exercise too when
you go for a walk you would also complete your shopping.



Sensory stimulation: Provides sensory benefits such as touch and feel of
merchandise listening to the sounds (Music) and fragrance that rouses a
sensation. Multi brand stores like Shopper's Stop, Life Style etc have
strategically positioned the perfumes and beauty products in the entry of the
store which builds up the sensory reflexes of the customer and enhances the
ambience.

Social Factors:

Social experience outside home: It can help in seeking new acquaintances
encounter with friends or just watching people around.

Communication with other's with interest: It also provides opportunity for
interactions with other consumers or sales people to get to know more
information.

Peer group attraction: Certain store may also provide a meeting place
where members of peer group may gather for instance a visit to the local mall
or shopping center to meet your friends or peer group.

Status and authority: Shopping provides an opportunity to attain status and
power by being seen among friends and family circles in a store that is talk of
the town. Merchandise from popular labels in such stores also enhances
the status physiologically.

Pleasure Bargaining: The current organized retailing has taken away the sail
of women, removing her bargaining instincts, Shopping may offer the
enjoymentof a lower price by comparative shopping or by buying at special
sales offering discounts and rebates. Shopper's Stop offer the first day sale of
the season exclusively to its loyalty membership holders (First Citizen Club).

24 FACTORSAFFECTING CONSUMER
SHOPPERDECISION MAKING PROCESS

A consumer's purchase decision tends to be affected by these four factors:

1. Demographic factors: Demographic factors are unique to a person. It
involves identification of who is responsible for the decision making or
buying and who is the ultimate consumer. All stores have focused
themselveson respective segments based on factors such as age, income
family size, gender, occupation, etc. For example a designer store for
Apparel is usuallylocated in an up market shopping center or Mall. It
cannot succeed in aresidential area .

2. Psychological Factors: Psychological Factors refer to the inner aspects
of an individual. An understanding of consumer's guides theretailer's
segmentation strategy. Consumers respond differently towards thesame
retail marketing due to their respective motives, personality, level of
involvement and attitude.

a. Motives: Motivation is prerequisite for any action this includes
buying. It stimulates the need. If you have a headache buying a
medicine is a motivation. The need to have the lastest fashion in
clothes, mobile phones etc. is also a motivation.

Shoppers and
Shoppers’ Behavior
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b. Perception: Perception is the process by which consumers attach
meaning to incoming stimuli by forming mental pictures of persons,
places and objects. Stimulus reception is accomplished through the
five senses that is sight, sound, taste, touch and smell. The consumer
feels that what sees (hear, feel, taste and smell) is what they get.

¢. Learning: Learning is the process of acquiring knowledge through
past experiences. If you visit a store and the treatment you receive
will be the criteria for repeat visits to the store. Tf the experience
with the sales team was good then you may visit the store even if it
is slightly more expensive than the store where the service was bad
but products cheaper. Free etc. are also ways of making the consumer
learn about a product and its attributes. If the customer sees, hears,
feels, tastes or smells a product learns more about the productand
its attributes. A retailer must encourage a consumer to touch and feel
the product so that his could turn into a buying experience. Most
new format retailers have benefited on this TOUCH FEEL
EXPERIENCE which results in real learning process on how the
personwill look when he wears it or uses it.

d. Attitude: An angry customer once walked into a mobile store and
threw the warranty bill and complained to the customer care
executive,that the mobile phone did not work after inserting his new
sim card; the customer care executive politely checked and placed a
call from the same mobile to the customer service number. After 5
minutes he received a call back and he handed it over to the
customer, Behind the warranty card there was a instruction "Call
Customer Service to Get sim activated". While the customer attitude
is to demand service, the retailers' attitude should be to expect the
unexpected from the customer.

Environmental Factors: Environmental factors are both physical and
social factors. This includes physical objects (goods and outlets), spatial
relationship (location of shopping center and merchandising stores) and
social factors (reference groups and opinion leaders). The environmental
factors influence consumer wants, learning, motives etc. which in turn
influence affective and cognitive responses and therefore shopping
behavior of the individual.

Social Class: Social class is referred to as the classification of members
of society into a hierarchy of distinct status and class. Social class is
measured by variables such as education, occupation, wealth, and
ownership of assets. Market research has established a link between
social class and consumer attitudes concerning shopping behavior.
Middle class and higher sections of society prefer to shop for grocery
items once a month from a particular shop. They usually prefer stores
offering variety and range of choice. Lower sections of society usually
purchase on a daily basis. They are also not particular about the shop
they purchase from. Social status of an individual plays an important
role even in determining the frequency of purchase. Majority of the
middle class consumers prefer to buy vegetables side, on the contrary the



lower end sections of the society prefer to buyat late evenings to get
benefit of low prices.

Lifestyle: Lifestyle refers to an individual's of living as determined by
activities, interests and opinions. Lifestyle is considered to be highly
correlated with consumers’ values and personality traits. An individual’s
lifestyles is influenced by the social group he belongs to and his occupation
or e.g., dual income no-kids (DINKS) families in metros regularly shop at
super malls because of limited time at their disposal and they also look for
entertainment while shopping on weekends. Besides they are heavy spenders
when compared to families with single income.

Activity 2

Make a visit to two malls/supermarkets in your location and observe the
nature of consumers buying products. Then prepare a chart of the shoppers
consumers as per class and other segmentation factors discussed above.

2.5 STAGES OF CONSUMER DECISION
MAKING PROCESS

The Consumer Decision-Making Process

Imagine having to buy yourself a new cell phone. The first step in this
process is of course to recognize that I need a new cell phone. Though you
may have an idea of which phone you would like to purchase, you probably
want to do some research in order to narrow down a few alternatives. You go
online to websites to investigate manufacturers, resellers, and independent
consumer organizations, you ask friends and colleagues for advice and
referrals, and you visit a few retail stores to check yourself. You compare
your options and finally decide to purchase what seems to be the best
alternative, based on different criteria such as design, features, price, and
trustworthiness of the supplier. Once you have the phone in you possession,
you assess whether it lives up to your expectations. You might find that the
phone is able to deliver what the manufacturer has promised, but the user
interface seems to mismatch, and therefore you decide not to buy this brand
in future. The decision-making process can be described in five different
stages:

e Problem recognition — Understanding of need or requirements
e Search processes- Online and offline searches of various brands etc

e Evaluating alternatives — On price, packaging, features, benefits,
discounts, customer reviews
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e Selection stage — comparing on the alternative options

e Evaluation of decision making- Zero down the final decision and make
purchases

Depending on the consequences of making a wrong decision, the complexity
of this process can range from careful analysis to pure impulse. While an
impulse buy, such as buying a packet of chewing gum, can take place
instantaneously, complex purchases mostly stretch over a long period of time.
This buying process is an iterative process, where people collect information
from different sources and repeatedly return to re-evaluate and compare the
information they have found. By understanding customer needs and concerns
as they progress through the decision-making process, marketers can build a
better and more successful retail marketing mix.

In the retail context, a marketer is concerned about shopping decisions such
as when, what, how and from whom the consumer purchases and the
frequency of purchase. Post purchase behaviour may take the form of
cognitive dissonance.

Activity 3

You have been assigned the task of buying a television set for your home.
Keeping in mind each one’s interest how will you go about with the five
buying process.

2.6 TYPES OF CONSUMER DECISION MAKING
PROCESS

The Web as you will agree has turned out to be a great tool for information
research, and studies show that the Internet is becoming the primary means
by which people get key information to grow their knowledge base. People
expect to be able to find information about products they are considering
buying, even if a company doesn't sell its products online. Considering
peoples' high expectations about the information and services available
online, it's disturbing to see just how bad e-commerce websites are at selling,
lot of wrong information etc. Researchers have discovered that the online
buying process acts as a sieve, where Customers are inadvertently filtered out
at each stage of their decision-making process. Studies show that out of 100
purchase-ready customers completely intended on buying a product, only 34
will accomplish their goals. "e-commerce sites simply fail in supporting the
consumer decision-making process, by not taking their customers'
information needs into account" At the information search stage, 9% wasn't
able to find the products they were looking for because they couldn't identify
the right product category or find product options-



Using the search facility. 8% of the shoppers who succeeded in finding
products gave up because the product lists didn't provide enough product
information to identify purchase options. or because they were confused by
going back and forth between product lists and product description pages in
order to decide if the products would fit their basic needs. Researchers found
that the major problems occur when customers want to evaluate their product
alternatives. Only 25% of the shoppers who reached this stage proceeded to
the next. Some stopped because they realized that none of the products would
fit their needs, but most because the product information was so inadequate
that they couldn't tell if the products they were interested in satisfied their
needs. At the purchase stage, 13% dropped out because they didn't want to go
through the required registration process or because they were disappointed
by poor shipping charge policies. A-surprisingly high number of problems
appear in the purchase evaluation stage. 11% of the shoppers are either so
unhappy with a product 'that they return it, or didn't receive the product at all,
or got the wrong product. Some of the shoppers returned a product because it
wasn't what they expected, which suggests a failure in setting up the right
expectations in the product evaluation stage. Currently from 2020 onwards
post pandemic and during pandemic the dependency on ecommerce
companies selling products have gone up and customers also nowadays select
the product with ease as they have understood the process flow well. The
power of return with no question asked is a powerful tool to increase the
buying decisions.

Knowing the Customers' Decision-Making Process

The most interesting thing about consumer decision process is that while
critical usability problems do exist in the design of the commerce site, such
as users not being able to find products and bad design of checkouts, the
majority of dropouts happened because of inadequate product information:

e Customers couldn't identify purchase options from the products list.
e Customers couldn't decide if the products would satisfy their needs.

e The product presentations and descriptions raised wrong expectations, -
which made customers return their purchases.

E-commerce sites simply fail in supporting the consumer decision-making
process, by not taking their customers' information needs into, account.
Designers. of commerce web sites, have little chance of knowing exactly
which information needs customers have, when evaluating specific products.
To support the customers' decision-making process, they have to 'do research
in order to learn which needs and concerns they have when making a
purchase decision. Research of customer needs can be done in several ways.
An effective and economical method is to collect information during a
workshop with salespeople who are in contact with customers on a daily
basis. Generating user profiles and scenarios is a great way of collecting this
information. With. a more extensive budget, interviews with customer, in
order to validate the generated profiles and scenarios. No matter how we are
about the customers in order to be to support their decision-making process.
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Information Search Online

The basic prerequisites for customers to make their way through the
information search stage are that they are able to find products and that they
can easily identify purchase options from the product list pages. Thus, in
order to support the customer decision-making process at this stage, we need
to know:

e  Which keywords will customers use when browsing and searching for
purchase options?

e  What basic information do customers need in order to identify purchase
options?

e  What educational information do they need in order to decide which
product criteria are important to them?

Evaluation of Alternatives

The problem at times with the consumer decision making process is that
there's no one to ask if you have a question. We see how a large number of
customers drop out at this stage simply because the product information was
so inadequate, that they couldn't decide whether the products they were
interested in would fit their needs. A commerce site for online decision-
making process should act as a skilled offline salesperson, and have answers
ready to any question or concern that the customer might have. Some of the
critical questions that we need answer to are:

e What detailed product information does the customers need when
evaluating product alternatives?

e  Which product evaluation criteria will customers use and which are most
important to the customers?

e  Which concerns will the customers have about the products and how can
we address them proactively?

e How can we encourage customers to contact the sales and support
department if they have further questions?

