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Constituent college of Osmania University, with CPE Status

NAAC Reaccredited with ‘A’ Grade

Basheerbagh, Hyderabad
Diploma in Retail Management
W.e.f the Academic year 2014 – 15
Objectives

 At the end of the course the students will gain knowledge of

· Existing and emerging retail formats, including store and non-store outlets.

· Trends and current events in the industry

· Consumer Behaviuor and how it determines retail management strategies.

· Merchandising of functions performed within the retail management strategies.

· Foundations of Merchandising

· Effective critical analysis of a retail business. 

WHY SHOULD YOU CHOOSE THIS COURSE?

The course is extended to those seeking a career in retail industry. The industry is facing dearth of skilled employees who can handle jobs like store layout, merchandising, customer service, supply chain management, IT etc.

There are endless career opportunities and prospects. This course is a customized programme for a career in retailing. Normally, the candidates are selected, placed and then given training in the chosen area.  This course completes the training aspect. Thus a ready-made candidate is offered to the industry to be absorbed in middle level management. 
COURSE STRUCTURE

	S.No.


	Paper 
	Subject
	 PPW
	Scheme of Exam

	
	
	
	
	IA
	Final
	Total

	1
	R101
	Retail Industry
	5
	20
	80
	100

	2
	R102
	Applied Marketing
	5
	20
	80
	100

	3
	R103
	Merchandise Management
	5
	20
	80
	100

	4
	R194
	Introductory Accounts and Economics
	5
	20
	80
	100

	5
	R105
	Store Design and Visual Merchandising
	5
	20
	80
	100

	6
	R106
	Retail Logistics
	5
	20
	80
	100

	7
	R107
	International Retailing
	5
	20
	80
	100

	
	
	Business Communication and Soft Skills
	
	
	
	50

	
	
	Field Work/project report
	
	
	
	100

	
	
	Case Study/presentation
	
	
	
	50

	
	
	Project viva
	
	
	
	50

	
	
	Leading and Training a Team Business model presentation 
	
	
	
	50

	
	
	Grand Total 
	
	
	
	1000


Eligibility: Final year students only

Duration: One year Course
 
Semester I of 9 months of classroom interaction


Semester II of 3 months – On the Job Training

Fees: Rs 12,500/ 

Intake – 30 students

Selection of the students will be done on the basis of an entrance examination and an interview. Entrance is waived for Sponsored candidates. Qualifying Marks at the entrance will be 50 per cent. The Entrance Test (objective type) will be held for 50 marks with one-hour duration.
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   (2014-15)
RETAIL INDUSTRY
Paper No: R101  





Max/Marks100

PPW- 5

 Duration of Exam. 3 hrs

Aim – To provide the student with the ability to explain the nature and scope of the retailing sector and to describe the Organisation, Operation and Promotion of retail business, including the environment in which they operate in India.

Learning objectives – On completion of this paper, students are expected to be able to 

· . Describe the nature and role of the retail sector and its position in an industry.

· . Outline the types of retail outlets and their customer base in India.

· . Identify the main influences on the contemporary retail scene in India

· . Explain retail theories, models and formats.

UNIT I    Retailing: Role, Relevance and Trends
Advent of Retailing – Retailer – Retailing –Evolution of Retailing – Channels of Distribution – Characteristics of Retailing – Functions of Retailing – Benefits of Organized Retailing – Globalization of Retailing – Types of Retailers world-wide – Retailing as a career. 

UNIT II   Retailing in India
The present Indian Retail scenario – Factors affecting Retailing in India – Retailing opportunities in India – Size of Retailing in India – Government Policy – Foreign Direct Investment in Retailing in India – Challenges to Development of Retailing in India.

UNIT III:  Retail Models and Theories

Evolution of Retail Formats - 

UNIT IV   Retail Store Location 

Types of Retail Location – Steps in choosing a retail location – Methods of evaluating a trading area – The Herfindal-Herschman Index, the Index of retail Saturation-Reilly’s Law of Retail Gravitation – Central place theory – Huff’s Model of Trading Area Analysis.

