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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 ..................
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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, 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, an 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 customers 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.

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 

“Digital technology is a type of transfer that involves breaking a message or form of communication between two 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 clubs 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).
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