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ABSTRACT 

The recent interest in ``marketing strategies'' has, increased the attention given to temporal shift in store formats 

i.e. malls, hyper/supermarkets, specialty stores, department stores, discount stores and convenience stores.  Following a 

brief review, this paper seeks to explore the important marketing strategies of retailers and the implementation of these 

marketing strategies by emerging retail formats for enhancing their sales. Further, the study helps in designing a 

framework for important marketing strategies of retailers and the choice of these strategies by emerging retail formats. 

The findings of the paper reveal that the retention strategies, promotional strategies, growth and improvement strategies, 

pricing strategies and competitive strategies are the important marketing strategies of retailers and play an important role 

in enhancing the sales of retail formats. 
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INTRODUCTION 

In the ever-changing globalized and liberalized world of retailing, competition becomes the major organizational 

principle of marketing activities. In this dynamic business environment, consumer behavior, trends and issues of retailing 

are undergoing a sea change. This demands marketing approaches to be altered accordingly. Thus all retail formats are 

challenged to formulate marketing strategies that will ensure them of achieving competitive advantage over other 

competing formats. AT Kearney (2010) identified India as the third most attractive retail destination’ globally from among 

thirty emergent markets. As per this report Indian retail market is worth about $410 billion, out of this 5% of sales are 

through organized retail. Further GRDI (2010) is of the view that Retail should continue to grow rapidly up to $535 billion 

in 2013 with 10% coming from organized retail. Satish and Raju (2010) point out that retail sector is at an inflexion point 

where the growth of organized retailing and growth in the consumption by the Indian population will take a higher growth 

trajectory.  

The Indian retail industry has strong linkages with the economic growth and development of the economy. 

Consumer dynamics in India is also changing and this has created an opportunity for organized modern retail formats. 

These modern retail formats provide wide variety to customers and offer an ideal shopping experience with an 

amalgamation of product, entertainment and service, all under a same roof. Kokatnur (2009) and Satish and Raju (2010) 

explore that the organized market comprises of large players such as Future group, Pantaloon, Tata, RPG, Reliance, Trent, 

ITC, etc., having greater enforcement of taxation mechanisms and better labor law monitoring systems. They have an 

efficient supply chain management, with superior vender relationships, quality customer service, efficient merchandizing 

and timely promotional campaigns. Though Indian retail is dominated by a large number of small retailers, the last decade 

has witnessed the entry of a number of organized retailers, opening stores in various modern formats in metros and other 

important cities.  
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Due to rapid growth in retail sector, global retailers like Wal-Mart, GAP, Tesco, J.C Penney, Sears and Carrefour 

are trying to establish themselves in the Indian market, Bhardwaj and Makkar (2007) and Halepete (2008). In fact, Wal-

Mart has already opened their stores in partnership with Bharti in Indian market. It will take more time to reach optimal 

penetration, but it has already become tough for retailers to operate with low margins and high costs. The proper marketing 

strategies will hold the key in this changed scenario, Gupta (2007). In order to position themselves on top of the 

competition, many companies are focusing on developing loyal customers – customers that avail of its products and 

services consistently over time, generally at regular prices, commonly ignoring the pleas and platitudes of competitors.  

Indian retailers are also focusing upon different retail strategies, i.e., pricing, promotion and retention strategies and this is 

precisely what is being covered in this study. In India, there is a need to go in for a study to identify the preferred various 

marketing strategies opted by emerging retail formats suited to different segments. So the present study has been taken 

with the following broad objectives: 

1) To identify the important marketing strategies adopted by retailers. 

2) To identify the format wise choice of marketing strategies of retailers. 

REVIEW OF LITERATURE 

Swinyard (1997) is of the view that US retailers have been more responsive to market shifts now which resulted in 

mergers and consolidation, franchise options, joint ventures, vertical integration, increase in financial power, information 

technology explosion etc. The results highlight that the reason for retail market shift is the law of natural selection - adapt 

to the environment or die. Retailers that continually understand and meet the expectations of shoppers will succeed. 

