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Learning

Objectives

U Telkom
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Understand that a critical part of the consumer decision
process is outlet selection, which can occur before or
after brand evaluation, or simultaneously with it.

Recognize that the selection of retail outlets, while
based on unique attributes (evaluative criteria), uses
decision rules similar to those used in brand selection.

Know the primary attributes consumers use in selecting
retail outlets and how to build marketing strategy based
on this knowledge.

Understand the nature of in-store influences that affect
product and brand choices and be able to develop
marketing strategy based on them.
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» Decision Sequence

- Outlet First, Brand Second
- Brand First, Outlet Second

OUtIEt - Simultaneous
Selection |

a nd List and rank evaluative criteria (characteristics)
when shopping for:

Pu rChase - major grocery shopping trip

- buying a quart of milk in a hurry

Influences on store evaluative criteria

- buying a suit
- buying a watch < <
- buying a newspaper >
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Level in the Channel

Decision Sequence Retailer Manufacturer

. Outlet first,
brand second

2. Brand first,
outlet second

3. Simultaneous

Marketing Strategy Based
on Decision Sequence
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$ Billions
0 5 10, 15 20 25

Replenishment
Health/beauty

Food and beverage
Researched

Apparel

Automotive*
Computer hard/software
Consumer electronics
Jewelry/luxury goods
Speorting goods
Travel (leisure) |
Convenience

Books

Event tickets

Flowers, cards, gifts
Home/garden
Music/video

Toys

The Internet:
Online Sales by Categories
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Purchased the advertised

item and one or more 34
additional items

Purchased only the 6

advertised item |

Did not purchase the

>

advertised item but o1
purchased one or more
other items
Did not purchase 19
anything
| 1 l l
0 10% 20% 30% 40%

Expenditures of Individuals Drawn to a Store
by an Advertised ltem
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Social Risk

Low

High

Economic Risk

Wine (personal use)
Stocks

Kitchen supplies
Pens/pencils
Gasoline

Fashion accessories
Hairstyles

Gifts (inexpensive)
Wine (entertaining)
Deodorant

The Economic and Social Risk of Various
Types of Products

Personal computer
Auto repairs
Clothes washer
Insurance
Doctor/lawyer

Business suits

Living room furniture
Automobile
Snowboard

Ski suit
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Displays a

} Price ' \ e WESSEL S
. reductions l

il Modify
- ! | Alternative | intended
Atmosphere : evaluation purchase
b o \. - behavior

Stockouts J o I -

Sales

personnel

In-Store Influences that Impact
Alternative Evaluation and Purchase
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30

Specifically

lanned
B 26

>

Supermarkets

Generally

planned Mass merchandise stores

Substitute

60
Unplanned

0% 10% 20% 30% 40% 50% 60%

Supermarket Decisions

vvvv A




v Telkom

University

Specifically  Generally In-Store

Product Planned Planned + Substituted + Unplanned = Decisions

Total study average*
Hair care™
Magazines/newspapers*
Oral hygiene products*
Automotive oil*
Tobacco products*
Coffee*

First aid products*
Cereal*

Soft drinks*

Mixers

Fresh fruits, vegetables*
Cold remedies”
Toothpaste/toothbrushes’
Antacids/laxatives’
Facial cosmetics’

In-Store Purchase Behavior
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Percent
increase
700%
} 610
’ 600 |-
534
500 |
400 |-
300 |-
200 |-
L 96
100 70
e B = L1
Paper Shampoo  Toothpaste Deodorant Coffee Fabric
towels softener

Sales Impact of
Point-of-Purchase Displays
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+162%

Percent FIE%
120~

>

100|-
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+11%

Shelf Rear Front
Endcap Endcap

B
=]
|

Average unit sales per store

- Regular price
on shelf
- Feature price/display

20|

The Effect of P-O-P Display Location
on Sales of Listerine Mouthwash
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Store Atmosphere

Ambient conditions

Music
Odor

Physical conditions
Layout
Equipment
Colors
Furnishings
Space

Social conditions

mber of customers
Sales force characteristics

Symbols

Store Atmosphere

Individual Characteristics

Sales personnel
Career objectives
Training
Personal situation
Saocial class
Stage in HLC

Consumers
Lifestyle

Shopping orientation

Stage in HLC
Situation

Response

Sales personnel
Mood
Effort
Commitment
Attitude
Knowledge
Skill

Consumers

Enjoyment
Time in store
Items examined
Information acquired

Purchas
Satisfaction
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