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Abstract
The purpose of this study was to determine the various marketing strategies of Avenue supermarket in the retail sector of India. In which the researcher follows the objectives to find more strategies for improvement of the supermarket. The research is important for this time, which improve the market strategies by increasing the sale and promote the retail market sector.
In this study the researcher, review the past literature of different researcher, by the deep study from them, to find the solutions. Furthermore, the research objective was to understand the strategies of the retail sector currently using and have to use in future, which increase the goodwill of the company and create a good image in the mind of the consumers. The research also highlighted the impact of retail positioning strategy, target market analysis in the retail sector. Meanwhile, the research is conduct as quantitative, through a survey questionnaire. A sample of 50 respondents, where the population of the research are customers of avenue supermarket.

The researcher analyses the conducted result from SPSS software and discusses the findings of the impact of marketing strategies on the retail sector. Meanwhile, the researcher recommends the organisation to follow these market strategies to improve the retail avenue market. 
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CHAPTER 1: INTRODUCTION
Introduction 

The purpose of this chapter is to provide a foundation of this study, which is divided into different parts include the background of the study, research aim, research objectives and research question.

Background of the study/ Research rationale 

The study is based on the impact of marketing strategies of Avenue supermarket on the retail sector. Choosing a strategy of marketing to carry out the different operations of the business is not an easy task for the organization. As there is a number of the factor which used to be considered by the Avenue supermarket before selecting the strategies as this factor used to affect the organization in many ways (Walliman, 2017). As explained in the above section also that there is a good trend of expanding the business to a global level, the selection of the marketing strategies also becomes a difficult task for the organization. Especially for the organization such as Avenue supermarket which are is dealing in the retail industry, the reason behind the same is that it creates a variety of obstacles such as coverage area of marketing strategies. All the organizations used to advertise the company product in the market but sometimes, it happens that they are not able to cover a good amount of the customer from the market as the selected strategies are not able to attract the eye of the customer as expected. 

As per the study conducted by O'Leary, (2018) states that marketing strategies are the different models and methods which are generally used by the organization in promoting the product and the services of the organization. There is a good trend among all the organization to expand its business at the global level by the way of diversifying their business activity (Bala, et al., 2017). Marketing strategy and the strategies are one of the common methods or strategies which are used by the organization to build a good image and of the company at both international and the national level. Different strategies include market research, 

Advertising the product, sales promotion, and pricing and selling. Generally, all the organizations used to adopt the strategies on the basis of the business nature and operation of the business. The main purpose of all the organization behind the adoption of marketing strategies of Avenue supercar is to achieve the aim and objective of business in the long run (Quinlan, et al., 2019). This study is indented to analyse the marketing strategies and their effectiveness in the retail sector would examine the effectiveness of different marketing strategies and strategies of the marketing for the organization. This report would also help the company in understanding consumer behaviour. 

According to the most conservative estimates, the annual retail sector in India is $ 200 billion, although analysts at the American consulting company AT Kearney estimates it at $ 330 billion, considering it the second-largest undeveloped retail market in the world after the Chinese ($ 628 billion). Over the past five years, retail sales in India have been growing at an average rate of 10% per year (Bhat, and Singh, 2018). This is largely due to the growing middle class - now its number is about 100 million people or almost 10% of the population, and every year this social layer is replenished by another 20 million people. According to the Worldwide Retail Development Index, compiled annually by AT Kearney, taking into account such indicators as insurance risks, market saturation with modern retail space, the presence of foreign chains, In 2005, India became the most attractive country for retailers. At the same time, the most promising retail sectors are food and clothing.

Retail marketing, or retail marketing, has tightly entered the life of modern retail companies, whether it is a supermarket chain, an ordinary clothing store, a grocery store, a hairdresser or a car dealership. It is difficult to imagine the successful development of the retail business without customers, and, accordingly, without the use of marketing tools, thanks to which customers come to the store.
However, a study conducted by (Dadzie, et al., 2017) states that retail marketing, in fact, is the whole art of attracting, maintaining and increasing the number of consumers by creating the confidence of each customer that it is of the highest value to the company. To own such art is the work of a marketer, who is assigned one of the main roles at trading enterprises. Currently, the goal of retail marketing is not just selling goods to the buyer. A general increase in sales increased brand recognition by the target audience, the creation of various kinds of barriers for competitors, the formation of customer preferences and commitment to certain brands, increased awareness of market participants about the benefits of the proposed brand. Competent product positioning, effective advertising - this is an incomplete list of results that can be achieved through retail marketing (Ramanathan, et al., 2017). 

Therefore, if as a result, the main desire of the consumer will be the decision to purchase the goods, then we can talk about successful marketing work. The modern market requires a serious approach, research, processing and analysis of information, without which it will be impossible to take into account the capabilities of any potential consumer.

Therefore, entering the market, the company should offer not just a product, but a means of solving the problem for buyers (Grandi, et al., 2019). And in this situation, retail marketing can come to the rescue, the successful activity of which will certainly lead the company to prosperity.
Evaluating the effects of retail marketing in a company is as important as all the other steps that you need to take to operate a successful business because absolutely all companies want to succeed in their field (Shaikh, et al., 2018). And for the prosperity of the company, a system of factors is important: from the right strategy, an excellent information system, the exact implementation of the marketing program to the complete satisfaction of customer needs, which is his main goal.

The retail sector prefers to use simple marketing and branding techniques for their customers. Some marketing methods include website development, direct mail efforts such as postcards or booklets, or email marketing campaigns, including newsletters. These marketing efforts are very effective in reducing costs - they allow you to contact customers at minimal cost and begin the steps of developing a recognizable brand (Cotterill, 2019). One of the advantages of small business is elasticity. Despite the fact that the company does not have an unlimited amount of money to invest in marketing, they have the advantage of being able to make quick decisions. 

If the marketing strategy does not work, these firms can quickly change their line of business and respond to the needs of a changing market. Small firms do have some advantages over large firms. How much can their marketing strategy change during the week? Small business marketing is something that should be consistently done, almost on a daily basis (Grimmer, et al., 2017). You can freely implement many marketing mechanisms, such as daily emails, blogs for your websites, leaflets on glass and door pendants. 

The Indian retail sector will be able to stay afloat if the marketing plan for goods and services is competently and correctly developed. According to most researchers, a marketing strategy is a certain plan of action or a set of measures aimed at achieving goals and increasing sales [9]. Often, these actions are not planned in advance and tactical decisions are made based on the current economic situation (Grzeskowiak, et al., 2016). Currently, the needs and wishes of consumers are subject to rapid and frequent changes. The economic environment is becoming increasingly unstable and small business executives should understand the importance and impact of strategic marketing on company operations. 

Of course, the marketing strategy is not the only functional strategy of the company, but it plays an important role. Thanks to her, it is possible to determine the target markets and, based on this, choose the appropriate marketing approaches and activities. This strategy takes into account the demand, needs, and wishes of customers and determines how the company can satisfy them. 
Marketing strategy is one of the dominant links in the sustainable development of any company. The fundamental idea of ​​marketing is that those companies achieve the greatest success, all of whose productive actions combined to meet consumer expectations. Among the possible and formed strategies, a certain basic strategy was chosen (Filipe, et al., 2017). When choosing, the results of the risk assessment were taken into account. Now you need to design your marketing activities in accordance with it. What are marketing projects, how are they compiled, what are the most common mistakes newcomers to design?

The prevailing prejudice in our country in recent times about the incompatibility of the market system and project management methods is easily refuted by the living practice of organizing marketing activities (Rubio, et al., 2017). Its managerial basis is precisely the variety of plans: long-, medium- and short-term. A long-term strategic marketing project can be designed for 10, 15 and even 25 years. The main work plan is usually considered the annual plan, which includes quarterly breakdowns.

Marketing plans can be either rigid or flexible. The degree of their flexibility grows with uncertainty and complications in predicting the market situation, including the behaviour of both customers and competitors (already known or emerging). In mature, stable markets with easily predictable demand parameters and traditions of participants' behaviour, detailed formalized projects are usually applied, the development of which is entrusted to specially designated persons in charge or even to the design apparatus (Fuentes-Blasco, et al., 2017). In situations with a high level of uncertainty and risk instability, flexible scenarios are preferable that are developed with the participation of a wider range of expert experts and involve prompt adjustment of projects as soon as threats or prospects are not foreseen (SWOT analysis).

Understanding that the implementation of a marketing strategy designed specifically for your business can be highly effective in attracting new customers and improving the image of the company before the public already reached. it is necessary to apply the points addressed by it on the day to the company day (Fuentes-Blasco, et al., 2017). In this way, visualizing the objectives outlined on paper will also be possible in practice. Today's consumers know its importance to the entrepreneur, so they rarely make purchases or do business on an impulse.

Combining this with times of crisis, the tendency is for the consumer to show an even more cautious behaviour in relation to their expenses, emphasizing the quality of service, services provided and the product as a whole. The poorly served consumer will advertise the business negatively, driving other potential customers away for failures that could be avoided with after-sales techniques.

Thus, companies need to understand that marketing is not just pre-sales but also complements post-sales, and it is the company's duty to make clear the importance of consumers returning or considering their brand as a reference for future purchases and make positive indications about the experience. Currently, all foreign retailers can operate in India on a franchise basis or through a joint venture with Indian companies (Ottman, 2017). Thus, for example, the British network Marks & Spencer, the Hong Kong Dairy Farm International and Lifestyle International from the UAE. Next year, British Next, Body Shop and Mothercare will open their franchised stores. South African Shoprite Holdings and German Metro carry out wholesale trade in India.

