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Critically examine the literature around sales and merchandising in order to define the key concepts.
Luke harries
Student number: 1603360

Merchandising
Merchandise and merchandising can easily get confused whereas merchandise means ‘goods that are bought and sold’ (Cambridge university,2019) Merchandising means ‘products connected with a popular film, singer, event, etc., or the selling of these products’ (Cambridge university,2019). Product merchandising can vary depending on trends or events. Retailers will use merchandising to link their merchandise to the specific trends or events. For example, ‘Football merchandising’ refers to the wide range of products sold by football clubs to its supporters. (Jackson T and Shaw D, 2001) 
Sales
Sales means ‘the number of items sold’ (Cambridge university, 2019) Sales and merchandise/merchandising will always have a direct link. ‘Effective merchandising can have a clear and definite positive effect on retail sales and the bottom line, which is, after all, the goal of any business approach.’ Sales can increase due to effective merchandising such as following popular trends and selling products which interest customers. Also having attractive shop floors for example organised merchandise and colour schemes which match the season. ‘Your customers will begin to associate your attractive merchandising with your store and it may also impact where they go to shop on a regular basis.’
Digital
Retailers are turning to digital trends to help them improve shoppers experiences ‘offering downloadable circulars and coupons on your website helps customers, since they do much of their planning online before heading to a store to buy, according to market and business analysts IRI.’ (Wagner, 2019) The experience of shopping is changing as the general public want to find and receive the products they want us quick as possible, just like any other aspect in life they want things done quickly. Allowing the shopper to use coupons from online shopping will speed up the process when entering the shop. Nike have also taken on the role of speeding shopping up for their customers ‘Alongside customisation studios and instant checkout points, a stand-out feature of the six-floor studio is the ‘Speed Shop’. This allows customers to reserve shoes online to try on in-store. More specifically, customers can arrive (through a dedicated entrance) to find a locker with their name on, which can then be unlocked via their smartphone.’ (Gilliland, 2019) Nike are one of the leading sport brands in the world and for them to trial ‘speed shopping’ shows the shopping experience is diverting in to efficiency rather than enjoyment, the main goal is getting your product quickly. From a business point of view improving the efficiency of shopping is an advantage because its making the shoppers happy whilst giving the business the highest opportunity to make more sales. Yet again shops and businesses are trying to improve the speed and efficiency for shoppers. ‘EPOS stands for Electronic Point of Sale digital system and is a computerised system used in shops, restaurants and other retail outlets’ (Duval, 2012) The EPOS system is used amongst the majority of shop floors and its long term advantages are ‘It ensures accurate pricing, Faster transactions, Reduces human error (Duval, 2012) 
Retailing
Value perception 
Customers view many aspects when entering a shop but they all play a vital role in the buying decision. ‘Research suggests a consumer’s shopping experience facilitates between rational and hedonic elements. Hedonic value from a pleasing store design influenced perceptions of utilitarian value of a product, which in turn affected store patronage intentions’ (Baker et al, 1998) Customers will take into account the visual representation of the store as well as the quality of the product, therefore stores need to be well designed to convince the customer to buy.
The purchase decision 
‘The consumer is envisioned to be a goal-directed problem solver, who searches for product related information, weighs evidence, and arrives at a carefully considered evaluation leading to a purchase decision’ (Holbrook and Hirschman, 1982)  Yet again the customer is driven by the specific product their aim to receive but they are subtly convinced with other aspects of the store.