Purchase Decision

At this stage emphasis should be on providing the easiest possible way for
the customers to carry their orders through. If the products are sold online, we
should remove obstacles such as poor registration, exorbitant shipping
charges if any. If products are not sold online, customers would want an easy
way to find out where and how to buy, or an easy way to contact the sales
department.

Purchase Evaluation

The outcome of the post-purchase evaluation stage is a level of customer
satisfaction or dissatisfaction, which is determined by the customer's overall
feelings about the product and buying experience. Besides not receiving the
product at all or getting the wrong one, many customers returned their
purchases because the products didn't live up to their expectations. This
problem is a consequence of not encouraging accurate customer expectations



at the product evaluation stage. In order to avoid this, we have to make sure
that the content presenting the products sets up the right expectations.

Designing For Customer Decision-Malting

Once we feel confident about customers' needs and concerns, our next
challenge is to decide how to present the information to the customers in a
way that supports the decision-making process. Some products will benefit
from comparison charts, some from interactive product demos; some need
lots of detailed product images.

Role of Services in Retailing

Though shopping over the phone and through the Internet have increased
rapidly in the past few years for services like air ticketing, birthday gifts etc
the majority of Indian consumers still prefer to visit stores to shop. The
location of the store is also important in the consumer decision process in the
retail domain. Since consumers are attracted to a particular store, retailer's
need to track amenities of parking, extended hours of operations, special play
arcas for children, wash rooms, trial rooms, mama’s room etc. Besides,
efficient customer service is required to make the customer feel comfortable
and important.

Example: Food world & MORE supermarkets provide free home delivery to
consumers if the purchase bill is above Rs. 1000/month. Thus, on the basis of
the nature of decision one can classify the purchases into three categories:

Routine or Regular Buy: This refers to those transactions where the buyer
re-orders from a regular store without any modifications and on a routine
basis. For instance, newspapers, bread, milk and high frequency items are
purchased from shops in the close vicinity.

Modified Buying - Re-Buy: This refers to those transactions where buyers
want to modify product specifications, prices terms, or suppliers. It usually
involves more time and information. For example, if a particular store does
not have the product a consumer wants, he/she may seek advice from the
retailer concerned. In case he does not give credence to the retailer’s advice,
he may start to search information online or other sources to shortlist his
purchase decision.

New Product Purchase: This refers to those transactions where a consumer
purchases a product or considers visiting a retail store for the first time and
therefore requires extensive information to evaluate the decision -making
process. Further, on the basis of the effort required for purchase or the level
of involvement, one can categorize the nature of consumer decision making
into the following four level:

e Extensive Decision Making/Problem Solving
e Routine Response

e Limited Decision Making, and

e Impulse Buying.

These four levels are strongly correlated to the kind of product that is
purchased.
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Extensive Decision Making I Complex High Involvement

This usually happens for unfamiliar, expensive and infrequently bought
products examples include purchase decisions for cars, homes, computers and
education. For such transactions, an individual has to spend a lot of time
seeking information. The information sources one uses for such purchases are
mass media, friends and relatives, store personnel etc. For such decisions
consumers go through all stages of the buying process.

Limited Decision Making

This happens when an individual purchases a product occasionally and as
required to look for a different brand or retailer for a product one is used to
because of nonavailability or non-performance.

Example: Clothes, utensils, crockery-essentially where the consumer is aware
of the product class and not the brand.

Routine Response/Programmed Behaviour

This is observed in case of low involvement frequently purchased and
generally low-cost products. They require little search and decision efforts
and are purchased automatically

Example: Buying grocery items from a particular retailer
Impulse Behaviour

This relates to those purchases that do not involve any conscious planning.
Examples are soft drinks which occur due to sighting of the advertisement or
the product at the outlet.

A particular product does not confine itself to one category of decision-
making behaviour. Product can shift from one category to the next. For
example, selecting a restaurant for dining out for someone not used to it may
involve extensive decision making, but on the contrary, it would be a limited
decision making for someone used to frequent dimming out. Therefore, most
of the eating joints locate their outlets at all possible destination shopping
centers.

Activity 4

Make a visit to the nearest departmental supermarket and list down all the
major categories (for eg snacks, home care products). Then categorize which
of the products will involve the respective kind of behaviours discussed
above



Consumer Decision Rules

Consumer decision rules as you need to understand are basically guidelines
for any retailer to help tune his service product proposition. They are
classified into two categories, namely compensatory and non-compensatory

Compensatory Decision Rule

On the basis of compensatory decision rule, a shopper evaluates score or
brand after scores in a considered set.

Example: On the basis of research study while selecting a restaurant a\
prospective consumer will select 'Haldiram' in comparison to "McDonalds'
and 'Bikaner' on several counts of features desired as shown in table below:

Compensatory evaluation of restaurants

Features Cuisines | Service | Price | Distance | Atmosphere | Total
McDonald’s 5 8 7 7 5 32
Haldiram 8 6 9 8 5 36
Bikaner 8 7 8 4 6 33

Non-Compensatory Decision Rule

This rule does not allow consumers to balance positive assessment of stores
on one dimension against a negative evaluation on other dimensions. Taking
the previous example: in case of restaurant selection, negative rating on
atmosphere (Haldiram) would not be offset by the positive assessment of its
merchandise mix (cuisines). That is to say that a consumer’s choice of
restaurant if pre-set on a variety of cuisines would have dropped McDonald's
out of the reckoning in this form of decision process.

2.7 INFLUENCE OF SITUATIONAL
VARIABLES ON SHOPPING BEHAVIOUR

Situational variables as needed to understand refer to all those factors
particular to, a time frame and place of observation which do not follow from
a knowledge of personal (intra individual) and stimulus (choice alternative)
attributes. Such attributes range from store location and layout to time of day
and the presence (or absence) or others. These can be classified into three
distinct dimensions of situational influence:

1) Physical Setting
2) Social Setting
3) Temporal Setting

Physical Setting: The physical setting covers geographical location of the
retail outlet but can also mean the environment in which the consumer resides
to access the shopping centre. There are 'far shoppers' i.e those who travel for
more than half hour to reach the destination shopping point and 'near
shoppers' who take less time to travel there. At the same time there are late
shoppers who shop in the late hours of the day and early shoppers who take
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the morning ride to the retail outlet.

Social Setting: The social setting describes the presence or absence, together
with their social roles, role attributes and opportunities of interaction. The
shoppers who are accompanied by others are referred to as 'social shoppers'
and those who shop alone are designated as 'solitary shoppers'.

Temporal Aspects: This refers to the constraints such as time available for
shopping and factors such as seasonal variables which is particularly visible
in the context of both fashion shopping and perishable purchases such as milk
purchased normally at day time and fashion apparel at the later part of the
day.

2.8 CONSUMER IMAGES OF RETAIL STORES

A consumer's image of a store is the summation of his attitude towards
various aspects of the store. Every retail store has an individuality that
differentiates it from its competitors. A retailer must devise strategies to
communicate its individuality across its target segment of consumers to build
confidence in its merchandise and services. It is argued that where there is
some degree of congruency of individual’s self-image of a store or brand
there is a strong possibility replicated is the service level and individual
experiences. Therefore, the service level in a store is what determines the
consumer image of retail stores.

Retail Image Dimensions

To measure the image of a retail store, it is essential to identify and aggregate
the relevant consumer attitude to the merchandise displayed, sales force
deployed, and location of store and the price levels of the goods to be
purchased. The dimensions which shape relevant consumer attitudes for a
retail store are:

1) Location Convenience Which Covers the Following Determinants

e Access routes

e Traffic barrier

e Travel time

e Parking Availability

2) Merchandise Suitability

e  Number of brands stocked

¢ Quality of line of merchandise

e Breadth of assortment

e Depth of assortment

e  Number of outstanding departments in the store

3) Price Points

e Price of item

e Price of same item in another store

e Trading stamps or coupons and discounts



4) Salesforce and Service

e Courtesy of sales force

e Reliability of advertising and match with attributes
e Billing procedures

e Adequacy of credit arrangements

e Delivery promptness and care

e Eating facilities in store

5) Congeniality

e Development

e Store layout

e  Store decor

e  Merchandise displays

e C(lass of customers visiting store

e  Store traffic and congestion

6) Post Transaction Satisfaction

e Satisfaction with goods in use

e Satisfaction with returns and adjustments

e  Satisfaction with price paid

e Satisfaction with accessibility of store

Retailers can thus deduce the understanding of the store image by their target

segment(s) by devising or revising their corporate objectives and store
operation.

Example: McDonald has positioned itself as a 'family restaurant' whereas
Big Bazaar' as a discount store overcame the image of discounted items being
second rate with the quality line of 'SABSE SASTA SABSE ACCHA' brand
recognition.

Activity 4

Meet some of the customers who visit your retail shop/store where you are
posted for internship (training) and find out why shoppers behave in a
particular way?

e  When do customers like to shop?

e  When do consumers like to pay credit?

e  What quality of merchandise customers prefer?

e  What appeals to a customer in terms of layout?

e  Who does most of the buying in homes of consumers?

e  What is the income level of my average customer?

e How does the -consumer react to promotional activities and new and
different merchandise?
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2.9 LET US SUM UP

In this unit we discussed the need for understanding consumer behaviour
from a retailer's perspective for designing effective marketing strategies.
Then we went on to discuss the behavioural patterns and the factors
influencing them ranging from factors specific to the consumer and the
influence of external environment.

Further we discussed the decision-making process starting from need
recognition to purchase evaluation phases. Then we went on to discuss the
impact of consumer decision rules which determine the choice of consumer.
Eventually the aspect of situational variables and retail dimensions that
retailers need to be aware of, to attract consumers has been discussed.

2.10 TERMINAL QUESTIONS

1) In what ways the knowledge of consumer behaviour is essential for the
success of retail strategies?

2) What are the factors that influence consumer behaviour in retail
banking?

3) What are the stages of consumer decision making and its impact on retail
strategies? Specify with an example.

4) What are the types of decision-making processes? Explain with an
example.

5) Discuss the factors which affect the nature of consumer decision
making?

6) State the influence of situational variables on shopping behaviour in a
planned shopping centre?

7) A shopper is necessarily a customer. Do you agree? Explain with an
example.

8) What factors affect shopping behaviour of people?

9) Apart from the factors mentioned in the text above, can you have some
other factors that might affect customer behaviour?

10) Would a shopper behaviour for medicines vary from a shopper behaviour
for garments?

11) Explain the stages of the consumer decision making process.
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3.0 OBJECTIVES

After studying this unit, you should be able to:

e Describe Personal Selling;

e Explain the Importance of Personal Selling;
e [llustrate the Nature of Sales Job;

e State the Qualities of a Good Sales Person;
e Identify the Different Types of Selling Jobs;

e Discuss the Role of IT in Personal Selling.

3.1 INTRODUCTION

You have studied about the basics of retailing in the earlier units. In this unit
we will study the nature and importance of personal selling, the nature of
sales job, qualities of a good salesperson, different type of selling jobs, and
the role of new age communication in personal selling. Marketing be it for
goods or services cannot be said to be complete unless the people in charge
do not use the tools available properly and adequately.
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What are these tools you might ask?
The Most Popular Tools can Be Listed

e The Product or service
e  The Price

e The Place

e The Promotion & offers
e The Physical evidence
e The Process

e The People

e The Packaging

e The Pace or speed in execution

The Promotion tools which involve such aspects as Advertising, Sales
Promotion, Direct Marketing, Personal Selling, Public Relations and
Publicity.