UNIT V    Retail Market Segmentation

Introduction – Market Segmentation – The Benefits of Market Segmentation – Segmenting, Targeting and Positioning Criteria for Effective Market Segmentation – Kinds of Markets – Dimensions for Segmentation – Market Targeting-Choosing the Segments to Focus – Customer Profile – Survey of Buyers’ Intentions – Market Segmentation in India. 

UNIT V     Retail Location Strategy

Introduction – Importance of Location Decision – Levels of Location Decision and its Determining Factors – Types of Retail Location – Types of Consumer Goods and Location Decision – Site Selection Analysis

Books Recommended:


1. Levy and Weitz: Berman and Evans - Introduction to the World of Retailing 


2. Levy and Weitz: Berman and Evans - Retail Institutions and Multi-channel 


3. Berman and Evans  - Strategy, Planning and Retailing


4. Levy and Weitz  - Retail Market Strategy


5. Berman and Evans - Identifying and Understanding Consumers 


6. Levy and Weitz - Customer Buying Behavior

Books recommended

1. Chetan Bajaj, Rajinish Tuli and N. Srivastava :  Retail Managament, Oxford University Press, New Delhi, 2006.

2. Patrick, M : Dunne, Robert F Lusch and David A Griffich – Retailing, Thomson Asia Pte Ltd, Singapore, 2005. 

3. Suja Nair, - Retail Management, Himalaya Publishing House, Mumbai, 2006.

4. S.A. Chunawalla, - Contours of Retailing Management, Himalaya Publishing House, Mumbai, 2006

5. R.L. Varshney, B.Bhattacharyya – International Marketing Management, Sultan Chand & Sons, New Delhi

6. Francis Cherunilam – International Marketing - Himalaya Publishing House, Mumbai, 1999.

7. Peter.J.Mcgoldrick Garu Davies - International Retailing Trends And Strategies, ISBN13: 9780273611837

ISBN10: 0273611836
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         APPLIED MARKETING

Paper No. R102  





Max/Marks100

PPW-5

 Duration of exam. 3 hrs

Aim – To provide the student with the ability to apply Marketing Tools in the Retail Sector

Learning Objectives – On completion of this paper, students are expected to  –

· Explain the evolution of marketing as customer oriented, understand the differences between goods and services marketing.

· Explain the need for Product Management, Planning and New Product Development, understand the implications of Product Life cycle.

· Explain the different approaches to pricing and pricing methods, understand the significance of packaging and labeling.

· Explain the need for Promotion Mix.

· Explain the factors influencing consumer behavior.

UNIT I   Introduction- Evolution of Marketing
 Customer Centric Approach – The concept of Marketing Myopia – The concepts of Services Marketing and Rural Marketing – Differences between goods and services marketing – Tasks of Marketing. – The concept of Marketing Mix 

UNIT II   Product Management
Meaning of product – Classification of Products – Product Levels – Product Mix – Product Life Cycle – Implications – New Product Development – Addition and deletion of Products – Branding – Labeling – Packaging – Criteria for Product Selection adopted by different Retailers.

UNIT III   Pricing of goods and services – Price – Meaning – Significance – Pricing approaches – Pricing Methods – Pricing under different competitive environments and Retail Segments followed by Retailers.

UNIT IV   Promotion Mix
Advertising  - Sales Promotion – Personal selling – Public Relations – Practices adopted by Retailers in different Retail Segment .

UNIT V   Retail Customer

Understanding Consumer – Factors influencing Consumer Behavior – Consumer behavior models – Decision making process – CRM in retailing – Practices followed by Retailer.

Books recommended_

1. Brassington.F and Pettit, S – Principles of Marketing, Pitman Publishing, London, 2000.

2. Kotler, P – Marketing Management – Analysis, Planning, Implementation and e Hall International, London, 1999.
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   (2014-15)
      MERCHANDISE MANAGEMENT
Paper:  R103






Max Marks – 100

PPW – 5






Duration of Exam –3 hours


Aim: To provide the students with an understanding of issues relating to merchandise management and with special reference to apparel merchandising and other retail segments.