In the summer, the Indian government promised before the end of this year to lift the ban on foreign direct investment in the country's retail sector, in force since 1998 (Willems, et al., 2016). One of the projects discussed by Indian lawmakers proposes to allow foreigners to open networks with 100 per cent foreign capital, but a more realistic option is to allow a share from 24 to 49% in a joint venture with Indian retail companies.
The Indian retail market is very fragmented. The vast majority of stores (about 97%) are small family shops, the number of which exceeds 12 million, and large national supermarket chains such as Pantaloon, Westside and Big Bazaar market leaders account for only 3% of sales ($ 6.4 billion). However, in the next five years their share is projected to increase to 8-10% (Sivapalan, and Jebarajakirthy, 2017). Not surprisingly, in this situation, Western retail chains are showing an increased interest in the Indian market. In October, a delegation of American Wal-Mart (for the second time in a year) and the French Carrefour visited Delhi. The French retailer Casino Guichard Perrachon also plans to enter the Indian market. Tesco's efforts to enter the Indian market are actively supported by the British government.

The arrival of foreign players will help to solve such problems as the weak distribution and marketing of goods, especially food, underdeveloped marketing technologies, and operating activities, as well as increase competition, as was already the case when world retailers entered other developing markets - in Brazil, China, Mexico, Russia. In addition, the inflow of foreign capital means the creation of new jobs and increased purchases of local products (Gichunge, et al., 2017). So, Wal-Mart opened in Bangalore its own centre for the procurement of Indian textiles and accessories. The volume of local products purchased by the company over the past two years has grown by 30% annually - faster than in any other country in the world.

Another issue that is faced is regarding the spelling error or the language mistake in the marketing campaign which used to affect the goodwill of the company in the long run of the business (Boyack, et al., 2018). Selecting the strategies is the primary work but at the time the retailer also has to understand that customers are of a heterogeneous nature they are influenced by the different factors such as income, age, living, and literacy level. There is some organization also in the retail industry which used try to focus on customer satisfaction rather than focusing on the marketing strategies and the strategy (Cision, 2019). As the cost used to play a crucial role in the promotion of the product. 

Research Aim 

To identify the impact of various marketing strategies of Avenue supermarket on the retails sector of India 

Research Objectives

The objective of this study is as follow 

· To find the impact of store location strategy of Avenue supermarket on the Indian retail sector. 

· To find the impact of the promotional strategy of Avenue supermarket on the Indian retail sector. 

· To find the impact of target market analysis strategy on the Indian retail sector. 

· To find the impact of retail positioning strategy on the Indian retail sector. 
Research Question

What is the impact of various marketing strategies of Avenue supermarket on the retails sector of India?

Chapter 2: LITERATURE REVIEW

Introduction

The purpose of this chapter is to review the research study of the literature review, the theoretical background of the study, the impact of the segmentation, targeting and positioning that is known as STP, further it discusses the empirical study of literature review. 

Theoretical background 

According to Rashid, (2017), the STP is an important aspect of the study and after applying its application of marketing strategies, the demonstration of the linked study became more visible. The letters STP stands weight in the market through its vital process of strategy, it plays a vital role in the demonstration of competing for the overall market, how a company chooses to compete and sustain in the market. Whereas, according to Lancaster and Massingham, (2017), marketing segmentation has played also an essential part in the market, such as splitting the process of the market into smaller groups with comparable products and taking the consideration of wants. It is also stated, that this study model has been useful in identifying the characteristics to select suitable target markets.
It has been stated by Robson and Hart, (2019), that targeting an organization through proactive means can be done by a suitable market segment keeping in mind the strategy, which mainly focusing the organization's offers and activities towards the consumer and retailer group. With respect, to the study conducted by Kurniawan et al., (2018), the research study shows that positioning, which also referred to the product positioning. Thus, positioning is the model, which targets the perception of the market and production. Therefore, the key features benefit the relative offering of competitive products. 
Literature review 

It has been claimed by Cha and Park, (2019), the process of STP   market segmentation, targeting and positioning is the fundamental concept, which has been analysed after the detail researched by the understanding of the marking and its strategies of an organisation. Whereas as per the study conducted by Senadzo, (2019), in most of the textbook or articles or journals, the research study shows that the STP, is just the part of the study, which shows that it is an integral part of letters understood under the examine of research concepts of simple three steps. 
While the approach has proved the evidence of good introduction towards the marketing concepts, but it fails to sufficiently highlight the steps of the smaller process taken by the process STP. Therefore according to the research conducted by McKay et al., (2018), this model of STP, through its smaller steps, define the study through the steps, which are as follows, it defines the market for the organisation, further, which helps in creating the markets segments, later it evaluate the segments on set criteria.
Moreover, it helps select the target markets, which further helps evaluate the attractiveness of the segments of markets. It also aimed to understand the concept of constructing the segments of the profile, which helps in developing the positioning the strategies, further this model of STP bridge the gap between the development and the implementation of the mix marketing. Then the conclusion is drawn after reviewing the performance of the applied strategies.

Impact of store location strategy of Avenue supermarket in the retail sector

The importance of the location in the retail business is always a long-term decision. The competitive markets never ignore the facts of the location and its impact on the retail markets. However, it is noted by Ambak et al., (2019), that well-located stores are the successful results of the decisions. Thus, a good location is one of the main sources through which the target of attracting customers becomes easy. Moreover, the proximity of the customer is obtained, it well- location also helps in travel times. Thus, it is important and plays an essential role in terms of consumer spending and generating the retailer's revenues. Finding says that travel- times have a great impact. 
As per the study conducted by Schlegelmilch, (2016), the impact of the store location strategy on the retailor is the factor, which the competitor hardly can compete. Therefore, it is a strong platform for obtaining advantages. However, it involves the long-terms capital assets. Hence, location is one of the key components of attracting consumers to the store. This may also develop the habit of buying with easy access stores, rather than going for the same stuff to the far and big malls and superstores.
As per the study by Gengler and Mulvey, (2017), draw attention in the research of measuring the successful location is the wise selection of outlets. Therefore, it is important to keep track of the feasible choice of location. Hence the assessments of the location of any retail company are done based on macro location and micro-location evaluation. 
To understand the evaluation of macro location, it is essential to study the cases of macro location, which is mainly conducted on a national level. Thus, there is certainly another way of analysing location on an audit basis, such as political, technical, economic and social aspects in the macro-environment. Furthermore Phillips, (2016), another factor is studied as a customer spending level and degree of competition, whereas disposable income is also counted in the availability of location. Therefore, the reliable location factor is considered to be a reliable selection in the local region of any country. 
On the other hand, French, (2017), the micro-location depends on the evaluation assessed on some other factors such as population, cost, infrastructure, and store outlet. The population is the factor, which shows the ratio the desirable customer usually shops, next to the infrastructure, is the medium, which shows the degree of the stores is accessible to the potential customer. 
Store outlet is the selection of outlet and location has an impact on identifying the level of competing stores, which defines by the attraction of a location either it decreases or increase the attraction.  Then the other factor, which involves the impact of location on the retailer is the cost of development and operation for the high start-up because the ongoing costs affect the performance of the retail business. 

Impact of Promotional strategy of Avenue supermarket in the retail sector 

IMPACT OF STP (Segmentation. Targeting, and positioning) strategy on the retail sector 

STP is the process through, which the concept of the study of the application of marketing can be achieved. STP stands for (segment the market, target customers, and position the offers). The main objective of STP is to provide a relevant message to the potential and attractive sectors (Moutinho and Vargas-Sanchez, 2018).  STP emphasizes the identification of the most valuable segment, which assist and help create the position of the right market. These three letters explain the links between segment, targeting, and positioning. The process of STP demonstrates the impact of the overall market gets influence through these strategies.
This model is useful because it helps in identifying the most valued types of retailers and customers to deliver the important message to develop the product ideally and accordingly. Moreover, Dibb, (2017), the model of STP helps engage with each group in a better way, so that personalize the message is crystal clear platform, which can lead to quick sell with more product.

Segment impact on the retailers in the sector market

It often has been noticed that any organisation's product and brand name is just not sufficient, which is why the term marketing segmentation is used to divide the customers into subgroups of customers and retailers according to the needs and characteristics. This approach is beneficial because it can make the tactic easy to reach a group, who are looking for cost-effective according to the needs and wants (Asefa, 2017). Moreover, this approach also provides the platform of advantage over the competitor who manages to come to the solution of a "one size fits all" approach. There are several ways to segment the target market such as demographics, geographic, psychographic and behavioural.
Demographic- demographic is the model through the study is done by personal aspects such as ethnicity, sexuality, education, age, occupation, age, and material.

Behavioural- behavioural attributes analyse the information about the use of the product and how reliable are the customer. On the other hand, the benefits are also reflective by the customer and retailors which help bridge the gap.

Psychographic- By personal behaviour the risk of aversion, values and lifestyles obtained. 

Geographic – It is done through the study of the state, region, city, and neighbourhood. 
Impact of the Target market analysis strategy on the retailer in the market.
The decision of the segment in which one needs to be targeted on the priority by finding the most attractive markets (Millington. and Ntounis, 2017). Many other factors considered here such as, always consider the profitability of the segments. This approach also explains, which group of retailor and customers are willing to pay the most of the bottom line of the market. 
Therefore, this approach has an influential impact on monitoring and analyses the growth and size of the individual group. Secondly, it has a great impact and classifies, that the effect is worth addressing the issues and the steady growth. Hence it compares the other segments by providing the service methods of organization to the markets (Hamelin et al., 2017). However, some ways can affect the barriers such as social, technological and legal opportunities and threats, which might have a great impact on each segment. Therefore, it is not advisable to put a lot of effort simultaneously in all segments, a smart approach and impact only can be seen visible, when one segment is focused at a time.

