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Short Answer (4 to 5 sentences)
1. Figure 7-2 lists 6 factors that make retail shoppers 'tick'. Describe demographics.

Demographic data is objective, quantifiable, easily identifiable and measurable
population data. These data refer to statistical data about the characteristics of a particular
population group. These characteristics include age, gender, ethnicity, income, education level,
occupation, geographic location, and more. They are used to understand the composition of a
population and to analyze trends and changes over time. For example, a business may use
demographic data to determine the age and income range of its target market, while a
government agency may use demographic data to plan for the needs of a particular region or
evaluate the impact of a new policy.

2. Figure 7-2 lists 6 factors that make retail shoppers 'tick'. Describe lifestyles.

Lifestyles are the ways in which individual consumers and families (households) live and
spend their time and money and are based on social and psychological factors and influenced
by demographics. In addition, consumer lifestyles also relate to their values, beliefs, activities,
and purchasing behavior. Consumer lifestyles can be influenced by a variety of factors,
including age, income, education, family structure, culture, and geography. Marketers often use
lifestyle data to segment and target consumers based on their shared values, interests, and
behaviors. For example, individuals who value health and fitness can be targeted with ads for
gym memberships, fitness apparel, and healthy foods. As the market is constantly changing,
this is important for companies to understand the consumer in order to remain competitive
and relevant.

3. Figure 7-2 lists 6 factors that make retail shoppers 'tick'. Describe needs and desires.

In order to establish a target market profile, it is important for the retailer to set out and
identify the key needs and desires of the consumer. Thus, consumer needs and desires are
things that a person wants or needs in order to fulfill his or her personal and emotional needs.
These needs and desires can range from basic needs such as food, shelter, and clothing to
more complex desires such as social status, self-expression, and personal fulfillment. For
companies that want to develop products and services that meet the needs and desires of their
target market, it is critical to understand consumer needs and desires.
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4. Figure 7-2 lists 6 factors that make retail shoppers 'tick'. Describe shopping attitudes
and behavior.

Shopping attitudes and behaviors can vary widely depending on individual preferences,
cultural backgrounds, and socioeconomic factors. However, there are some trends that are
common in the way people shop.

When it comes to attitudes toward shopping, for example, many people value convenience.
That is, they are willing to pay more for products and services that save them time and effort.
On the other hand, there are some customers who are very brand loyal and prefer to buy
products from well-known brands that they trust.

If, on the other hand, we are talking about shopping behavior, we can see that a lot has
changed in recent years due to online retailing.

In summary, shopping attitudes and behaviors vary widely, but convenience, price sensitivity,
brand loyalty and sustainability are some of the most important factors influencing consumers'
decisions.

5. Figure 7-2 lists 6 factors that make retail shoppers 'tick'. Describe retailer actions.

To attract and retain customers, increase sales and improve profitability, many retailers
take a wide variety of measures. For example, retailers use various merchandising strategies to
make their products more attractive to customers. These include product placement, signage
and visual displays that highlight specific products, promotions or sales. Overall, retailers are
taking a variety of actions to provide customers with a positive shopping experience, increase
sales and improve profitability. By employing strategies in merchandising, pricing, marketing,
customer service, inventory management, technology, and store design, retailers can gain a
competitive advantage and differentiate themselves from their competitors.

6. Figure 7-2 lists 6 factors that make retail shoppers 'tick'. Describe environmental
factors.

Environmental factors are external factors that can influence consumer behavior and
decisions. These factors can be social, cultural, economic, political, technological, or
environmental. Overall, environmental factors can have a significant impact on consumer
behavior and decision making. Retailers and businesses need to understand these factors in
order to develop effective marketing strategies and meet the changing needs and expectations
of their customers. In addition, retailers must consider customers' standard of living when
planning the retail strategy they offer their customers, including family size, disposable income
by spending on health, leisure, and social services, and consumer confidence in their financial
future. Living standards vary from country to country, and international comparisons are
sometimes made by analyzing per capita income or a range of other indicators.
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7. Briefly describe the consumer decision process as depicted in Figure 7-6.

Figure 7-6 shows two rows of columns listing a number of factors. It shows the decision-
making process that a consumer goes through when considering buying a product or service.
This process consists of two parts, the process itself and the factors that influence the process.
The process consists of six steps: Stimulation, Problem Awareness, Information Search,
Evaluation of Alternatives, Purchase, and Post-Purchase Behavior. The consumer's
demographic characteristics and lifestyle influence the process. Accordingly, a person goes
through this decision-making process each time he or she purchases a good or service.
However, that person may not go through all six steps because they back out of the purchase,
in which case the process stops.

