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Preface 

The Nat onal Curr culum Framework, 2005, recommends that ch ldren’s l fe at school must 

be l nked to the r l fe outs de the school. Th s pr nc ple makes a departure from the legacy 

of book sh learn ng wh ch cont nues to shape our system and causes a gap between the 

school, home, commun ty and the workplace. 

The student workbook on “Store Operatio s” s a part of the qual f cat on package 

developed for the mplementat on of Nat onal Vocat onal Educat on Qual f cat on 

Framework (NVEQF), an n t at ve of M n stry of Human Resource Development (MHRD), 

Government of Ind a to set common pr nc ples and gu del nes for a nat onally recogn zed 

qual f cat on system cover ng Schools, Vocat onal Educat on and Tra n ng Inst tut ons, 

Techn cal Educat on Inst tut ons, Colleges and Un vers t es. It s env saged that the NVEQF 

w ll promote transparency of qual f cat ons, cross-sectoral learn ng, student-centred 

learn ng and fac l tate learner’s mob l ty between d fferent qual f cat ons, thus 

encourag ng l felong learn ng. 

Th s student workbook, wh ch forms a part of vocat onal qual f cat on package for 

student's who have passed Class IX or equ valent exam nat on, was created by a group of 

experts. The Reta ler's Assoc at on of Sk ll Counc l of Ind a (RASCI), approved by the 

Nat onal Sk ll Development Corporat on (NSDC) organ zed Reta l ng Industry developed the 

Nat onal Occupat on Standards (NOS). The Nat onal Occupat on Standards are a set of 

competency standards and gu del nes endorsed by the representat ves of organ zed 

reta l ng Industry for recogn z ng an assess ng sk lls and knowledge needs to perform 

effect vely n the workplace. 

The Pand t Sunderlal Sharma Central Inst tute of Vocat onal Educat on (PSSCIVE), a 

const tuent of Nat onal Counc l of Educat onal Research and Tra n ng (NCERT) n 

assoc at on w th SKSDC has developed modular curr cula and learn ng mater als (Un ts) for 

the vocat onal qual f cat on package n organ zed reta l ng sector for NVEQ levels 1 to 4; 

level 2 s equ valent to Class X. Based on NOS, occupat on related core competenc es 

(knowledge, sk lls and ab l t es) were dent f ed for development of curr cula and learn ng 

modules (Un ts). 

Th s student workbook attempts to d scourage rote learn ng and to necessary flex b l ty 

n offer ng of courses, necessary for break ng sharp boundar es between d fferent subject 

areas. Th s workbook attempt to enhance the endeavour by g v ng h gher pr or ty and 

space to opportun t es contemplat on and wonder ng, d scuss on n small groups and 

act v t es requ r ng hands on exper ence. Hope these measures w ll take us s gn f cantly 

further n the d rect on of a ch ld centred system of educat on outl ned n the Nat onal 

Pol cy of Educat on (1986). 

The success of th s effort depends on the steps that school Pr nc pals and Teachers w ll 

take to encourage ch ldren to reflect the r own learn ng and to pursue mag nat ve and on 

the job act v t es and quest ons. Part c pat on of learner n sk ll development exerc ses and 

nculcat on of values and creat v ty s poss ble f nvolve ch ldren as part c pant n learn ng, 

and not as rece ver of nformat on. These a ms mply cons derable change n school 

rout nes and mode of funct on ng. Flex b l ty n the da ly t me table would be a necess ty 

to ma nta n the r gour n mplement ng the act v t es and requ red number of teach ng 

days w ll have to be ncreased for teach ng and tra n ng. 
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About the Workbook 

Th s workbook s to ass st you w th complet ng the Un t of Competency RS203-

NQ2012: Store Operatio s. You should work through the workbook n the 

classroom, at the workplace or n your own t me under the gu dance and 

superv s on of your teacher or tra ner. Th s workbook conta ns sess ons wh ch w ll 

help you to acqu re relevant knowledge and sk lls (soft and hard) on var ous 

aspects of the un t of competency. Each sess on s small enough to be eas ly 

tackled and d gested by you before you move on to the next sess on. An mated 

p ctures and photographs have been ncluded to br ng about v sual appeal and to 

make the text l vely and nteract ve for you. You can also try to create your own 

llustrat ons us ng your mag nat on or tak ng the help of your teacher. Let us now 

see what the sect ons n the sess ons have for you. 

Sectio 1: I troductio 

Th s sect on ntroduces you to the top c of the Un t. It also tells you what you w ll 

learn through the var ous sess ons covered n the Un t. 

Sectio 2: Releva t K owledge 

Th s sect on prov des you w th the relevant nformat on on the top c(s) covered n 

the sess on. The knowledge developed through th s sect on w ll enable you to 

perform certa n act v t es. You should read through the nformat on to develop an 

understand ng on the var ous aspects of the top c before you complete the 

exerc se(s). 

Sectio 3: Exercise 

Each sess on has exerc ses, wh ch you should complete on t me. You w ll perform 

the act v t es n the classroom, at home or at the workplace. The act v t es 

ncluded n th s sect on w ll help you to develop necessary knowledge, sk lls and 

att tude that you need for becom ng competent n perform ng the tasks at 

workplace. The act v t es should be done under the superv s on of your teacher or 

tra ner who w ll gu de you n complet ng the tasks and also prov de feedback to 

you for mprov ng your performance. To ach eve th s, prepare a t metable n 

consultat on w th your teacher or tra ner and str ctly adhere to the st pulated 

norms or standards. Do not hes tate to ask your teacher or tra ner to expla n 

anyth ng that you do not understand. 