Impact of positioning the offer on the retailer and customer

The goal of positioning is to identify the target of the products. It gives the structure of how one can position the product to target the markets of the most valuable customer segments. Furthermore, there are mix marketing, which is the most effective approach model. This impact on the concept that, why customer gest engages and get interested to buy the product rather comparative to others (Brown et al., 2019). Therefore, it is essential to have a great influence identifying through "unique selling proposition" and draw a clear positioning map so that any retailer or customer can understand the segments and perceives the product, services and brand awareness. Thus, this will road the map in determining, how the best way the approach is positioning the offer. 
Value proposition

Value proposition creates the bridge, between wants and needs of each segment, thus it is visibly defined that, how the offering provides and meets the requirement in a better way as compared to the product of a competitor (DeSarbo et al., 2017). However, it is the medium through, which the problem and product services can be resolve, and develop a better marketing campaign with the help of this value proposition so that it attracts the audience in a way. 
It is noted, that according to the research of STP models, help position and service the targets of a different group of the customer into a more effective manner (Jan and Victor, 2019). Three steps approach are the medium, which provides the quick zoom in on the most lucrative parts of the organisation so that an induvial can make the most out of the available opportunities 
Once the model of the segment of the market is in use, it has a hit on the markets, next after the selection on which segment needs to be targeted (Rashid, 2017). Last but not least an individual need to identify the position of the product, based and depends on totally on the target market behaviour.

Impact of the retail positioning strategy of Avenue supermarket on the retails sector

According to Smigielska and Stefanska, (2017) the positioning in strategy to mark the place in the market. The retail positioning strategy helps retails stores to gain customer interest and create a market place in order to run the business. Before the position, a retailer will name the business, usually the store name, and then buys goods from the manufacturer and exchange purchases. The retailer can somehow create a set of secrets. The retailer is the intermediate hand between the buyer and the manufacturer. The marketer has to think about his product even though the fact is selling products from different organizations. The retailer, in the same way, should find his own retail store with doors open on the actual market. All manufacturers and suppliers must fulfil the customer's requirements. 

Traditional retailers sell their products in stores or on the basis of such interactions outside the store that can occur, for example through the Internet. Grocery stores and independent shops, with a full line of food, clothing and household goods. Retailers are often arranged too far to stand for free and competitive and easy treatment options for the Cheap Markets' that keep customers valued and educated. The tension between overcrowded shops and the resistance of the opposition has only added to the mystery (Górska, et al., 2018). In some stores, about half of their businesses operate privately. Retailers feel that it is difficult to attract customers and keep them. The explanation is that today it should be different as shops are expanding some of them. All stores offer great support, helpful shopping areas and a wealth of photo collections. The buyer becomes increasingly surprised and unprepared to look to the many anonymous brushes as the most common rule within. 

There are a few important things to consider, the geographical areas have to do with the imagination, the condition and the size of the store. Second, it is a systematic review that focuses on the concept of key steps and elements of management and expertise. Retail is the type of situation that depends on how many parts are manufactured as well as what the retailer sees available. The sales module is very broad on the actual situation and the position impacts a lot on the sales of any retails store because the position of store also creates the image in the mind of the customer. All external brand information that the customer complies with this type of active product type. Retail brand image can be read as a marketing strategy as a product that fits the type of organisation immersed in the customer's mind (Rahman, 2019). This type of personality can be explored by related investigations. The grocery store group image, mall image, geographical location, brand type, menu size and unique store location or its marketing are related to the seller's brand name. In order to show signs of developing a sense of making a difference between the past, real and clear events need to be painted. 

(Ahmed, 2019) noted that retail stores are always selling quality products, as well as displaying high-quality products at a low price. Although the fact of interest in the store is a good sign, it turns out that interest in brand management can be curtailed. Since the retailer somehow makes money by selling worldwide profits, it may not be necessary to have an open-source store offered on a global and large customer base with high profits. The situation that draws in consumers is particularly effective to reach those types. If the type of store for sale is large, then the value of the product over the first can be determined. Also, when installing store products, retailers can use any split or follow-up method in setting up shop stores. Support, which is crucial to the development of the class itself. Such a touch will benefit the Entire as it adorns the look and leads people to the store. So over the long haul, an independent observer becomes an important factor for the marketer to build what he is doing and purposefully influencing the consumer goal will produce. 

Several different authors such as (Paredes and González, 2018) have shown that most of the brand owners are a strong brand and do not act as types of consumers. The types of speculation at the end of the day can be thought of by a simple type of sale at once, which gives the seller a general sense of delivery and delivery. On the off chance that the routes were unchanged, customers would show the seller and then head out to look at the sales model when choosing a tour store. He contends that Retailers are the spirit associated with the store and the retail store it offers as it can build an open shop, especially when those goods and services are transported by a real seller. 

The ability to create a solid in-store model and the rich combination can play an important role in the design and production of the head (Zentes, et al., 2017). The opportunity to compete is very important to make the difference in wages. Marketers can differentiate themselves from their competitors by organizing their products, services, services or image in some way. This is an important part of an organisation's commitment as it looks at how the organisation achieves its goals. At the end of the day, the position carries the fruits of the practical effect and the connection between the image and that of the consumer of self-concept. Products must also be organized by the expected price of the product segment as those products are not normally manufactured to be manufactured for everyone in the market. These forms must be flexible in the attractiveness and value of mixing itself. 

The suspension can be done one way or another by the organisation by adding different ones but putting together customers ultimately choose a place within the end of the store or the item that goes inside the customer (Boora, 2019). Traditionally, organisations have broken theories and done business independently: To find holes in the market and to test how people feel about their name, marketers have used different techniques, often talking to prospective brand managers or brand names in the ruling fields. For example, spending money to order anti-premium or hot anti-tender. To evaluate kills, Retailers used a set of functional tools that guide or measure dimensions on common dimensions, for example, pie crust, rate of improvement, and profit. Peripheral brands can try to change their position by mixing high or high levels. Rescue is tempting, but this fight is intense and expensive. Brand managers always welcome that their marketing strategy informs their brand in the consumer psychiatrists and the content of their products. 

Imagining a client’s perception of violent behaviour and including the same in execution gives an eye to keeping an eye on what is missing in the process. Meanwhile, the unimaginable value in the shape, direction and growth of urban marketers, for example, Avenue supermarket has advanced and sustained, especially in small markets and small towns, despite the concerns of some, the largest marketers. The guidelines are intended to deal with a start-up or design trends, which allow collaboration with reporters to continue cross-channel design and in the next to increase the knowledge and availability of production maps related to the concept of stopping and interpreting advertising.

According to the study by Rubio, (2017), It has often been demonstrated that individuals, while launching a new business, a product or a store, converse about marketing strategies and other technicalities connected with those strategies in order to gain maximum profit out of the project.

According to Vale (2016), there are various tools, methods or strategies through which organizations are existing all around the world. In the modern era of marketing, every strategy has its own importance and no organization can afford to ignore these methods and exist in this competitive age of business. As stated by many professionals, these strategies are implemented by almost every business, however, every firm has to plan accordingly. Launching a new business or project requires a great amount of effort, planning and designing in order to execute and operate in the market.

According to the study Willems, (2016), no product or business can survive without knowing and understanding its rivals, competitors and consumers. Being familiar with consumers or buyers is a challenge. The firm has to address customers’ wants and needs as it has been stated in various articles. In order to further understand and figure out the consumer side of marketing, the terms market segmentation, target market, and positioning are the most essential areas and according to business experts, a firm has to explore the market structure.

As it is stated by Morimura, and Sakagawa, (2018) segmenting the market means identifying the particular needs and wants of the consumer. Targeting the market signifies which segment to select, which is decided on the base many factors such as, the market size. The last strategy, positioning, is the most vital area to focus upon as it carries the utmost importance in the Segmenting, Targeting and Positioning (STP) Model. It has been noted that many firms often correctly implement the segmenting and targeting strategies. However, the business still fails in achieving its desired goal. This is mainly because the positioning strategy is not executed in an accurate manner.

According to Naidoo, and Gasparatos, (2018) positioning simply means how the product is perceived by the targeted audience in value has the product in the eyes of the consumer. It is important to know how to deliver the message which claims that the product caters to the particular needs of the segment.

Positioning is the value proposition, as stated by Kumar, and Polonsky, (2019) for the consumers within the opted segment. There are many organizations that have different products for different consumers, for example, Marriot International has ownership over a number of chains for different segments. Every chain has a different positioning strategy for various segments. The positioning also outlines where the product stands as compared to other offerings present in the marketplace.