Experimental retailing
In modern years customers are not only driven by the products in hand but also the experience they receive within a store ‘Experience provided a new opportunity for creativity as well as an important value differentiating element. Emotions and senses are excited by new strategies engaging with spectacle and theatre, creating a sense of awe, expectancy, and being “part of something much larger’. Providing the customers with a lasting experience will certainly improve the brands chances of creating more revenue and also expanding the brand due to social and online exposure
 ‘Free Flow Layout – Fixtures and Merchandise are grouped in Free-flowing patterns on the sales floor’ (Retailing, 3rd Edition, Dunne and Lusch). Free flowing shop floors are the new trend, allowing customers to roam freely around the shop floor looking at all the products available. The advantages of a free flow are, ‘Allowance for browsing and wandering freely, increased impulse purchases, Visual appeal Flexibility’ (Retailing, 3rd Edition, Dunne and Lusch). Although free flow floor layouts are effective the come with disadvantages such as, ‘Loitering encouraged, Possible confusion, Waste of floor space, Cost, Difficulty of cleaning’ (Retailing, 3rd Edition, Dunne and Lusch). High class shops such as Zara and flannels use free flow shop layout ‘ a high class fashion store can be recognized by its attractive interior and its quality goods in the higher price range’ (Brengman and Willems, 2009) because the products they sell are higher classed and higher priced therefore they can sell less products and earn high profits ‘ 
‘In order to be perceived as a congenial store the customers expect to be served by friendly sales people, in a cosy story environment’ (Brengman and Willems, 2009) Congenial stores such as sports direct will not use free flow layouts due to the products they sell, for example sports direct will sell lower cost products compared to flannels which is a high classed fashion store but they will sell a higher volume which will accumulate to a high profit. Shop layout and sales have a direct link. ‘The continued popularity of in-store shopping means that retailers need to invest time and resources in creating a store layout that increases sales.’ (Westmorland,2018). As I have stated above different styles of high street shops use different floor layout depends on the type of store. For a floor space to be effective customers need to be able to roam around the shop freely, getting to any product they like without getting abstracted. Also customers will feel relaxed and not intimidated, ‘Leaving enough space in the threshold will make shoppers feel welcome. A cramped threshold is unconsciously associated with chaos. As a result, the customer is likely to leave your store.’(Westermorland,2018) When designing the floor layout, shops need to consider what the customer will do first ‘It’s reported that 90% of consumers turn right when they walk into a store.’ (Westermorland,2019) Using this statistic shops can decide where to place their best products. Placing high end products on the right hand side of the shop would be effective as customers will view them first giving them a higher chance of being sold.






Identify and critically evaluate a key emerging theme in sales and merchandising and it’s application within an organisation in the sector. Assess the likely impact of these changes on the sports industry.

1.B Introduction
Shop visitors expect two services whilst entering a shop, a quality product and an experience. Shop goers expect to have a good shopping experience and main stream brands are noticing this. ‘As we move from transactional to experiential activities, the way we determine business success needs to change.’ (Johnstone, 2019) () Key emerging themes such as physical or electronic aspects on shop floors are changing the modern shopping experience. As stated ‘Physical stores can no longer survive on just day trading. We need to define shopping in a new way. How do we entertain the customer?’ (Johnstone,2019) Giving the customer numerous options to retrieve their products and giving them an all new physical shopping experience can create more foot traffic for the store and in return creating more revenue.
1.B Literature review
Shop floors and layouts are changed during different trends to keep up with their competition. ‘One of the key skills requirements of a fashion buyer is the ability to spot and interpret trends for their particular target consumer’ (Jackson and Shaw 2008). Renewing themes on shop floors will allow the visitors to experience something new whilst also convincing them to buy products. ‘When entering an apparel retail store, consumers act differently to the sensations and stimuli around them; they either pay attention to it or they ignore it.’ (Hefer and Cant, 2013) Visitors are more likely to buy a product from a shop in which they had a good experience because they might feel relaxed within the environment or feel a professional presence from the brand. Customer experience within a shop environment can be the key to the customer buying a product or leaving the shop empty handed, ‘According to Accenture, the business costs of poor customer experiences can be as much as $1.6 Trillion from U.S. consumers who switch their service to a different brand or service provider’(Valdez, 2019)
1.B 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) Consumer behaviour can be affected by brands due to their ability to create a unique shopping experience for the them. Experimental activities within stores is a modern prospective on shopping. Leading brands within the sport industry are testing activities within their flag ship stores throughout the world. 