8. Avoiding retail strategies based on inadequate information is important. Why?

Avoiding retail strategies based on insufficient information is important because it can
lead to ineffective marketing, wasted resources and missed opportunities to attract and retain
customers. In addition, insufficient information can lead a company to develop and implement
a poor strategy. These situations can be avoided with a well-designed retail information system
and properly conducted market research. One result of poor marketing can be that when
retailers base their marketing strategies on insufficient or inaccurate information, they cannot
effectively reach their target audience or communicate their message effectively. This can result
in lower sales and a lack of return on investment.

9. In building a retail system, several decisions must be made. Describe 2 of them
listed in the text.

Implementing a retail information system can require a great deal of initial time and
effort, and complex decisions may be required to set up such a system.

Two decisions that must be made are, first, what active role should be given to the RIS
and, second, how much such a RIS should cost. The company needs to be clear about what the
RIS should be used for. Should it proactively search for and distribute relevant data, or should it
serve to reactively respond to requests from managers when problems arise? According to the
book, the best systems are proactive because they anticipate results. When it comes to cost,
retailers should typically spend 0.5 to 2.5 percent of their sales on a RIS. This puts them behind
most suppliers from whom retailers purchase goods and services.

10. How can the UPC and EDI help companies gather information? What types of
information would be gathered from these?

The UPC (Universal Product Code) and EDI (Electronic Data Interchange) can help
companies gather information about their products, sales and supply chain. The UPC is a bar
code system that assigns a unique identification number to each product. By scanning the UPC
barcode at the point of sale, retailers can collect information about the products they sell,
including product name, price and sales volume. This information can be used to make
inventory decisions, track sales trends and develop marketing strategies. EDI is an electronic
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communication system that allows companies to exchange business documents, such as
purchase orders and invoices, with their suppliers and customers. Using EDI, companies can
gather information about their supply chain, including order status, inventory levels, and
shipping information. This information can be used to manage inventory levels, optimize
production schedules, and shorten delivery times.

11. Compare and contrast primary versus secondary data in the retail realm.

If the data is primary, then a retailer is examining data that has been collected for the
topic or problem being studied and gathered directly from the source. This type of data can be
obtained through surveys, observations, experiments, and simulations.

On the other hand, secondary data is data that the retailer examines that was collected
for purposes other than addressing the issue or problem currently being studied. This data has
already been collected and comes from other sources. Secondary data can be internal (e.g.,
corporate records) or external (e.g., government reports and trade publications).

Long Answer (8 to 10 sentences)

1. Visit the websites of Aldi (wwwe.aldi.us), Kroger (www.kroger.com), and Whole Foods
(www.wholefoodsmarket.com). Evaluate their target-marketing concepts in relation
to Chapter 7. How are their target-market strategies similar? Different?

Chapter 7 covered how we can find out about customers and how to understand the
customer. In the following | found some similarities as well as differences on the companies'
websites. Among the similarities, | noticed that all three stores target different segments of the
grocery market and focus on value, convenience, and quality. They also offer a range of
products that appeal to different customer needs and preferences. Last, all three stores have
an online presence that allows customers to order products and access digital coupons.

In terms of differences, | noticed that Aldi focuses on the lowest prices, while Kroger and
Whole Foods offer a wider range of products at different price points. In addition, Kroger
emphasizes personalized shopping experiences through its rewards program, while Aldi and
Whole Foods offer a more standardized shopping experience. Last, Whole Foods specializes in
natural and organic products, while Aldi and Kroger offer more traditional foods.

2. Asitrelates to retailing, marketing analytics is a popular phrase/buzzword being
thrown around. Describe what marketing analytics is and how a company might use
it to make informed decisions.

Marketing analytics is the process of collecting, managing, analyzing, and interpreting
data related to a company's marketing activities to gain insights and make informed decisions.
It involves using data analytics tools and techniques to collect large amounts of data on
marketing activities such as sales, customer behavior, and online interactions. The goal of
marketing analytics is to help companies better understand their customers, optimize
marketing strategies and investments, and ultimately drive business growth.
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Marketing analytics can be used by a company in a number of ways to make informed
decisions. For example, it can be used to identify customer segments, personalize the customer
experience, optimize marketing campaigns, and forecast demand. By analyzing data on
customer behavior and preferences, companies can tailor marketing efforts to specific
customer groups, create targeted campaigns, and offer personalized recommendations and
offers. They can also optimize marketing campaigns in real time based on key metrics such as
conversion rates and engagement rates. By predicting demand based on historical data and
market trends, companies can also better plan inventory, allocate resources, and manage
budgets.

Accordingly, it can be said that marketing analytics provides companies with a powerful
tool for understanding customer behavior and the effectiveness of their marketing efforts. By
using data to gain insights and make informed decisions, companies can optimize their
marketing activities and ultimately achieve better business results.