The most common and popular among them is personal selling which most of
the companies on earth use currently This is considered as face-to-face
interaction and then convincing or guiding customers to buy the product or
services.

3.2 WHAT IS PERSONAL SELLING?

Personal selling is a promotional method in which one person (e.g.,
salesperson) uses skills and techniques for building personal relationships
with another person (e.g., a customer or those involved in a purchase
decision) that result in both obtaining value.

In most cases the "value" for the salesperson is realized through the financial
rewards of the sale while the customer's "value" is realized from the benefits
obtained by consuming the product. However, getting a customer to purchase
a product is not always the objective of personal selling. For instance, selling
may be used for the purpose of simply delivering information with
advantages and problems it solves for customers. Because selling involves
personal contact, this promotional method often occurs through face-to-face
meetings or via a telephone conversation, though newer technologies like
video calls or mobile video calls like WhatsApp calls etc.

The person who sells goods to you in any of the above techniques is called a
'salesman' and the technique of selling is known as 'personal selling' or
'salesmanship'. Among marketing jobs, more are employed in sales positions
than any other marketing-related occupation. In India alone, the department
of Labour estimates that over 110 million or about 11% of the overall labour
force are directly involved in selling and sales-related positions.

A personal sales message can be more specifically targeted to individual
prospects and easily altered if the desired behaviour does not occur. Personal



selling, however, is far more expensive than advertising and is generally used
only when its high expenditure can be justified. For example, the marketing
of a sophisticated computer system may require the use of personal selling,
while the introduction of a new product to millions of consumers would not.
Two other forms of personal selling that are not used with high-end products
are door-to-door selling and home demonstration parties. These two personal
selling methods are primarily used for personal care products, cosmetics,
cookware, encyclopaedias, books, toys, food, and other items of special
interest to homemakers. Ideally, personal selling should be supported by
advertising to strengthen its impact.

3.2.1 Evolution of Personal Selling

Meeting with the requirements of the customers has been required since time
immemorial. We had Indian traveling merchants selling diamonds,
condiments and artifacts right across the world. People would go to the shops
or bazaars to be attended by the salespersons.

The Second World War years resulted in high level of application of
technology to production. Suddenly, there were more products with greater
variety & large availability because of much larger capacities on offer. This
resulted in the mass marketing era when the effort was to offer a large variety
of products right across the market.

In India till the 50s, it was important to sell what was available. Thus artisans
could create artifacts and farmers their products to be sold through different
channels. Industrial activity came up during the last century to increase
availability and to impact on the lives of the consumers.

But changes were also putting power of choice in the hands of the customers.
This led to the beginning of the market era, where the stress shifted to
understanding the customers' wants. Impact of these changes would be
visible in India only in the late 70s.

This gradually shifted towards identifying buyer's needs and information.
Here the stress naturally shifted to distribution and hence target marketing
rather than simply mass markets. One can consider this change coming in the
developed countries in early 70s and in India with a time lag of almost 2
decades. We can consider this to be shifting into strategic selling where the
focus is on the customer. This would gradually move into partnering with the
customer where customer drives the sale and sales person concentrate on total
quality relationships. Challenges for selling in India are to ultimately move
towards this major shift.

3.2.2 Importance of Personal Selling

Unlike advertising, personal selling is present in all the three phases of
buying namely pre-transactional, transactional and post-transactional. Being a
two- way form of communication, it cultivates the market, negotiates the
transaction and reduces post purchase dissonance. However, it is in
negotiation of transaction that distinguishes it from advertising and makes
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personal selling an effective medium of selling.
Besides there are other strengths of personal selling some of which are:

Personal selling is more flexible and adaptable to the varying purchase
situations. It is possible for a salesman to adapt himself to the needs, motives,
impulses and other behavioral traits of the prospective consumers so as to
communicate the message and clinch the deal.

In personal selling the possibility of wasted effort is minimal because unlike
advertising the whole effort is focused on a specified target consumer.
Further there is minimum possibility of message diffusion and distortion. In
communication, diffusion arises when a message goes to a large number of
unintended audiences and distortion occurs when there is a noise owing to a
plethora of messages being transmitted or flashed at consumers. The
salesman is better placed to focus his message on qualified customers only
and undo distortions by suitably maneuvering the message. When customers
have any queries, the sales people are always there to answer them.

3.2.3 Advantages of Personal Selling

One key advantage personal selling has over other promotional methods is
that it is a two-way form of communication. In selling situations the message
sender salesperson) can adjust the message as they gain feedback from
message receivers customer). So if a customer does not understand the initial
message doesn't fully understand how the product works) the salesperson can
make adjustments to address questions or concerns. Many non-personal
forms of promotion, such as a radio advertisement, are inflexible, at least in
the short-term, and cannot be easily adjusted to address audience questions.

The interactive nature of personal selling also makes it the most effective
promotional method for building relationships with customers, particularly in
the business-to-business market. This is especially important for companies
that either sell expensive products or sell lower cost but high volume
products buyer must purchase in large quantities) that rely heavily on
customers repeat purchases. Because such purchases may take a considerable
amount of time to complete and may involve the input of many people at the
purchasing company buying center), sales success often requires the marketer
develop and maintain strong relationships with members of the purchasing
company.

Finally, personal selling is the most practical promotional option for reaching
customers who are not easily reached through other methods. The best
example is in selling to the business market where, compared to the consumer
market, advertising, public relations and sales promotions are often not well
received.

Check Your Progress 1
Fill in the blanks with appropriate words.
i.  Personal selling involves persuading to buy the goods.

ii. The ultimate objective of personal selling is




iii. The most important element of personal selling is interaction.

iv. Supply of information to customers makes personal selling an
process.

Activity 1
List out the areas personal selling is more effective.

3.3 NATURE OF SALES JOB

We need to understand that any sales job requires total and complete 2 way
communication between the buyer and the seller.

This can be looked at in the following manner:

e Retail

e Direct sales

e  Wholesaler or b2b
e  Manufacturer
Retail Selling

= A retail salesperson sells goods or services to consumers for their
personal, non-business use

Direct Selling

= Face to face sales to consumers, typically in their homes, who use the
products for their non-business personal use

Selling for a Wholesaler or b2b

=  For resale

=  For use in producing other goods

*  For use within an organization

Selling for a Manufacturer

=  Working for the firm who manufacturers the product
=  Usually, one of the most prestigious jobs to hold

Putting the Customer First Requires Salespeople to Have Personal
Characteristics
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That Allow Them To:

e  Care for the customer

e Take joy in their work

e Find harmony in the sales relationship
e Have patience in closing the sale
e Be kind to all people

e Have high moral ethics

e Be faithful to one's word

e Be fair in the sale

e Be self-controlled in emotions

e Be presentable

e Effective communication

e Understanding of company products and competition
What Does a Salesperson Do?

e (Creates new customers

e Sells more to present customers

e Builds long-term relationships

e Provides solutions to customer’s problems

e Provides service to customers

e Helps customers resell products to their customers
e Helps customers use products after purchase

e Builds goodwill with customers

e Provides company with market information
Given below are the different natures of sales jobs:

e The sales force is largely responsible for implementing a firm's
marketing strategies in the field.

e Sales people are among the few employees authorized to spend company
funds.

e Sales people represent their company to customers and to society in
general

e Sales people represent the customer to their companies.

e Sales reps operate with little or no direct supervision and require a high
degree of motivation.

e Sales people are frequently required to develop innovative solutions to
difficult problems.

e Sales people need more tact and social intelligence than other employees
on the same level in the organisation.



Sales jobs frequently require considerable travel and time away from
home and family. This places additional physical and mental burden on
salespeople who face much pressure and many demands?

Sales persons interact with large numbers of people. At each customer
end they usually work with many people. They must also work with
people from a variety of departments as well as with other sales
personnel inside their own organisations.

They spend most of their time out in the field. This is where their success
can take place. But they are dependent on a lot of people. Salespeople are
motivated from within to ensure that they are able to full-fill their
commitments

Their rewards and recognition have to also come from within. This at times,
causes role ambiguity and as a result leads to stress and tension.

3.3.1 Objectives of Personal Selling

Personal selling is used to meet the five objectives of promotion in the
following ways:

Building Product Awareness — A common task of salespeople,
especially when selling in business markets, is to educate customers on
new product offerings. In fact, salespeople serve a major role at industry
trades shows where they discuss products with show attendees. But
building awareness using personal selling is also important in consumer
markets. As we will discuss, the advent of controlled word-of-mouth
marketing is leading to personal selling becoming a useful mechanism
for introducing consumers to new products.

Creating Interest - The fact that personal selling involves person-to-
person communication makes it a natural method for getting customers
to experience a product for the first time. In fact, creating interest goes
hand-in-hand with building product awareness as sales professionals can
often accomplish both objectives during the first encounter with a
potential customer.

Providing Information - When salespeople engage customers a large
part of the conversation focuses on product information. Marketing
organizations informational material.

Stimulating Demand — By far, the most important objective of personal
selling is to convince customers to make a purchase.

Reinforcing the Brand - Most personal selling is intended to build long-
term relationships with customers. A strong relationship can only be built
over time and requires regular communication with a customer. Meeting
with customers on a regular basis allows salespeople to repeatedly
discuss their company's products and by doing so helps strengthen
customers' knowledge of what the company has to offer.
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Difference Between Personal Selling and Direct Selling

Direct selling, which usually means one-on-one, rep-to-consumer sales. That
used to mean going door-to-door. Today, it may also mean setting up
personal sales visits or product demonstrations by phone. Avon Products,
Tupperware, Amway are some of the best-known examples of one-on-one
selling.

3.3.2 Classifying Selling Roles

As we noted above, worldwide millions of people have careers that fit in the
personal selling category. However, the actual functions carried out by
someone in sales may be quite different. Below we discuss the major types of
selling roles: order getters, order takers, order influencers, and sales support.
It should be noted that these roles are not mutually exclusive that a
salesperson can perform more than one and possibly all activities.

Order Getters

The role most synonymous with selling is a position in which the salesperson
is actively engaged in using their skills to obtain orders from customers. Such
roles can be further divided into:

New Business Development-A highly challenging yet potentially lucrative
sales position is one where the main objective is to find new customers; this
is typical to automobile sector. Sales jobs in this category are often in fields
that are very competitive, but offer high rewards for those that are successful.
The key distinguishing factor of these positions is that once a sale is made
new business salespeople pass customers on to others in their organization
who handle account maintenance.

These positions include:

Business Equipment Sales - These salespeople are often found in industries
where a company's main profits come from the sale of supplies and services
that come after an initial equipment purchase. The key objective of business
equipment salespeople is to get buyers to purchase the main piece of
equipment for which supplies and service are needed in order for the
equipment to function. For instance, in the photocopier industry certain
salespeople only seek out new accounts and once a photocopier sale is made
they pass along the account to other sales personnel who handle the sales of
maintenance and supply products.

Telemarketing - This category includes product sales over the phone,
whether aimed at business or consumer. In recent years laws restrict
unsolicited phone selling. A National "DO NOT DISTURB" (DND) registry
is opened to mobile users to register not to be disturbed by sales calls but the
practice is still widely used in the business market.

Consumer Selling - Certain companies are very aggressive in their of
salespeople to build new consumer business. These include: retailers selling
certain high priced consumer products including furniture, electronics and
clothing; housing products including real estate, security services, building
replacement products windows); and in-home product sellers including those



selling door-to-door and products sold at "home party" events such as
cosmetics, kitchenware and decorative products.