Sectio 4: Assessme t 

The rev ew quest ons ncluded n th s sect on w ll help you to check your progress. 

You must be able to answer all the quest ons before you proceed to the next 

sess on. 

iv 
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I troductio 

In our da ly l fe, we come across reta l shops n the nearby res dent al areas or 

shopp ng malls. Reta l ng affects every facet of our l fe. Have you ever thought 

how many da ly contacts we have w th reta lers when 

we eat meals furn sh our home, have our car f xed, and 

buy cloth ng for a party? A retail store s a bus ness 

that sells products and/or serv ces to consumers for 

the r personal or fam ly use. If you look around, you 

w ll f nd d fferent forms of reta l stores such as 

departmental stores, d scount stores, var ety stores, 

spec al ty stores, conven ence stores, 

A reta l store s also class f ed by the type of 

products they sell, for example food products, durable 

goods (appl ances, electron cs, furn ture, sport ng 

goods, etc.) and soft goods or consumables (cloth ng, apparel, and fabr cs). Often 

people th nk of reta l ng wh ch are sold and bought n stores, but reta l ng also 

nvolves the sale of serv ces: stay ng n a hotel wh le on vacat ons, a ha rcut saloon 

or a beauty parlour, a DVD rental, or a home-del vered p zza. Not all reta l ng s 

done n stores. Examples of non-store reta l ng nclude onl ne sell ng or the d rect 

sales of cosmet cs by Amway. 

Store operat ons s operat ng and oversee ng all the funct ons of the store 

from sett ng up shop, dec d ng what type of products you want to sell, dec d ng on 

what type of customers you are try ng to attract nto your store, then order ng the 

products, h r ng personnel, pr c ng the products, dec d ng on a locat on, tak ng an 

nventory, advert s ng the products, etc. What ever form, the reta l store enters 

nto for buy ng and sell ng, every reta ler rolls out a standard operat on procedure 

(SOP) wh ch ncludes all funct ons of operat ng relat ng to customer serv ce, health 

safety and protect on, ma ntenance and d str but on. 

In th s Un t, the student w ll be learn about the bas c pr nc ples of a store 

operat ons wh ch ncludes the store layout, store des gn, store procedures and 

store ma ntenance. 

Retailers provide the goods and services you 
and I need—from food, auto parts, apparel, 
home furnishings, appliances, and electronics 
to advice, home improvement, and skilled 
labor. Let’s take a look behind the scenes at 
the many facets of this exciting business. 
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Sessio 1: Store Layout 

Releva t K owledge 

Store layout and des gn plays an mportant role n def n ng the store mage. The 

store layout and des gn tell a customer what the store s all about. It s very strong 

tool to create store mage n the m nds of the consumers. It s def ned as a phys cal 

locat on of var ous un ts of the stores that fac l tate shoppers. It s a plan to make 

effect ve use of space. It takes nto account the customer flow pattern, d splay of 

merchand se, permanent structures l ke a sles and f xtures. 

Good Layout for a Retail Store 

The success of a reta l store s nfluenced by ts layout des gn and the amb ence 

(atmosphere) created by the reta lers. You never get a second chance to make a 

f rst mpress on. Th s age old say ng s espec ally true n relat on to des gn and 

atmosphere of a reta l store. The f rst mpress on g ven to the potent al customer 

determ nes whether the reta l store has ga ned or lost a buyer. The bas c 

funct onal pr nc ple of a reta l store s to show the products and sell the product. 

Both these act v t es requ re a space to accommodate products, serv ces and 

people. 

Space 

The space needed for a reta l store d ffers w th the nature of the reta l store. It 

could be a f xed locat on n a bu ld ng, a more flex ble locat on l ke a market tent 

often seen n fa rs, or a mob le space l ke an ce cream cart or a street vendor. 

Co	 sideratio s for the Store Layout 

A good store layout serves many purposes: 

• 	 Store Atmosphere: The phys cal character st cs and surround ng nfluence 

of a reta l store creates an mage n order to attract customers. The store 

must offer a pos t ve amb ence to the customers for them to enjoy the r 

shopp ng and leave w th a sm le. 

• The store should not g ve a cluttered look. 

• The products should be properly arranged on the shelves accord ng to 

the r s zes and patterns. Make sure products do not fall off the shelves. 

• There should be no foul smell n the store. 

• The floor, ce l ng, carpet, walls and even the mannequ ns should not have 

unwanted spots. 

1 



   

 

            

    

        

          

 

            

            

            

           

            

                

            

               

             

               

              

              

 

            

             

           

            

           

            

           

 

            

            

               

            

               

             

           

          

           

      

 

          

            

             

           

              

               

   

 

  

      

       

    

     

   

    

   

  

  

   

    

      

   

      

     

  

  

  

       

    

    

   

    

     

  

  

  

  

  

        

  

   

    

 

• Never dump unnecessary pack ng boxes, hangers or clothes n the dress ng 

room. Keep t clean. 

• Make sure the customers are well attended. 

• Don’t allow customers to carry eatables ns de the store. 

• 	 E ha ce Sales: The store layout should enable the customers to move 

around the store conven ently. Th s s done by prepar ng a c rculat on plan. 

C rculat on s an nv s ble force wh ch revolves around the customers so that 

they cover the ent re range of merchand se under d splay lead ng to 

max m ze the purchase. Normally the dest nat on category s kept n the last 

so that the customer s forced to walk up the ent re store. In th s way, the 

reta l store owner temp the customer to make mpuls ve buy ng. You must 

have not ced n a grocery shop that the popular tems such as m lk, curd are 

kept at the end. Why? Because they are necessary tems and customers w ll 

certa nly lay hands on them however far they are placed. If they are la d at 

the entry of the store, the customer w ll always rema n fore gn to the rest 

of the store. Ult mately, the a m s to make sales and earn prof t. 

