MKT313   : Retail Marketing Syllabus
Faculty name

:  Dr.Rashad Al-Saed
Phone



:  220
Email



:  www.professoralsaa.webly.com
Office Hours


:  TBA
Number of Credits

:  3 Credits 

Prerequisite                        :   MKT 211 Principles of Marketing

Number of Credits: 

3 credits; 45 hours of classroom instructions

Dear Students,

Welcome to new session in 2009      . You will be oriented to the applications of marketing programs and policies and analyze the situations in a realistic context. You are expected to come prepared for the lectures so as to enhance your learning outcomes. Wish you all the best. Should you have any queries you are welcome to contact me by appointment. Please go through the cdd and important dates for assessments carefully.

Best of luck
Course Introduction:  

Retail marketing has penetrated not only goods sector but also in a big way services industry such as travel and tourism, financial, real estate, entertainment and leisure in the last decade or so. The outcome of these growth and developments have been that more and more trained and qualified manpower is required to perform effectively and efficiently at different positions in the organizations which are providing these  goods and services to the customers.
Hence learning the principles of retailing and effectively utilizing them have become imperative.  The spirit behind the course is to make the students to understand this important element in the overall marketing mix of mass distributed products.
Course Objectives: 

At the end of this course the student should be able to understand the:

a. Role and scope of retailing 

b. The dynamics of retailing

c. Retail shopping behavior 

d. Future trends in retailing.

Course Content:  

1. An overview of strategic retail management.

2. Situation analysis

3. Targeting customers and gathering information

4. Choosing a store layout

5. Managing a retail business

6. Merchandise management and pricing

7. Communicating with the customer

8. Integrating and controlling retail management

Core text:  
Barry, Berman. Evans, Joel R. “Retail Management A strategic Approach, ” 10th edition (2007) Prentice-Hall India Ltd.

References: 

Lucas George H. Bush, Robert P.  Gresham, Larry G., Retailing, 1st edition AIPD, Chennai, India. Levy & Weitz, Retail Management, Irwin McGraw Hill.
Multimedia Sources:Ds:
Successful Negotiation – Crisp Learning

Team Building – Crisp Learning

Working together – Crisp Learning

Telephone Courtesy – Crisp Learning

Middle East Business Information – Nokia

Websites:

www.computerworld.com
www.comtrust.co.ae
www.fri.org/e_business/e_relating
www.webstoredesign.com
www.thestandard.com
www.bcg.com
www.members.ogemail.com
http://asia.internet.com
www.buddle.com
http://yewk.ay.tripod.com
www.retailowners.com
www.knowthis.com
Virtual Library Sources: 

There are around 4,000 journals, articles, full-text search, newspaper articles around the world, and case studies available in the following E-library resources

www.proquest.com
www.Netlibrary.com
www.netadvantage.standardpoor.com
www.ebsco.com
www.emeraldinsight.com - free E-library source available for all the students for a period of 30 days free trails offer for every username.
Internet Related Sources:

www.sunsite.nus.edu.sg/asiasvc.html
http:/www.aseansec.org

www.middleeastinfo.org
http:/wwwmebusinessdaily.com

Course Policies: 

Attendance: 

Attendance is mandatory in all classes held during the conduct of a course. Absence from class/es prevents a student from getting full benefit of a course. In many courses, absence also disadvantages many or all other students in the class. Accordingly, absence can result in lower grades due to missed assignments, quizzes, exercises and examinations.

The minimum attendance required for a student to appear for the final examination in a course is 75% of the total credit hours allocated to a course. The college acknowledges that individual circumstances may prevent a student from attending class or classes. It is the college’s policy to excuse the absence of students that result from the following causes: illness of the student, accident, death in family, participating in College activities, at the request of College authorities and compelling circumstances beyond the student’s control. However, the minimum attendance required for a student to appear for the final examination cannot fall below 50% of the total hours allocated to a course even with excused absence.

The student is responsible for all materials covered and announcements made during his / her absence. Students claiming excused absence must apply in writing and furnish documentary support of their assertion that absence resulted from one of the above causes.

Enforcement of the class attendance policy lies with the faculty. However, the decision of a faculty to withdraw a student from class due to poor attendance must be approved by the Dean. 
Academic Dishonesty: 

Any attempt by students to copy from other student’s works (cheating) or lifting the material from published or electronic sources (plagiarism) would be considered as dishonesty. It may result in an oral warning or even cancellation from the module depending upon the severity of the case.