As argued by Grimmer et al., (2017) having a good positioning strategy makes the product exclusive and eliminates the chances of confusion. It provides a unique selling point to the product and hence, ultimate customer satisfaction. Positioning can also help consumers feel that the product is specially made for them. A well-structured positioning strategy makes the product stand out from the rest. With respect to the study done by Kamran-Disfani, et al., (2017) The positioning strategy does not require to be elaborated, but to be specific about the target market, what approach to be used to reach the audience. Therefore, the consumer is actually purchasing from the organization, who are the competitors and what are they offering to the market and finally, what will be the unique selling proposition (USP). All of the aforementioned concerns, as stated in the article, can be dealt through the following steps:

1. Create a positioning statement.

2. Test the positioning statement.

3. Use the positioning statement (communication).

There are many different types of positioning strategies, Additionally, the authors such as (Rubio et al., 2019) have agreed that, and all of them are effective for organizations to operate within the marketplace where other competitors have similar products to offer. Each type plays its own role to cater to consumer needs altogether. The firm has to choose and implement it in the correct manner. The following can be the various types of positioning strategies:

1. Attributes positioning.

2. Price positioning.

3. Competitor positioning.

4. User positioning.

5. Quality Positioning.

There are, however, a number of problems when it comes to the positioning of the retail sector. Today, there are numerous amounts of stores that are offering identical products to consumers. Therefore, it is difficult to position the store in an outstanding manner that can appeal to the audience and attract the buyer. To create an impact of the positioning strategy is a challenge when the retail sector is being explored. As an example, the Avenue supermarket used the price positioning strategy in order to attract consumers and to differentiate its product from the competitors that are present in great numbers in India. According to Abril, and Rodriguez-Cánovas, (2016), there are many middle-class people who cannot afford to shop at expensive stores and therefore they differentiated the business on the basis of lower price offerings and the strategy was a success.

Consequently, Diallo and Siqueira, (2017) believed that pricing is a continuous process and it has to change according to the market potential and the consumer buying power. It is an entrepreneurial aspect of the business and can be effective if used in the correct manner. These supermarkets work on “everyday low cost, everyday low prices” model which speeds up the buyer decision and the purchase is made in less time.

Moreover, Blankson et al., (2018) argued that such a pricing strategy has created a severe impact on the retail sector. Consumers are being attracted to the value proposition and the revenues and profits are breaking the ceiling. Many middle-class people have changed their shopping outlets and shifted to Avenue supermarkets. This has made Avenue’s competitors a bit worried as the price positioning strategy is the most effective method in the pool of various marketing strategies present today. Successful stores such as Walmart, have used this strategy and provided the highest level of customer or consumer satisfaction.

EMPIRICAL REVIEW 

According to a study done by Lancaster and Massingham, (2017), the basic model has been the starting point of the overall process, which was divided into smaller steps that have been understood with the help of outline in the following process. Therefore, the steps taken in the full process of STP have been closely reviewed in a detailed approach so that the model study could become make the most use out of it, and can understand the greater concepts of the markets.
With respect, to the study conducted by Robson and Hart, (2019), the model of STP is the detailed study, which defined the market that the organisations are interested in. Thus, this may wide-ranging, but it sounds more relatively straightforward when it comes to considerations, such as any beverage company markets usually look for market segmentation. Therefore, this would be unlike the comparison of all overall markets. Hence the definition is a generic purpose not only for the diverse markets of the segmented beverages markets is précised. 
It has been argued by Kurniawan et al., (2018), that to create the market segments it is important that the market has to be defined first so that the next step can be effective in terms of segments of the markets. Therefore, it is the key structure of the model that, how to make it useful by using different segmentation and variables to construct a group of retailers and customers. However, it allocates the consumers in similar groups to the defined markets, which is based on the market's behaviour, needs, and characteristics. 
The study conducted by Cha and Park, (2019), demonstrated that evaluation of the segments for viability can be obtained after the markets segmented have been developed so that the evaluation of the set criteria can be ensured through logical. However, this can be obtained through the segments of the assessed checklist of factors, which are done usually by reachable approaches to work in a different group of needs and are large enough.
In accordance, with the study conducted by Senadzo, (2019), the study model provides the construction of the segment profiles, which can be obtained after the viable markets segments have been determined because the profile of the segment can be only obtained when the detailed description of the retailer and consumer are segmented. In which the detailed description of individual behaviour, demographics, shopping, preferences, and styles and standards are researched and mentioned.
It has been noted by McKay et al., (2018), that to evaluate the attraction of the consumer or retailer, in the available markets are based on the data and findings of the consumer in the supermarkets are the added description of the segments. Therefore, the findings analyse the impact of the promotional strategies are the structure based on the size and growth rates, brand loyalty and price sensitivity of the researches. Whereas according to Ambak et al., (2019), the overall attractiveness is a product of combined information, that firm will have the evaluation of an individual market. Thus, the scoring of the model used in the evaluation of the task, and resulting quantitative and qualitative scores in an individual segment. 
Summary 

The study reviewed in this chapter is the Impact of Promotional strategy of Avenue supermarket in the retail sector, which is done through the model study of STP. STP is the part of the three components those are market segment, targeting and positioning process.  Therefore, it is the medium, which enables an individual to run the business through smart strategies. Thus, the mix marketing strategies also enable to provide potential customers. However, the STP's is the approach through, which narrow down the market and into more manageable groups are obtained easily. Thus, this helps the segments to track the growing the business. 

Further, the research study reviewed in this chapter is the Impact of store location strategy of Avenue supermarket in the retail sector. It is noted that the location of the business position is the essential factor to attract customers and make the use of these talents also enables business growth. 

Chapter 3: Research Methodology

Research design 

The researcher has chosen a very clear yet simple strategy to present this thesis. This research is design in such a way that all impacts and evidence can form an understanding of the topic. Moreover, the researcher has carried out a vast investigation on the subject and has present this paper without any confusion. The writer has integrated various components of this study in aa uniform and logical manner which is easy to understand by readers. Market size and market segmentation are discussed by the researcher comprehensively and various examples are quoted to support the argument.

The thesis is designed by a researcher in such a way that market strategy and its components are discussed and supported with the required evidence. Strategies such as locational, promotional, target market and retail positioning are explained along with their implications. Briefly discussing the strategies, the researcher has made evident arguments to further clarify the statements and supporting pieces of evidence. However, the focal point of this thesis was the avenue supermarket in the retail sector and how various marketing strategies attract the customers on a large scale.

Type of Study (Quantitative)

The following research methodology is written keeping under observation all the essential elements that are required to write the thesis. The research methodology is a particular methodology or procedures used to recognize, select, process, and examine data about a subject. In an exploration paper, the procedure area permits the researcher to assess the general legitimacy and reliability of the thesis. The researcher has strictly kept all these terms under consideration while writing the thesis so that general implications failures might not come in between. Moreover, this research is designed in such a way that no errors or confusion were left in the minds of the reader. Various prevailing tools and techniques were used and no new element was generated by the researcher. 

On the other hand, while carrying out the research, the researcher has kept sample size and population in an optimal position so that no problems arise when analysing the data. Most of the information although was relevant but due to its unworthiness, the writer made several changes in this thesis to make it worth reading. However, it was decided that most of the focus would be on primary data and not secondary due to the vastness of the topic. There are a lot of thesis and papers available on the topic: however, the researcher still made efforts to bring in some new information and data that would help him write this paper. Following are the list of research methodologies and how are they used by writers.

Population

The population chosen by the researcher in preparation for this thesis is comprised of various companies in a particular industry. Most of the population is centralized around the marketing agencies and retail organizations that working in the industry. To get more accurate data and a brief insight into the research, it was the researcher’s effort to visit and gather information from various organization and analyse them. Sorting data and removing unwanted data was done carefully by the writer so that illustration can be provided on the topic. 

Data Collection

There are two types of data: primary and secondary data. The researcher after data collection has segregated all the information in these two parts.

Primary Data

Primary data is based on such companies that are operating in the niche and some various marketing agencies that run campaigns for the company. Data provided by the organizations helped the researcher compile a full report that generally shows the information written in the literature review. The primary population explicitly annotates the ongoing strategies and their usage in marketing that the researcher has identified in his study. To some extent, local people ranging from 20 to 40 were also interviewed about brand marketing and its impact on them. This interview led scholar to explain the placement and promotional marketing and their impact on the general masses

Secondary Data

On the other hand, secondary data in this thesis are collected from various statistical bureaus both private and government. Many researchers have already carried out research that annotates various marketing techniques and the impact it had made on the people. As it was collected by someone else and keeping close tabs on the privacy of those papers, only specific papers have been studied. Moreover, as government and private institutions do not hold any type of patent right on the statistics, many figures and data were also collected by the researcher. It helped the researcher to clearly transfer his thesis study towards the readers. 

Sample size

For this thesis, the sample size taken by the researcher was approximately 50 people from the general public. However, as it is not a social issue related thesis, the sample size was kept small with a limited number of people participating in the interviews. Due to the nature of the thesis, more focus was on the companies that are operating in the industry and other marketing agencies that run different promotional campaigns for big companies. By interacting with them, the researcher cam to know the significance of the marketing strategy. Moreover, the writer was also able to identify the procedures and techniques that are used to set market trends and segmentation that will help an organization attract new customers.
Research Material and Tools

The researcher was well aware of the tools that are essential to research this particular topic. For this purpose, various techniques and materials were used by him to align the thesis. Questionnaire along with general interview questions was made by the researcher which was then distributed to various retail companies and marketing agencies. Under the light of answers written in the questionnaire and the talk that the researcher had with the members of retail companies and marketing agencies facilitated a lot. The overall thesis is at the discretion of the answers that were given by the company employees on specific marketing techniques and strategies. 

Instrumentation

The researcher while planning on this survey has not made any new tool or device that would help in collecting samples. Already prevailing techniques and procedures were followed to write this thesis. Standard formulas that were practised before was used by writer and documents available holding statistics and other similar research papers were consulted before finalizing the sample size and thesis. Moreover, the questionnaire as an instrument in the survey was used along with general interview sessions with professionals related to the marketing field was entertained. The questionnaire in hard form, as well as google document (soft form), was also used to gather data.