• 	 Maximize Retur s per Square Foot: A well planned layout enhances the 

ut l zat on of customer’s t me and best of the shopp ng exper ence. A good 

layout prov des a balance between ava lable space for d splay and the 

return on product v ty. In th s way, t becomes mportant to dec de the 

alternat ve des gn types, allocat ng space for bulk stock sell ng and effect ve 

use of walls and w ndows. These prov de opportun ty to customers to move 

around and exper ence the products n a much better way. 

• 	 Match the mercha dise with the format: reta l stores are des gned to 

target the spec f c k nd’s customers. Have you v s ted the mus c stores l ke 

Planet M, Mus c World etc? What k nd of amb ence do you f nd? On the other 

hand, compare t w th the des gner bout que, jeweler shop or a home 

fash on store. Do you see any d fference the ways store layout s treated? A 

mus c store focuses on youth so the f xtures are heavy f lled by flash ng 

l ghts and l vely mus c. Whereas, the later categor zed stores have l ghter 

and organ sed serene amb ence to capture the mood of customers. 

Therefore, d fferent types of target groups by age, educat on, gender affect 

the store des gn, amb ence and layout. 

• 	 Assista ce for differe tly baled wome , childre a d safety of customers 

The layout for the store should prov de conven ence for var ety of shopper’s 

v s t ng t. Now, f you v s t the reta l stores, K ne Globus, shoppers stop, 

pantaloons etc., we w ll observe the stores arrange for hand cap access 

along w th the rooms for mothers w th bab es and rest rooms for old people. 

Care s taken that the furn ture have no sharp edges and the floor ng s not 

2 
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sl ppery. The ma n a sles are w de to avo d cramp ng dur ng peak shopp ng 

seasons. 

Hence, the mportance of layout can be summar zed n the follow ng 

manner: 

1. 	It gu des the flow of customers to all parts of the store showcas ng the 

best of merchand se offered on sale. 

2. 	It prov de for  mpuls ve buy ng. 

3. 	It perm ts the store to max m ze the use of space n relat on to non 

sell ng space n the store. 

4. 	It a ds the customer  n select ng and compar ng merchand se 

5. 	It leads to max m ze sales. 

Steps for desig i g store layout 

Plann ng a store layout nvolves the follow ng steps: 

1. 	Determ n ng the ava lab l ty of space. 

2. 	Determ n ng ‘space needs’ for sell ng and non sell ng area. 

3. 	F tt ng ‘space needs’ for good customer flow and max mum sales per square 

foot. 

4. 	Prov s on for self serv ce 

5. 	Types of merchand se presentat on techn ques. 

Forms of Layout i Retail Store 

The reta ler must plan out each and everyth ng well, the locat on of the shelves or 

racks to d splay the merchand se, the pos t on of the mannequ ns or the cash 

counter and so on. 

1. 	Straight Floor Pla 

The stra ght floor plan makes opt mum use of the walls, and ut l zes the space 

n the most jud c ous manner. The stra ght floor plan creates spaces w th n the 

reta l store for the customers to move and shop freely. It s one of the 

commonly mplemented store des gns. Th s type of des gn you f nd n Reebok 

and N ke. 

Advan ages 

1. 	Mot vates shoppers to spend t me and explore the merchand se. 

2. 	Max m zes sale through mpuls ve buy ng. 

3 
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3. Appropr ate for stores where sell ng approach s consultat ve and personal. 

Disadvan ages 

1. 	Ineff c ent use of space resources. 

2. 	As v s on s blocked, the chances of shop l ft ng are h gher. 

2. 	Diago al Floor Pla 

Accord ng to the d agonal floor plan, the shelves or racks are kept d agonal to each 

other for the owner or the store manager to have a watch on the customers. 

D agonal floor plan works well n stores where customers have the l berty to walk 

n and p ck up merchand se on the r own. The major customer a sles beg ns at the 

entrance, loops through the store and returns the customer to the front of the 

store generally used n departmental stores. Examples are R tu wears, Shopper’s 

stop. 

Advan ages 

1. 	Loops fac l tate mpuls ve buy ng. The latest or fash on merchand se s 

prom nently d splayed on the ma n a sles. 

2. 	Overhead d rect onal s gns and departmental graph cs prov de v sual cues to the 

locat on of other departments help ng shoppers wh le they shop. 

Disadvan age 

1. 	Th s layout s costl er to des gn, construct and ma nta n. 

3. 	A gular Floor Pla 

The f xtures and walls are g ven a curved look to add to the style of the store. 

Angular floor plan g ves a more soph st cated look to the store. Such layouts are 

often seen n h gh end stores. You generally f nd t n grocery stores, drug stores. 

An example of such type of layout s Rel ance Fresh. 

Advan ages 
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1. 	Methodolog cal, eff c ent and conven ent. 

2. 	V s b l ty of merchand se s better. 

3. 	Useful n self serv ce. 

4. 	Effect ve use of space and cost eff c ent. 

5. 	Easy ma ntenance of sell ng area. 

Disadvan ages 

1. 	Not very aesthet c, looks clumsy and the very pr nc ple of mpuls ve sell ng s 

not served. 

4. 	Mixed Layout 

Th s type of layout blends the advantages of stra ght floor and d agonal store 

layout thereby el m nat ng the d sadvantages of both. In sp ne layout, the ma n 

a sle runs through front to the back of the store transport ng the customers n both 

d rect ons. On the e ther s de of th s sp ne, the merchand se departments use 

e ther the stra ght floor or d agonal layout wh ch branches out towards the back 

a sle walls. You f nd th s type of store layout n Un ted Colors of Benetton. 