According to Levy et al (2004), pricing optimization is currently one of the hottest topics in the retail industry. This study 

explores how retailers typically make pricing decisions using time-honored heuristics and attempt to infer the optimal 

decisions. The study also provides examples of the more sophisticated competitive pricing techniques that are currently 

being tested and the affect of advertising, competition, and substitute products on price. Brennan and Lundsten (2000) 

analyzed the impacts of large discount stores on small US towns, reasons for shopping and retailer strategies, and found 

that consumers shop at discounters for low prices and large variety and specialty stores for the unique items they cannot 

find elsewhere.  

Consumers prefer to shop more from new discounters than the existing stores. According to Goldman (2001), the 

retailing strategies of international formats have been transferred to the developing countries now experiencing a surge in 

modern retail formats. Retailers have pursued different format transfer policies. Some retailers transfer their total format 

unchanged while others introduce extensive changes as different segments of consumers’ demands differently due to 

changing lifestyles. According to Gopal (2006), the consumer shopping behavior during leisure is largely driven by the 

recreational infrastructure as a competitive strategy of retailers. This also helps in developing store loyalty, innovative 

concern and perceived customer values whereby individuals experience enjoyment from shopping. According to India 

retail report (2009), healthy investment climate, retail customer segments, growing shopping centers’, malls, supermarkets 

and departmental stores are the major factors that have earned India the top spot among the favored retail destinations.  

These developments indicate that this is just the right time to think of retail. The study by Mittal et al (2008) helps 

retailers to determine the most important drivers of retail store choice. The findings suggest that the retailers marketing 

strategy will have to take into account two sets of attributes: (1) loyalty drivers and (2) shopping experience enhancers. For 

apparel shopping the loyalty drivers are attractive merchandise mix, sales promotions, price, and 

recommendation/relationship whereas the shopping experience enhancers are store reputation/advertisements, temperature 
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(air conditioning), return/guarantee, and ambient conditions. According to Kaur and Singh (2007), youth constitutes an 

important consuming class. The important dimensions of motivation for the youth are pressures of dual career families and 

high disposable incomes. Marketers can hence tap this important target segment by framing the promotion strategies 

appropriately. The study by Dalwadi et al (2010) emphasizes that the product range, store layout, shopping convenience, 

promotional schemes, competitive pricing, customer service, employee behavior, and store ambience significantly 

influence the customers.  

The study also provides crucial insights to people in organized retail business by identifying important variables 

like i) courteous staff members, ii) customer attention, iii) free gifts and discounts, iv) comfort and elegance, v) proximity, 

vi) variety, vii) speedy service, viii) assurance that must be considered while designing their operations. Urbonavicius et al 

(2005) evaluates the image attributes importance for customers. The researchers illustrate that buyers indicated a number of 

image attributes of multiple retailers, which are important for them and make impact on store selection. Three latent factors 

that integrate multiple retailers’ image attributes and explain interrelationships are, i) additional value and image, ii) store 

image, and iii) products. These factors assist in comparing positions of the chain stores. The study by Tender and Crispen 

(2009) investigates the influence of in-store shopping environment on impulsive buying among consumers. In-store 

background music, store display, scent, in-store promotions, prices, shop cleanliness, shop density or congestion and store 

personnel are the major factors for in-store shopping environment.  

The study by Fam et al (2010) highlighted strategies aspects of in-store marketing, by focusing on two key 

components of in-store marketing, namely in-store promotions and price markdowns. These seem to be the two most 

important aspects of in-store marketing. The results indicate that a discount marketing strategy, environmental uncertainty 

and emphasizes on price promotions are key to explaining retailers perceptions and use of marketing in-store activities. 

The empirical study by Koca and Bohlmann (2008) reveals wide variety of pricing strategies among retailers. The 

researcher presents theoretical and empirical analyses that address these varied pricing strategies.  

A retailer’s strategy to discount deeply or frequently is driven by the ratio of the size of switcher segments for 

which the retailer competes to its loyal segment size. Malls, supermarkets and hypermarkets are growing rapidly adopting 

aggressive strategies to attract customers. These strategies in turn affect the existing small players. The purpose of the 

study is to analyze the impact of new retail formats on traditional/unorganized retailers’ strategies. The results highlight 

that service and promotional strategies including personal selling, are the major strategies affecting unorganized players. 