Account Management - Most people engaged in sales are not only involved
in gaining the initial order, but work to build and maintain relationships with
clients that are intended to last a long time. Salespeople involved in account
management are found across a broad range of industries. Their
responsibilities involve all aspects of building customer relationships from
initial sale to follow-up account servicing. These include:

Business-to-Business Selling - These salespeople sell products for business
use with an emphasis on follow-up sales. In many cases, to-business
salespeople have many different items available for sale broad deep product
line) rather than a single product. So while the initial sale may only result in
the buyer purchasing a few products, the personal potential exists for the
buyer to purchase many other products as the buyer-seller relationship grows.

Trade Selling - Sales professionals working for consumer products
companies normally do not sell to the final user (i-€.. consumer). Instead their
role is focused on first getting distributors, such wholesalers and retailers, to
handle their products and once this is accomplished, helping distributors sell
their product by offering ideas for product advertising, store display and sales
promotions.

Order Takers

Selling does not always require a salesperson. There are methods designed to
encourage customers to make a purchase. In fact, the greatest number of
people engaged in selling are not order getters, rather they are considered
order takers. In this role, salespeople primarily assist customers with a
purchase in ways that are much less assertive than order getters. As might be
expected, compensation for order takers is generally lower than that of order
getters.

Those serving an order taker role are:

Customer Service Executive- While some salespeople are involved in new
business selling, the vast majority of retail employees handle order taking
tasks, which range from directing customers to products to handling customer
checkout. Order taking is also handled in non face-to-face ways through
customer service personnel. Usually this occurs via phone conversations,
though newer technologies are allowing for these tasks to be handled through
electronic means such as online chat.

Industrial Distributor - Industrial purchase situations, such as distributors
of building products, will also to handle customer purchases.

Order Influencers

Some salespeople are not ining activities at all. That is, they do not sell
directly to the person the purchaser for their product. Instead these
salespeople on activity that targets those who influence purchases made by
the final. The primary example of an order influencer is the missionary
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- These salespeople are used in industries where customers make purchases
based on the advice or requirements of others. Two industries in which
missionary selling is commonly found are pharmaceuticals, where
salespeople, known as product detailers, discuss products with doctors
(influencers) who then write prescriptions for their patients (final customer)
and Architect who specifies to the Builder the materials to be used and
quantity to be used and Brands to be used.

Suggestion selling - occurs when the salesperson points out available
complementary items in line with the selected in order to encourage an
additional purchase Sales Support

A final group involved in selling mostly assist with the selling activities of
other sales professionals. These include:

Technical Specialists When dealing with the sale of technical products,
particularly in business markets, salespeople may need to draw on the
expertise of others to assist with the process. This is particularly the case
when the buying party consists of a buying center. In business selling many
people from different functional areas may be in the purchase decision. If this
buying center includes technical people, such as scientists and engineers, a
salesperson may seek assistance from members of their own technical staff,
who can help address specific questions.

Office Support- Salespeople also may receive assistance from their
company's office staff in the form of creating promotional materials, setting
up sales appointments, finding sales leads, arranging meeting space or
organizing trade shows exhibits.

l Types of Selling
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Why do some salespeople succeed where others fail?

Companies can give you the best products, the best support, the best point-of-
sale materials, and the best training, but they can't give you the want to do the
things you need to do.



To succeed as a salesperson, you need to want to do all the things required
for success, every day. You need to want to learn, want to call people, want
to work hard, want to be organized, want to sell, want to succeed. If highly
effective salespeople have a secret, it is want to succeed. If highly effective
salespeople have a secret, it is this - want to do the things low-achieving
salespeople don't want to do. Highly effective salespeople want to do them
because they are committed to achieving sales and personal excellence Those
who see selling as a short-term job, as a way to make quick money or
Personal Selling as something to do until something better comes along are
likely to be low achievers and are more likely to fail. If you are prodded to do
your prospecting, cajoled into studying and bludgeoned into organizing your
day, there is a very good chance that you will not be successful because you
are not committed to selling as your profession.

When you commit to a purpose, then fate moves too. All sorts of help comes
quarters you would not expect. There is power in a person of the power of
purpose. People are attracted to it and want to help you

Activity 2
Identify differences between personal selling and direct selling.

3.4 QUALITIES OF A SALES PERSON

The sales team of a Company is its backbone. After all it is the salesperson
who 1is the face of the firm and interacts with prospective consumers.
Whether we talk about door to door selling or over the counter sales, the
salesperson is always under pressure to meet rising sales targets.

The sales presentation requires a salesman to be a friend, a guide, an advisor
and sometimes a reformer to the customer.

Here are a few qualities that define an effective sales person —

¢ Goal Oriented - The driving force behind every Company is increased
sales and high profits. Most Companies draw out expected sales targets
for every year. The responsibility lies on the sales team to not only meet
these targets but go beyond them. Every salesperson must be goal
oriented and should work towards matching these sales figures.

e Confident - A salesperson should be confident about the product he is
selling as well as his own ability to successfully close a sale. Especially
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in the case of door to door selling, the sales person should be able to
interact well with the prospective buyer, gain their trust, arouse an
interest and eventually convince them to try a new product. Salespersons
should be willing to handle all kinds of tense situations.

e Patient & Courteous - Convincing a prospective customer to buy a
product is not an easy task. Selling is an art and requires patience. A
salesperson should be able to guide a customer through the entire process
which begins with a prospective buyer's indifferent attitude towards a
brand. and ends with them placing an order. The salesperson should be
courteous and pleasant while taking a buyer through these stages.

e Team Player - A good sales executive must be a good team player as
well. An ability to interact and devise good sales plans should come
naturally to him.

e Complete Product Knowledge - Every sales executive should be
trained well. He should have complete product knowledge including
benefits, uses and applications of each product. A good background
knowledge will help him to answer all types of questions raised by a
prospective buyer.

e Pleasing Personality - A pleasing personality adds to a sales person's
appeal. He/she should be pleasant to interact with and should know how
to convince and persuade a customer to place an order.

Activity 3

State whether the following statement are 'true' and which are 'false:

1) Knowledge of product is not necessary to make one a good salesman.
i1) A good salesman should have imagination, initiative and alertness.
1i1) It is not necessary for a good salesman to be accepted by society.

iv) A good salesman should be loyal to the consumer but not to the
employer.

v) Impressive voice, good appearance and sound health has no place in
qualities of a good salesman.

3.4.1 The Ineffective Salesperson

In the sales profession one meets many 'personalities', some more successful
than others. Can you recognize any of the following?

Hard workers

They work long hours. Nothing is too much trouble for them. They achieve a
reasonable income through volume of effort and usually do not earn as much
as others who work, not hard, but smart. They reason that working harder
will make up for deficiencies in skill or knowledge. Their motto is 'there are
always more people to see,' but hard work alone will not guarantee success.



Creatives

They are always brimming with ideas. They spend hours designing leaflets,
starting new systems and setting up sure-fire schemes that keep them busy.
Their problem is that they seldom see people. They're of their product of
service. Rarely can they keep their minds on one thing long enough for it to
work. And if it does, they will usually 'improve' it until it ceased to work at
all. That's because the first success forced out of their comfort zone.
Creative's fear repeated success, because it would make them repeatedly
uncomfortable.

Entrepreneurs

Many sales entrepreneurs suffer from an obsession called' big-case-it is'.
They see themselves as corporate high-fliers putting together one massive
deal after another. Not for them the small business, the mums and dads, the
singles the pedestrian market. Usually entrepreneurs aren't around long
enough to learn that big cases are not necessarily those that produce big
rewards.

Naturals

Who needs study Practice? They're naturals. They have been endowed with
the sales success gene. Naturals want to go from rags to riches in one easy
step. Often they start well. However, they are almost invariably sprinters.
Once they have sold to the few businesses they know or to their family and
friends, they decline rapidly. They do not have the discipline to train for the
long distance race. They are poor Self-leaders.

Heavies

Can these people close? They cajole, persuade, bully or shame any customer
into buying-if only to get rid of them. They know that whatever happens,
they will get that signature on that contract.

They also know dozens of ways to close a sale and usually will try them all.
They use their knowledge to defeat the customer rather than to defeat the
customer's problem or to meet needs or wants. They are unlikely to survive in
the sales business, as no-one likes being subjected to that sort of treatment.
Heavies will have few recommendations, high cancellation rates and few
sales.

Logicians

What could be more effective? Computer print-outs, reports, tables,
evidence! Surely they would convince even a moron to buy! Anyone with an
ounce of logic should for the product. The numbers prove it's the only way to
go, right? Wrong.

What customers want might not be logical at all. In many cases wants will
outweigh needs in a buying decision. 'Emotion sells. Logic confirms', is
another old saying worth remembering. Highly effective salespeople deal
with people, not with numbers.
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Systems Experts

They are easy to recognize because they spend most of their time in the
office. They have filing systems, index cards, computers, and cross-
referencing cards. They create a system that takes most of their time to
maintain and to update. Unfortunately it does not leave them time to see
enough prospective clients.

Technicians

What these people don't know about their products isn't worth knowing. They
can tell you about products long superseded. They need to display this
knowledge, so they make a point If educating their customers to know
everything too. The result is information overload, customer confusion,
boredom and few sales.

'Nice Guys'

They are so nice they hope customers will buy because of their niceness. It
doesn't matter if customers really need or want the product. How could they
say no to such nice people? But they can put them off again and again. 'Nice
guys' are too nice to probe for the customer's real intention. They won't ask
customers for a decision; the customers might think they are not nice. At
work let others take business opportunities away from them. They agree with
everyone and 'go with the flow'. Unfortunately they confuse being business-
like with not being nice, and lose many sales opportunities. Customers like to
see them, but usually buy from someone else.

Whiners/pukers/morale saboteurs

'Guess what's happened now? is a typical opening line. They love to whine
and puke over everyone until they feel better. By doing that they are also
programming excuses for later failure. They are playing Dr E. Berne's game
of 'wooden leg' they can later reply: 'What did you expect from someone
with a "wooden leg"?").

Their colleagues are much happier when whiners are away. They are masters
of 'stinking' thinking". Workmates listen to them----- they can't get away----
but have little respect for anyone who lifts themselves up by dragging others
down.

Comfort-zoners

Phew! Made it for one more pay day! As long as they can keep ahead of their
creditors & earn enough to survive, comfort-zoners are relatively happy.
They won't do anything to increase earnings because that would mean more
effort & venturing out of their comfort zone. They almost fear success. They
adjust, acquiesce & lower their sights. Their goal is to meet minimum
requirements. As long as they can do that, they are OK for one more pay.

Big spenders

You only live once, right? So, spend! That's what money's for! Classy suits,
expensive watches, Italian shoes, vacations, frequent dining out-those are



some of the hallmarks of big spenders. Outwardly they display all the
trappings of success. Below the surface can lurk people with debts---people
who frequently need advances against commissions to get by from one month
to the next.

Senior statespersons

They are happy to listen and advise other salespeople in the team. They live
on past achievements and no longer see the need to put in a real effort.
Usually they are good members of the sales team but are happy to rest on
their laurels and to have new salespeople come to them for wisdom and
guidance. They might have achieved excellence in work knowledge but have
lost the ability to lead themselves into doing things. They could be more
productive in a training role.

Barricade builders

They love being disorganized. They postpone things and will get around to
doing everything . . . one day. The piles of paperwork, unworked leads and
enquiries heaped on their desks are a barricade that gives them an excuse not
to see people.

They feel exposed without their barricade and will seldom catch up because
they have so much to do. Customers would only interfere with their plans.

