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Executive Summary
In this report the researcher will critically a range of key emerging strategic and delivery themes which impact the organisations sales and merchandise practices. The report consists of the author describing the mains concepts of sales and merchandise and crediting each author in examining the literature furthermore the writer identifies and critically evaluates a key emerging theme in sales and merchandising and its application within organisation in the sector, assessing the likely impacts of these changes on the sports industry. Finally the researcher will construct a visual representation of sales and merchandising in practice, from research undertaken to develop a discussion. The final report will consider the practical application of sales and merchandising within the sports industry looking at key strategic themes such as technology and how it can be used as physical activity in stores. 
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1.0 Terms of Reference

The report was made on request by Beth Cummings. The date required for the report is 16/02/2010. The purpose of the report is to understand the key concepts of sales and merchandising and to understand the importance of why retailers and sports industry would adapt this strategy. The report will be published on 21/03/2019 and the report was compiled by Shazer Essar.

2.0 Procedure 

The following procedure has been adopted for the investigation to take place and the report compiled.

2.1 A Variety of Secondary Material have been accessed 

The materials included in the report are case studies, textbooks, journals, websites and organisation literature. 

















3.0 Findings  

“Sales and Merchandising Management”

3.1 Key Concepts of Sales and Merchandise 

“A sale is an exchange of goods, services, or other property for money.” (Investor words 2019) 

According to Moorman sales is very important to organisations, sales are just as important as marketing, marketing is the indicative method of improving or increasing sales. Moorman (2013) further explains the needs does not equate to a successful partnership between the two groups as conflicts and disruption can occur between the two but as equal partners, sales and marketing need each other to make it work in the business sector. To improve sales the organisation must consider lowering the prices or increasing advertising, whether it is promoting at local pubs, radios or social media. 
 
“The term ‘merchandising’ is further confused, in fashion retailing, with ‘visual merchandising’, which is the function specifically concerned with the aesthetics of window and store presentation.” Jackson T and Shaw D (2001) 

Strategic Themes of Merchandising 
	Stock Planning 

	Management and Control

	Spotting Trends 

	Analysis  

	Relationship between Stock and Sales 

	Use of Digital Technology such as EPOS system 



O’Reilly confesses that merchandise is a tangible product which can be purchased by any consumers. (Lear et al., 2009).

There are three steps of merchandising the first step, retail merchandising which is establishing working relations with manufacturers who will provide the goods or services that are ultimately sold by the retailers. Once the goods are secured, the retailer must determine the unit price that he or she will assign to the products. In all cases, this retail price will be higher than the cost of purchasing the goods from the supplier. After setting the retail pricing, the process of retail merchandising moves on to the task known as setup and display. This process is concerned with displaying the goods within the retail setting to best advantage. Marketing is an important aspect of any retail merchandising strategy. Engaging in a publicity campaign to reach prospective customers may involve something as simple as advertising. 

Visual merchandising initially expanded the function by the window to include a design-led approach to the interior. Visual Merchandising can be anything a consumer can see and get attracted by for example merchandise presentation, shopping environments, and layout. 

Sales and Merchandise of any brands needs to be determined by the store’s personality and from a consumer’s perspective. Brand retailing is valued as chic, high class or high quality depending on its size. In a journal by Malaika Brengman and Kim Willems (2009) it indicates a research on how customers perceive a high class store and what can make a fashion store, from analysing the results the customers like to be served by friendly salespeople in order of the store to be classed as congenial. The first class, store atmosphere includes three dimensions according to the baker framework (Baker et al., 1994) 
· Ambient Factors (For example stores that have lighting and play music in the background for example JD sport, Zara, a high end retail will play music whereas sport direct play no music).
· Social Factors (The environment and vibes you get of customer assistants).
· Store Design Factors (This includes both functional and aesthetic design aspects of the store such as layout, style and colour. 