Service and technology up-gradation are the major strategies adopted by small players to retain customers, Kokatnur 

(2009).  

According to Gupta et al (2009) and Reichheld and Schefter (2000) retention of existing customers is five times 

more profitable than adding new ones. The results indicate that customer’s perceived value is an important indicator of 

customers’ continued intention, and so are the loyalty incentives provided by the store. Customers value convenience more 

than enjoyment. Organized retailers can increase customer retention by focusing their strategies in making customer 

experience more value and convenience. The study by Shih (2010) explores marketing strategies and consumer attitudes 

toward manufacturers’ and retailers’ store brands chosen from Taiwan retailing outlets. Low prices, promotion activities, 

brand endorsed strategies, and increasing store images, positively support the brand equity and consumer purchase 

intentions of retailer store brands. Retailers should improve the store image, enhance the product’s perceived quality, and 

establish brand equity and brand loyalty among consumers. Grewal et al (2009) focuses on the role of macro factors in the 

retail environment and how they can shape customer experiences and behaviors. Several ways (e.g., promotion, price, 

merchandise, private label brands, supply chain and location) to deliver a superior customer experience are identified 
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which should result in higher customer satisfaction, more frequent shopping visits, larger wallet shares, and higher profits. 

Ghosh and Tripathi (2010) recommend the various strategies for retailers in designing their outlets that would meet the 

expectations of shoppers and thus motivate them towards store patronage decisions. The results of the study reveal that 

cross-merchandise, private-label brands, fun and entertainment, effective sales personnel and technology adoption are the 

strategies recommended for retailers. According to Grewal et al (2011) innovations in pricing and promotion provide 

considerable opportunities to target customers effectively both offline and online.  

This study synthesizes recent advances in pricing and promotions findings as they pertain to enhanced targeting, 

new price and promotion models, and improved effectiveness. Price promotions are a key marketing instrument used by 

on- and offline retailers to generate sales and increase their market share. 

Based upon the above literature review, twenty retail marketing strategies have been taken up for further analysis. 

The strategies along with the researchers supporting these are listed below: Now days, consumers are the critical 

component for success especially for retailers. It is not easy to satisfy the consumers as they want high quality merchandise 

at low price. So it is important for retailers to understand the needs of the customers and meet their requirements, 

Swinyard (1997); Dalwadi et al (2010); Reichheld and Schefter (2000) also focus on understanding the customer needs. 

Retailers are realizing that their growth and portability are being determined by the little things that make a big difference 

in customer satisfaction and loyalty like being responsive to customer needs and make customer delight, Gopal (2006); 

Dalwadi et al (2010); Kokatnur (2009); and Grewal et al (2009). Store image is an overall impression about a retail 

company as it is perceived by customers and stakeholders. Store image is the useful strategy to see the image of retail 

outlet and positions over time, Mittel et al (2008); Urbonavicius et al (2005); Tender and Crispen (2008); and Shih (2010).  

Consumer spending behavior can be significantly influenced by the environment of the store. Customers have a 

higher need to affiliate with better environment of the store which leads higher likelihood to purchase, Levy et al (2004); 

Gopal (2006); and Tender and Crispen (2009). Moreover retailers need to design a store layout that not only maximizes the 

number of products but also having attractive merchandising. This strategy helps consumers to buying more products and 

stress free shopping, Brennan and Lundsten (2000); Mittel et al (2008); and Dalwadi et al (2010).  

In such a competitive environment, many retailers concentrate all their attention on attracting customers rather 

than retaining them. It is rightly said that retaining the existing customers is five times more profitable than adding new 

ones. Loyalty is all about earning the trust of their customers and it can be achieved by conducting loyalty programs and 

by giving additional benefits to loyal customers, Reichheld and Schefter (2000); Gopal (2006); and Shih (2010). Retailers 

use customized technology to establish link with consumers through electronic retailing and customer relationship 

marketing that resulting in its corresponding benefits like customized products as per consumers’ demand, early response 

time and accuracy, Swinyard (1997) and Kokatnur (2009). 