Delivery Methods:

· Lectures – Involve providing interactive delivery of lectures

· Case Discussions – Specifically relating to the marketing scenario

· Group Discussions – This is between the student members for enhancing their views and discussing in the class

· Seminars – Seminars /Presentations to be conducted by the students on various scenarios of marketing
Assessment:  

Weightage: 

End-Term Examination 



:   30%

Continuous Assessments  


:   70%

· Mid-Term Examination  


:   20%

· Home  Assignment

           
:   5%

· 3 Quizzes of 10% each   


:   30%
· Attendance & Class Participation 
 
:   15%

Allocation of assessment tools and their weightages have been based on following criteria:

End-Term and Mid-Term Examinations cover 70% weight of the overall assessment and both these examinations are aimed at assessing the students’ conceptual and operational knowledge of the subject learned at different phases

One research assignment with 5% weight age aimed at providing an opportunity to students to apply their theoretical knowledge and skills into a marketing situation on the basis of key inputs obtained from the Internet.

Three quizzes at different intervals, with 5% weightage each aimed at assessing conceptual understanding of key marketing concepts.

Attendance and class participation with 10% weight age is intended to check the students’ continuous involvement and interest in classroom discussions. 

Assessment Schedule:

Quizzes

First Quiz
 :  Third week

Second Quiz:  Seventh week

Third Quiz:      Tenth week
Assignment: in the fifth week
Mid–Term Examination

Eighth week

Grades:

90% + 
:    A

80 – 89%
:    B

70-79%         :    C

60-69 %
:    D

<60% 

:    F

Class Schedule:

To be decided by the faculty teaching this course
WEEK – 1
Chapter-1
AN INTRODUCTION TO RETAILING
The framework of retailing: the importance of developing and applying a retail strategy.

WEEK – 2
Chapter-2 
BUILDING AND SUSTAINING RELATIONSHIPS IN RETAILING
Value and the value chain, retailer relationships, the difference in relationship building between goods and services in retailing, technology and relationships in retailing, ethical performance and relationships in retailing.

WEEK – 3
Chapter-3
STRATEGY PLANNING IN RETAILING

Situation analysis:  objectives, identification of consumer characteristics and needs, overall strategy.

DISCUSSION – Case study: Long live the (Burger) King,
Web Based Exercise: Smart Business Super Site (www.smartbiz.com) 
WEEK – 4
Chapters-4 &5 RETAIL INSTITUTIONS BY OWNERSHIP and BY STORE BASED STRATEGY MIX
Retail institutions characterized by ownership,

Case study: Maaco: Evaluating franchising opportunities
Considerations in planning a retail strategy:  evolution of retail institutions, categorization of retail institutions.

Web based activity: super cuts ( www.supercuts.com)

WEEK – 5
Chapter-6
WEB, NONSTORE-BASED, AND OTHER FORMS OF NON TRADITIONAL RETAILING 

Direct marketing, direct selling, vending machines, electronic retailing: The emergence of the worldwide web, other non-traditional forms of retailing.

Case study: Advertising and Marketing on the Internet

WEEK – 6

Chapter-7 & 8 
UNDERSTANDING CONSUMERS AND INFORMATION GATHERING AND PROCESSING

Consumer life styles: shopping attitudes and behavior; retailer actions.


The retail information system:  the marketing research process, Data collection role in retailing.

Case Study: OBI: Data warehousing at Germany’s Home Improvement Giant.

WEEK – 7


Chapters- 9&10 TRADING AREA ANALYSIS & SITE SELECTION

The importance of location to a retailer: trading area analysis, characteristics of trading areas.

Types of locations: location and site evaluation.



DISCUSSION – Location Analysis of Malls in UAE 
WEEK – 8
Mid-Term Examinations 
WEEK –9& 10


Chapter-14&15
DEVELOPING& MPLEMENTING MERCHANDISE PLANS

Formats and process of buying:  devising merchandise plans, category management, awareness of merchandising soft wares.

Web based exercise: Merchandise Mart: (www.mrechandisemart.com)

WEEK – 11
Chapter-17
PRICING IN RETAILING

External factors affecting retail price strategy, developing retail price strategy


DISCUSSION CASE 1 – Pricing at Bo jangles
WEEK – 12
 

Chapter-18
ESTABLISHING AND MAINTAINING A RETAIL IMAGE

Significance of retail image, atmosphere, encouraging customers to spend more time in shopping, community relations 


DISCUSSION CASE: Atmospherics are on target at target stores
WEEK – 13

Chapter-19
PROMOTIONAL STRATEGY

Elements of retail promotional mix: planning a retail promotional strategy.



DISCUSSION Case– Retail newspaper advertising
WEEK –14

Chapter-20
INTEGRATING AND CONTROLLING THE RETAIL STRATEGY
WEB BASED EXERCISE: Starbucks (www.starbucks.com) 
WEEK – 15
REVIEW & CLASS DISCUSSION
WEEK – 16

FINAL EXAM
Date of syllabus update:

                                         12/01/2009