3.2 Retailing

A customer store experience is related with the value perception, purchase decision.
Stores are very strategic when setting their products, for example joules, is target marketing adults so they will feature adults clothing at the entrance and as you go further along the store then you will find the kids section. Visual identity is defined as an image that attracts the consumer, it can even be a recognisable image through logos and symbolism. 
The shopping experiences is examined with three procedures:
1. Value Perception
2. The Purchase Decision 
3. Experiential Retailing 

Value Perception
According Zeithaml (1998), the value of the perception is costs or sacrifice made to own the products versus the benefit. Research suggests a consumer’s shopping experience facilitates between rational and hedonic element. 

The Purchase Decision
Holbrook and Hirschman (1982) suggest that consumers are goal envisioned and search for a product based on their knowledge most customers know what they want to buy before they enter the store whether it is shopping in food store on fashion. 

Experiential Retailing 
The concept of retailing has enhanced in the modern day it was first developed in 1990 to catch a customer’s eye, introducing new technologies such a try on your outfit digitally before purchasing it, this is a very clever and sophisticated idea as it gets the customers in awe however it can cause a controversy and some people might be shy that are people are watching them pick out there outfits outside a store before entering it whereas in a changing room you can grab in and judge it for yourself.
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Figure 2. 

Retails have different approach when dealing with consumer’s needs, for example the exterior of Sports Direct compared to Zara. The entrance of Sports Direct have sales signs at the very beginning to draw customers attention it is a dynamic store, there layout is very plain and have a lot of staff working. Sports Direct Swansea have umbrellas for customers to come in and buy a quick purchase which is a strategic sale and an impulse purchase, conversely Zara is very spacious have few staff working and is very bright, Zara Swansea target market all age groups by having section on each floor. Store layouts are dependent on the consumers it wishes to attract.

3.2.1 Digital Technology 

When looking at digital technology, it includes a message or form of communication between machines down into binary code. “Binary code consists of all ones and zeros and can be reassembled upon being read by another piece of equipment that utilizes digital technology.” (Reference, 2019)  

Majority retailers have EPOS system which is tills and scanners. Tills have all the information ready, which workout the prices and change for employees working for the retail. 

3.3 Sales and Merchandise in Sport

When analysing sales and merchandise in sports, most supporters of any professional club around the world express their love for the team by purchasing and showcasing the club’s merchandise in public and private settings. Wearing jerseys, decorating their bedrooms, buying merchandise such a phone cases, school bags, pencils, a fan will openly invest in the club financially and emotionally to show support for their team, likewise fans that do not support may wear the attire of a specific professional sport club to associate with the specific images or personalities of that brand for example the LA Lakers caps and vests, many fans purchase Lakers merchandise as it is seen as fashion in similar to the is the New York Yankees caps which is a massive fashion trend globally.  Management of professional club’s view merchandise sales volume as their total sales and merchandise sales rank as their competitive position in comparison with other clubs in the league as a major indicator of its success and as potential drivers of its revenue growth. Merchandising is an increasingly important revenue source for clubs, so merchandise sales is very relevant to every major clubs. 

In the article “Merchandise sales rank in professional sport: Purchase drivers and implications for National Hockey League clubs” the authors (O'Reilly, Norm; Foster, George; Murray, Ryan; Shimizu, Carlos 2015) explain that “The global retail sport apparel market is growing at a 6 per cent cumulative annual rate towards a forecasted US$125 billion market in 2017.” (Research and Markets, 2012).

4.0  Key emerging theme in sales and merchandising 

Key emerging theme in sales and merchandising is very important to any organisation within the sector, as well as linking it to the sports companies and assessing the impacts and changes it has on the industry. The research attempts to study sales and marketing issues and challenges being faced by global hospitality organisations. One of the biggest emerging themes in sales and merchandising is technology, consumer behaviour, visual merchandising displays and statistics. For example using technology to promote physical activity in stores. Sainsbury’s have now bought out new trolley called the trolley trainer. The reason the author has chosen technology as a key emerging theme because it is absolutely huge. Technology can be used in various ways: for experiential purposes, to appeal to mobile users, increase convenience for shoppers, or to promote a retailer’s online presence.
 4.1 Technology (How it can be used as physical activity in stores and to improve customer’s experience)

“Technology refers to methods, systems, and devices which are the result of scientific knowledge being used for practical purposes.” (Collins, 2019)

Another use of technology is stores is Alibaba rival JD.com opened its own high tech supermarket. 7Fresh which first opened in 2018, it includes technology elements to deliver a super convenient shopping experience. The stores offer many main features such as its smart shopping carts which follow customers around the store. This does not need to be pushed which means customers can keep their hands free, making it easy to focus on looking after children and other personal tasks. The stores also include ‘magic mirrors’ that sense when an item is picked up and then display information about it.