Exercise: Assig me t 

1. V s t a reta l store, 	nteract w th the store owner/store personnel and customers 

and ask the follow ng quest ons and wr te the r reply n not more than 50 

words: 

Questio s for Store Ow er/Store Perso  el 

( ) 	 How the types of f xtures, merchand se presentat on methods and 

techn ques are planned and help n sales floor. 

( ) 	 How has store des gn led to the store’s success. 

( ) 	 How has aesthet c amb ence and v sual commun cat ons ncreased the store 

product v ty. 
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Questio s for the Customers 

Testin the Store Ima e from Customers 

( v) 	 Is the shopper able to determ ne: 

a. Store’s Name 

b. L ne of Trade 

c. Pr ce Pos t on 

d. Amb ence and store env ronment 

(v) 	 Do you v s t the store aga n for shopp ng centre _______ y/n 

If yes, the most preferred po nt for return 

If no, state why. 

Assessme t 

A. Fill i the bla ks 

1. 	 A reta l store space s d v ded nto __________ and ____________. 

2. 	 Three mportant forms of store layout are________________, _____________ 

and __________________. 

3. 	 The pr mary object ve of a reta l store s to _________________. 

4. 	 _________________ s the key to success n a reta l bus ness. 

5. 	 ____________ and __________ leads to the long term relat on of customer 

w th the reta l store. 

B. Multiple Choice Questio s 

T ck the correct answer 
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1. The purpose effect ve store layout s 

(a) To earn prof t 

(b) Better shopp ng exper ence to customers 

(c) Attract the target potent al customers 

(d) All of the above 

2. Ideally, a store des gn should nclude: 

(a) Adequate non sell ng space for the assort ng the stocks 

(b) B g room for the stores manage 

(c) Max mum returns per square foot and flex b l ty n store des gn 

(d) None of the above 

3. The blend of stra ght floor and d agonal floor layout s called 

(a) Free flow layout 

(b) Gr d layout 

(c) Rack Layout 

(d) Sp ne layout 

4. Nutr t onal mbalance and d gest ve d sorder results n ncreased occurrence of 

(a) Obes ty 

(b) Body strength 

(c) Performance 

(d) All of the above 

5. The ISO spec f ed Symbol for the F rst A d K t s 

(a) Red Cross on a green background. 

(b) Wh te Cross on a green background. 

(c) Red Cross on a wh te background. 

(d) Green Cross on a wh te background. 

Checklist for Assessme t Activity 

Use the follow ng checkl st to see f you’ve met all the requ rements for Assessment 

Act v ty. 

Part A 

• What do you mean by the store layout? 

• State the cons derat ons for store layout? 

• Expla n the forms of reta l store layout? 

7 



   

 

  

 

     

           

       

         

       

      

 

  

 

  

          

     

          

     

  

         

 

  

  

   

   

   

   

  

  

   

      

 

   

 

Part B 

D scussed n class the follow ng: 

• Importance of store layout and des gn n a reta l store 

• Steps for des gn ng reta l store layout. 

• D fferent ate between the store des gn and store layout. 

• D fferent forms of reta l store layouts. 

• Plann ng a reta l store layout 

Part C 

Performa ce Sta dards 

The performance standard may nclude, but not l m ted to: 

Performa ce sta dards Yes No 

Able to dent fy the su tab l ty of reta l store layout as 

per the nature of bus ness. 

Able to demonstrate the steps for des gn ng reta l store 

layout. 

8 



   

 

    
 

  

 

             

           

           

       

 

      

  

       

       

     

         

      

 

             

         

   

 

    

 

              

              

            

              

             

           

           

      

 

          

           

             

           

             

             

           

       

            

           

           

   

      

   

 

  

  

 

  

   

  

 

    

    

  

  

    

  

  

      

 

   

   

  

    

      

  

        

      

    

      

 

    

   

     

 

Sessio 2: Store Desig 

Releva t K owledge 

Des gn ng a store layout ncludes dec d ng the best methods of present ng goods to 

the customer. Goods are presented e ther on shelv ng un ts, hang ng from 

someth ng, on pegboard, stacked or placed on dump tables. The methods 

determ ned are des gned to opt m ze sales volumes. 

Objectives for a Store Desig 

(1) Implement the reta ler's strategy, 

(2) Influence customer buy ng behav or, 

(3) Prov de flex b l ty, 

(4) Control des gn and ma ntenance costs, and 

(5) Meet legal requ rements. 

Typ cally, a store des gn cannot ach eve all of these object ves, so managers 

make trade-offs among object ves, such as prov d ng conven ence versus 

encourag ng explorat on. 

Eleme ts of Store Desig 

The bas c elements n a des gn that gu de customers through the store are the 

layout, s gnage, and feature areas. A good store layout helps customers to f nd and 

purchase merchand se. Several types of layouts commonly used by reta lers are the 

gr d, race track, and free-form. The gr d des gn s best for stores n wh ch 

customers are expected to explore the ent re store, such as grocery stores and 

drugstores. Racetrack des gns are more common n large upscale stores l ke 

department stores. Free-form des gns are usually found n small spec alty stores 

and w th n large stores' departments. 

S gnage and graph cs help customers locate spec f c products and departments, 

prov de product nformat on, and suggest tems or spec al purchases. In add t on, 

graph cs, such as photo panels, can enhance the store env ronment and the store's 

mage. D g tal s gnage has several advantages over trad t onal pr nted s gnage, but 

the n t al f xed costs have made the adopt on of th s technology slow. Feature 

areas are areas w th n a store des gned to get the customer's attent on. They 

nclude freestand ng d splays, end caps, promot onal a sles or areas, w ndows, cash 

wraps or po nt-of-sale areas, and walls. 

