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[bookmark: _Toc110980306]Chapter-1: Introduction
[bookmark: _Toc110980307]Background of the research topic
Today people are connected to the virtual world where they can purchase their necessary products online within a few moments. In that case, Bricks and mortar stores fall at a great risk and find a different way to attract mass people. Covid-19 pandemic fuel the situation, and people are more accustomed to buying online without visiting the store (Cozzio, et al, 2022). This pandemic has changed the way of purchasing, and thus brick-and-mortar stores sort out the new way to distract customers' attention. Around 75% of people worldwide make their purchase decisions in-store; although they sort out the product they have to purchase, they often compare when they come to the store and make a purchase decision (Pourmoradian, et al, 2022). That's why business applies different techniques by which they can influence customers and can drive their purchase decision, called point of purchase. At the point of purchase, businesses offer several discounts on their product to compete against online businesses and foster their sales (Tan, et al, 2022).
[bookmark: _Toc110980308]Significance of the research topic
The research topic is crucial because it helps to know the impact of the point-of-purchase, promotion and sales and how they influence customers to make purchase decisions. Point-of-purchase play a significant role and can turn the profit margin of the business, and this research topic helps to know about these things (Sulva, 2022). Businesses must make different decisions to foster their sales, so they apply different strategies to attract customers. This research topic helps to know about their different strategy and also helps to know how customers influence and make purchase decisions at the last moment (Khan and Priya 2022). Moreover, this research topic also helps to know how vital the point-of-purchase is and also helps to find out the way of making strategies which foster a business's sales. The strategic decision helps the business to cope with a challenging situation and take situational strategy based on their contingency which helps them to overcome the situation. 
[bookmark: _Toc110980309]Purpose of the research
After conducting this research, it helps to know about the impact of point-of-purchase, promotion and sales, and it also helps to understand how it influence and foster sales. Moreover, this research helps to know about the actual scenario of a business and how it works and competes with other online and brick-and-mortar companies (Almeida, 2022). 
[bookmark: _Toc110980310]Aim and objectives of the research 
This research aims to identify the impact of point-of-purchase promotion on sales for a brick-and-mortar. Moreover, this research aims to explore different strategies which affect the sales and profit margin of the business.
The objective of this research is-
1. To analyse the impact of point-of-purchase promotion on sales.
2. To explore the way of influencing customers which fosters sales.
3. To recommend how a business can overcome the challenging situation, increasing their sales and profit, which helps business growth and development.
[bookmark: _Toc110980311]Research questions
After analysing the research topic, the above objectives are established and based on the research objectives, and the following questions are developed-
· How do point-of-purchase and promotion impact sales of the business?
· How does a business influence customer to foster their sales?
· What are the challenges which hinder a business's success and development? And how do businesses overcome it?


[bookmark: _Toc110980312]Chapter 2: Literature Review
During the Covid-19 pandemic, people were accustomed to buying their products online, which changed their buying behaviour and pattern, and that's why businesses also changed their policies and strategy to attract customers by offering lower prices than others (Chae and Kim 2022). Several things often influence customers; they seek the most quality product at the lowest cost, and that's why they visit stores where they can find their required product (Baluran, 2022). Besides the online store after the post-pandemic situation, brick-and-mortar stores offer different strategies to attract customers (Crespo-Almendros, et al, 2022). They conduct several research which influences customers' buying decisions. In this section, research objectives and questions are incorporated, which helps to understand the topic precisely and helps to know about the topic.
How do point-of-purchase and promotion impact sales of the business?
Point-of-purchase promotion is one way the retailer influences customers' buying decisions, increasing their sales (Phillips and Baudinette 2022). Customers often change their buying decision at the last moment to see the offer from the retailer in-store. For instance, they attractively offer some product for a particular day or time and place this promotional news new the checkout or point of sales, which attracts customers and often influences and changes their buying decision (Cozzio, et al, 2022). 
[image: ]
Figure-1: Example of point-of-purchase
Source: (Pourmoradian, et al, 2022)
When a retailer displays their particular promotional activity in front of the sales counter and displays in a way that draws customers' attention, customers are often influenced and make repeated purchases, increasing their sales and revenue (Tan, et al, 2022). Moreover, retailers can achieve customer recognition by offering quality products at a discount, which makes repeated customers (Sulva, 2022). When customers find that this particular retailer offers their necessary product relatively low cost than others, it will influence them, and they will become loyal and repeated customers, increasing their business growth and sales (Khan and Priya 2022).
[image: ]
Figure-2: How Point-of-purchase works
Source: (Almeida, 2022).
Placing promotional billboard and focusing on the individual item attract customer more, which increase business sales. Moreover, customers are often interested in visiting the shop frequently, which automatically increases sales (Chae and Kim 2022). Retailers may use different strategies, and sometimes they offer temporarily or for a few months, which increases sales, and the business can create a unique position in the market and this also helps to achieve a sustainable competitive advantage in the long term run (Crespo-Almendros, et al, 2022). 