Customer Segmentation 

Is an important strategy of classifying the customer base into distinct groups.  This segmentation of customers into 

unique groups is often based on their demographic and psychographic information such as; age, gender and life stage 

characteristics, Goldman (2001), Kim et al (2006); and India retail report (2009). Personal selling refers to the 

presentation of goods and services in front of the customers and convincing them to buy the products. Though this strategy 

is not highly adopted by emerging retail formats; but some companies are showing their interest towards personal selling, 

Kokatnur (2009).  Advertisement is directly linked with consumers’ awareness about retail stores and it always attracts 

consumers to visit retail outlet, Levy et al (2004); and Mittal et al (2008). 



Retail Marketing Strategies: Need for A Relook with Changing Preferences of Consumers Towards Retail Formats                                         21           

 

 Consumers visit malls not only for shopping only but also for entertainment purposes like multiplexes and 

enjoying food courts, Mittal et al (2008); and Ghosh and Tripathi (2010). Further to create excitement in order to attract 

customers to their stores, and potentially increase profit margins, several prominent retailers have expanded their 

assortment with private label brands including Wal-Mart, Tesco, Reliance and Marks & Spencer’s, Ghosh and Tripathi 

(2010). Retailers can beat the competition by providing after sale services effectively to their customers, Kokatnur (2009); 

and Dalwadi et al (2010).  

Training to sales personnel is another important tool to enhance the retail activities efficiently, Tender and 

Crispen (2009). Growth of retail sector can further enhanced by opening new franchise and joint ventures with global 

retailers, Swinyard (1997).Other important strategies which retailers cannot put behind are free gifts and discounts as 

these strategies attract all groups of consumers to visit retail formats and shop in large quantities, Brennan and Lundsten 

(2000); Koca and Bohlman (2008); Dalwadi et al (2010); Fam et al (2010); Shih (2010); and Grewal et al (2011). Similarly 

Festival offers also leads towards enhancing sales for that particular period, Dalwadi et al (2010).  

Retailers are using competitive pricing strategies by offering products at lower price to their customers as 

compared to their competitors. This strategy also helps in attracting the competitor customers’ to shop from their own 

store, Levy et al (2004); Kaur and Singh (2007) and Grewal et al (2009). In retail sector, maintaining public relations 

ultimately leads to success, Mittal et al (2008).From the literature review it can be understood that although a lot of work 

has been done on retail marketing strategies, still sparse literature is available covering the emerging retail formats with 

retail marketing strategies. As trends of emerging retail formats are increasing in India, it is essential to understand the 

marketing strategies adopted by different retail formats. Thus the present study tries to cover both of these important 

aspects together. 

DATA & RESEARCH METHODOLOGY 

The present study is descriptive in approach based upon primary data. Stratified random sampling method has 

been used for the study. The data has been collected from 62 retailers of northern state of India from major cities of Punjab 

viz. Patiala, Bathinda, Amritsar, Ludhiana and Mohali through a self structured questionnaire. The questionnaire has been 

tested for reliability and content validity. The overall reliability of the questionnaire as depicted by Cronbach alpha is 

0.936. Questionnaires were distributed to 120 retailers on the basis of their retail formats and 62 duly filled questionnaire 

complete in all aspects have been taken in the study.  

The response rate of questionnaire is 52%. The study has used the factor analysis, ANOVA, and regression 

analysis for analyzing the data. Factor analysis has been applied on various marketing strategies of retailers to divide these 

strategies into important factors and to find out the importance of these strategies. Similarly, ANOVA has been used to 

know the significant difference between retail formats and marketing strategies adopted by different retailers. Regression 

model is used by taking sales as a dependent variable and marketing strategies as independent variables.The profile of the 

formats chosen for the survey is depicted in Figure 1.  
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Figure 1: Depicts that Specialty Stores Command A Lion Share (13 Out Of 62) Followed by Malls & Department 

Stores (11 Each out of 62) 

RESULTS & ANALYSIS 

Table 1: Factor Analysis for Retailers’ Marketing Strategies 

 
Factor Name Eigen 

Value 

% of 

variance 

Cumulative Items Factor 

Loading 

1. Retention 

Strategies 

4.958 24.79 24.79 1. Understanding the customers 
2. Customer delight 
3. Store image 
4. Better environment 
5. Attractive merchandising 
6. Loyalty programs 
7. Customized technology 