Space management nvolves two dec s ons: (1) the allocat on of store space to 

merchand se categor es and brands and (2) the locat on of departments or 

merchand se categor es n the store. Some factors that reta lers cons der when 
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dec d ng how much floor or shelf space to allocate to merchand se categor es and 

brands are (1) the product v ty of the allocated space, (2) the merchand se's 

nventory turnover, (3) mpact on store sales, and (4) the d splay needs for the 

merchand se. When evaluat ng the product v ty of reta l space, reta lers generally 

use sales per square foot or sales per l near foot. 

The locat on of merchand se categor es also plays a role n how customers nav gate 

through the store. By strateg cally plac ng mpulse and demand/dest nat on 

merchand se throughout the store, reta lers can ncrease the chances that 

customers w ll shop the ent re store and that the r attent on w ll be focused on the 

merchand se that the reta ler s most nterested n sell ng. In locat ng merchand se 

categor es, reta lers need to cons der typ cal consumer shopp ng patterns. 

Reta lers ut l ze var ous forms of atmospher cs—l ght ng, colors, mus c, and scent— 

to nfluence shopp ng behav or. The use of these atmospher cs can create a 

calm ng env ronment for task-or ented shoppers or an exc t ng env ronment for 

recreat onal shoppers. 

The goal of any reta l locat on s to draw customers nto the store and then 

persuade them to make a purchase. Good advert s ng and promot on work to br ng 

customers n, but what happens once customers get nto a store largely depends on 

the layout and des gn of the store. Both play a huge role n how customers rate 

the r exper ences and whether they dec de to buy, and f they return or 

recommend the store to others. 

Open ng a reta l store can reap many rewards. Reta l stores must offer a un que 

env ronment that set them apart from others. Well-planned reta l store des gn 

deas concern ng layout should allow a reta ler to max m ze sales for each foot of 

the allocated sell ng space w th n the store. By ut l z ng a gr d wall, for example, a 

reta l store can accommodate almost any product. Every nch of every ava lable 

space must be eff c ently planned for max mum d splay advantage. Noth ng s an 

acc dent when t comes to reta l store des gn deas. 

A reta ler should study successful floor plans and reta l store des gn deas. One of 

the secrets to successful sales s to create the r ght atmosphere. Sell ng s a 

seduct on of sorts and sett ng the mood s part of the equat on. L ght ng s very 

mportant; t should be br ght enough to enable customers to eas ly see products 

but not too harsh. Spotl ghts can call attent on to spec f c tems. It s very 

mportant to select and care for store f xtures, as well as us ng spec al l ght ng 

techn ques to accent your products. 
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Tips for Store Desig a d Layout 


• 	 The s gnage d splay ng the name and logo of the store must be nstalled at a 

place where 	 t s v s ble to all, even from a d stance. Don’t add too much 

nformat on. 

• 	 The store must offer a pos t ve amb ence to the customers. The customers 

must leave the store w th a sm le. 

• 	 Make sure the mannequ ns are accord ng to the target market and d splay 

the latest trends. The clothes should look f tted on the dumm es w thout 

us ng unnecessary p ns. The pos t on of the dumm es must be changed from 

t me to t me to avo d monotony. 

• 	 The tr al rooms should have m rrors and must be kept clean. Do not dump 

unnecessary boxes or hangers n the dress ng room. 

• 	 The reta ler must choose the r ght colour for the walls to set the mood of 

the customers. Prefer l ght and subtle shades. 

• 	 The f xtures or furn ture should not act as an object of obstacle. Don’t 

unnecessary add too many types of furn ture at your store. 

• 	 The merchand se should be well arranged and organ zed on the racks 

ass gned for them. The shelves must carry necessary labels for the 

customers to eas ly locate the products they need. Make sure the products 

do not fall off the shelves. 

• 	 Never play loud mus c at the store. 

• 	 The store should be adequately l t so that the products are eas ly v s ble to 

the customers. Replace burned out l ghts mmed ately. 

• 	 The floor t les, ce l ngs, carpet and the racks should be kept clean and sta n 

free. 

• 	 There should be no bad odor at the store as t rr tates the customers. 

• 	 Do not stock anyth ng at the entrance or ex t of the store to block the way 

of the customers. The customers should be able to move freely n the store. 

The reta ler must plan h s store n a way wh ch m n m zes theft or shop l ft ng. 

. Merchand se should never be d splayed at the entrance or ex t of the 

store. 

. Expens ve products l ke watches, jeweler, prec ous stones, mob le 

handsets and so on must be kept n locked cab nets. 

. Install cameras, CCTVs to have a closed look on the customers. 

v. 	 Instruct the store manager or the sales representat ves to try and ass st all 

the customers who come for shopp ng. 

v. 	 Ask the customers to depos t the r carry bags at the entrance tself. 

v . 	 Do not allow the customers to carry more than three dresses at one t me 

to the tr al room. 
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Exercise: Practice Sessio 

( ) What are the object ves of store des gn? 


( ) State the elements of store des gn? 

(	­ ) Expla n the t ps for store des gn and layout? 

( v) What are precaut ons tak ng for m n m zes theft/ shop l ft ng? 