Learning Objectives: On completion of this paper the students are expected to place 
· product into appropriate categories
· explain each category

·  explain labeling systems
·  Analyze labeling information for fashion or any other product. 
· Outline consumer trends and purchase patterns of Apparels

UNIT I     Merchandise Management: Meaning, Categorizing the buying Process, Setting objectives for Merchandising Plan, Determining the Assortment Planning Process, Buying Systems, Merchandise Classification, Category Management- Meaning, Advantages, Essential Elements, Drivers of Category Management, Financial Objectives of Merchandising, Model Stock Plan, Conflicts in Unit Stock Planning, 

UNIT II   Merchandise Buying and Handling: Meaning, Methods, Basic Stock Method, Percentage Variation Method, Week Supply Method, Stock to Sales Method, Vendor Negotiations, Trade Discount, Quantity Discount, Promotional Discount, Seasonal Discount, Cash Discount, Delivery Terms, In-store Merchandise Handling, Unit Stock Planning, , Merchandise Mix, Optimal Merchandise Mix, Constraining Factors.

UNIT III Merchandise Management Planning in Various Retail Segments: Specialty Retailers, Grocery and Food Retailing, Replenishment Issues, Labeling –Types, Legislations, label writing and evaluation – Case Studies. 

UNIT IV    Textile Products
Fabric Properties – Strength – Durability – Aesthetics – Comforts – Performance – Textile Specifications

UNIT V  Apparel Merchandising: Apparel as Fashion, Stages of Fashion adoption, Fashion Life Cycle, Fashion Adoption and Diffusion, Downward Flow Theory, Collective Selection Theory, Sub- Cultural leadership Theory and Communication Models. Understanding Fashion Adoption, Challenges of Retail Fashion, Adapting Retail Practices.

Books Recommended:

Levy and Weitz - Developing and Implementing Merchandise Plans 
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  INTRODUCTORY ACCOUNTS AND ECONOMICS

PAPER - R104





Max Marks - 100

PPW – 5






Duration of Exam – 3 hours

Aim: To provide students with the ability to understand the basic accounting techniques and a broad knowledge of economic concepts.

Learning Objectives: On completion of this paper the students are expected to 
· explain accounting conventions and concepts,
·  apply them,
·  prepare simple financial statements for sole trader and Ltd companies, 
· explain the Theories of Demand and Supply and their implications on consumer choice.

UNIT I  Introduction to Basic Accounting Principles – Accounting Concepts and Conventions - Journalising, Ledger Posting and Subsidiary Books.

UNIT II    Preparation of Trial Balance and Final Accounts

UNIT III   Hands on experience of using Tally Package.

UNIT IV: Introduction to Economics- Cost Concepts – Law of Demand, Demand Function, Demand Schedule, Demand Estimation and Forecasting, Concepts of Elasticity, Demand, Price, Income and Cross Elasticity.

UNIT V: Market Structure and Price Determination: Perfect Competition, Monopoly, Oligopoly and Monopolistic Markets.

Books Recommended:
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 STORE DESIGN AND VISUAL MERCHANDISING

Paper - R 105






Max Marks - 100

PPW – 5






Duration of Exam- 3 hours

Aim: To provide students with ability to apply the Principles of Store Design, Layout, and Visual Merchandising to Retail Outlets.

Learning Objectives: On completion of this paper the students are expected to
· explain the elements of store layout and space planning, 
· describe and apply store front and interior presentation techniques, 
· visual merchanding elements, 
· mechandise presentation methods, visual communication and sensory marketing techniques. 

UNIT I    Store Layout Management: Introduction, Key Components, Store Image, Space Productivity, Elements of Store Environment, Objectives of Store Environment, Non-store retailing, Layout in e- tailing, Role of Layout in Retailing – Effects on Customers..

UNIT II    Store Planning: Allocating Space, Types of Space required- back room, offices and other functional spaces, aisles, service areas, non-selling areas, Floor Merchandise Space –Wall Merchandise Space, Space Allocation Planning – Improving Space Productivity in Existing Stores, Space Productivity Index, Space Allocation for a Store, Circulation, Free Flow, Grid, Loop, Spine Layout. Shrinkage Prevention.

UNIT III   Planning Fixtures and Merchandise Presentation: Fixture Types- Hard lines fixtures. Soft lines fixtures, Wall fixtures, Merchandise Presentation Planning- Shelving, Hanging, Pegging, Folding, Stacking, Dumping. Psychological factors to be considered, when merchandising stores- value-fashion image, angles and sight lines, vertical blocking.