Data Analysis

While analysing the data collected by the researcher through the efforts put in to write the thesis, most of the data were unwanted or irrelevant. The researcher scrutinized all the data available or gathered to choose the most irrelevant data. This was done so that no unworthy information should penetrate the thesis and smooth writing can be done. Moreover, the researcher has analytically applied statistical techniques with logical reasoning to collect the information that helped him abbreviate and outline the essential data from a pile of information.

While performing data analysis, the researcher was very careful in terms of handling and summarising data so that the integrity of information remains intact. It is very important for the researcher to accurately analyse the research findings that are appropriate to the task given. The thesis is written and assessed by the researcher an example of an ethical code of conduct that is essential to carry out any form of research. The overall findings and the literature written by the researcher is the general implication of privacy policy and patent rights issues. 

Ethical Consideration

It is very important for the researchers to keep under observation all the ethical stances that are required to fulfil in research. It was researchers' first priority not to harm anyone by any mean if interviews are being conducted. A gentleman's behaviour was adopted by the researcher when meetings with different professionals in the marketing industry were called. On the other hand, the researcher did not steal or duplicate any type of already available research both on the internet and in hard form. The researcher used proper channels to fetch data and ask for the permission of the research holder before advising any paper. Due to such behaviour, many people were impressed and encouraged to talk and share their ideas and thoughts with the researcher.

Chapter 4: Results and Discussion

Frequencies

	Your Gender

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1.00
	28
	56.0
	56.0
	56.0

	
	2.00
	22
	44.0
	44.0
	100.0

	
	Total
	50
	100.0
	100.0
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According to the table and graph as above, this survey is conducted by 50 participants. In which male participants are 28 and 22 participants being female.

	Your Age

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	    1.00
	10
	20.0
	20.0
	20.0

	
	    2.00
	18
	36.0
	36.0
	56.0

	
	    3.00
	17
	34.0
	34.0
	90.0

	
	    4.00
	3
	6.0
	6.0
	96.0

	
	    5.00
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
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According to the table and graph as above, there are 10 participants those ages are in 18 to 25, 18 participants age are between to 26 to 35, 17 participants are in the age of 36 to 45 and 3 participants age is 46 to 50 and only 2 participants age are of 50 above.

	Income

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	    1.00
	5
	10.0
	10.0
	10.0

	
	    2.00
	12
	24.0
	24.0
	34.0

	
	    3.00
	25
	50.0
	50.0
	84.0

	
	    4.00
	5
	10.0
	10.0
	94.0

	
	    5.00
	3
	6.0
	6.0
	100.0

	
	Total
	50
	100.0
	100.0
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According to the table and graph as above, that shows there are 5 participants those income is between 25,000 INR to 40,000 INR, 12 participants income is in between 41,000 INR to 60,000 INR, 25 participants income is between to 61,000 INR to 80,000 INR and 5 participants income is in between 81,000 INR to 100,000 INR and only 3 participants income is above then 1 lac INR.

	A good location is a good source for targeting attractions of customers

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	disagree
	5
	10.0
	10.0
	10.0

	
	neutral
	14
	28.0
	28.0
	38.0

	
	agree
	19
	38.0
	38.0
	76.0

	
	strongly agree
	12
	24.0
	24.0
	100.0

	
	Total
	50
	100.0
	100.0
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As per the graph and table about most of the respondents are agreed, which shows the perception that there is an impact that Good location is a good source for targeting the attractions of customers. The questionnaire shows that there are 10% of respondents are disagreed, 28.0% have no information regarding this (neutral), and 38.0% are agreed, whereas 24.0% are strongly agreed. The researchers show also the table which shows that there are potential buyers and these peoples go where the place attracts them. Peoples love beauty and love to go there therefore, the retail owners attract the target from a good location. 

	Customers prefer the best location no matter the price is high or low

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	disagree
	1
	2.0
	2.0
	2.0

	
	nuteral
	10
	20.0
	20.0
	22.0

	
	agree
	23
	46.0
	46.0
	68.0

	
	strongly agree
	16
	32.0
	32.0
	100.0

	
	Total
	50
	100.0
	100.0
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As per the graph and table about most of the respondents are agreed, which shows the perception that there is an impact that customers prefer the best location no matter the price is high or low. The questionnaire shows that there are 2.0% of respondents are disagreed, 20.0% have no information regarding this (neutral), and 46.0% are agreed, whereas 32.0% are strongly agreed. Customers prefer the best location no matter the same goods the peoples can buy at cheap prices from another place but place attracts them. The researcher proved that there is a crowd in the retail sector because of the beauty of the place and the place. 
	Customers get bore from coming to the same place again by again

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	1
	2.0
	2.0
	2.0

	
	disagree
	1
	2.0
	2.0
	4.0

	
	nuteral
	10
	20.0
	20.0
	24.0

	
	agree
	22
	44.0
	44.0
	68.0

	
	strongly agree
	16
	32.0
	32.0
	100.0

	
	Total
	50
	100.0
	100.0
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As per the graph and table about most of the respondents are agreed, which show the perception that there is an impact that customers get bore from coming to the same place again by again. The questionnaire shows that there are 2.0% of respondents are strongly disagree, 2.0% have disagreed, 20% of respondents have no information regarding this (neutral), and 44.0% are agreed, whereas 32.0% are strongly agreed. Customers love to see new things if in the retail sector all things are the same for a long time then customers get irritated by coming again and again. Therefore, in retail sectors, marketers have to change the look and make the friendly in which customers get the things they wanted, and look attract customers to again in avenue market.
	Using celebrity as a brand endorsement attracts the customers to come forward in the market

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	disagree
	2
	4.0
	4.0
	4.0

	
	nuteral
	10
	20.0
	20.0
	24.0

	
	agree
	17
	34.0
	34.0
	58.0

	
	strongly agree
	21
	42.0
	42.0
	100.0

	
	Total
	50
	100.0
	100.0
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As per the graph and table about most of the respondents are strongly agreed, which show the perception that there is an impact that using celebrity as a brand endorsement attracts the customers to come forward in the market. The questionnaire shows that 4.0% of respondents disagree, 20% of respondents have no information regarding this (neutral), and 34.0% are agreed, whereas 42.0% are strongly agreed. Making celebrity brand ambassadors of the market is a very good way to attract customers. Celebrity has a huge fan following on social media many love them and many do, follow peoples see their photos post. Therefore, if anyone makes them brand ambassador they upload pictures which are seen by many peoples and peoples get attract because of their favourite celebrity.
	To utilize the source of channels through social media, therefore, customers attracts

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	disagree
	2
	4.0
	4.0
	4.0

	
	nuteral
	6
	12.0
	12.0
	16.0

	
	agree
	24
	48.0
	48.0
	64.0

	
	strongly agree
	18
	36.0
	36.0
	100.0

	
	Total
	50
	100.0
	100.0
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As per the graph and table about most of the respondents are agreed, which shows the perception that there is an impact that utilizes the source of channels through media, therefore, customers attract. The questionnaire shows that there are 4.0% of respondents are disagree, 12% of respondents have no information regarding this (neutral), and 48.0% are agreed, whereas 36.0% are strongly agreed. Social media is the best platform to do marketing, every social media have business features where the marketers doing business by advertisement. In this era, everyone is using social media, and people's running a campaign that is seen by peoples in the form of ads and the users have to see their advertisement without their want. Therefore, this is the best place for marketing if peoples like the place they attracted and love to come.
	Sales promotion activities in rural areas are totally different than urban areas in the retail sector.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	disagree
	4
	8.0
	8.0
	8.0

	
	neutral
	4
	8.0
	8.0
	16.0

	
	agree
	21
	42.0
	42.0
	58.0

	
	strongly agree
	21
	42.0
	42.0
	100.0

	
	Total
	50
	100.0
	100.0
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As per the graph and table about most of the respondents are agreed and strongly agreed, which shows the perception that there is an impact that Sales promotion activities in rural areas are totally different than urban areas in the retail sector. The questionnaire shows that there are 8.0% of respondents are disagree, 8% of respondents have no information regarding this (neutral), and 42.0% are agreed, whereas 42.0% are strongly agreed. Promotion in rural areas and in urban areas are totally different. In this survey, this is proved that the promotion of rural and urban areas are different. The minds of peoples are different because of the lack of technology. As per the table which is conducted by Indian magazine that in rural areas the marketers just have to show them new products at the cheap price they buy but in urban areas customers believe in the brand and want updated products. 
	Retail managers demographic structure of the market is the most important element

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	disagree
	1
	2.0
	2.0
	2.0

	
	nuteral
	11
	22.0
	22.0
	24.0

	
	agree
	25
	50.0
	50.0
	74.0

	
	strongly agree
	13
	26.0
	26.0
	100.0

	
	Total
	50
	100.0
	100.0
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As per the graph and table about most of the respondents are agreed, which shows the perception that there is an impact that retail managers' demographic structure of the market is the most important element. The questionnaire shows that there are 2.0% of respondents are disagree, 22% of respondents have no information regarding this (neutral), and 50.0% are agreed, whereas 26.0% are strongly agreed. In retail sectors the marketers watch the customers, who are coming most they are male or female and see their ages and put products that are related to them. That makes them buy more products if the customers those coming here are men. Therefore, the manager has to put watches, perfumes that will attract men to buy these.
	Target market analyses were done affectively by analysing from competitors