4.1.1 Consumer Behaviour 

Consumer Behaviour can be defined as “The study of individuals, groups or organisations and the processes they use to select, secure, use and dispose of products, services, experiences, or ideas to satisfy needs and the impact that these processes have on the consumer and society”. (Hefer and Cant 2013) It is studied that consumers purchase a product through shopping however through time they purchase experience shopping as well, the experienced of shopping is influenced by visual displays in stores.

Hefer and Cant (2013) suggest that visual merchandising use techniques that are creative in order to capture the consumers target needs and perception of the product, it also makes the shopping for consumers effortless. “Retailers want their stores to attract consumers by assisting them to find the merchandise they desire and to motivate them to make planned, unplanned and impulse purchases, and to ultimately provide them with enjoyable shopping experiences” (Levi & Weitz, 2009: 509). 

Consumer behaviour is all technology based and what can be developed electronically as things are getting more competitive, retailers are having to compete with virtual reality for example Nike, in there store they have a massive projection screen where consumers are running and playing a game. For a company’s such as Sports Direct and DW sports it is impossible to target segments these type technologies based products for consumers to use as it is very costly to fund. Technology is allowing customers too much choice and channel options as they can now move seamlessly from digital to physical channels.

There are many characteristics that have a say on consumers purchases it is very important for retailers and marketers to understand, predict and influence on consumers choices to buy. There are four main characteristics when influencing buyer’s decision, they are cultural, social, personal and psychological.
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Figure 1. Characteristic affecting consumer behaviour

Characteristic influence buyer’s decision making for example social buying the same toothpaste your family use because that is what you have used throughout your entire life it is in our subculture to purchase an item that we know and can rely on. 
The first sign of visual merchandising was the display of merchandise on the windows such as use of mannequins it was born to increase sales by first attracting shoppers through the power of window displays and then through in-store visual mechanising displays. This encouraged the customers to stay and remain in the stores, it also had a positive retail experience in order for them to return to the same store. 

4.1.2 Media Statistic (Online Technology)

“In part behaviour has changed as a result of recent major disruptive events such as the Credit Crunch, recession and exchange rate changes, but there are other things going on. For example, consumers are becoming smarter in their use of the Internet to research products based on previous customers’ views, seek out the best deals and offers and then buy online, with a corresponding increase in the number of price comparison/aggregator sites. We are perhaps seeing the rise of the ‘strategic consumer’ who observes the dynamics of supplier pricing and adapts their buying strategy in response. Some observers suggest that these changes to
Consumer attitudes and behaviour are fundamental, long-lasting and likely to continue to be disruptive.” (Christie & Ian 2010)

Media statistics is huge right now as 3.48 billion people now use social media. That is an increase of 9% from last year. Which is 45% of the world’s population is now using social media. It is important for Spots Direct to acknowledge this as most of their sale increase can come from online shopping. They could use something called E-CRM. CRM can be supported by technology and digital data, using websites and online social media presences for customer’s development from generating leads through to conversion. CRM helps to manage customers profile information and email list quality and manage customers contact options. 366 million new people started using social media in the past year. That’s more than a million new people joining social media every single day.

Social CRM:  process of managing customer-to-customer conversations to engage existing and potential customers and other stakeholders with the brand it is characterised by sense and respond communications for example Amazon personalised recommendations to site visitors. This has developed into Social CRM i.e. how social media can be applied to develop customer relationships and customer value. A strategy can be developed for CRM by reviewing and prioritising options in each of the 6 business applications above. The report has a useful chart to assist prioritization - it shows which applications are most popular; currently the social listening tools.

