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The aim of this task is to critically examine the literature around the topic of sales and merchandising.  Books and websites will be looked at to define the key concepts of sales, marketing, merchandising and product.  The focus will be on sales, retail, merchandising, and product within the sports industry, by looking at products and services offered in this industry.  


Merchandising is something that represents promotion and any activity which helps to achieve sales. Merchandising attracts customers by getting them into the store and make a purchase. Good merchandising within retail can also help create space by laying products in a certain way to look more appealing to customers. Successful merchandising needs to “be aware of industry and market trends and have an excellent understanding of customer behaviour and demand for their products” (RMS, 2019, p. e1).  Merchandising is usually visual within retail, such as window displays and store set-ups.  According the Trotter (2017), this is “the key to engaging the customer with great product. It’s an art and science that combines ergonomics, lighting, spatial awareness and styling to inspire product handling and upselling” (Trotter, 2017, p. e1).  Within sports, merchandising includes the name, badge, logo, or other trade mark of the sport brand (Bell, 2009). 

The role of selling is to make a sale. This involves a complex set of “principles, techniques and substantial person skills, covering a wide range of different types of selling task” (Jobber & Lancaster, 2003, p. 3). James (2013) says that selling is more about listening than talking, in order to get an understanding of what the customer wants and needs.  He also says it is about building a relationship.  “Customers will only buy from you if they trust you, respect you, and like you”.  This shows that it is important to build trust and a good reputation.  Customers check online reviews about a company, so it is important to keep customers happy.  Sales management is about the “professional way the key duties of all managers, namely, planning, organising and controlling” (Jobber & Lancaster, 2003, p. 10).  A sales manager has a strategic role in sales and needs to think about forecasting, budgeting, and motivating the team.   Sales within the sports industry can be ticket sales, merchandise, gym membership, products such as protein shakes, energy foods and supplements, clothes and equipment, and official gaming for consoles (Fetchko , et al., 2016).  According to Downs (2017) retail in sports can be divided into four categories:

· Standard – retailing for a chain or department store selling sporting goods and apparel 
· Specialised – usually independent shops and can include sport memorabilia 
· Specific – selling only footwear for example, or only one sports brand 
· Retail – involves selling tickets and radio advertising 
· (Downs, 2017)


Product is anything that a company offers to customers to meet their needs.  This could be physical, tangible products, and also services and skills (Jobber & Lancaster, 2003). A sport product is any goods, or services that provides benefits to a sports spectator, participant, or sponsor. Tangible products could be items such as sports equipment, and services could be sports lessons or gym membership (Shank, 1999).  

Products are usually more sellable if they have a reliable brand.  Philip Kotler says that:

“A brand is a promise to your customers, the totality of perceptions about a product, service or business, the relationship customers have with it based on past experiences, present associations and future expectations… brand reality is always defined by the customer’s view” (Kotler cited in Blick, 2011 p.196). 
This shows that the product and brand is worth what the customers think it is.  One way to keep a brand in a good market position is to be consistent with the brand. “We have these expectations of brands or people who are brands because they have delivered consistently in the past and indirectly promise to continue doing so” (Howes, 2013). Brands also have to be relatable to customer’s values and needs.  This could be having a positive environmental policy or showing empathy to shared global problems.  Howes, (2013) says that “make sure you are relating to people's emotional values such as sharing in their problems or showing empathy”.  For example, Adidas and Parley have launched a footwear and swimwear range made from plastic recovered from the sea.  This shows that the brand are trying to do something about the problem of plastic entering the oceans, and environmentally concerned consumers will link this with the brand.  Adidas state that “we are working with Parley to prevent plastic entering our oceans and transform it into high performance sportswear. Spinning the problem into a solution. The threat into a thread” (Adidas, 2019).  This not only makes Adidas a brand of choice for people concerned about plastic entering the sea but it also helps to build up Parley’s brand by teaming up with Adidas, who are the most successful sport brand in Europe (Ratner, 2017).

In conclusion, this task has shown how sales is linked to product, brand, and merchandising.  The product has to be one that will benefit or be of value to the customer in order to make a sale, and this has to be marketed in the right way to be able to attract the customer and design a product that meets a need for the customer consumer.  Branding is important for the product to sell because customers want to have a brand they can trust.  Reputation and trust in important for making sales, as customers have options to buy elsewhere.  Building relationships with customers can help develop trust and a good reputation for the brand.   Sales has to be structured and managed to be able to utilise the tool available to make a sale, such as marketing, product design and merchandising.  
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