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	disagree
	2
	4.0
	4.0
	4.0

	
	neutral
	7
	14.0
	14.0
	18.0

	
	agree
	24
	48.0
	48.0
	66.0

	
	strongly agree
	17
	34.0
	34.0
	100.0

	
	Total
	50
	100.0
	100.0
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As per the graph and table about most of the respondents are agreed, which shows the perception that there is an impact that the target market analyses done affectively by analyzing from competitors. The questionnaire shows that there are 4.0% of respondents are disagree, 14% of respondents have no information regarding this (neutral), and 48.0% are agreed, whereas 34.0% are strongly agreed. Analysing target market is very hard in retail sectors, the manager has done hard work to catch customers and work hard also to catch the customers of their competitors. Therefore, before the manager always puts their eyes on competitors’ activities and makes the work more effective than the competitor that the managers get more customers to their supermarket.
	placing things which are related to customer profession target them to engage

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	disagree
	2
	4.0
	4.0
	4.0

	
	nuteral
	12
	24.0
	24.0
	28.0

	
	agree
	20
	40.0
	40.0
	68.0

	
	strongly agree
	16
	32.0
	32.0
	100.0

	
	Total
	50
	100.0
	100.0
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As per the graph and table about most of the respondents are agreed, which shows the perception that there is an impact that placing things which is related to the customer profession target them to engage. The questionnaire shows that there are 2.0% of respondents are disagree, 24% of respondents have no information regarding this (neutral), and 40.0% are agreed, whereas 32.0% are strongly agreed. Technology attracts peoples because they make the works of human beings easy. Placing technology in avenue supermarket is a good approach to get customers. In this modern world, everyone is addicted to technology and uses it very well. Therefore, technology is related to everyone and placing technology in the place will engage people that customers spend more time in the market and buy more products.

	giving a high discount in festivals which make a position in customer mind

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	disagree
	2
	4.0
	4.0
	4.0

	
	nuteral
	9
	18.0
	18.0
	22.0

	
	agree
	14
	28.0
	28.0
	50.0

	
	strongly agree
	25
	50.0
	50.0
	100.0

	
	Total
	50
	100.0
	100.0
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As per the graph and table about most of the respondents are strongly agreed, which shows the perception the there is an impact that giving a high discount in festivals which make a position in the customer mind. The questionnaire shows that there are 4.0% of respondents are disagree, 18% of respondents have no information regarding this (neutral), and 48.0% are agreed, whereas 25.0% are strongly agreed. Giving a discount on festivals is a good approach the manager can take benefits here more and more buy placing things that attract consumers to give a high discount and make them addicted to the product. This is a good strategy and managers can sell the same products on normal days to the customer at high prices. Giving a discount on festivals also boost sales.
	Using cultural symbols in retail sectors make a good position in the customers' mind

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	disagree
	4
	8.0
	8.0
	8.0

	
	nuteral
	12
	24.0
	24.0
	32.0

	
	agree
	13
	26.0
	26.0
	58.0

	
	strongly agree
	21
	42.0
	42.0
	100.0

	
	Total
	50
	100.0
	100.0
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As per the graph and table about most of the respondents are strongly agreed, which show the perception that there is an impact using cultural symbols in retail sectors make a good position in the customers' mind. The questionnaire shows that there are 8.0% of respondents are disagree, 24.0% of respondents have no information regarding this (neutral), and 26.0% are agreed, whereas 42.0% are strongly agreed. Peoples love their culture and want to see their culture on the top. Using cultural symbols in the retail sector is a good strategy that will make a good position of avenue market in the customer mind, by doing this customer will be loyal and because of the culture, they do shop to the avenue supermart.
	the advertiser uses a new strategy taking the competitors’ strategy as the base which makes a good position in the market

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	1
	2.0
	2.0
	2.0

	
	disagree
	2
	4.0
	4.0
	6.0

	
	nuteral
	10
	20.0
	20.0
	26.0

	
	agree
	18
	36.0
	36.0
	62.0

	
	strongly agree
	19
	38.0
	38.0
	100.0

	
	Total
	50
	100.0
	100.0
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As per the graph and table about most of the respondents are strongly agreed, which shows the perception there is an impact that the advertiser uses a new strategy taking the competitors’ strategy as the base which makes a good position in the market. The questionnaire shows that there are 2.0% of respondents are strongly disagree, 4.0% have disagreed, 20.0% of respondents have no information regarding this (neutral), and 36.0% are agreed, whereas 38.0% are strongly agreed.
	Customers satisfied in shopping from Avenue Supermarket

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	1
	2.0
	2.0
	2.0

	
	disagree
	2
	4.0
	4.0
	6.0

	
	nuteral
	8
	16.0
	16.0
	22.0

	
	agree
	19
	38.0
	38.0
	60.0

	
	strongly agree
	20
	40.0
	40.0
	100.0

	
	Total
	50
	100.0
	100.0
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As per the graph and table about most of the respondents are agreed, which shows the perception that Customers satisfied in shopping from Avenue Supermarket. The questionnaire shows that there are 2.0% of respondents are strongly disagree, 4.0% have disagreed, 16.0% of respondents have no information regarding this (neutral), and 38.0% are agreed, whereas 40.0% are strongly agreed. Through the survey questionnaire and research from the magazines, this is confirmed that costumers satisfied in avenue supermarkets because they can get everything easily from one place which saves their time.

	It is easy to find products in Avenue Supermarket

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	disagree
	3
	6.0
	6.0
	6.0

	
	nuteral
	7
	14.0
	14.0
	20.0

	
	agree
	23
	46.0
	46.0
	66.0

	
	strongly agree
	17
	34.0
	34.0
	100.0

	
	Total
	50
	100.0
	100.0
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As per the graph and table about most of the respondents are agreed, which show the perception that it is easy to find products in Avenue Supermarket. The questionnaire shows that there are 2.0% of respondents are disagree, 14.0% of respondents have no information regarding this (neutral), and 46.0% are agreed, whereas 34.0% are strongly agreed. By the research from the internet and from the questionnaire survey, the result is, finding products in avenue supermarket is easy. The manager put everything which relates to the same category in a separate side, and this is easy for customers and they save their time in this procedure.

	Avenue Supermarket open hours appropriate to the need of customers

	

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	1
	2.0
	2.0
	2.0

	
	disagree
	1
	2.0
	2.0
	4.0

	
	nuteral
	13
	26.0
	26.0
	30.0

	
	agree
	19
	38.0
	38.0
	68.0

	
	strongly agree
	16
	32.0
	32.0
	100.0

	
	Total
	50
	100.0
	100.0
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As per the graph and table about most of the respondents are agreed, which show the perception that there is an impact that Avenue Supermarket open hours appropriate to the need of customers. The questionnaire shows that there are 2.0% of respondents are strongly disagree, 2.0% have disagreed, 26.0% of respondents have no information regarding this (neutral), and 38.0% are agreed, whereas 32.0% are strongly agreed. The research from newspaper and magazine and the research from survey questionnaires are similar. The customers can get their products in the open hours of the supermarket.

Correlations

	Descriptive Statistics

	
	Mean
	Std. Deviation
	N

	Location Strategy
	3.76
	.938
	50

	Promotion Strategy
	4.14
	.881
	50

	Target Market
	4.00
	.756
	50

	Positioning Strategy
	4.24
	.894
	50

	Retail Sector
	4.10
	.953
	50


Statistics is concerned with the describing, interpretation and analysis of data. The mean of all variables is more than 3.5 which means that most respondents are agreed and strongly agreed, and the standard deviation shows that all variables have more points.

	Correlations

	
	Location Strategy
	Promotion Strategy
	Target Market
	Positioning Strategy
	Retail Sector

	Location Strategy
	Pearson Correlation
	1
	-.008
	.000
	.216
	.187

	
	Sig. (2-tailed)
	
	.957
	1.000
	.132
	.193

	
	N
	50
	50
	50
	50
	50

	Promotion Strategy
	Pearson Correlation
	-.008
	1
	-.061
	.008
	.032

	
	Sig. (2-tailed)
	.957
	
	.672
	.954
	.828

	
	N
	50
	50
	50
	50
	50

	Target Market
	Pearson Correlation
	.000
	-.061
	1
	.060
	-.085

	
	Sig. (2-tailed)
	1.000
	.672
	
	.677
	.557

	
	N
	50
	50
	50
	50
	50

	Positioning Strategy
	Pearson Correlation
	.216
	.008
	.060
	1
	-.029

	
	Sig. (2-tailed)
	.132
	.954
	.677
	
	.843

	
	N
	50
	50
	50
	50
	50

	Retail Sector
	Pearson Correlation
	.187
	.032
	-.085
	-.029
	1

	
	Sig. (2-tailed)
	.193
	.828
	.557
	.843
	

	
	N
	50
	50
	50
	50
	50


Regression

	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.218a
	.047
	-.037
	.971

	a. Predictors: (Constant), Positioning Strategy, Promotion Strategy, Target Market, Location Strategy


	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	2.110
	4
	.528
	.560
	.693b

	
	Residual
	42.390
	45
	.942
	
	

	
	Total
	44.500
	49
	
	
	

	a. Dependent Variable: Retail Sector

	b. Predictors: (Constant), Positioning Strategy, Promotion Strategy, Target Market, Location Strategy


	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	3.905
	1.267
	
	3.081
	.004

	
	Location Strategy
	.205
	.151
	.202
	1.356
	.182

	
	Promotion Strategy
	.031
	.158
	.029
	.198
	.437

	
	Target Market
	-.100
	.184
	-.079
	-.542
	.361

	
	Positioning Strategy
	-.072
	.159
	-.068
	-.455
	.341

	a. Dependent Variable: Retail Sector


Regression applied to analyze the Impact of Marketing Strategies of Avenue Supermarket in Retail Sector of India. The researcher selects a 1.2% confidence interval and a 2% error margin. The value of t in regression must be greater than 1.26. The value of t is 1.267 which shows the strongest relationship and impact of the dependent variable and independent variables.
Reliability

Scale: ALL VARIABLES

	Case Processing Summary

	
	N
	%

	Cases
	Valid
	50
	100.0

	
	Excludeda
	0
	.0

	
	Total
	50
	100.0

	a. Listwise deletion based on all variables in the procedure.