'Clutchers at straws'

They have this person who will buy that, that person who will buy this a
dozen more who will buy something else. They're all hot and will buy soon.
The trouble is, soon rarely comes. They do all the work, run around in a
world of delusion and waste everyone's time.

Instead of testing the customer to determine genuine interest, 'clutchers at
straws' will hang on to the slightest word of encouragement as if it were a
promise to buy. Every time they are asked 'what about this prospect and that
client?' they will have another reason to delay bringing in the contract.

Perpetual students

They haven't time to sell. They must study this, do that course, learn that
legislation, ask so-and-so about this and that. They are hooked on amassing
not on helping people enjoy the benefits of their product or service.

Drifters

They tell you (in confidence) T'm only here because 1 have to be' (can't find
another job), and 'when something else comes up, I'm out of here. They drift
through life and seldom find what they really want to do. As soon as things
get difficult and therefore require extra effort, they want to drift elsewhere.

3.4.2 The Effective Salesperson
Believing

Belief shows. The first sale you need to make is to yourself. You need to be
sold on the company you represent. You need to believe in yourself, in your
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product and in its benefits for people. Clients want to see that you believe in
what you are selling. If you don't, why should they?

Caring

It is not difficult to recognize salespeople who still sell to their own pockets.
Your clients have dreams, needs, problems and wants just like you. The old
saying 'people want to know how much you care before they care how much
you know' is as true today as ever. You need to develop a genuine liking for
people. To do this, you need a genuine liking for yourself. Knowing that you
conduct all your business in a caring and honest way will reinforce your self-
esteem and help you achieve success through Personal Excellence.

Asking

One way to show you care is to ask about your client's ideas, goals and
background. By asking questions you get information that helps you to help
them. You determine your client's wants, then use your skills, knowledge and
product or service to help fulfil their ideas, needs and wants.

Listening

Many salespeople listen, but do not hear. Highly effective salespeople listen
with empathy. They listen to understand, not to reply. Some salespeople are
so anxious to say what they want they complete their clients' sentences. If
that sounds like you, try counting to five each time your client finishes a
sentence. Then listen---really listen. Your client is telling you how you can
help them own and enjoy the benefits of your product or service.

As someone once said, 'God gave us one mouth and two ears, intending them
to be used in proportion'.

Showing

Have you heard the cliche 'one picture is worth a thousand words'? As far as
learning, understanding and retaining information are concerned, it's true. We
absorb far more information visually than we do orally, and even more when
it is shown and explained simultaneously.

Your presentation needs to show how your product or service meets the
objectives of the client. (A simple diagram can explain a complex point far
more effectively than words.)

Helping

Clients need to see that your aim is to help them get what they want at the
best possible price. They also need to see that what you are proposing will
help them. If you approach each sale with the aim of helping yourself first,
your poor closing and retention rates will soon show it. Help enough people
get what they want first, and they will help you get what you want.

Servicing

Providing after-sales service is one of the best ways to grow your business.
You get new business from your existing clients and recommendations to



their friends and acquaintances. Also, you build a client register of people
who are glad to see you. That is your security as a salesperson. But it needs to
be registered with clients who are loyal to you and to your company.

Satisfying Your Client's Needs and Wants

Whether it's an idea for a high-rise hotel, marina or restaurant, a new gadget
or a personal goal, each requires a service or product to be realized. Highly
effective salespeople do not sell products. They sell ways to satisfy a client's
ideas, needs or wants through their product or service.

Theirs is a different approach to the one used by sales hacks (the discredited
system of peddling by trying to fit the person or business to the product).
Looking for (& suggesting) ideas to satisfy gives a wholly new dimension to
selling ability. It puts the client first. It promotes Sales and Personal
Excellence

Adapting our Personality: - the 'P' Factor

Each of us has a baggage of habits, prejudices, views and ways to do things.
And many of us have traits that can be endearing to some people but not so
endearing to others. For example, if you have a forceful, brash, outgoing
personality (direct). A sale is unlikely under those circumstances.

We all have a main personality trait with a sprinkling of other traits. We also
have the ability to move from one trait to another for brief periods. The
important thing is to recognize your main personality trait and know how it
interacts with that of your clients, then adapt yours to be compatible.

The following personality trait descriptions will help you to identify your
own major trait:

Self-Contained Direct. This type of person has a dominant personality, is
business-like, formal, works and thinks fast, likes authority, gets on with the
job, is assertive, decisive, deals with facts, gets to the point, likes to set goals.

Self-Contained Indirect. This type of person likes to go with the flow, is
conservative, slow, systematic, fears, embarrassment, avoids stressful
situations, likes to be prepared, protects credibility, likes to be correct, does
not like surprises, makes deliberate decisions.

Open-Direct. This type of person likes to influence others, dresses
fashionably, is fast, spontaneous, likes working/dealing with people, likes
respect, can be sarcastic, craves recognition, is flexible, dislikes routine, is
easily bored.

Open-Indirect. This type of person is conforming, steady, friendly, works at
relationships, avoids confrontation, goes along with the majority, wants
attention, is pleasant, sensitive patient.

(It needs to be stressed that these descriptions are by no means
comprehensive. There is no right or wrong trait. Our personality is an
amalgam of these. However, we tend to lean most strongly towards one or
another.)
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3.4.3 Recognizing the Effective Sales People

Highly effective salespeople are the 'quiet achievers'. You will know them
because they:

e Study

e Practice

* Apply

e  Are strong Self-leaders

e Align themselves to markets

e  Sell concepts, not products

e Concentrate effort on productive time

e Package their recommendations to provide for their clients' ideas, needs
and wants

e  Work to daily goals

e Believe, care and help

e Strive for Personal Excellence

e  Support others in the team with advice and encouragement
e Attend sales meetings voluntarily to learn and to share their experience
e Regard their job as their career

e Place an emphasis on client service

e Earn a consistently high income

e Are respected by colleagues and clients alike

Work to a personal mission statement they have written down.
3.4.4 The Effective Business Salesperson

The qualities required for success in on-on-one sales are also those needed
for selling to businesses. However in selling to businesses a set of additional
factors needs to be considered.

At a personal level, highly effective business salespeople need more patience.
They reflect this through a quiet and courteous persistence. At a professional
level they also need:

e A thorough knowledge of their competitors' products

e A general knowledge of the fundamentals of running a business An
understanding of the market in which they operate

e A good knowledge of their client's industry and of the general state of
that industry

e Knowledge of their client's business and where it fits into the industry



e Depending on the product, a good general knowledge of the economy
and the economic conditions in the countries in which their clients
operate (e.g. where clients import raw materials or component parts,
currency fluctuations need to be considered because they can effect the
client's cash flow and, hence, their ability to purchase new products)

e Where the product is a technical one, such as mining equipment or
computers, to be highly effective, might require a university degree and
experience in the specific industry.

Regardless of the type of business you approach, unless your product, is a
simple one (e.g. a small advertisement in a local publication, a stationery
delivery service, a courier service) then almost invariably completing the sale
will involve a multistep process.

Nevertheless the objective of business is to make money. Any salesperson
who can show how their product or service can help a business make more
money though increased sales or productivity, or by reducing costs, will
always obtain a ready hearing.

Knowing the business set-up

To the salesperson that has never been in business, the world itself can
conjure many preconceptions. How many people automatically assume that
because someone has a business they must be 'doing well' or 'be well off'?
The truth is that most small businesses (one to ten employees) earn little more
for the owners than they could receive if they were working for someone
else.

Even where they earn considerably more, they have to put in more hours, risk
debt, and live with much more stress than does the person who is comfortably
ensconced in a secure, well-paid job. The majority of small businesses do not
survive their first three years. As for larger companies, many of them need to
service large debts to keep their business operating.

The point is that few businesses, large or small, have pools of cash just lying
around to apply to your product or service. Often their resources are fully
committed and a budget for the coming year already determined. Moreover,
in selling to business, particularly to large corporations, what you are trying
to do is to convince them to reallocate otherwise committed funds to your
proposal.

How does this knowledge help the highly effective salesperson? Even a
passing knowledge of how businesses arrange their yearly cash flow can
make the difference between a purchase now rather than next year.

For large expenditures it could be better to approach businesses in January or
early in February because their budget planning for the following financial
year often starts in March, and you want them to allocate to the purchase of
your product or service in the coming budget. (Note that some companies
vary their financial year.)

In any case, as a professional salesperson, your planning is long term, and so
you would not be discouraged by a genuine postponement of a purchasing
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decision. On the other hand you need to provide for your present needs and to
meet your expenses, and so completing sales is essential.

A secret of highly effective business salespeople is that they strike a balance
between their short-term needs and their long-term aims through preparation
and planning.

3.5 ROLE OF INFORMATION TECHNOLOGY
IN PERSONAL SELLING

The application of information technology and its imprint can be seen
everywhere, and selling is no exception. The pace with which the modern
business and sales has grown is phenomenal thanks to IT.

3.5.1 Telecommunications

Over the last decade or so, the world and especially India has been a witness
to the phenomenal growth of mobile telephony, All in ones, sophistication in
printing technology and other modern means of communication such as PC-
to-PC chat, video conferencing, Emails, web based communications etc.

The telephone for long has proved to be the most dependable ally of the sales
person, be it in the field or at the office. Messages can be relayed;
information can be conveyed thanks to the ubiquitous telephone.

3.5.2 Customer Information: Storage and Handling

Another area that has been a witness to some remarkable progress especially
in the selling arena. The business today is as much concerned with the
storage of information, as its security and application for better gains.
Database and its management can have some serious implications if not
handled properly. The primary concern today is to utilize it in such a manner
so as to increase both efficiency and effectiveness.

Also referred to as Data Mining and Warehousing, this is at its most effective
while browsing for customer information and processing it. Databases also
enable sales managers to measure the effectiveness of sales people. Thus, not
only the performance of each individual can be gauged at each stage of the
selling process but also in relation to customer types. In addition, accurate
segmentation, targeting and application of resources will have its own effect
in terms of higher quality leads.

Used in conjunction with quantitative analysis techniques, it can pay rich
dividends to the management. To take a few examples- how many customers
spend over Rs 20,0001-? How many customers buy certain products etc.?

The database can be exploited further by working it through the 'lead tracking
system'. The response can be measured in terms of the short term and long
term value which the organization derives from say, a particular
advertisement or advertising medium.

It helps to improve personal productivity, communication, and transaction
support and processing. Personal productivity includes functions that allow a



salesperson to work more efficiently, including contact management, word
processing, calendar management, automated sales plans, geographic
information, and computer-based presentations. Communication includes e-
mail, cellular telephones, and fax capabilities and support. Transaction
support and processing includes functions that help reduce cycle time, such
as inventory control, qualifying the customer, inventory inquiry, and order
status inquiry.

3.5.3 Managing the Sales Force

Sales force management technology has been introduced into the area of
organizing as a way to reduce the amount of time spent on such activities as
managing contacts, scheduling sales calls, developing sales plans, and
planning sales routes.

Managing contacts can include information about current customers as well
as potential customers and influential people in a network. Scheduling is
another important task that has been affected by the introduction of sales
force technology. There are several benefits that can be realized from using
technology, including fewer missed meetings due to audible or vibrating
alarms; being able to back up important scheduling information; and allowing
the sharing of information with managers, other salespeople, and
administrative personnel

Automated sales planning software can generate sales plans for each
customer and automatically enter the contact and schedule information into a
computer-based organizer, helping salespeople manage numerous prospects
in different stages of the sales process. In addition, information from sales
planning software can be used by managers to create sales forecasts.
Automated sales route and maximize time in front of customers and p
prospects.