Assessme t 

A. 	Fill i the bla ks 

1. 	The store should be adequately l t so that the products are eas ly v s ble to 

the ___________. (customers) 

2. 	The tr al rooms should have the ___________ and must be kept clean. 

(m rrors) 

B. 	True or false 

1. 	Free-form des gns are usually found n small spec alty stores and w th n 

large stores' departments. (T) 

2. 	A good store layout does not help customers to f nd and purchase merchand se. 

(F) 

3. 	The goal of reta l locat on s to draw customers nto the store and then 

persuade them to make a purchase. (T) 

4. 	Merchand se should be always d splayed at the entrance or ex t of the store. 

(F) 

5. 	S gnage and graph cs help customers to locate spec f c products and 

departments, prov de product nformat on, and suggest tems or spec al 

purchases. (T) 
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Checklist for Assessme t Activity 

Use the follow ng checkl st to see f you’ve met all the requ rements for 

Assessment Act v ty. 

Part A 

• State the elements of store des gn? 

• What are the object ves of store des gn? 

• Expla n the t ps for store des gn and layout? 

• What are precaut ons tak ng for m n m zes theft/ shop l ft ng? 

Part B 

• D fferent ate between the store layout and des gn. 

• Expla n the t ps for store des gn and layout. 

Part C 

Performa ce Sta dards 

The performance standard may nclude, but not l m ted to: 

Performa ce sta dards Yes No 

Able to dent fy the object ves of store des gn. 

Able to f nd out the t ps for store des gn and layout. 

13 



   

 

    
 

  

 

          

             

             

            

              

         

 

    

 

            

          

             

             

            

        

       

 

 

 

          

         

 

 

 

             

             

           

      

 

  

 

            

             

            

      

 

  

 

    

        

       

    

     

   

  

     

        

    

    

  

     

  

  

       

      

   

  

      

  

   

       

    

    

  

Sessio 3: Store Procedures 

Releva t K owledge 

Store operat on resources and da ly procedures creat ng nternal controls for 

establ sh ng reta l ng funct ons of the reta l stores. The best t me to establ sh 

pol c es and procedures for your reta l bus ness s dur ng the plann ng stages. By 

ant c pat ng problems before you open your doors, you can strateg ze how you’ll 

handle spec al s tuat ons, as well as the normal day to day operat ons. Th s helps 

avo d mak ng m stakes once you’re faced w th customers. 

Sta dard Operati g Procedures i Retail 

Standard Operat ng Procedure (SOP) s a set of wr tten nstruct ons that document 

a rout ne or repet t ve act v ty followed by an organ zat on. Operat onal 

procedures are v tal to the bus ness of runn ng a reta l store. Procedures typ cally 

cover all act v t es n the store, from sales transact ons to customer support to 

nventory. The development and use of SOP has var ous advantages for the 

organ zat on. Follow ng standard operat ng procedures ncreases sales, boosts 

worker product v ty and enhances a store's mage. 

Sta dardizatio 

An SOP m n m zes the var at on and promotes standard zat on through cons stent 

mplementat on of a process or procedure w th n the organ zat on. 

Tech ology 

Reta l stores use some type of bus ness software or po nt-of-sale system to track 

sales. Th s allows managers to determ ne what products are sell ng well and helps 

them track nventory. Reta lers often use th s electron c nformat on to generate 

product orders when replen sh ng stock levels. 

I ve tory Ma ageme t 

Inventory management procedures perta n to the handl ng of products n a store. 

These procedures nclude rece pt of nventory by ver fy ng that each product s n 

the order as quoted; regular count ng of nventory; and nstall ng cameras or 

m rrors to l m t or proh b t theft. 
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Marketi g 

Reta lers use market ng strateg es to draw customers nto the store and ent ce 

them to purchase goods or serv ces. Market ng tools nclude rad o, newspaper and 

telev s on advert sements; spec al pr c ng; n-store promot ons; and s gns outs de 

the store to attract buyers. 

Labor Practices 

Employees are typ cally a large expense for reta lers. Compan es often dev se 

schedules to ensure enough workers are ava lable to cover the bus ness' needs 

w thout ncreas ng operat ng costs. Reta lers somet mes h re younger people 

w ll ng to work for lower wages to save the company money. 

Store Procedures i regard to Excha ges a d Retur s 

Depend ng on the s ze of the reta ler, other transact ons may take place at the 

po nt-of-sale. Small reta lers commonly deal w th lay-by, returns and exchanges at 

the po nt of sale area, whereas larger reta lers may have a ded cated sect on 

deal ng w th these other transact ons. The necessary documentat on must be 

completed accurately and eff c ently to fac l tate the transact on. 

Common transact ons nclude: 

• 	 Lay-by – allows goods to be purchased by nstallments. The goods rema n the 

property of the reta ler unt l they are pa d for n full. The procedure for lay-

bys var es accord ng to the reta ler’s pol cy and procedures; however there 

are str ct gu del nes that all reta lers must adhere to. 

• 	 Refund or exchange of goods – certa n cond t ons must be met for reta lers 

to refund money for goods returned or exchange tems. Refunds are 

governed by law under the NSW Fa r Trad ng Act 1987, and the Trade 

Pract ces Act 1974. The Austral an Compet t on & Consumer Corporat on 

(ACCC) s charged w th enforc ng statutory r ghts under the Act. 

In a reta l env ronment, open ng and clos ng t mes present un que secur ty r sks. At 

these t mes, employees are part cularly vulnerable to robbery. The follow ng 

pol cy can be mod f ed for any reta l bus ness that stores cash and valuables such 

as banks and jewellery stores. 