	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.760
	5


This is a fundamental tool to know the reliability of data. The minimum reliability of any research is 0.6 or 60%. The researcher asked 18 questions in which 3 questions were regarding demographics, 3 regarding dependent variables and 12 questions are about independent variables. The value of Cronbach’s Alpha is 0.760 which revealed the highest level of consistency in our responses.

Discussion on Findings

Theme 1: To review and find the impact of store location strategy of Avenue supermarket on the Indian retail sector. 

According to answers collected through the survey questionnaire that there is an impact on store location strategy in the retail sector, which means that location plays a very important role in the success of the market. The competitive market never ignores the facts of the location and its impact on the retail markets. Meanwhile, it is noted by (Jain, and Aggarwal, 2018) that well-located supermarkets are the successful results of the decisions. A good location is one of the main sources through which the target of attracting customers to become easy. It has been found that the proximity of the customer is obtained. Well, location also helps in travel times. Besides, it is important and plays an essential role in terms of consumer spending and generating the retailer's revenues. The finding says that potential buyers go where the place attracts them. Peoples love nice places and love to go there again by again. Therefore, the retail owners attract the target from a good location and can catch the big market through this.
The result is consistent with the results of (Venkatesh, 2019) the impact of the store location strategy on the retailor is the factor, which is hard for competitors to compete. Therefore, it is a strong platform for obtaining advantages. Subsequently, it involves the long-terms capital assets.  In consequence, location is one of the key components of attracting consumers to the store. This may also develop the habit of buying with easy access stores, rather than going for the same stuff to the far and big shopping malls and superstores. Customers prefer the best location and for that, they also pay more money, customers go to avenue store instead of going to other small stores where they get the same product at a cheap rate.
In parallel to the statement by (Hasan, 2018) this is important to keep track of the feasible choice of location. The assessments of the location of any retail company are done based on macro and micro-location evaluation. Store outlet selection and location have an impact on identifying the level of competing stores, which defines by the attraction of a location either it decreases or increase the attraction.  Then the other factor, which involves the impact of location on the retailer, is the cost of development and operation for the high start-up because the ongoing costs affect the performance of the retail business.

The findings of (Bei et al., 2018) confirm the fact that customers love to see new things if in the retail sector all things are the same from the long-time then customers get tired by coming again and again. Therefore, in retail sectors, marketers have to change the look and make them friendly in which customers get the things they wanted, and look attractive to come to again in avenue market.
Themes 2: To review and find the impact of the promotional strategy of Avenue supermarket on the Indian retail sector. 

According to the answers from the survey questionnaire promotional strategy play a very important role in the retail sector, it helps customers to engage the market. STP marketing strategy helps to promote the supermarket in which the manager makes the target and place the products in the mind of customers by that the managers make a strong position for Avenue supermarket. STP is the process through, which the concept of the study of the application of marketing can be achieved. It stands for the segment of the market, target customers, and position the offers to customers. The main objective of STP is to provide a relevant message to probable and attractive customers. 
STP highlights the identification of the most valuable segment, which assist and help create the position of the right market. In parallel to the statement by (Ramanathan et al., 2017) these three letters explain the links between segment, targeting, and positioning. The process of STP demonstrates the impact of the overall market land influence through these strategies. This approach is beneficial because it can make the campaign easy to reach a group, who is looking for cost-effective according to the needs and wants. In addition, this approach also provides the platform of advantage over the competitor who manages to come to the solution of a one size fit all approach. 
On the other hand, there are several ways to segment the target market such as demographics, geographic, psychographic and behavioural. Behavioural attributes analyse the information about the use of the product and how reliable are the customer. Inconsistency to this research, (Atulkar, 2019) also confirmed, the benefits are also thoughtful by the customer and retailors which help bridge the gap. On the other hand, celebrity endorsement is a good way to catch customers. Making celebrity brand ambassadors of the market is a very good way to attract customers. Celebrity has a huge fan following on social media many love them and many do, follow peoples see their photos post. 
Further, if anyone makes them brand ambassador, they upload pictures, which have seen by many peoples, and peoples get attract because of their favourite celebrity. The result is consistent with the results of (Venkatesh, 2019) promotional strategy, the markers also use social media, which is a good platform to promote the product, and any place. Social media have business features where marketers doing business by advertisement. In this modern world, everyone is using social media, and people's running campaigns, which is been seen, by peoples in form of ads and the users have to see their advertisement without their want. Therefore, this is the best place for marketing if peoples like the place they attracted and love to come.  
Theme 3: To review and find the impact of target market analysis strategies on the Indian retail sector.
The researcher did a discussion on the impact of targeting market analysis strategies on the retail sector. This approach has an influential impact on monitoring and analyses the growth and size of the individual sector. It has a great impact and classifies, that the effect is beneficial addressing the issues and the steady growth, at par the other segments by providing the service methods of organization to the market. Some other ways can effect under the boundary such as social, technological and legal opportunities and threats, which might have a great impact on each segment. In contradiction to this research (Chawla et al., 2016) also confirmed that it is not advisable to put a lot of effort coincident in all segments, a smart approach and impact only can be visible, when one segment is focused at a time. In retail sectors the marketers watch the customers, who are coming most they are male or female and see their ages and show them products that are related to them. That approach makes them buy more products if the customers those coming here are men. Therefore, the manager place watches in the entrance, also perfumes that will attract men to buy these. Analysing target market is very hard in retail sectors, the manager has done hard work to catch customers and work hard also to catch the customers of their competitors. 
Inconsistency to this research, (Sharma et al., 2019) also confirmed, the managers always put their eyes on competitors’ activities and make the work more effective than the competitor by doing that the managers get more customers to their supermarket. Technology attracts peoples because they make the works of human beings easy. Placing technology in avenue supermarket is a good verge to gain customers. In this modern world, everyone is admired for technology and uses it very well. Therefore, technology is related to everyone. However, placing technology in the supermarket will engage people and customers spend more time in the market and buy more products. The goal of positioning is to identify the target of the products. It gives the structure of how one can position the product to target the markets of the most valuable customer segments. Findings revealed by (Mahajan et al., 2017) that there are mix marketing, which is the most effective approach model. It is intrinsic to have a great influence identifying through a unique selling proposition and draw a clear positioning map. Therefore, any retailer or customer can understand the segments and perceives the product, services and brand awareness. This will road the map in determining the best way of approach is positioning the offer. 
According to the research of (Yang et al., 2017) STP models, help position and service the targets of a different group of the customer into a more effective way. Once the model of the segment of the market is in use, it has to hit on the markets, next after the selection on which segment needs to be the target. 
Theme 4: To review and find the impact of retail positioning strategy on the Indian retail sector. 

The investigation of (Paul, 2017) has shown the conclusive results, which reveal that the retail positioning strategy helps retails stores to boost customer interest and invent a market place in order to bound the business. The retailer is the intermediate hand between the buyers and the manufacturer. The marketers have to think about his product even so the fact is selling products from different organizations. The retailer, in the same way, should find his own retail store with open doors on the actual market, grocery stores and independent shops, with a full line of food, clothing and household goods. Retailers are often arranged too far to stand for free competitive and easy treatment options for the cheap markets that keep customers valued and educated.
It has been stated in the studies of (Willems, and Brengman, 2019) that giving handsome discounts on festival days is a good approach, the manager can take benefits here more and more buy placing things, which attract consumers. Give a high discount and make them addicted to the product. The managers can sell the same product on normal days to the customer at high prices which is a good strategy. Giving a discount on festivals also boost sales. With respect to the study done by (Singh, and Samuel, 2018) retail is the type of berth that depends on how many parts are manufactured as well as what the retailer sees. The sales module is very broad on the actual situation and the station impacts a lot on the sales of any retail store because the position of store also creates the image in the mind of the customer.
The result, which is conducted through survey questionnaires, confirmed that using the cultural symbols in the retail sector is a good strategy, which makes a good position of avenue market in the customer mind, by doing these customers become loyal. Customers also do shop because they can get their cultural products from the place. Retail brand image can be read as a marketing strategy as a product that fits the type of organisation immersed in the customer's mind. This type of personality can be explored by related investigations. Meanwhile, the study by (Aschemann‐Witzel, and Zielke, 2017) stated that grocery store group image, mall image, geographical location, brand type, menu size and unique store location or its marketing are related to the seller's brand name.

In order to show signs of developing a sense of making unsuitability between the past and the real and clear events that need to be painted. The result also confirmed that customers satisfied in shopping superstores the main reason is that customers can get all products in one place, which are related to other same products. The manager put everything which relates to the same group on a separate side, and this is easy for customers and they save their time in this method. The conclusions of the study by (Chakraborty, and Bhat, 2018) revealed that retail stores are always selling quality products, as well as displaying high-quality products at a low price. Although the fact of interest in the store is a good sign, it changes the interest in brand management that can be curtailed.

