Retailing
“It includes all the activities involved in selling goods or services directly to final consumers for their personal, nonbusiness use.”

· Philip Kotler

Types of Retailers

1. Store Retailers: Consumers today can shop for goods and services in a wide variety of stores.  They include the following:

1.1 Speciality Store: A speciality store carries a narrow product line with a deep assortment within that line.  Examples of speciality retailers are apparel stores, sporting-goods stores, furniture stores, bookstores, etc.  Speciality stores can be subclassified by the degree of narrowness in their product line.  A clothing store would be a single-line store; a men’s clothing store would be a limited-line store; and a men’s custom store would be a superspeciality store.

1.2 Departmental Store: A departmental store carries several product lines, typically household goods, clothing, home furnishings where each line is operated as a separate department managed. Example: Kannan Departmental Store

1.3 Super Market: A supermarket is a relatively large, low-cost, low-margin, high-volume, self-service operation designed to serve the consumer’s total needs for food, laundry, and household-maintenance products.  Supermarkets earn an operating profit of only about 1% on their sales and 10% on their networth.  Example: Food World

1.4 Convenience Stores: are relatively small stores that are located near residential areas, are open long hours and seven days a week, and carry a limited line of high-turnover convenience products.  Their long hours and their use by consumers mainly for “fill-in” purchases make them relatively high-price operations.  They fill an important consumer need, and people seem willing to pay for the convenience.

1.5 Superstore, Combination Store, and Hypermarket: Superstores average 35,000 sq.ft of selling space and aim at meeting the consumers’ total needs for routinely purchased food and nonfood items.  Combination store represent a diversification of the supermarket store into the growing drug-and-prescription field.  Combination food and drug stores average 55,000 sq.ft of selling space.  Hypermarkets are even larger, ranging between 80,000 and 2,20,000 sq.ft.  The hypermarket combines supermarket, discount, and warehouse retailing principles.  Its product assortment goes beyond routinely purchased goods and includes furniture, large and small appliances, clothing items, and many other items.  The basic approach is bulk display and minimum handling by store personnel, with discounts offered to customers who are willing to carry heavy appliances and furniture out of the store.
1.6 Discount Store: A discount store sells standard merchandise at lower prices by accepting lower margins and selling higher volumes.  The use of occasional discounts or specials does not make a discount store.  A discount store regularly sells it merchandise at lower prices, offering mostly national brands, not inferior goods.  Early discount stores cut expenses by operating in warehouse like facilities in low-rent but heavily crowded places. Example: Subiksha

1.7 Off-price Retailers: Off-price retailers buy at less than regular wholesale prices and charge consumers less than retail.  They tend to 
carry a changing and unstable collection of higher-quality merchandise, often-leftover goods, over runs, and irregulars obtained at reduced prices from manufacturers or other retailers.  

1.7 Catalog Showroom: A catalog showroom sells a broad selection of high-markup, fast-moving, branded goods at discount prices.  These include jewelery, power tools, cameras, luggage, small appliances, toys, and sporting goods.  

2. Non-Store Retailing: 

2.1 Direct Selling: It includes door-knocking – door to door, office to office etc.  They make cold calls most of the time.  A variant of directselling is called multilevel marketing, whereby companies like Amway reruit independent business people who act as a distributor for their products, who in turn recruit and sell to subdistributors, who eventually recruit others to sell their products, usually in customer homes.  A distributor’s compensation includes a percentage of the sales to the eitire sales group that the distributor recruited as well as earnings on any directsales to retail customers. 

2.2 Direct Marketing: has its roots in mail-order marketing but today includes reaching people in other ways than visiting their homes or offices, including telemarketing, television direct response marketing, and electronic shopping.  

2.3 Automatic Vending: has been applied to a considerable variety of merchandise, including impulse goods with high convenience value (softdrinks, candy, hot beverages etc).

2.4 Buying Service: A buying service is a store-less retailer serving specific clienteles –usually the employees of large organizations, such as schools, hospitals, government agencies. 