Th s procedure assumes that the store has an alarm system des gned to arm/d sarm 

the prem se alarms (mot on detectors, door and w ndow contacts, etc.) and 

burglar alarms (safes, vaults and other storage conta ners) separately. The pol cy 

can eas ly be mod f ed to accommodate other alarm system conf gurat ons. 
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Ope i g Procedure 

At least two employees must be present to open the fac l ty. One employee w ll 

enter the fac l ty, wh le the other wa ts outs de n a locked veh cle w th access to 

a mob le phone. The outs de employee w ll ma nta n a clear v ew of the fac l ty 

and wa t for the predeterm ned all clear s gnal from h s/her assoc ate. 

If the outs de employee not ces anyth ng susp c ous, or does not see the all clear 

s gnal n a reasonable per od of t me, he/she w ll mmed ately call 911 and then 

call the company's secur ty department. 

Upon enter ng the fac l ty, the ns de employee w ll relock the front door and 

d sarm the prem se alarm system. If the employee s threatened wh le d sarm ng 

the system, he/she w ll enter a duress code nto the alarm system keypad. 

After d sarm ng the prem se alarm system, the employee w ll walk around prem se 

to look of s gns of ntruders or forced entry. The employee w ll pay spec al 

attent on to rest rooms, off ces, and other areas where an ntruder may h de. If an 

ntruder s suspected, or a s gn of forced entry s not ced, the employee w ll 

mmed ately leave the fac l ty and call 911 and then call the company's secur ty 

department. 

After check ng the nter or of the fac l ty the ns de employee w ll post the 

predeterm ned all clear s gnal. The s gnal must rema n v s ble unt l all scheduled 

employees have reported for the day. 

Safe and vaults should be d sarmed at the latest pract cal t me. If an employee s 

threatened wh le d sarm ng the vault he/she w ll enter a duress code nto the 

alarm system keypad. 

The front door w ll rema n locked unt l open ng t me. 

Before open ng for bus ness, all camera v ews w ll be checked to make sure 

cameras are a med properly. The DVR w ll also be checked to ver fy that t s 

record ng. Any problems w th the cameras or DVR w ll be reported to the secur ty 

department mmed ately. 

Closi g Procedure 

At clos ng t me, one employee w ll lock the customer entry door(s) from ns de. An 

employee w ll be stat oned at the front door to let any customers rema n ng n the 

fac l ty out one at a t me. 
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Employees should take spec al not ce of any customers that seem to be lo ter ng or 

ntent onally try ng to be last n l ne. Anyone who seems to be ntent onally 

lo ter ng should be reported to the manager. 

No customers w ll be adm tted after the doors have been locked. Any employees 

attempt ng to ga n entrance must show proper  dent f cat on. No vendors or serv ce 

techn c ans w ll be allowed access unless they have been g ven pr or author zat on. 

After the f nal customer has left, and the front door has been locked, one 

employee w ll conduct an n t al walk-through of the area. Spec al attent on w ll be 

pa d to restrooms, closets, employee lounge, storage rooms and any areas where 

nd v duals may be h d ng. 

One employee w ll be des gnated to conduct a f nal walk through of the prem ses 

before f nal clos ng. At th s t me, the employee w ll conf rm that all cash, 

negot able tems and valuables have been properly stored and that all safes and 

cab nets have been locked. The alarm system controll ng the safes and vaults w ll 

be armed at th s t me. 

Pr or to leav ng, all l ghts should be turned off, except for those l ghts wh ch w ll 

allow the lobby to rema n v s ble from the street after hours. 

Two or more employees w ll rema n n the fac l ty unt l f nal clos ng. Before 

leav ng, one employee shall arm the prem se alarm system and ver fy that the 

employee ex t door s locked from outs de. 

Exercise: Assig me t 

V s t a store (Hyper market/d scount store/spec al ty store) and observe the store 

procedures and understand the r ______ operand then wr te down the r operat on 

procedures, t pros & cons and suggest how t can be more effect ve. 

Assessme t 

A. 	Fill i the bla ks. 

1. 	Standard operat ng procedure s a set of _________ that document a rout ne 

or repet t ve act v ty followed by an organ zat on. ( wr tten nstruct ons) 

2. 	__________________ m n m ze the var at on and promotes _________ 

through cons stent ____________ of a process or procedures w th n the 

organ sat on. (standard operat ng system, standard zat on, mplementat on) 

3. 	Inventory management procedure perta n to the _____________ n a store. 

(Handl ng of products) 
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4. 	____________ allows goods to be purchased by nstalments. (lay-by) 

5. 	Reta lers use __________ to draw customers nto the store and ent ce them 

to purchase goods and serv ces. (market ng strategy) 

B. 	True/False 

1. 	Standard operat ng procedure typ cally cover all act v t es n the store. (T) 

2. 	An standard operat ng procedure does not m n m ze the var at on. (F) 

3. 	Inventory management procedures perta n to handl ng of product. (F) 

4. 	Employees are never a large expense for reta lers. (F) 

5. 	In a reta l env ronment open ng and clos ng t mes present un que secur ty 

r sks. (T) 

Checklist for Assessme t Activity 

Use the follow ng checkl st to see f you have met all the requ rements for 

Assessment Act v ty. 

Part A 

• 	 What s standard operat ng procedures. 

• 	 D scuss open ng and clos ng procedure. 

Part B 

• 	 Descr be standard operat ng procedures. 

• D scuss store procedures n regard to exchange and return. 

Part C 

Performa ce Sta dards 

The performance standard may nclude, but not l m ted to: 

Performance standards Yes No 

Able to dent fy store’s standard operat ng procedure. 

Able to follow store’s exchange and return procedure. 
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Sessio 4: Store Mai te a ce 

Releva t K owledge 

W th customer chang ng needs and grow ng demands for reta l outlet and cha ns, 

ma ntenance s becom ng mportant ssue for reta lers. The reta lers can check the 

products entered nto the reta l store and arrange products n an appropr ate 

place. Categor ze the products nto d fferent segments and put the products as per 

nature. Then the reta ler ma nta n the proper sale of products and b ll ng and 

bagg ng of products. 