0.936 

0.917 

0.804 

0.765 

0.756 

0.554 

0.551 

0.88 

0.827 

0.771 

0.717 

0.593 

0.557 

 

0.828 

0.577 

 

 

0.801 

0.783 

0.719 

 

0.873 

0.619 

2. Promotional 

Strategies 

3.922 19.612 44.402 1. Customer segmentation 
2. Personal selling 
3. Advertisement 
4. Entertainment facilities 
5. Private label brands 
6. After sales services 

3. Growth and 

Improvement 

strategies 

2.655 13.274 57.675 1. Franchise/joint venture 
2. Training of sales personnel 
 

4. Pricing Strategies 2.219 11.095 68.771 1. Free gifts 
2. Discount options 
3. Festival offers 

5. Competitive 
Strategies 

1.774 8.871 77.642 1. Competitive pricing 
2. Public relations 

  

 Factor analysis was applied on the twenty marketing strategies of retailers’ to reduce the number of variables. 

Factor analysis on retailers’ marketing strategies helped in classifying these twenty items into five basic strategies viz. 

1. Retention strategies 

2. Promotional strategies 

3. Growth and Improvement strategies 

4. Pricing strategies 

5. Competitive strategies 

1) These five factors account for total variance of 77.64%. Retention strategy that emerged as an important factor 

explaining 24.790% of variation includes understanding the customers (.936), customer delight (.917), store 

image (.804), better environment (.765), attractive merchandising (.756), loyalty programs (.554) and customized 
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technology (.551). Obviously adding new customer involves higher cost than retention of the existing one. 

Retailers of Punjab show a preference for this strategy as compared to other competitive strategies. 

2) Promotional strategy has emerged as second important strategy accounting for total variance of 19.612%. The 

major components of this strategy are: customer segmentation (.880), personal selling (.827), advertisement 

(.771), entertainment facilities (.771), private label brands (.593) and after sale services (.557).  

3) Growth and Improvement strategy has been recognized as the next important strategy accounting for 13.724% 

variance. The items comprising this factor include franchise/joint venture (.828) and training of sales personnel 

(.577). 

4)  Pricing strategies account for 11.095% variance. Free gifts (.801), discount options (.783) and festival offers 

(.719) are the various items included in this strategy.  

5) Competitive strategy has been recognized as the last factor which accounts for 8.871% of variance and the items 

include in this factors are competitive pricing .873 and public relations (.619).  

Table 2 depicts the previous researchers supporting these marketing strategies of retailers. The results of factor 

analysis are supported by these empi  

Table 2: Researcher Supporting the Marketing Strategies of Retailers Rical Studies 

 
Author Retention 

Strategies 

Promotional 

Strategies 

Growth and 

Improvement 

strategies 

Pricing Strategies Competitive 
Strategies 

Swinyard (1997) *       * 

Brennan and Lundsten 
(2000) 

      *   

Reichheld and Schefter 
(2000) 

*         

Goldman (2001)     *   * 

Levy et al (2004)       *   

Urbonavicius et al (2005)     *     

Gopal (2006) *       * 

Kaur and Singh (2007)   *   *   

Mittal et al (2008) * *   *   

Koca and Bohlmann 
(2008) 

      *   

Tender and Crispen 
(2009) 

  *   *   

Kokatnur (2009) * *       

Gupta et al (2009) *         

Grewal et al (2009)   *   *   

Dalwadi et al (2010) * * * *   

Fam et al (2010)   *   *   

Shih (2010)   * * *   

Grewal et al (2011)   *   *   

 
After factor analysis which helped in focusing on five major strategies viz. Retention strategies, promotional 

strategies, growth and improvement strategies, pricing strategies and competitive strategies, the effort was made to find out 

the format-wise preferences of these five strategies. 
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Figure 1: Format Wise Preferences of Retail Format Strategies 

The results as depicted graphically indicate that the retailers of malls prefer retention strategies; growth and 

development strategies; and competitive strategies. Similar trend is also followed by hyper/supermarket and specialty 

stores. Retention strategies viz. understanding the customers, customer delight, store image, better environment, attractive 

merchandising, loyalty programs and customized technology are the dominant strategies of malls, hyper/supermarkets and 

specialty stores.  

