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| Analyze the importance of store location and identify the opportunities of selection a particular store
; location.(K4)
4 Understand the competitive advantage of store design and process of merchandise planning.(K2)
S Determine the pricing strategy and promotional strategies (K3).
: Out Comes / e
< ut Comes Jivery
T ., Topics : o Book/ | Contact | Delivery
| UNIT Bll(:)‘n(\l S No. Topics/Activity Referenc | Hour Method
r | 1. Introduction to Retail Management
' 1.1 Introduction — [ TLT2 I
| 12 Meaning of Retailing | TLT2 o
! 13 Econ_qmic Significance of TIT2 |
‘ Retailing
L4 Retailing Management Decision TIT2 1
Process
. I ‘ CO1{K2| 15 Product Retailing vs. Service TIT2 1 Chalk & Talk,
| ‘ ' Retailing T B PPT
| , 1.6 Retailing Marketing Environment T1,T2 | Tutorial Active
; 17 Elen)en(s in a Retail Marketing TIT2 | Learning &
\ Environment CaseStudy
! 1.8 Environmental Issues T1,T2 |
1 1.9 Indian vs. Global Scenario T1.T2 ]
"?mfcm '
beyond l Current Trends in Retail TILT2
| Syllabus | 1.10 Marketing / Relevant case studies i I
(1 to be discussed
% needed) | ‘
1 1 i Total 10 -
[ 2. The Retail Marketing Segmentation
\ y Introduction, Importance of - Tj l Chalk & Talk.
\ = Market ’ PPT
] I ! CO2(K2| [ 22 Segmentation in Retail ) I Tutorial Active
| \ 23 | Targeted Marketing Efforts TI.T3 I Learning & Case
L4 | Critera for Effective TI,T3 ] Sfudy
\ - Segmentation, Dimensions

|
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of Segmentation. Positioning, R (e -
! Decisions Limitations of
( Market Segmentation
Store [ ocation and Layout: 1,13
PIS, Introduction, Site Evaluation, 1
Site Selection
Types of Retail Stores Tocation, LT
2.0 Factors Affecting Retail |Location |
| Declsions, e T T3
. "7 Country/Region Analysis, Trade T1,13 |
| 7| Area Analysis,
} 2.8 Location Based Retail Strategics T1,T3 —
Content 1 T B L
beyond ~ Relevant case studics to be T1,,13 2
Syllabus 29 discussed
|ooar
|neededy | 1
"' Total 11
- .
' 3. StoreLocation and Layout
Introduction,
3.1
32 Target Market and Retail
' Format
33 Gauging Growth Opportunities m
| 3.4 Building a Sustainable -
Competitive Advantage,
3.5 The Strategic Retail Planning
m | co3[K2] Process,
- = Chal :
L | Lavout Differentiation T2 1 2 ‘;,g‘TT““‘*
. Strategies R Tutorial Active
., . . . C
3.7 Positioning Decisions '11;11, T2, - Learning & Cas
—r : Stud
3.8 Retail Pricing- Introduction, T1, T2, | J
i Establishing Pricing Policies, R1
Factors Influencing Pricing, INIpI2S
o Pricing Strategies, R1
2 Psychological pricing, Mark- !
up and Mark-down Pricing
Content T, T2,
beyond Relevant case studies to be R1
Syllabus 3.10 | discussed 2
(if
needed)
11
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4. Castomer felationship Aanagement in
Retailing |
\ Al
Introduction. & Benefite ol r, 1 | |
Relationship Marketing, ‘ RS | l
. , ‘
) Management of felationship, I : 1 |
‘ Principles of (CRM 1 ; ;
i ) |
i Customer Relationship . : | |
Management Strategies ‘ R -
. .12, |
v Components ol CRM a3 | I
P Customer Serviee in Retarhing. ri, 12, | | Chalk & Talk,
PY CrMand Loyalty [rogram l R3 [ ' PPl
| Understanding Integrated .72, | | [ytorial Active
o Varketing Communte ation { [ ! | Learming & Lase
f - 7 v ' WSS 4 |2. \"lld}
. Integrated marketing process. ] |
: Fools of IMC. ' R !
. | Ipe | 'lnnhnllM‘ M, 2. ‘ |
18 [\U)IHIHL . R 1 |
} - . i \ - |
| Factors influencing the ' T1.T2 .
19 | Increased use of sales ‘ "”“' | ,
- promotion -
|promotion | NN VN
| |
| Current Trends in | T1.T2 ‘
410 CRM/Relevant case studies ‘ f.{3~. 2|
to be discussed l |

I 5 Introduction
B R3 |
= ,__,———‘4
s, | Stages in Retail Global Tléfm |
e < N S
Evolution of Global T1, T2, I
5.3 R3
et = //
54 Reasons for Going Global T1, T2, 1 Chalk & Talk.
' R3 PP
55 Benefits of Going Global T1, T2, 1 Tutorial Active
' R3 Learning & Case
56 Other Opportunities Tll.{;l?, | Study
__,—/__,__’_—/
Other Benefits ofGoing TRL A,
57 | Global R3 '
5.8 Market Entry methods T1, T2, |
_’—/__BE’__,_
5.9 Global Market Entry methods T1, T2, |
| L S SO R3
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s\ T : g it -
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ik and Kaneez Fatima, “Retail Managcmcm". Himalaya publishing House, Mumbat. 2012

: v ) Lamba “The Art .»rRc{niImgﬁ'&].ﬂc’(;{n{; il Education Pyt | N Delht. 201
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' Sivakumar, A, “Retail Marketing”", Excel Books, New Delhi. 2007
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i i.! Jaculty Ms. Ch. Pavani
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ii. | Course Coordinator Ms. M. Prashanthi
iii | Module Coordinator Ms. OVAM Sridevi
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