
Retail Mix 

  The combination of merchandise, assortment, price,     
promotion, customer service, and store layout that best 
serves the segments targeted by the retailer 
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Customer Satisfaction 

  Occurs when the total shopping experience of the 
customer has been met or exceeded 

  What is the cost of a new customer? 
  Should we attempt to keep current customers happy? 
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Customer Services: p66 

  Include the activities the retailer performs that influence: 

1.  the ease with which a potential customer can shop or learn 
about the store’s offering (pre-transaction)  

2.  the ease with which a transaction can be completed once 
the customer attempts to make a purchase (transaction) 

3.  the customer’s satisfaction with the purchase (post-
transaction) 
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Customer services: 
1 pre-transaction 2 transaction 3 post-transaction 
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Common services: 

  Having products that satisfy the customers’ needs and wants 

  Alteration service, fitting rooms, delivery, credit, extended shopping 
hours, short checkout lines, gift wrapping, parking, merchandise 
return privileges 

  May also have options to shop at home, through catalogues, Internet 
shopping 

  These services are not merchandise or services offered for 
sale....they merely attract the customer the retailer is targeting  
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Market Segmentation 

  Market Segmentation 
  Is the dividing of a heterogeneous consumer population into 

smaller, more homogeneous groups based on their characteristics 

  Identifying who the customers are, how they think, what they do 
  Helping to identify needs, desires, perceptions, and shopping 

behaviours 

  How can retailers do this? 
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Current Trends Affect the Way the Consumer Behaves 
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Population Trends 

   Population Growth 
   Age Distribution 
   Geographic Trends 
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Population Trends 

   Population Variables 
  Include population growth trends, age distributions, and geographic trends 
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Source:	  World	  Popula/on	  Prospects:	  The	  2004	  Revision	  (2005).	  

2000 2050 



Japan’s forecast: 
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Geographic Trends 

  Micromarketing merchandising 
  Is the tailoring of merchandise in each store to the 

preferences of its neighborhood 

 For example, does the Wuxi customer demand the same 
products as Guangzhou or Shenzhen? 

 How may they be different? 
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Social Trends: 

   Education 
   State of Marriage and Divorce 
   Makeup of the household 
   Changing nature of Work 
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Economic Trends: 

   Income Growth 
  rising incomes, minimum wages 

   Personal Savings 
  interest rates for savings, certainty and stability 

   Women in the Labor Force 
  more women in the labour force has an effect 
  dual-income households 
  less time for traditional household duties such as cleaning, shopping 

   Widespread Use of Credit 
  credit facilities: availability of bank loans, credit cards, store cards 
  people’s willingness to use it crucial 
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Economic Trends: 

  Disposable Income 
  Is personal income less personal taxes 
 People moving into different income levels and class 
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Economic Trends 

  Discretionary Income 
  Is disposable income minus the money needed for 

necessities to sustain life 
 Many factors affect this 
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Consumer Behavior Model 

   Stimulus 
   Problem Recognition 
   Active Information Gathering (Search) 
   Evaluate Alternatives 
   Purchase 
   Post-Purchase Evaluation 
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Consumer Behavior Model 

   Stimulus 
 Refers to: 
1.  cue that is external to the individual 
2.  drive that is internal to the individual 

  Customers may be exposed to both of the stimuli 
  you may see an advertisement (cue) for a restaurant at the 

same time that you are hungry (drive)   



Consumer Behavior Model 

   Cue 
 Refers to any object or phenomenon in the environment that 

is capable of eliciting a response 
 Common examples of retail marketing stimuli: 

 advertisements 
 point-of-purchases 
 displays 
 coupons 
 salespeople 
  free-sample 



Consumer Behavior Model 

   Drive 
 Refers to a motivating force that directs behavior 
 Drives can be  

 physiologically based (hunger and the need to stay warm) 
  learned (the desire to go on holiday) 

 When a drive is strong, it is likely to prompt purchase 
behaviour 
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Consumer Behavior Model 

  Passive Information Gathering 
  Is the receiving and processing of information regarding the 

existence and quality of merchandise, services, stores, 
convenience, pricing, advertising, and any other factors that 
a consumer might consider in making a purchase 
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Consumer Behavior Model 

  Problem Recognition 
 Occurs when the consumer’s desired state of affairs departs 

sufficiently from the actual state of affairs, placing the 
consumer in a state of unrest 

 Recognising that we have a problem that needs attention 



Consumer Behavior Model: 

  Problem Solving 

  Habitual problem solving 
 Occurs when the consumer relies on past experiences and 

learning to convert the problem into a situation in which less 
thought is required – buying essentials (toothpaste, milk, 
bread) – low cost and low risk 

 The consumer has a strong preference for the brand to buy 
and the retailer from which to purchase it 
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Consumer Behavior Model: 

  Limited Problem Solving 
 Occurs when the consumer has a strong preference for 

either the brand or the store, but not both. 
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Consumer Behavior Model: 

  Problem Solving 

  Extended Problem Solving 
 Occurs when the consumer recognizes a problem but has 

decided on neither the brand nor the store 
 Time consuming 
 Products that one doesn’t buy frequently 



Consumer Behavior Model 

  Active Information Gathering 
 Occurs when consumers proactively gather information 



Consumer Behavior Model 

  Attributes 
 Refers to the characteristics of the store and its products and 

services. 



Consumer Behavior Model 

  Evaluate Alternatives 
 Occurs when consumers make judgments regarding the 

individual product attributes of a retailer and/or product. 
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Consumer Behavior Model 

  Purchase 
 The purchase stage may include final negotiation, application 

for credit if necessary, and the determination of the terms of 
purchase. 
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Consumer Behavior Model 

  Post-Purchase Evaluation 
 Consumer perceptions toward the retailer and/or product 

purchased after use and evaluation. 
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Consumer Behavior Model 

  Post-Purchase Resentment 
 Arises when after the consumer becomes dissatisfied with 

the product, service, or retailer and thus begins to regret the 
purchase was made. 

 32 



Consumer Behaviour Model: 

  Now I would like you to work through the model about your own 
behaviour 
  Choose something that you recently purchased for around 

300rmb-1000rmb 

1.  Begin with the Stimulus and Problem recognition 
2.  Then the Problem Solving stage  
3.  The actual purchase 
4.  and evaluate the post-purchase 

  I will then ask some people to explain to the class about your 
consumer behaviour 
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Population Trends 
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