Presenting

Sales force management technology has affected presenting both through the
creation of portable multimedia presentations and the generation of
customized professional proposals. Using technology, salespeople can
customize presentations and add colors, pictures, three-dimensional graphs,
movies, and sound, giving the presentation a much greater impact on
customers. Laptop computers allow salespeople to take these powerful
presentations on the road. With the aid of laptop computers and software,
salespeople can quickly and accurately generate proposals while with
customers, allowing for greater accuracy and helping reduce cycle time
between sales.

Reporting

Information contained in sales calls, expenses, and calendar reports from
salespeople is vital to a sales manager's ability to effectively manage
salespeople. Sales force technology allows for the introduction of
standardized forms that can be easily transmitted to a central office, reducing
time spent on paperwork and improving the readability and analysability of
the data by managers. On the negative side, automated reporting may lead to
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a feeling of "big brother”-style management or managers requesting more
and more reports from salespeople, eliminating any gain from automated
reporting.

Informing

Technology's ability to help salespeople collect, analyse, and distribute
information has had an impact on the areas of prospecting, product
information, and product-configuration information. Many vendors refer to
these functions and technology as CRM

Prospecting can be helped by the many Internet services that market
downloadable and customizable lists of prospects, including additional
information that helps qualify prospects. In addition, many CRM systems
allow cross-referencing of customers within divisions of a company for
greater sales opportunities as well as avoiding multiple calls on the same
prospect. Once prospects are identified, information about them can be stored
and organized in contact management software and used to customize many
aspects of sales calls and continuing relationships.

Communicating

Today's salespeople are faced with an array of technologies promising instant
and accurate communications. Pagers and cellular phones allow salespeople
to be reachable both by customers and the home office. E-mail allows for
virtually instant transmission of text, pictures, sound, and video to any
networked computer, pager, cellular phone, or organizer. The transmission of
e-mail messages does not require the presence of the recipient, allowing two
individuals with different schedules to hold virtual conversations. Fax
machines allow for the instant transmission of information contained on
standard-size sheets of paper, including legally binding signatures

Computer technology allows for the storage and retrieval of massive amounts
of information, and the advent of the Internet allows for the sharing of
information, among geographically dispersed computers. Thus, it is not
surprising that a large percentage of salespeople used technology for
information gathering. Over one-half of the sales staff use technology for
product information, and almost one-half used it for prospecting. A smaller
percentage used technology for product-configuration information, which
may reflect the characteristics of products sold by the diverse sample.
Information-gathering technologies are more often used in the office than on
the road. This percentage may see a change as more technology becomes
available to simply and inexpensively connect computers and PDAs to the
Internet or companies' intranets. The use of technology for prospecting was
equally initiated by salespeople and companies. Product information and
product-configuration information were most often initiated by companies,
which is not too surprising to an appropriate electronic medium and the
possibly sensitive nature of that information.



Preparing for the 21* Century

* International and global selling

= Cultural fluency

= Language fluency

= Diversity of salespeople and customers
= Customer partnerships

= Fthical and professional behaviour

= E-selling

3.6 LET US SUM UP

In this era of customer relationship management and increasing focus on
marketing, selling and more so personal selling has continued to maintain its
importance. Personal selling can be referred to as the delivery of a specially
prepared message to a person with the money, authority and need by a seller,
usually in the form of face-to-face communication, telephonically or by
personal correspondence. Unlike advertising, personal selling is present in all
the three phases of buying namely pre-transactional, transactional as well as
post-transactional phase. Personal selling has evolved into its own after
World War 1 and today has become an inevitable part of all marketing

Irrespective of whether selling is at the dealer level or retail or wholesale
level, the salesperson at all levels has some common characteristics viz. joy,
caring, empathy, patience, kindness, fairness etc.

Irrespective of whether the sales person is in the role of the order getter, order
taker or support person, he needs to possess physical and mental character,
integrity of character, knowledge of the product and the company, good
behaviour, ability to persuade etc

3.7 TERMINAL QUESTIONS

1.  What is meant by personal selling?
2. State the essential elements of personal selling
3. Describe the importance of personal selling from the point of customers.

4. Explain the importance of personal selling from the point of view of
manufacturers.

5. State the physical and mental qualities of salespersons engaged in
personal selling

6. State the social qualities of salespersons engaged in personal selling.

7. What are the occupational qualities of salespersons engaged in personal
selling?

Personal Selling
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Anagemen 9. What is meant by personal selling? Explain the essential elements of

personal selling.

10. Do you think that to be a successful salesperson only personal and
mental qualities are sufficient? Give reasons in support of your answer.

11. Describe the different qualities of sales persons engaged in personal
selling.

12. A salesman need not possess any quality if the product is good. Do you
agree with the statement? Give a reason.

3.8 ANSWER TO CHECK YOUR PROGRESS

(1) False; (i1) True; iii) False; (iv) False; (v) False
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4.0 OBJECTIVES

After studying this unit, you will be able to:

e Differentiate between customer and consumer;
e Define needs and goals in the context of consumer behaviour;

e Explain need systems, specifically, identify the components of Maslow's
need theory, and offer a critique of needs theory;

e Describe the major theories of needs and apply them in consumer
behaviour

e Describe the factors that determine customer needs and wants;
e Explain consumer emotions and consumer self-concept;

e Describe consumer personality traits and apply their meanings to retail.

4.1 INTRODUCTION

The terms customer and consumer are often used interchangeably in the
marketing texts. However, one should be clear about the difference which
exists between the two terms. A customer is one who buys things from a
manufacturer/seller/any other party. He/she/it may or may not actually use
the product. If he, she, it uses or consumes the product then he/she/it becomes
a consumer as well. Therefore, a consumer is someone who actually
consumes or uses the product. He is known as the end user of the product. He
may or may not buy the product and thus or be the customer. Let us
understand this concept by an example mentioned below. Let us assume that
you buy a shirt and gift it to your friend on his birthday. In this ease, you are
the customer and your friend is the consumer. However, if you buy the shirt
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for yourself i.e., you wear the shirt yourself, you also become the consumer.
In this case, the customer and consumer are one and the same person.

Let us take another example. If an organization buys equipment and uses it
for its own production purposes, it is the customer as well as the consumer.
However, if it buys and sells equipment to another firm, then it is a case of
being the customer but not the consumer.

A third example exists in the case of pharmaceutical selling. Doctors are
customers for medical representatives. However, more often than not, doctors
do not consume these medicines. It is the patient of the doctor who consumes
medicines when they are sick. Here, the doctor is the customer for the
medical representative and the patient who actually consumes these
medicines is the consumer.

4.2 WHAT IS NEED?

We human beings have unlimited needs and our needs which we study as
consumer needs are the basis of all modern marketing. We can say that needs
are the essence of marketing concepts. In fact, the key to a firm's survival,
profitability, and growth in a highly competitive marketing environment is its
ability to identify and satisfy unfulfilled consumer needs better and sooner
than the competitor. In this chapter we basically will be discussing the basic
needs that operate in most people to motivate behaviour. Behaviour here is
focused on consumption related aspects. We also go further to explore the
influence such needs have on consumption behaviour.

So now let us see what the need is. We can say there is a cause for all the
activities of human beings and each activity is backed by a particular need or
motive. Needs, we can say, is a feeling or desire for something, which is
lacking and through performing various activities to get the feeling of lacking
removal and thus become satisfied. Thus any human behaviour is caused by
motives or needs. Hence to make it more clear, motivation 1is concerned
with:

Needs - the most basic human requirement.

Drives - tell how these needs translate into behaviour.

Goals - what these behaviours aim to achieve.

Types and Systems of Need

These needs that we discussed so far could fall into three broad categories:

a. Physiological (primary) Need: Those needs, which are innate or
biogenic needs and sustain life. E.g., food and air.

b. Psychological Need: Need for personal competence.

c. Learned (secondary or unilateral) Need: Acquired needs.

4.3 NEEDS AROUSAL

Need could be aroused by four distinct stimuli:

e Physiological



e Cognitive Customer and
Customer's Needs

¢ Environmental

e Emotional

To understand the stimuli better let us look at examples for each kind of

stimuli

Fig 4.1 Interrelationship between Stimulus & Need Arousal

Type of Stimulus Mechanism Need aroused
Physiological Dryness in the tongue Thirst (Primary)
Cognitive Seeing an ad which | Social

reminds you to wish your

friend happy birthday

Remembering son who is Affection
staying far away

Environmental Finding the right house to | Prestige Success
convey prestige and match

your budget

Emotional Elderly couple staying | Security
alone have a fear of being
burgled

Check Your Progress 1
What do you understand about the Term Need? Explain.

44 GOALS

Goals are known as the sought-after result of motivational behaviour. Goals
may be generic or specific.

Selection of Goals

For a given need, choice of the goal to satisfy the need will depend on a
number of things:

e Personal experience
e Social and cultural norms and values

e Personal norms and values
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e Physical and or intellectual capacity
e  Accessibility of goal

e Self-image
Drives Reduction Theory

Let us mention here, a very popular theory which links needs and drives with
goals. This theory is known as Hull's drive Reduction theory. Let us look at
the figure 4.2

[Fesr) [Z=Trn )
;' Need I *  Drive Goal-Directed Behavior
L— |

/’
’_—D‘rive Reduction l

[
\J Drive Reduction Re-enforces

| Drive Reducing Behavior

Fig 4.2: A Simple View of Hull's Drive Reduction Theory

As we can see above in figure 4.2, a need will give rise to a drive and the
resulting behaviour will be aimed at reducing the drive and thereby the need.
According to Hull, the drive reduction act or the act of reducing the drive will
reenforce the drive reducing behaviour whereby it is likely the behaviour be
repeated again in case of recurrence of the need in the future. We can also
explain this concept as shown below in figure 4.3.

PP o m o - I
Stimulated Needs -ﬁ@@—a@wxlm Behavior

e

- — - I — r

"Lack of something "Uncontrollable feeling ""Actions taken by

necessary for the activated by internal

well-being of the or external stimulus" aroused tensions and

. “ individual to reduce
\
{
{

individual" | | satisfy stimulated"
= o L L
Fig 4.3: Reduction of Aroused Tensions

Example: Let us take an example to understand this well. Suppose you are
out in the Sun and feeling thirsty. Your behaviour will be to seek and find out
the nearest source of refreshment, a small restaurant perhaps. Going by Hull's
theory it is most likely that you will prefer to-drink a cool drink, which has
satisfied your thirst in the past, 'Pepsi' for instance. You may also' go for
something similar like 'Coca-Cola' or try something new. If this new option is
found to be satisfactory, then it is likely to be selected next time you are
thirsty.



4.5 NEEDS AND WANTS

Now that we a have fair idea of what is needed, let us look at the difference
between need and want although we use the two terms interchangeable at
times. So, what is the difference between need and want?

A need is an unsatisfactory condition of the customer that leads him or

her to an action to make the condition better - e.g., the need for food

A want is a desire to obtain more satisfaction than is absolutely

necessary to improve an unsatisfactory condition- e.g., the desire for that
food to be chocolate!

Let us now see what exactly determines needs and wants.

So, What Determines Customer Needs and Wants?

Determinants of needs Determinants of wants

Personal characteristics Physical characteristics Individual context Environmentalcontext

« Genetic make-up of environment « Personal growih « Economy
e Biogenics » Climate » Insfitutional consaxi « Technology
s Psychogenics » Topography s Cullural context « Public poicy

» Ecology

Figure 4.3: A Comparison of the determination of the needs and wants

What Determines Customer Needs?