A retailer often influences customers in many ways to increase their sales and revenue such as when businesses welcome their customers with a smile and cordially and make them feel special, it will influence them and they become loyal to this brand, increasing business sales and growth (Phillips and Baudinette 2022). Moreover, a business can create a unique brand by welcoming cordially and providing quality products. When businesses value customers' opinions and take corrective actions based on the customers' reviews, it will influence them to become repeat customers (Baluran, 2022). Businesses can facilitate their customers' information access to attract vast people and increase their growth. Businesses need to offer realistic promotions where customers are influenced and make purchase decisions (Cozzio, et al, 2022). Unrealistic promotion hampers business growth, and customers do not believe them at all which hamper business for a long time and their sales lessened dramatically (Tan, et al, 2022). 

Businesses should commit to offering top service to their customers to draw their attention. In that case, a business can respond quickly to facilitate their service and offer quality products to their customer at less cost; thus, they can achieve a sustainable competitive advantage in the long run (Pourmoradian, et al, 2022). A business cannot succeed without strong management. They cannot formulate a profitable strategy and cannot take good decisions, hindering their business growth and success (Sulva, 2022). Moreover, they can fall under a great risk when they cannot execute a strategy. Efficient employees can work better than a clumsy ones, hindering their business growth and success. Efficient employees are more trained, which saves business time and resources, and they can influence customers, which increases business sales and also helps them to gain a competitive advantage (Khan and Priya 2022).  

Several political issues such as riots, movements, and the change of political parties can hinder business success. Along with the political issues, economic issues like inflation rate, exchange rate, unemployment rate, and GDP growth rate also play a significant role in business success (Almeida, 2022). Businesses must analyse the external environment, which helps them make strategic decisions and succeed when scanning a country's internal and external environment. When businesses employ the most talented, it facilitates their working process, and businesses can easily influence customers. A well-behaved and charming look helps draw customers' attention and foster sales (Chae and Kim 2022). Training and development program helps to develop employees' carrier and make them efficient, which helps a business overcome challenging situations (Crespo-Almendros, et al, 2022). Businesses can take profitable decisions which drive their success. When a business conducts deep macro and microanalysis, they can understand the political and economic situation well, which helps them to make expand decisions, and the business can know about the political condition well, which also facilitates their promotional decision (Phillips and Baudinette 2022). 

[bookmark: _Toc110980313]Chapter-3: Research Methods and Methodologies
[bookmark: _Toc110980314]Research Philosophy
The research philosophy entails gathering and analysing data and how the research is performed. Various research philosophies such as positivism, interpretivism and realism are used in research because the data used in this research is gathered from primary and secondary sources (Baluran, 2022). For interpreting the data, interpretivism and for represent positivism philosophy is chosen (Cozzio, et al, 2022).
[bookmark: _Toc110980315]Research Paradigm
Three research paradigms exist exploratory, explanatory and descriptive, used to describe the data in an understandable way where the researcher can describe them (Pourmoradian, et al, 2022). Besides, this paradigm helps to understand the research topic well.
[bookmark: _Toc110980316]Research Approach
The deductive research approach is chosen among the various research approaches because it helps the researcher explain the data with the appropriate theory and helps them to collect the data from reliable sources (Tan, et al, 2022).
[bookmark: _Toc110980317]Research Methodology
Both quantitative and qualitative data are used to interpret the data in a well-structured manner, and it also helps to accomplish the research and to resolve the issue precisely (Sulva, 2022). 
[bookmark: _Toc110980318]Research Strategy
For this specific research strategy, primary and secondary quantitative and qualitative data is used to provide a clear idea about the research topic (Khan and Priya 2022).
[bookmark: _Toc110980319]Sampling Method
The researcher tries to choose enough people; thus, they can get the best result and can interpret the data correctly. For this, the researcher chooses 60 people where customers and employees of the retail business exit (Almeida, 2022). Random probability, a non-probability sampling method, is chosen as the researcher used primary and secondary sources to collect the data (Chae and Kim 2022).
[bookmark: _Toc110980320]Data Collection Method
The primary and secondary data collection method is chosen. To gather primary data, the researcher collects information from the employees of different retailers and customers and the necessary data from news portals, statistics, and websites to collect secondary data (Crespo-Almendros, et al, 2022).
[bookmark: _Toc110980321]Ways of interpreting data 
Four steps are used to interpret the data; first of all, the researcher gathers data from different sources and then develops findings and a conclusion (Phillips and Baudinette 2022). The researcher also recommends overcoming any barrier that increases sales.
[bookmark: _Toc110980322]Time prospect of the research
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[bookmark: _Toc110980323]Ethical consideration of the research
The researcher must receive the consent of the customer and employee when they collect the information and maintain their security, which is very important and must be maintained (Baluran, 2022).
[bookmark: _Toc110980324]

Cahpter-4: Conclusion
Place product in front of the customer is significant, driving revenue and increasing sales. Retailers often place their products in a way and offer them at less cost, which helps attract customers. Placing product at the point of sale influences customers, and they often change their mind, which help the business to increase their revenue and thus become more loyal to the customer. Point-of-purchase promotion fosters the growth of the business significantly, and research said that approximately 75% of customers change their buying decision when they know about the retailers' promotional activity, which drives business growth and development.
[bookmark: _Toc110980325]
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