UNIT IV Fixtures and Merchandise Presentation – Visual Merchandising, Store Design- front, interior, lighting, sound and smell, Visual Communication – name, logo, retail identity, Institutional Signage- Directional Departmental and Category signage, point of sale signage. Life-style graphics. 

UNIT V: Non-Store Retailing: Space Management and Visual Merchandising Techniques- Direct Selling- Catalogue Selling – e-tailing, Tele-marketing.
Books Recommended:

1. Berman and Evans - Operational Dimensions

2. Levy and Weitz - Managing the Store

3. Levy and Weitz - Store Layout, Design and Visual Merchandising  

4. Berman and Evans - Retail Image and Promotional Strategy 

5. Berman and Evans - Customer Service 
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 (2014-15)
RETAIL LOGISTICS

Paper:  R 106






Max Marks - 100

PPW – 5






Duration of Exam – 3 hours

Aim: To provide the students with the ability to analyze the Principles of Supply Chain management, it’s evolution and its future trends.

Learning Objectives: On completion of this paper the students are expected to 
· explain the evolution of Logistics and Supply Chain management in the retail context, 
· analyze the key aspects of supply-chain processes of inventory warehousing and transportation, 
· examine the elements of logistics service provider to retail industry,
·  evaluate the role of service providers to retail industry, explain the trends in supply chain management. 

UNIT I: Introduction to Supply Chain management: Retail Logistics, A model of retail Logistics, Retail logistics decision parameters, reverse logistics, current trends.

UNIT II: Distribution and Logistics Strategies: A conceptual approach, typology of possible logistics, Formulating a logistics strategy, Strategic action itineraries, value drivers, key performance indicators, key considerations, Retail Chain Optimization Drivers.

UNIT III. Retail logistics and cost, transport costs, facilities cost, communication costs, inventory costs, handling costs, packaging costs, management costs, outsourcing logistic operations to third parties, centralized distribution in retail logistics.

UNIT IV: Storing and transmitting of information: Data Warehouse, Electronic Data interchange, proprietary EDI systems, Collaborative Planning, forecasting and Replenishment, Retailer managed production Planning, Merchandise flows, Specific Logistics issues in Retailing.

UNIT V: IT and Supply Chain: The path to the internet, implications, network and new players, the new organization, automation of retail logistics, combining  IT with JIT oriented retail logistics – Case Studies.
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INTERNATIONAL RETAILING

Paper:  R 107






Max Marks: 100

PPW – 5






Duration of Exam – 3 hours

Aim: To enable the student evaluate, motivation, methods, market appraisal considerations and theoretical models used domestic retailers when developing into international retail market.

Learning Objectives: On completion of this paper the students are expected to
· identify and evaluate the range and scope of the internationalization of retailing, 
· investigate the theoretical models associated with international retailing, 
· critically analyze retailer motivation for international market entry with consideration of the retailers’ domestic operations, appraise retailer market entry methods 
· undertake market appraisal techniques employed by retailers entering the international markets.

UNIT I Introduction: International Retailing- meaning; Reasons for internationalization; Development of International Retailing; National to International Retailing; Multi- nationalization to Globalization; Determinants of International Expansion: Expansion Patterns; Trends in International Retailing.

UNIT II: Identifying Global Markets: Criteria for Classifying Markets- On the Basis of Stages of Demand, Stages of Development, other basis; Short Listing of Markets, Appraisal of markets, data to look for in different markets, market entry conditions.

UNIT III: Market Entry Strategies: Prevailing practices, case studies, recent trends, implications. Licensing, Franchising, Collaborations, Tie-ups, Investments, Alliances, Mergers and Acquisitions etc. Pro and Cons, entry strategy of Indian Firms.- Case studies.

UNIT IV International Market Intelligence and Market Selection Process: Information requirements – sources- MIS- marketing Research- Determinants of Market Selection, Market Profiling and Market Segment Selection.  

UNIT V International Promotion and Distribution: Media Selection, Scheduling, Promotion Mistakes, Evaluating the results.

International Channel System, Types of intermediaries, International Logistics, Distribution and Promotion Strategies, Major Decisions, Problems in International Market communication. 