1.B Key emerging theme
Physical experimental activities on shop floors are becoming more popular around the world due to its unique ability to improve and excite a customer’s shopping experience. According to ‘Retail experts such as Cor Molenaar have shown that stores should focus more on offering an experience’ (Moes)An example of a brand improving the shoppers ability is Barbour and Parlour, they provide the necessary requirements for their store in London such as, ‘a beauty parlour, hairdresser and barbers where customers can satisfy all their grooming needs’ (Trotter, 2019) The brand also provides customers with the option of visiting ‘a café for grabbing a coffee, light meal or purchasing Soho House’s own House Press cold-pressed juice range’ (Trotter, 2019) During the customers visit to the store they have the option pursue with their health and beauty needs whilst also having the ability to purchase food and drinks. This is great for the brand because it improves the customer experience whilst also giving the company a higher opportunity to gain more revenue. Providing more chances for the customer to spend money up on the premises gives company the highest possible chance of them earning more money due to the many options surrounding the customer. Leading sport brand Nike are experts in spotting trends within the sporting industry and acting upon them. ‘Although the visual merchandising displays are useful in promoting certain products, if the displays are well designed and logical, the participants feel that there are so many other personal preferences to take into account for the displays to have a lasting effect on every consumer.’ (Hefer and Cant, 2013) Providing the customers with a lasting effect will potentially increase footfall within the store due to the experience being spread by the customers who have visited. Personally if I enjoy visiting a certain shop I am more likely to tell my friends or family which will then convince them to visit therefore, providing the shop with new customers. Visiting main Nike stores located in major cities such London or New York City will provide the customer with an experience they would not have experienced before. For example within the New York City store ‘an entire basketball half-court with adjustable hoops and digital video screens, an enclosed soccer trial area, a treadmill in front of a Jumbotron that simulates outdoor runs,’ Also Nike includes an interactive design feature ‘a customization shoe bar where shoppers can fully personalize a pair of Nike Air Force 1s,’ (Future Stores Seattle, 2019)Providing the customers with experiences ‘such as testing out new products in real sport play before buying’ (Future Stores Seattle, 2019) will offer the customers an opportunity to try out a product within the shop which is a luxury most sport shops or any shops will not have. Giving the customer an opportunity to try a product will potentially place the customer in a more bias decision to buy the product due to the fun experience of testing it within a shop environment. ‘most of retailers are likely to develop store brand as it has high potential in obtaining loyal customers. Besides, brand is one of many factors that may influence customer’s purchasing behaviour because of the uniqueness and specialty of the product.’ (Abdullah,2012) As well as Nike supplying a basketball court, Nike are also creators of their own basketball shoes. Therefore Nike a creating a demand for their own products by providing the customers with the lasting experience of basketball and the opportunity to try the sport out for free. By providing customers with the opportunity to play basketball Nike could potentially be suggestive selling,‘ suggestive selling - suggestions to add items to a consumer’s original purchase’ (Hefer and Cant,2013) especially when families use the facilities, for example kids will want to purchase products on display therefore convincing their parents to spend more money. Also from a customer perspective seeing a basketball court within a store in a new experience which will excite the customer and potentially provoke them to buy more products. ‘Visual merchandising is the art of creating eye-catching displays to attract customers to buy’ (Kırcova). From a personal view I will be more likely to visit a sports store with activities to do and see. Also parents would be interesting in taking their family their due to the unique experience on display. Another example of this is Lego stores ‘It’s like one of toymaker Lego’s popular Legoland stores, where customers go to play as (or more) often than they do to purchase. (Bain, 2016) An example of linking this to the sporting industry is when an individual tries a pair of running trainers within a Nike store on a treadmill. Due to the individual sampling the product i believe there is a much higher chance of them purchasing it due to the unique experience of testing and the adrenaline they might gain by running on a luxury treadmill. Another example of a physical experiment within a store is Adidas’ stadium designed store ‘Adidas last week opened its first stadium concept boutique in London’s Westfield’  (Fashionunited.uk, 2019) Similar to the Nike store i have mentioned above, the stadium designed store will create an everlasting effect on the customer due to the unique experience they will receive. ‘The concept features locker-style rooms, stadium seating with views over Westfield, as well as a tunnel at its entrance.’ (Fashionunited.uk, 2019) The features of the stadium will attract foot traffic to the shop purely because of the unique experience. Creating foot traffic within a store gives the brand the best opportunity to create more revenue.  Similar to the Nike store, Adidas gives the customers a chance to interact with the products. ‘‘This multi-level sporting space also features state of the art “Test & Create” areas in the football and running zones, where customers can try products and undertake a test run.’ (Fashionunited.uk, 2019)  As I have mentioned above allowing the customers the opportunity to try out the products creates a connection between the customer and the brand. Also allowing the customers the opportunity to test products can portray Adidas as a company whom think of their customers best interests giving the brand a good rapport. 