Competitive strategies include competitive pricing and public relation. On the other hand, retailers of department 

stores, discount stores and convenience stores prefer promotional strategies and pricing strategies more, as compared to 

other strategies for improving their business. Promotional strategies composed of customer segmentation, personal selling, 

advertisement, entertainment facilities, private label brands and after sales services are preferred more than pricing 

strategies comprising of free gifts, discounting options and festival offers. So from the results detailed above it can be 

inferred that modern retail formats i.e. malls, hyper/supermarket and specialty stores have high inclination towards 

retention strategies, competitive strategies and growth and development strategies. On the other hand traditional retail 

formats, i.e., departmental stores, discount stores and convenience stores are more inclined towards promotional and 

pricing strategies. 

The study also used ANOVA analysis to know whether there is a significant difference among marketing 

strategies of retailers and emerging retail formats.  

Table 3: ANOVA- Retail Formats & Marketing Strategies of Retailers 

 

Marketing Strategies of Retailers Sum of 

Squares 

df Mean Square F Sig. 

Retention Strategies Between 
Groups 

10.763 5 2.153 9.683 .000*** 

Within Groups 12.449 56 0.222   

Total 23.212 61    

Promotional Strategies Between 
Groups 

9.028 5 1.806 3.986 .004** 

Within Groups 25.364 56 0.453   

Total 34.392 61    

Growth and 
Development Strategies 

Between 
Groups 

20.976 5 4.195 5.541 .000*** 

Within Groups 42.399 56 0.757   

Total 63.375 61    

Pricing strategies Between 
Groups 

11.287 5 2.257 3.807 .005** 

Within Groups 33.205 56 0.593   

Total 44.492 61    
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Marketing Strategies of Retailers Sum of 

Squares 

df Mean Square F Sig. 

Competitive strategies Between 
Groups 

10.194 5 2.039 5.954 .000*** 

Within Groups 19.177 56 0.342   

Total 29.371 61    

 
ANOVA results (Table 3) show significant differences in all five marketing strategies of retailers across different 

retail sectors. Retention strategies, growth and development strategies and competitive strategies are significant at .01 

percent level and promotional strategies and pricing strategies are significant at 1 percent level. The results support that 

there is a format-wise difference in adoption of various marketing strategies of retailers. The study has also used step-wise 

regression analysis. Sale is an important factor and any type of retail format would generally prefer to enhance sales. Thus 

using sales as a dependent variable and using these five strategies as an independent variable, step-wise regression analysis 

has been used to find out the important predictors of the model. The results again support that the important predictors of 

sales of emerging retail formats are also promotional and retention strategies.  

Table 4: Regression Model 

Variable b SE B Beta t p 

(Constant) 4.355 0.051   85.193 0 

Promotional strategies 0.449 0.052 0.567 8.71 0 

Retention strategies 0.415 0.052 0.525 8.058 0 

Selling strategies 0.226 0.052 0.286 4.394 0 

Growth and  improvement 
strategies 

-0.2 0.052 -0.253 -3.886 0 

Pricing strategies 0.11 0.052 0.139 2.135 0.037 

Notes: R2 = .762, Adjusted R2= .741, S.E. for Regression= .402, DW= 2.093, F 
statistics= 35.951 
Significance (F statistics) <.001 

Dependent Variable: Sales 

 

 The results of the step-wise regression analysis depict that predictors of the model are: promotional strategies; 

retention strategies; selling strategies; growth and improvement strategies and pricing strategies. These five variables 

explain 74.1 percent of variation. Sales of the retail outlet are directly related with promotional strategies as it scores 

highest b value (.449) followed by retention strategies (.415) and selling strategies (.226). Promotional strategies emerged 

as the most important strategy of retailers marketing strategies and this factor include various items i.e., customer 

segmentation, personal selling, advertisement, entertainment facilities, private label brands and after sales services. 

Retention strategy is the second important factor which includes items i.e., understanding the customers, customer delight, 

store image, better environment, attractive merchandising, loyalty programs and customized technology. On the other 

hand, growth and improvement strategies are depicting a negative association with sales as it scores negative beta value (-

.200). 