Mai Poi ts for Mai te a ce of Stores 

• 	 Reta l store ma ntenance management that helps n keep ng fac l t es 

ma ntenance and repa r cost on track. 

• 	 Emergency serv ces should be ava lable 24 hours a day, 365 days a year. 

• 	 Store h story should be dent fy problem areas s part of prevent ve 

ma ntenance software. 

• 	 Store ma ntenance report ng solut ons custom zed to meet customer’s 

needs. 

• 	 F xture nstallat ons and Nat onal roll outs on t me. 

• 	 Cost effect ve prevent ve ma ntenance programs, f re ext ngu shers and 

yearly nspect on track ng should be programmed. 

• 	 Open nvo c ng; ts open procedures for vendors to nsure that they are 

gett ng an honest pr ce. 

• 	 Have access to qual f ed fac l tators for reta l store ma ntenance. 

• 	 The ab l ty to resolve ma ntenance problem through commun cat ons, your 

locat ons and our contractors. 

Store Ma ntenance prov des all of the management serv ces & ma ntenance trades 

that s needed n a reta l env ronment. Reta l ma ntenance s a very spec al zed 

f eld. To ma nta n a store s not a one man task. For th s, reta ler requ res help of 

ma ntenance company. 

Follow ng work ng process of ma ntenance management solut on: 

• 	 100% Web-Based Appl cat on requ r ng no nstallat on on cl ent mach nes 

• 	 The Serv ce Requester allows members to request ma ntenance us ng the r 

web browser 

• 	 Techn c ans can be paged and ass gned work 

• 	 Work H story s stored and recorded for each locat on and asset 

• 	 Easy to set up Prevent ve Ma ntenance schedules 
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• Open arch tecture w th easy ntegrat on to other appl cat ons 

• Bu lt us ng standard M crosoft Web Technolog es 

Ma ntenance connect on prov des a full-featured ma ntenance management 

solut on that runs ent rely ns de your Internet browser. Th s allows you to get up 

and runn ng qu ckly – w thout hav ng to nstall anyth ng on cl ent mach nes. You 

can focus on what you do best rather than hav ng to ma nta n ma ntenance 

software. Employees, contractors, requesters and management can access 

Ma ntenance Connect on from wherever they are us ng an Internet browser. 

Organ zat ons w th mult ple s tes can eas ly keep the r ma ntenance records n one 

place. 

W th the grow ng demand for reta l outlets and cha ns, the ma ntenance 

management system of these bu ld ngs s becom ng ncreas ngly mportant. In 

order to ma nta n a clean street appeal and a 100% operat onal fac l ty, t s 

mportant to have software to help manage ma ntenance. As your cha n of stores 

grows, you can expand the asset h erarchy and develop reports of how much was 

spent on any g ve store or group of stores over a per od of t me. Use the Serv ce 

Requester to allow those work ng w th n stores to request ma ntenance at the r 

locat on. The software can store an unl m ted number of serv ce vendors that you 

can then search for and contact to resolve ma ntenance ssues. 

Us ng Ma ntenance prov der serv ce s s mple, easy-to-use web-based appl cat on 

can help to reta l cha n track ma ntenance costs, prevent and pred ct equ pment 

fa lures, mprove labor product v ty, reduce costly downt mes, m n m ze 

nvestments n nventory, and lower the total cost of ma ntenance. 

Reta l stores can set up ma ntenance management system complete w th 

prevent ve ma ntenance schedules for fac l t es and equ pment such as the 

follow ng: 

Mult ple Locat ons (cha ns) HVAC Un ts S gns 

Floor ng P pes Elevators 

Ce l ng Fans Computers POS Mach nes 

W ndows and Glass Carpet Wood Floor ng 

Ceram c T le L ght ng Exter or F n sh 

Exercise: Assig me t 

V s t a store (D scount/Spec al ty/Super market). Observe the methods or 

procedures of store ma ntenance and what are the ma n po nts to be cons dered 

wh le ma nta n ng a store. Wr te about store ma ntenance procedures or method of 

two stores and compare between two (e ther s m lar nature store or d fferent). 
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Comp le your report by explor ng pros and cons n the r procedures and suggest the 

pract cal approach n ma nta n ng store. 

Assessme t 

A. 	Fill i the bla ks 

1. 	Gra nger del vers thousands of tems to ______________ qu ckly and 

rel ably. (mult ple locat ons) 

2. 	Store ______________ report ng solut ons custom sed to meet needs of the 

customers. (ma ntenance) 

3. 	The ab l ty to resolve ma ntenance problem through _____________. 

(commun cat on) 

B. 	True/False 

1. 	Open nvo c ng s a open procedure for vendors to ensure that they are 

gett ng honest pr ce. (T) 

2. 	Store h story to dent fy problem area s a part of prevent ve ma ntenance 

software. (T) 

3. 	Work h story s stored and recorded not for each locat on and asset. (F) 

Checklist for Assessme t Activity 

Part A 

• 	 D scuss store ma ntenance. 

• 	 Descr be po nts to be cons dered wh le ma nta n ng store. 

Part B 

• 	 D scuss store ma ntenance procedure followed by d fferent store types. 

• 	 D scuss the r ma n focus po nts n store ma ntenance. 

Part C 

Performa ce Sta dards 

The performance standard may nclude, but not l m ted to: 

Performance standards Yes No 

Able to dent fy major po nts n store ma ntenance. 
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