1.

2.

Personal Characteristics of the Individual:

e Genetics - the branch of science dealing with heredity and chemical
and biological characteristics. - e.g., food allergies.

e Biogenic - characteristics that individuals possess at birth. - e.g.,
gender and race.

e Psychogenic - individual states and traits induced by a person's
brain functioning. - e.g., moods and emotions.

Physical Characteristics of Environment:

e Climate, including temperature, attitude and rainfall. - e.g., winter
versus summer clothing.

e Topography - refers to the physical condition of the location. - e.g.,
mountain bikes in certain terrain.

e Ecology, including quality of air, ozone layer and food chain. - e.g.,
sun protection and allergy medications.

Customer and
Customer's Needs
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What Determines Customer Wants?
1. The Individual Context:

e Personal worth or the financial resources available to the individual.
- e.g., luxury versus budget cars.

e Institutional context—the group and organizations that a person
belongs-e.g., teen clothing styles.

e Cultural context - the influence of a customer's culture and cultural
values - e.g., ethnic foods versus junk modern foods.

2. The Environmental Context:
e Economy
e Technology
e  Public Policy

Can you try and give examples for the environmental contexts mentioned
above?

We can summarize all these determinates of needs and wants in the following
table given in figure 4.5 as the impact of need and want determinants.

Impact of Need and Want Determinants

Let us consider the impact of need and wants determinants. This can be easily
explained by the following matrix. The matrix explains two parameters,
namely, personal and environmental characteristics. In both the
characteristics, physical and contextual meanings have been discussed.

Environment Characteristics
2 Physical Contextual
% Physical 1. Needs driven markets | 3. Personal needs and
8 (e.g., medicine for environmental wants
9 o
s cold and cough (e.g., microwavable)
5 foods)
—= | Contextual | 2. Personal wants 3. Wants driven
g environmental needs markets (e.g., theatre
g (e.g., Pashmina attendance)
A Shawl)

Figure 4.4: Matrix of Person and Environment Characteristics
We can take a few more examples to explain this further:

1. Needs-driven markets. -E.g. summer clothing.

2. Personal wants and environmental needs. -E.g. name-brand summer
clothing.

3. Personal needs and environmental wants. -E.g. ready to eat meals.

4. Wants-driven markets. -E.g. designer clothing.
Need for Arousal, Cognition and Attribution

e Arousal seeking



- Optimal level of stimulation: not bored/overwhelmed.

- Level of adaptation: level perceived as normal

- Arousal seeking motive: stimulation at optimum level
e Curiosity: Need or Cognition

- Need for knowledge/information/understanding.

- Tolerance of ambiguity: degree to which lack of information causes
anxiety.

- Market mavens: have information about many products and provide
market information to customers.

e Need for Attributions - Inferences about causes of events and behaviour
of self and others.

e Internal Attributions -Ascribing to personality dispositions, traits,
abilities, motivations or feelings. e.g., 'he/she did it because they were
bored'.

e External Attributions-Ascribing to situational demands or
environmental constraints beyond the control of the individual. e.g.,
'he/she did it because of the weather'.

Check Your Progress 2

How are needs different from wants? Explain.

4.6 MOTIVE

It means a construct representing an unobservable force that stimulates and
compels a behavioural response and provides specific direction to that
response. Needs occur, when a perceived discrepancy exists between an
actual and a desired state of being. Note that there are many theories of
motivation:

e Don't look at these as "right" or "wrong"; they are just theories.

e None are validated but seem intuitively logical.
Multiple Motives

Consumers usually have multiple motives for particular behaviours. These
can be a combination of:

Manifest

This is known to the person and freely admitted.

Customer and
Customer's Needs
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Latent
This is unknown to the person or the person is very reluctant to admit.
Note: Different motives can lead to the same behaviour; observing behaviour

is not sufficient to determine motives. Please have a look at the model
mentioned below.

Unsatisfied Need===> Tension===> Drives===> Search Behaviour===>
Satisfied Need===> Reduction of Tension

1 A Model of Motivation Might Look Like:

The above model explains the core concept of motivation in very simple
terms. However, we will not limit our knowledge of motivation till this point
only. We would also discuss some other major models of motivation.
However, here we will only take a cursory glance at some of the major
models of motivation.

Maslow's Hierarchy of Needs

Abraham Maslow hypothesized that within every human being there exists a
hierarchy of five needs:

1. Physiological

2. Safety & security
3. Social

4. Esteem

5. Self-actualization

Esteem

Z Social \

Safety

Physiological

You may use this theory as a conceptual guide; it is intuitively appealing.
However, at times it is difficult to support it. E.g., why would a person like
Dr. Sharma spend a few years in a doctoral program, attempting to raise a
family of four on Rs.12,000 per month, if "self-actualization" shouldn't occur




without first meeting lower order needs? Nonetheless, one point that can be
made from looking at Maslow's theory and from others is that we can expect
different people in different situations to be motivated in different ways and
toward different goals depending on what needs have been met. That is,
while the specific factors of Maslow's idea are not valid in all situations, the
idea that motivation can work in a hierarchical fashion is a valid concept.
However, to explain this further we end the discussion on this model by
taking the example of household customers and their different levels of
needs.
Maslow's Hierarchy of Needs for Household Customers
e Physiological needs

- Food, clothing, and shelter
e Safety needs

- Insurance, car safety features
e Social needs

- Love, acceptance & friendship etc.
e Esteem need

- Choice of stores, self-gifting
e Self-actualization needs

- Self-improvement activities
2. Sheth's Five Needs
Sheth had identified five levels of needs, which we are mentioning below,
with some examples
e Functional Need

- Those needs which satisty a physical functional purpose, e.g., soap.
e Social Need

- Needs that allow identification with desired groups, e.g., logos.

e Emotional Need

- Those needs which, create appropriate emotions, €.g., joy on getting
gift.

e Epistemic Need
- The Need for knowledge/information, e.g., Newspaper.
e Situational Need

- The needs, which are contingent on time/place, e.g., emergency
repairs

3. McClelland's Three Needs Theory

As we know, having studied this before McClelland had identified three
types of needs: Need for achievement, Need for Power, and Need for
Affiliation. These are denoted by NACH, NPOW, NAFF respectively. Let us
discuss them very briefly.

Customer and
Customer's Needs
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e NACH: Need for achievement: drive to excel: drive to achieve in
relation to a set of standards; to strive to succeed.

e NPOW: Need for power: the need to make others behave in a way that
they would not have otherwise.

e NAFF: Need for affiliation: the desire for friendly and close
interpersonal relationships.

e High NACH

Some people like goals, some do. These people are high achievers.

e They are not gamblers.

e They avoid very easy or very difficult tasks.

e Low odds of losing present no challenge to their skills.

e High odds of losing offer no rewards from happenstance success.

e  Get most satisfaction from "50-50 odds.

High NPOW

e These people like being "in charge".

e More interested in the prestige of power than in effective performance.
High NAFF

e These people strive for friendship.

e  Prefer cooperative rather than competitive situations.

e Desire relationship with a high degree of mutual understanding.
McClelland's idea suggests why it is that different people behave in different
ways. We all have more or less a need on some of these factors, making each
of us motivated toward different personal goals. People who have a higher
NACH would probably make better entrepreneurs or salespeople and be
lousy team players. People who have a higher NPOW would probably make
better leaders but could be obnoxious "arm twisters" as salespeople. People
who have a higher NAFF would probably make the best team players but
would lack the "self-drive" to be salespeople running their own territory. The
point of this is to note that different people have different personalities.
Check Your Progress 3

Describe Consumer motives with specific examples from your own life.



4.7 CUSTOMER EMOTIONS

Emotions

We can say that emotions are Consciousness of the occurrence of some
physiological arousal followed by a behavioural response along with
appraised meaning of both.

e Schachter's two-factor theory says:

- Experience of emotion depends on automatic arousal and its
cognitive interpretation.

- Marketers respond by designing the stimulus to fit appropriate
consumption emotions and aiding in message appraisal. e.g.,
symbolism in advertising.

Types of Emotions
e  Plutchik, Proposed Eight Primary Emotions:

- Fear: from timidity to terror

- Anger: from annoyance to rage

- Joy: from serenity to ecstasy

- Sadness: from pensiveness to grief

- Acceptance: from tolerance to adoration

- Disgust: from boredom to loathing

- Anticipation: from mindfulness to vigilance
- Surprise: from uncertainty to amazement

e Other emotions are combinations, e.g. joy and acceptance combine as
love; disgust and sadness combine as remorse.

Let us read the following section on Needs, Self- Expression, and, Consumer
Behaviour and try to assimilate and synthesize the concepts.

4.8 NEEDS, SELF-EXPRESSION, AND
CONSUMER BEHAVIOR

Needs, motivation and personality are related concepts and it would be
appropriate to consider them together in a practical context. Need is a state of
deprivation. Motivation is the drive, which propels a person towards
achieving his goals, and personality is a set of inner characteristics, which
enable a person to decide how he or she should respond to the environment.
Motivation and personality could be linked - a person with a high degree of
confidence may be assertive. There are several theories on personality.
Freudian theory assumes that the behaviour of individuals would be based on
unconscious needs and drives. According to this theory, the human
personality consists of three parts -id, ego and superego. The id is the
component, which consists of impulses and primitive instincts, which urge
the individual to move towards immediate gratification. A number of product
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categories which may not have well defined functional attributes, and which
are oriented towards sensual pleasure formulate communication, which may
appeal to the id part of the personality. Perfumes, cigarettes and liquor are
some categories, which make use of the approach. Black Knight and Bacardi
brands are examples, which have adopted this route to communication.

There are two kinds of needs - primary and secondary. Primary needs are
associated with physiological needs such as thirst, hunger and sex. Secondary
needs are acquired needs like sense of belonging, status and self-esteem.

Consumers may not consciously know their secondary needs and it is in this
situation that the symbolism associated with brands could appeal to
consumers.

Louis Philippe, Van Heusen, Park Avenue in apparel, Mercedes in
automobiles and Fastrack in watches are some examples, which reflect the
symbolism in brands. Consumers, by associating themselves with these
symbolic brands, are able to gratify their psychological needs. Research
methods are required to probe into such needs of consumers. Liril soap was
launched in the seventies after a research agency researched and found that
housewives had a distinctive need for fantasizing. This was captured in the
advertisement for Liril - waterfall, freshness (denoted by green) and the
indulgence of the model in the advertisement. This communication is still
being used (with variations brought in) after more than two decades.

Multiplicity of Needs

Normally consumers have more than one need and analysing the multiplicity
of needs (with their importance) could provide insights for marketers. A
buyer of no-frill Maruti may be interested in the brand because of its low
price, fuel economy and adequate comfort. But low price could be the pre-
potent need, which could take the brand into the consideration set of
consumers.

Types of Goals

Goals can be positive or negative. A positive goal is one towards which
behaviour is directed and a negative goal is one from which behaviour is
directed away. This concept is useful when USP (unique selling proposition)
is researched. For example: would consumers want white teeth or would they
like to prevent tooth decay, could be a decision which needs to be taken by
the marketer and the concept of goals are likely to be useful in this situation.