Since the retailer anywise makes money by selling worldwide profits, it may not be essential to have an open-source store present on a global and large customer base with high profits. The situation that attracts consumers is particularly effective to scope those types. If the type of store for sale is large, then the value of the product over the first can be settle. It has been concluded by (Upadhyaya, 2017) organisations have broken theories and done business independently, to find holes in the market and to test how people feel about their name, marketers have used different techniques, often talking to eventual brand managers or brand names in the govern fields.
Chapter 5: Conclusion
The purpose of this study is to identify the marketing strategies' impact on avenue supermarket in the retail sector, that how the researcher analyses the marketing strategies by which the retail sector can take maximum benefit. The purpose of every business is to gain maximum profit with minimum resources, but for that, there must be a plan by that the business gets success. There are four objectives the researcher makes for this study and by analysing these objectives, the business can grow very well and can take a large market share in retail sectors.
Avenue supermarket has advanced and sustained, especially in small markets and in small towns, despite the concerns of some. The guidelines are intended to deal with a start-up or design trends, which allow collaboration with reporters to continue cross-channel design and in the next to increase the knowledge and availability of production maps related to the concept of stopping and interpreting advertising. It has often been demonstrated that individuals while launching a new business, a product or a store, converse about marketing strategies and other technicalities connected with those strategies in order to gain maximum profit out of the project.

As stated by many professionals, these strategies are implemented by almost every business; however, every firm has to plan accordingly. Launching a new business or project requires a great amount of effort, planning and designing in order to execute and operate in the market. No product or business can survive without knowing and understanding its rivals, competitors and consumers. Being familiar with consumers or buyers is a challenge. The firm has to address customers’ wants and needs as it has been stated in various articles. In order to further understand and figure out the consumer side of marketing, the terms market segmentation, target market, and positioning are the most essential areas and according to business experts, a firm has to explore the market structure.

This is the most vital area to focus upon as it carries the utmost importance in the Segmenting, Targeting and Positioning (STP) Model. It has been noted that many firms often correctly implement the segmenting and targeting strategies. However, the business still fails in achieving its desired goal. This is mainly because the positioning strategy is not executed in an accurate manner.

Positioning simply means how the product is perceived by the targeted audience in value has the product in the eyes of the consumer. It is important to know how to deliver the message which claims that the product caters to the particular needs of the segment, for the consumers within the opted segment. There are many organizations that have different products for different consumers, for example, Marriot International has ownership over a number of chains for different segments. It provides a unique selling point to the product and hence, ultimate customer satisfaction.

Positioning can also help consumers feel that the product is specially made for them. The positioning strategy does not require to be elaborated, but to be specific about the target market, what approach to be used to reach the audience. According to (Berg et al., 2018), the consumer is actually purchasing from the organization, who are the competitors and what are they offering to the market and finally, what will be the unique selling proposition. Consumers are being attracted to the value proposition and the revenues and profits are breaking the ceiling. Many middle-class people have changed their shopping outlets and shifted to Avenue supermarkets. This has made Avenue’s competitors a bit worried, as the price positioning strategy is the most effective method in the pool of various marketing strategies present today. Successful stores such as Walmart have used this strategy and provided the highest level of customer or consumer satisfaction.

The competitive markets never ignore the facts of the location and its impact on the retail markets. However, it is noted by (Smith et al., 2019), that well-located stores are the successful results of the decisions. Thus, a good location is one of the main sources through which the target of attracting customers becomes easy. Draw attention in the research of measuring the successful location is the wise selection of outlets. Therefore, it is important to keep track of the feasible choice of location. Hence, the assessments of the location of any retail company are done based on macro location and micro-location evaluation.
Moreover, this approach also provides the platform of advantage over the competitor who manages to come to the solution of a one size fit all approach. There are several ways to segment the target market such as demographics, geographic, psychographic and behavioural.
However, some ways can affect the barriers such as social, technological and legal opportunities and threats, which might have a great impact on each segment. Therefore, it is not advisable to put a lot of effort simultaneously in all segments, a smart approach and impact only can be seen visible, when one segment is focused at a time. it is essential to have a great influence identifying through "unique selling proposition" and draw a clear positioning map so that any retailer or customer can understand the segments and perceives the product, services, and brand awareness.
Recommendation

In order to improve the location strategy for targeting customer firms should minimize the gap between targeting customers and the product so accessibility and proximity occur between them. However, there is more accessibility and proximity there is more sale from the customer. In order to promote the production of retail sector firms ensure that to utilize the specific product for specific celebrities and to make sure that to provide the best service and focused on customer needs, want and demand so that its product will be promoted and sold. In order to analyse and explore the target market firm ensure that to evaluate the segmentation, targeting and positioning strategy very well so that products will be promoted on the basis of age gender and income in contrary firms face severe demotions. The firm should help associate brand/product with particular attributes or with specific beneficial value in addition to this firm should correlate brand and product with competitive pricing. As far as product pricing is concern the firm should analyse the high quality and its usage and application. However, the firm compels to make competitors think about the product, which is better than its competitors. 
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Appendix

Survey Questionnaire

Demographics Section

1. Your Gender

· Male 

· Female

2. Your Age

· 18-25 years

· 26-35 years

· 36-45 years

· 46-50 years

· Above 50 years

3. Your Income

· 25,000INR-40,000INR

· 41,000INR-60,000INR

· 61,000INR-80,000INR

· 81,000INR-100,000INR

· Above 1 Lac INR

Please tick the response, you think is most appropriate as per your preference, where

S.D is for Strongly Disagree

D is for Disagree

N is for Neutral 

A is for Agree

S.A is for Strongly Agree

	
	
	S.D
	D
	N
	A
	S.A

	
	Location Strategy
	
	
	
	
	

	4
	Good location is good source for targeting attractions of customers.
	
	
	
	A
	

	5
	Customers prefer best location no matter the price is high or low.
	
	
	
	A
	

	6
	Customers get bore from coming to the same place again by again
	
	D
	
	
	

	
	Promotion Strategy
	
	
	
	
	

	7
	Using celebrity as a brand endorsement attracts the customers to come forward in the market.
	
	
	
	A
	

	8
	To utilize the source of channels through media therefore customers attracts.
	
	
	
	A
	

	9
	Sales promotion activities in rural areas are very different from urban areas in retail sector.
	
	
	
	A
	

	
	Target Market
	
	
	
	
	

	10
	Retail managers’ demographic structure of the market is the most important element.
	
	
	N
	
	

	11
	Target market analyses done affectively by analysing from competitors.
	
	
	N
	
	

	12
	Placing things, which is, relate to customer profession target them to engage.
	
	
	N
	
	

	
	Positioning Strategy
	
	
	
	
	

	13
	Giving high discount in festivals, which make a position in customer mind.
	
	
	
	
	SA

	14
	Using cultural symbols in retail sectors make a good position in customers mind.
	
	
	
	
	SA

	15
	Advertiser uses a new strategy taking the competitors’ strategy as the base, which make a good position in market.
	
	
	
	A
	

	
	Retail Sector
	
	
	
	
	

	16
	Customers satisfied in shopping from retail sector.
	
	
	
	
	SA

	17
	Is it easy to find products in retail sectors?
	
	
	
	
	SA

	18
	Retail stores opening hours appropriate the need of customers.
	
	
	
	A
	


Appendix: Participant Information Sheet
1. Study title and Researcher Details

Title: Impact of Marketing Strategies of Avenue Supermarket in Retail Sector

2. Invitation paragraph 

You are being invited to take part in a research study. Before you decide it is important for you to understand why the research is being done and what it will involve. Please take time to read the following information carefully and discuss it with others if you wish. Ask me if there is anything that is not clear or if you would like more information. Take time to decide whether or not you wish to take part. 
Thank you for reading this. 

3. What is the purpose of the study?

The purpose of this study was to determine the various marketing strategies of Avenue supermarket in the retail sector of India.
4. Why have I been chosen?

Researcher will obtain written consent from respondents.

5. Do I have to take part?

Participants can withdraw any time during the research, and this statement will be contained in consent form.
6. What will happen to me if I take part?
Researcher will not ask any question that may harm their jobs.

7. How I can withdraw if I do not wish to continue.
The participant would be asked if the researcher can mention his participation or not. Though the participant’s information would not be shared with any other person.  

8. Will my taking part in this study be kept confidential?
It will be maintained by keeping data secure in locker.
9. What will happen to the results of the research study?

Researcher will inform participants about the research component and the possible results of research in writing.
10. Contact for Further Information 
The participants can contact with the university ethics committee and supervisor.

Appendix: Informed Consent Form

Title of Project: Impact of Marketing Strategies of Avenue Supermarket in Retail Sector
Name of Researcher: 

AMANDEEP SINGH
I confirm that I have read and understand the information regarding the study. I have had the opportunity to consider the information, ask questions and have had these answered satisfactorily. I understand that my participation is voluntary and that I am free to withdraw at any time, without giving any reason, without any legal rights being affected. I agree to take part in the above research study.

PARTICIPATION:
You will be asked to provide the required answer for the questions regarding the research aims and objectives. I expect your participation to take about a few hours of your time.  

RISKS and BENEFITS:      The potential risks associated with this study are the risks of biasness on part of the researcher and on part of the participants. I will give the best possible effort to remove biasness and the related risks.  

CONFIDENTIALITY:      Your individual privacy will be maintained in all publications or presentations resulting from this study. In order to preserve the confidentiality of the responses, I will not disclose the personal information of the participants in the researcher while submitting and publishing the research. 

A signed copy of this consent form will be given to you.

I understand the above information and have had all of my questions about participation on this research project answered.  I voluntarily consent to participate in this research.

Name of Participant:  
GURLEEN KOUR  
Date 15/01/2020
Signature of Researcher:  
AMANDEEP SINGH           Date: 15/01/2020