4.2 Advantages of Physical Activity in Stores

One of the advantages of having technology that promotes physical activity in store brands such as Nike is that customers can test out products more, also visiting a specific brand store such a Nike the customers will be biased to buy their products. Another advantage is that the Nike store in New York which some people claim to be the LEGOLAND of sports has a basketball court, football pitch, and treadmills in which means families can come in to utilize the facility as well as purchase products. “Nike spent years designing the store, according to Sean Madden, Nike’s senior director of service and experience for its direct-to-consumer business. “We’ve got a lab back on campus,” he says, referring to the company’s Oregon headquarters. “We’re trying things. We’re piloting in other stores quietly in the marketplace. And we’re finally bringing this to the consumer.” Nike plans to roll out successful elements of the Soho store through the rest of its retail fleet, which includes about 1,000 locations worldwide.”

Shopping can be made fun and less difficult for families as kids will persuade the adult’s decision in what products to buy. The biggest plus for any customers seeking for a shopping experience is that when you go and buy a product it is easier to find the specific product that you are looking for, for example looking for the correct shoe size, you are able to try it on as well as testing the basketball shoes on the court. 
“Between those stores and Nike.com, the direct-to-consumer business is playing an ever-greater role in Nike’s sales mix. In 2015, direct sales accounted for $6.6 billion, or about 22% of Nike’s sales. But at its investor day last year, Nike said it plans to grow direct sales to $16 billion by 2020, which would be a full third of the $50 billion it’s aiming for in that year.”

4.3 Disadvantages of Physical Activity in Stores 

The disadvantages of having physical activity in stores is that people may only come to the store to use the facility and not actually purchase any products, as they just want to visit it for the experience. Another disadvantage is that a lot of people now days shop online, it is easy to create your own trainers that can be a massive setback for any sports brands. “Over the last years,  many retailers, irrespective  of  size,  have  added  an  online  channel  so  becoming multichannel retailers. Initially the online channel was implemented and run as a separate division, but today channel coordination and integration is a priority for retailers (Herhausen et al., 2015), signaling the  move  from  a  multichannel  to an Omni channel retailing model  (Verhoef  et al., 2015).“ 
The Nike store is New York is aiming for students, kids and young adults it does not really aim at adults, this can be a disadvantage because customers like the comfort of shopping from home and some adults might get annoyed at the fact there is a lot of youngsters playing in the court rooms whilst they are shopping.  

4.4 Sales and Promotions

It is important for any football organisation that when promoting sales and promotion of club to reward loyal customers and to reinforce brand loyalty, psychologically getting fans together for example Ireland during the six nations. The country shut off the roof of the stadium so that the volume and the noise of the fans does not leave the stadium. Within sports, customers get passionate for example the six nations after Wales winning the grand slam fans get passionate and sales in kits increase. Store brands are the most successful brands in the world. In general, it is considered as commodities owned, private-labeled and established by companies where their main economic obligation is distribution as compared to manufacturing (Schutte, 1969).

4.4.1 Branding

“According to Gonring (2008), in the middle 1980s, loyalty was only identified based on product or service quality. However, in the late 1980s, loyalty had slowly transformed into customer driven and in the early 1990s, company started focusing on customers need and responding to their grumbles. In the late 1990s, company focus began to shift to competitors, and they tried to produce product through generating latest and distinctive benefit in order to be competitive in the market. Now, in the twentieth century, this concept has evolved to its current stage where customer is their primary target.” 

“Brand loyalty is the act of consumers consistently purchasing a product or patronizing a company. Companies typically build this loyalty through strong advertising and marketing campaigns that influence consumers as well as high-quality products or services.” (WiseGEEK, 2019)

Brand Value is usually the value of a brand. It is valued by consumers over other products. The equity of your brand is important because if your brand has positive brand equity, you can charge more for your products and services than the normal products or other competitors.” (Caliber, 2014)

Strong brand such as Champions league needs licencing and merchandising rights, the organisation can then distribute via clubs’ shops, internet, they can also use geographical implication over merchandising. 