1.B Link between shopping in stores and shopping online reviewing their advantages and disadvantages
Online shopping is a forever growing trend due to the convenience and accessibility of it ‘49 per cent said convenience was the key reason, and older shoppers were in particular more price and convenience driven.’  (Jahshan, 2019)Shopping online has many advantages but they do come with some disadvantages, ‘Communicating dissatisfaction can be difficult online and often takes enormous patience and tenacity to achieve satisfaction.’ (Montaldo, 2019) There is a massive difference between online shopping and shopping within a store regarding the sports industry. More than likely the product being purchased is a specialist product in which the individual would only wear for a specific reason, for example the football boot. Football boots are chosen by the customer for many different reasons, price, durability, speed or looks. Online shops can more than often describe a product in false portrayed way ‘There may be potential problems with the seller when you buy online. They can describe a product wrongly, or in a way that is misleading, as they have almost total control over how a product is portrayed.’ (Goodman, 2019) Customers who shop online will only have the ability to read the information written about the product and the view the image which is displayed. Therefore online shoppers can be lied to often which in fact will be more time consuming that physically shopping due to the inconvenience of having to send the product back. Shopping within a store can also have a different effect on customers ‘ ‘When entering an apparel retail store, consumers act differently to the sensations and stimuli around them’ (Hefer and Cant, 2013) Brands can create physical themes throughout stores which will excite the customer compared to a customer shopping online. Customers will not experience the visual and active features within a store ‘‘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) By allowing the customers to feeling an effect within a store the brand can connect with the customer by showing they care about their products and the shoppers opinions. Creating a connection with the customer will provide the brand with the highest opportunity for the customer to buy products. ‘Research by TimeTrade showed that 90% of consumers claim they are more likely to buy when helped by a knowledgeable associate.’  (Levins, 2019) Yet again online shopping can’t provide customers with certain services such as the human engagement. Providing the customers with physical activities and human advice gives the customer total access to the brand. The customer will have firsthand experience with the products quality. ‘Foot traffic to the store, actually enhances the experience. It becomes physical, tangible, and real.’ (Levins,2019) 

1.B Foot traffic within a store

Foot traffic, ‘a term used to describe pedestrian visitors to a business or commercial site.’ (Dictionary, 2019)Foot traffic has dropped throughout recent years ‘On average, traffic to physical stores was down about 9.8 percent on average, while sales have fallen off by 7.6 percent.’ (PYMNTS, 2015) Due to the convenience of online shopping ‘The growth of mobile devices and the increased accessibility of online pricing have helped fuel increased Web sales.’ (Templeton, 2014) In recent years the public always look for the quick and convenient option and this can be related to other aspect in life such as the gym. ‘If you're looking for a training method to fit into a busy schedule, HIIT is a solid option, producing the same results in 15 minutes as jogging on the treadmill for an hour’ (COVERED, 2017) Relating this back to fashion industry customer decide to shop online due to the convenience but this is not always the best option.  Foot traffic within a store is an important element needed for a store to make a profit. Foot traffic comes with many benefits, ‘Firm belief in the reliability, truth, or ability of someone or something.’ (Oxford) Trust between a customer and brand is a key aspect to the customer deciding to purchase a product. ‘Today, as markets become more aggressive and competitive, many organizations realize the significance of retaining existing customers and some of them have came out with a variety of activities to build a long term relationship or in other words loyalty in their customers.’ Abdullah, (2012) For a brand to create a trust bond they have to have foot traffic within the store. Creating in store characteristics such as activities will build a connection between the brand and the customer. ‘A strong feeling of support or allegiance.’  (Oxford Dictionaries | English, 2019) Using activities within a store will convince pedestrians to enter the premises in which the brand then has an opportunity to build a brand customer connection. The benefit of this will convince the customer to retain loyal customers to the brand as they have trust in their products. Also building a connection with a brand will provide the customer with a sense of satisfaction that the brand is trying to be at one with the customer and not only driven to create profits. ‘Brand trust has been recognized as an antecedent of loyalty in the online context’ (Frasquet et al. (2017). Creating a trust and loyalty connection within a store environment will then provide the customer with the confidence to purchase products online where as they might not of trusted the product beforehand. This is another example why foot traffic within a store is important. ‘Physical stores that survive well into the future will change how they operate and service their customers. Stores will increasingly move from showrooms to playrooms where shoppers can experience products in a meaningful way.’ (Levins. C) This links back to one of the leading sports brands Nike. Nike has adapted their stores to provide the customers with an experience to experiment with the products within the store. I believe this technique alone will create more foot traffic for the store. For example pedestrians walking by might be able to view the unique surrounds within the store and would want to take a closer look. Creating the urge for pedestrians to not only view the products but gain an experience is key to creating more foot traffic within a store. ‘Retailers who encourage these interactions are often the best at converging foot traffic into sales.’ (Levins, 2019)
Construct a visual representation of sales and merchandising in practice. From your research undertaken in task 1(a) & 1(b) develop a discussion paper to be submitted as a section within the final report that considers the practical application of sales and merchandising within the chosen setting.