Thus, on the basis of above results, a framework has been designed as depicted in figure 3 
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Figure 3: Framework of Emerging Retail formats and Retailers Marketing Strategies 

The above framework represents the important marketing strategies of retailers and different retail formats 

implementing these strategies for enhancing their sales. Five types of strategies have been taken up in this framework i.e. 

retention strategies, promotional strategies, growth and improvement strategies, pricing strategies and competitive 

strategies. Similarly emerging retail formats have been categorized in two parts – modern retail formats and traditional 

retail formats. Malls, hyper/supermarkets and specialty stores are modern retail formats. On the other hand, departmental 

stores, discount stores and convenience stores are traditional retail formats. Further, the designed framework illustrates 

that modern retail formats, i.e., malls, hyper/supermarket and specialty stores are inclined more towards retention 

strategies, competitive strategies and growth and improvement strategies. On the other hand traditional retail formats viz. 

departmental stores, discount stores and convenience stores are showing a preference towards pricing and promotional 
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strategies. Although promotional strategies are also popular among modern retail formats but the traditional retail formats 

are predominantly relying more on promotional strategies. 

The results of the present study are highlighted by the practical experience as shown by the strategies adopted by 

discount stores like Wal-Mart and Big-Bazaar relying more upon offering discounts and festive offers, Halepete et al 

(2008), Kokatnur (2009) and Satish and Raju (2010). On the other hand, malls and specialty stores are focusing upon the 

strategies like value addition in varieties, new features, entertainment facilities and a shift towards better store 

environment, Rajagopal (2007), Tendai and Crispen (2009) and Kamladevi (2010). Even these formats rely more on 

advertisement and promotional strategies and hire known personalities for advertising as brand endorser. Hence the results 

of the present study are almost similar with the current market situations.  

MANAGERIAL IMPLICATIONS 

The study provides future insight for retailers while adopting the retail marketing strategies. As per the results of 

the study, modern retail formats should concentrate more on retention, growth and improvement and competitive 

strategies because more finances are available with modern retail formats like malls, hyper/supermarkets and specialty 

stores which may not be the case with traditional retail formats. Thus traditional formats may have to focus more on 

promotional and pricing strategies. Price may not be a strong consideration for modern retail formats as customers coming 

to shop from these are more concerned about variety, quality, entertainment and other allied features. 

CONCLUSIONS 

This study explores the marketing strategies of retailers and choice of these strategies towards emerging retail 

formats. Study findings indicate that retention strategies (understanding the customers, customer delight, store image, 

better environment, attractive merchandising, loyalty programs and customized technology); promotional strategies 

(customer segmentation, personal selling, advertisement, entertainment facilities, private label brands and after Sale 

services); growth and improvement strategies (franchise/joint venture and training of sales personnel); pricing strategies 

(free gifts, discount options and festival offers) and competitive strategies (competitive pricing and public relations) are 

the important marketing strategies of retailers and play an important role in enhancing the sales of retail formats.  

These results are supported by number of previous researchers like Reichheld and Schefter (2000); Brennan and 

Lundsten (2000); Goldman (2001); Levy et al (2004), Urbonavicius et al (2005); Gopal (2006); Kaur and Singh (2007); 

Mittal et al (2008), Koca and Bohlmann (2008); Kokatnur (2009), Gupta et al (2009); Tender and Crispen (2009); 

Kokatnur (2009); Grewal et al (2009); Dalwadi (2010); Fam et al (2010) and Shih (2010). The study further highlights that 

the traditional retail formats i.e.  

Departmental stores, discount stores and convenience stores prefer promotional and pricing strategies more as 

compared to others. On the other hand, modern retail formats i.e. malls, hyper/supermarket and specialty stores highly 

prefer retention strategies, competitive strategies and growth and improvement strategies. A proper alignment of strategy 

with the format type is the need of the hour; this is what the present study tries to focus upon. 

FUTURE AREA OF RESEARCH 

The study can be validated by taking case studies of modern and traditional retail formats and comparing the 

results on the basis of findings from the present study. This study has only covered the favored marketing strategies from 

retailers’ perspective; a new direction can be added by including the consumers’ perspective as well. 
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