“According to Tepeci (1999), a good and strong brand image which comprises of logo, color and motto is very crucial for all retailers and customers to differentiate one product from others. Undoubtedly, people nowadays purchase products based on their preferences and familiarity with particular brand image. As stated by Keller 
(1993), brand image can be determined as an opinion or awareness of consumers to particular brand that is influence by brand perception in their mind. They will evaluate the product for its quality (Sheinin and Wagner, 2003). Thus, store brand that come with differentiation may gain advantages as consumers nowadays pursue brand uniqueness.”  

4.4.2 Price and Perceived Quality 

“Price and perceived quality are considered to be related with each other as stated by Elliot (1996), consumers also consider price discrepancies as quality indication. In general, consumers purchase private label brand because of its slightly lower price rather than the other brand such as national brand. In the other hand, Zeithaml 
(1988) asserted perceived quality as consumer’s perception in relation to product’s supremacy or fineness. It is because positive consumer’s perception towards store brand is very essential to make them stick with that particular brand. Furthermore, consumer prefers to stay with recognizable name, as brand name brings higher value or perceived quality.”

5.0 Visual Representation 

“The use and manipulation of attractive sales displays and retail floor plans to engage customers and boost sales activity. In visual merchandising, the products being sold are typically displayed in such a way as to attract consumers from the intended market by drawing attention to the product's best features and benefits.”
(Business Dictionary, 2019) 

Visual representation is promoting products without attempting to sell it for example a Renault store in a shopping mall. It is there to promote the brand rather than have a store to increase sales, soon as everyone goes in the shopping mall they see the big Renault sign. Likewise Apple store in Paris, has a room of each apple product, the store also has a room where people can sit and charge their phones, Apple Culture for example having a live DJ, engaging with customers and with environment and technology however when comparing to sports direct it does not quite offer the same customer experience as it costs too much to get a live DJ to perform at the facility, also hiring a DJ says a lot about the brand and about the person that shops in the brand. Going to spots direct a customer is willing to spend any price as the prices are very cheap and every other item at sports direct are on sale however going to a Nike store means a customer has to overlook the price tag and accept the prices set also means the customers are premium customers. 
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“The store, originally scheduled to open in November but delayed because of a permit issue (the new opening date is Nov. 18 at noon) contains: a mini basketball court; a treadmill in front of screens simulating different outdoor runs; a small, enclosed soccer area; a customization shoe bar where shoppers can personalize a pair of Nike Air Force 1s; and dedicated coaches on staff who can put customers through drills to test out sneakers.”

The store is very spacious it allows room for participant to run on treadmill at ease and feel comfortable around their surroundings. In the store there are cameras set up all around the basketball court to capture the action from different angles. A camera beside the treadmill records a customer’s gait during a run, allowing a Nike staff member to analyze the results and recommend the best sneaker. And that customer can later access the footage through his online Nike account and share it on social media.

“Visual merchandising displays use creative techniques in order to save both the sales person’s and the shopper’s time by making shopping effortless. The visual merchandising display process is often referred to as the “silent sales person” by providing the consumers with information through visual mediums, as well as by suggestive selling - suggestions to add items to a consumer’s original purchase (Bhalla & Anuraag, 2010:21). This process is often referred to as the visual merchandising communication process. A great deal of communication between the retailer and the consumer takes place through the use of visual merchandising displays. The retailer communicates to the consumer by means of their store, the store’s interior design, layout, atmospherics and merchandising displays.” Hefer and Cant 2013 portray that each retailer has techniques to draw customers in for example if you look at the diagram below.
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“Visual merchandising displays are frequently used to introduce new products or brand extensions to consumers, as well as to decorate a store. This is a planned and systematic approach to display the stock that is available in the store. Visual merchandising displays perform different functions in an apparel retail outlet, such as
Supporting sales, to support the retail strategies, to communicate with consumers and to assist in communicating the fashion retailer’s brand image (Levi & Weitz, 2009: 531; Bell & Turnus, 2008: 20-22).” 
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This type of store establishment gets people to come in the store for experience, this means people can come in and share the experience on to others, it is believed that if one customers is satisfied with the product or customer experience he will then go on and tell another three however if a customers a dissatisfied with the product or service he will go ahead and tell another eleven. 
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