1.C
[image: Image result for Nike NYC store]‘Spanning six floors and 68,000 square feet, it is packed with brand-new customer experiences that Nike has never done before,’ (Green, 2018) are leading the sports industry world with their consumer experience within their stores. Their flagship stores Include ‘the largest collection of Nike shoes for sale in the world, a "speed shop" filled with popular items available for grab-and-go buying, and incorporation of new features from Nike's shopping app, including instant purchase.’ (Green, 2018) Nike have chosen to revamp their flagship stores within big cities. The reason for them only renewing a hand full of shops relies purely on cost. As you can imagine the cost of the technology and features they provide within the stores will be extortionate and Nike would lose too much profit if they were repeat this technique within every store they own. Although the stores cost a substantial amount to build Nike believe it is beneficial to them as a brand.  Providing the customers with the option to try out new technology within the store will provide them with an experience they will never forget. Creating these experimental flag ship stores also proves that Nike are one of the leading brands within the sports industry and they care about their customers.
1.C
[image: Image result for basketball court in nike store]‘Displaying merchandise in windows was the first sign of visual merchandising displays, thus it was born to increase sales by first attracting shoppers through the power of window displays and then through in-store visual mechanising displays.’ (Hefer and Cant, 2013) Visual merchandise is the 1st line of advertisement a store can have as foot traffic walking past will be able to view what the shop has to offer. ‘Visual merchandising displays are now a significant tool for retailers in order to attract and entice consumers’ (Hefer and Cant, 2013) Although visitors will not be able to view the basketball court within this image from the road side, customers will be able to view images posted from the clientele whom have visited the store or Nike displaying the images online themselves. ‘The visual merchandising displays are useful in promoting certain products’(Hefer and Cant 2013) Examples of the basketball court being displayed online will provoke new customers to the Nike store specifically to try out new basketball products being offered. Also as Basketball products are unique in which individuals would only wear them for the specific sport the equipment they use will have to fit and work perfectly. This sales persuasion technique is great as new customer will potentially go to the store just to try out basketball equipment. Also as I’ve stated above the more foot traffic a store has the higher chance of the store creating more revenue and exposure for themselves.

1.C
[image: Image result for Nike treadmill in store]Nike have supplied customers in China with the ability to play video games whilst running on a treadmill ‘In all, it’s a fun, interactive and memorable way to demonstrate the product, and a great on-brand twist on the 8-bit-runner marketing category. (Beltrone, 2018) This new technology provides the customer with a great experience of trying the product and also testing out modern technology. I believe this brings the Nike brand a customer together as its fun and enjoyable experience. ‘Brand resonance describes the level of identification that a consumer has with a brand and the extent to which customers feel that they are ‘in sync’ with it.’ (Keller, 2014) Customer who are in sync with their brand are more likely to purchase products and give them exposure through means such as social media. ‘Naturally, participants get a 10-second video of their gameplay so they can share it on social media.’ Providing their customers with a 10 second clip of their game play is a great secret sales tactic by Nike as the individual is likely to provide the brand with exposure through social media networks. ‘In recent years, the number of gamers has steadily grown. In 2018, 66% of the U.S. population over age 12 were gamers. That's up from 58% in 2013, according to Nielsen’ (Ballard, 2018). From this statistic you can see that video gaming has increases in recent years. Nike have realised this and used it as a tool to not only test out their newest products but to connect themselves and the consumer together by showing their fun side rather than the professional brand they are. As you can see from the image above Nike have designed the test treadmill in an open and spacious environment. This is key as it can relax the customer ‘It was noted in the focus groups that the consumers’ attention is drawn to certain aspects (such as colour and breathing space in the store) of visual merchandising displays which creates a space where their shopping experience can be positive.’ (Hefer and Cant, 2013) Giving the customer the opportunity to be relaxed creates a higher chance of them buying products within the store.
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