Extrinsic and Intrinsic Needs

Needs from the viewpoint of application to a practical context could be
classified as extrinsic and intrinsic needs. Extrinsic needs are those, which
motivate an individual to achieve an end result. Buying a status symbol
(designer watches or furniture) to impress others could be associated with
extrinsic needs. If the individual buys a car for his own comfort and
enjoyment, it gets associated with intrinsic needs. It may be worthwhile to
gauge the linkages between intrinsic and extrinsic needs before a
communication package is formulated for a brand. The example would



explain the concept of examining the linkages between intrinsic and extrinsic
needs. In-depth research is required to gauge the degree and importance of
these needs. This would also be useful to select the imagery, which needs to
be associated with the chosen USP. For example, Cielo carried imagery in
which the proud owner of the brand reflected his happiness at procuring the
brand after he had achieved success. This typically involves both intrinsic
and extrinsic motives.

Trade-off Motivators

Research has shown that the manner in which consumers perceive marketing
communication has important implications for marketers. This is especially
in the area of FMCG products such as fast foods. Healthy and fast (meaning
convenience) may be perceived as tasting bad and oriented towards laziness.
This ambiguity could be referred to as trade-off motivators and marketing

Self-Concepts and Their Implications

In almost any category in consumer products, symbolism makes use of self-
concept. Self- concept is the image an individual holds about himself. There
are a variety of self-concepts, which could be wuseful to marketing
communication.

They are:

a) Actual Self-Concept - How the individual perceives himself. A group of
consumers may perceive themselves as rebellious, non-conformists who
seek individuality and freedom in their lifestyles. Charms brand of
cigarettes, during the early eighties, was perhaps one of the early brands
in the Indian context to create a brand personality using the power of
self- concept. The Spirit of Freedom and Charms is the way you are,
were some of the punch lines in the advertisement of the brand, which
featured young models. In order to add to the claims about freedom they
had packaged the brand in the pack, which carried a denim type of
design. This was the time when denim, which has its origin in the US,
was getting accepted in the Indian context for its functional and symbolic
appeals. The lifestyle type of advertising and the association (normally
associated in the West with casualness and freedom) made the brand an
inherent part of the youth culture during its time, The brand had used
either actual self-concept or others actual self-concept (how an individual
likes other to perceive him).

b) Ideal Self-Concept - This is concerned with how an individual would
like to ideally perceive himself. There is a thin line of difference in that
ideal self-concept has an overtone of futuristic aspiration in it (more-
deeper than an active self-image) - the individual perceives the ideal
image of himself or herself based on his aspiration needs and this would
depend on the individual status - financial and educational, childhood
upbringing, environmental exposure and personality traits. An upcoming
businessman may buy the Lacoste brand of apparel, which is associated
with the profile of a globetrotter, club membership, some, kind of
exclusivity and perhaps certain up market sports. There could also be a
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variant of this kind of self-concept in the form of others ideal self-
concept (how others should ideally perceive the individual). The
individual may use status symbols impress others (others ideal self-
concept) but may resist from using them whenever there is a situation
where the individual feels others do not matter (personal discretionary
time/leisure etc. vis-a-vis professional work). Marketers could use such
psychographic information with time styles (how individuals spend their
time) to come up with appropriate appeals for products and services
(vacation and week-end cars are examples of categories where these
kinds of orientation are likely to be useful).

¢) Expected Self-Image -This kind of image is between actual and ideal
self-images. It is likely to be useful to marketers because changing the
self-image radically towards the ideal image would be difficult and
expected self-image is one which consumer could identify with. A
typical example is the advertisements of computer education institutes,
which attempt to draw prospective consumers for their courses generally
ranging from a few weeks to two years. Though there is an element of
aspiration, consumers feel it leads to a situation which is a stepping stone
(completion of the course to get a job) rather than the realization of their
dreams (the ultimate ideal self- image). For a given target segment, the
short-term aspirations may reflect actual self-concepts and the long term
ones the ideal self-concepts. Individual differences as reflected through
self-perception, sensitivity to others perception and rational and irrational
needs form the basis on which brands carry their psychological warfare
in the minds of consumers.

Inner-Directedness and Other-Directedness of Consumers

There may be broadly two kinds of consumers - inner-directed ones and
other-directed ones. Inner-directed consumers look to themselves for
following a specific lifestyle, forming attitudes towards product categories
and brands and in general for purchase decisions. Other-directed consumers
are influenced by their peers, neighbours and by groups with which they
interact on a regular basis or by aspiration groups. The soft drink brand,
Sprite, which positioned itself as a 'non-pseudo' drink, is probably a brand
targeted towards inner-directed consumers. Other-directed brands are those,
which strongly emphasize the group or symbolize others' self-concept (Gold
Flake and Bacardi are examples).

Personality Traits and Their Applications

Traits are enduring and distinguishing. Characteristics that differentiate one
individual from the other are helpful to marketers in a variety of ways. Let us
discuss some of these traits and look for their application.

Consumer Innovativeness

This aspect of personality may be useful to both FMCG products and
durables. It enables marketers to identify and target consumers who would be
receptive to new product categories. A number of new product categories are
being introduced and specifically these categories will benefit from



identifying the innovators. (Mobile phones, electronic toys, plasma TVs,
World Space music systems, special types of watches such as 'Ecodrive' from
Citizen and electric cars are some categories, which may benefit from the
identification of innovator profile). Innovators would also form a good base
of consumers who would spread the word about the category or brand. There
is a need to ensure that innovators are not only satisfied with the product but
also with the service that is packaged with the product. It may be worthwhile
for marketers to find out if these types of consumers perceive the benefits
offered by a new category of products. For instance, products such as a three-
in-one (which comprised a transistor, tape recorder and record player)
introduced in the early seventies did not catch on even though a few
innovators bought this product. With a narrow plane of differentiation
existing in the cola market, a brand could come out with a cola fortified with
vitamins and the success of such a product would depend on the perception of
innovators.

Consumer Ethnocentrism

Ethnocentrism is the tendency of a consumer to prefer products made in
his/her country (vis-a-vis products made in a foreign country). The Ruf and
Tuf jeans brand is a good example of a brand attempting ethnocentrism. Jeans
as a category are of foreign origin and consumers have been used to a number
of foreign brands. Indian’s Mills (which launched Ruf? and Tuf?) found that
aspiration levels of consumer groups in semi-urban towns with regard to the
product category were high but their affordability only permitted them to buy
jeans, which were clones/duplicates of well-known brands and of inferior
quality. There was a need for a good quality jeans brand at affordable prices.
Ruf and Tuf was launched with a celebrity and the brand followed this up
with a campaign, which emphasised the ethnicity of the brand. The campaign
was effective in removing the perception that only foreign brands were
associated with the category. Bajaj launched the ‘Hamara Bajaj’ campaign in
the nineties when it found that competitive brands were making a dent in its
share. The campaign made use of the popularity of the brand throughout the
country (not only in urban areas in which the presence of competitive brands
was felt). The problem of grey markets in categories such as cigarettes,
perfumes and consumer electronics could be effectively tackled by using
ethnocentrism (variations of the concept). A grey market is one in which
smuggled brands (though original) are made available through illegal
channels of distribution. If a foreign company has a manufacturing or a
collaborative arrangement in the country, it could highlight this aspect in the
brand communication and thus develop a favourable attitude for the brand.

Consumer Optimum Stimulation Level

The intensity of physical or mental or sensory activity in individual
experiences could be referred to as stimulation level. Due to the differences
in personality factors and lifestyles, individuals vary in the stimulation levels
they experience. Individuals with a high level of stimulation are likely to find
ways to reduce the stimulation levels and individuals with a low level are
likely to make attempts to increase their level of stimulation. The marketing
implication could be explained through a typical example involving the
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selection of a vacation that could range from adventure-filled ones to those,
which offer tranquillity and peace. Another application of stimulation levels
could be that associated with the management of product lines in FMCG
categories such as biscuits, chocolates, toothpastes and even cigarettes. One
of the objectives of launching variants (in the form of flavours and tastes) is
to ensure that consumers do not change the brand. It may be worthwhile for a
brand to find out through research if loyal consumers need variety to gratify
their stimulation levels. Revenue from variants would have to be carefully
managed for product line profits and stimulation levels of consumers may be
a useful point to be taken into consideration.

Consumer Dogmatism

This refers to a trait which is responsible for the individual's resistance
whenever the information provided to the individual is not in tune with
his/her beliefs (degree of rigidity towards beliefs not in tune with these
beliefs). Consumers who have a low level of dogmatism are likely to be more
open to marketing communication than those who have a high level of
dogmatism. Exploring the cognitive aspects of attitude among the target
segment could be very useful to marketers, especially before they formulate
the communication for a brand. The usefulness will be more pronounced for a
'new concept' product. For instance, among the target segment for water
purifiers, there may be a set of consumers who strongly believe that the
process of purification is likely to be hazardous to health and that the end
benefit of purified water could be obtained through a brand of water filter.
This kind of belief has to be carefully dealt with using a combination of
promotional methods (advertisements, personal selling and perhaps
demonstration with sophisticated methods and research data). Permission
marketing which involves creating an involvement from the consumer's end
is likely to be effective in providing a foundation to communicate with the
consumer and slowly reduce the intensity of dogmatism. From among the
target segment for the product (water filter), it may be +useful to gather data
on how many would be interested in obtaining information on the brand
(which would also include the kind of information which will address wrong
beliefs). If the brand is able to communicate effectively with this cross-
section of consumers, there are chances that 'word of mouth' could take over
and spread to other consumers in the target segment. This approach is likely
to be more effective than a high visibility campaign, which directly attacks
the set beliefs held by a cross-section of consumers. A spate of
advertisements, if used, may become counter-productive if they generate
counter-arguments in the psyche of dogmatic consumers. Consumers may
feel that the brand is attempting to force itself on them by the sponsorship of
a blitzkrieg.

The qualitative aspects of personality-oriented concepts offer several creative
avenues for marketers.

4.9 LET US SUM UP

Customer is someone who purchases the product whereas a consumer is the
one who actually uses the product. A consumer is also known as the end-user



of the product. Thus, it should be clear that a distinction needs to be made in
the two. Needs are basic human requirements. Needs are the essential
requirements which must be satisfied for survival. E.g., need for food, water,
air, shelter, etc. However, needs are not only restricted to basic needs and in
the study of consumer behaviour, we can stretch the classification of needs as
primary and secondary needs. Secondary needs are also known as acquired
needs. We learn these needs in response to the environment within which we
live.

There are a number of reasons which can give birth to needs. These are:
Physiological, Cognitive, Environmental, Emotional.

Goals are known as the sought-after result of motivational behaviour. Goals-
may be generic or specific. Selection of goals depends upon certain factors.
For a given need, choice of the goal to satisfy the need will depend on a
number of things which are as below:

e  Personal experience

e Social and cultural norms and values
e Personal norms and values

e Physical and or intellectual capacity
e Accessibility of goal

e Self-image

The unit discussed the relationship between needs and wants. We also
discussed the factors determining customer needs and wants.

Motives mean a construct representing an unobservable force that stimulates
and compels a behavioural response and provides specific direction to that
response. Motives can be multiple in nature and existence. The unit discussed
some theories on motivation. The discussion of these theories makes it easy
for us to understand how consumers would likely behave under given
circumstances.

We can say that emotions are "Consciousness of the occurrence of some
physiological arousal followed by a behavioural response along with
appraised meaning of both." There are largely eight kinds of emotions. Other
emotions can be figured out by a mix of these eight emotions. So, to be a
successful retailer, we need to understand the customer emotions and their
implications for

The consumer response is also an outcome of self-concept and his personality
traits. An understanding of these factors can really help in predicting and
influencing the customer's behaviour.
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