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ABSTRACT

The retail environment is changing rapidly. The competition is getting tougher. Some of the
developmentstakingplaceincludetighterconsumerspending;newretailforms;shorteningretail
lifecyclesandretailconvergence;riseofmegaretailers;growthofdirect,online,mobile,andsocial
mediaretailing;necessityofomni-channelretailing;importanceofretailtechnology;greenretailing;
andglobalexpansionofmajorretailers.Retailersadoptanumberofmeasurestobesuccessfulin
theshortrunandinthelongrun.Thearticlewillsensitizeretailersabouttherequirementstobe
successful in the competitive retail environment.All the strategieswill help retailers todevelop
customerrelationshipsandgrowinthecompetition.
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1. INTRODUCTION

Themarketingenvironmentischangingrapidlywithdevelopmentshappeningregularly(Sheth,2017).
Thisisalsotrueforretailing.Retailersoperateinaharsh,competitive,anddynamicenvironment,
whichoffersthreatsaswellasopportunities.Retailingtechnologiesneedtochangekeepinginpace
withchanges inconsumerdemographics, lifestyles,andspendingpatterns(Jannarone,2011).To
besuccessfulinthecompetitiveenvironment,retailersshouldtargettheircustomerscarefullyand
positionthemselvesstrongly.

Retailing includes all the activities involved in selling products or services directly to final
consumers for theirpersonalandnon-businessuse (Edelhart,2010).Many institutions including
manufacturers,wholesalers,andretailersareinvolvedinretailing.Retailersplayanintegralrolein
mostmarketingchannelsbecausetheproductsaresoldtoend-usersbyretailers.In2017,retailers
accountedformorethan$5.3trillionofsalestofinalconsumers(Xu&Jackson,2019).Retailers
shouldkeep trackof recentdevelopmentsandplanandexecute theircompetitivestrategies.The
developmentswhichretailersshouldbeconcernedaboutincludetighterconsumerspending,newretail
forms,shorteningretaillifecycles,retailconvergence,riseofmegaretailers,growthofdirect,online,
mobile,andsocialmediaretailing,needforomni-channelretailing,growingimportanceofretail
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technology,greenretailing,andglobalexpansionofmajorretailers(Schwartzberg,2011).Retailers
shouldconsideralltheabovefactorswhileformulatingandexecutingtheirstrategies.

Thepaperisstructuredasfollows.
Section2dealswiththeaspectsoftighterconsumerspending.Newretailformsareemerging,

retaillifecyclesaregettingshortened,andretailconvergenceistakingplace.Alltheseaspectsare
discussedinSection3.Section4focusesontheriseofmegaretailers.Direct,online,mobile,andsocial
mediaretailingaregrowingandsuchaspectsarediscussedinSection5.Necessityofomni-channel
retailingisdiscussedinSection6.Newandimprovedtechnologiesareappliedinretailsectorandsuch
technologiesarediscussedinSection7.Atpresent,retailersareconcernedabouttheenvironmentand
aregoingforgreenretailing.Section8focusesongreenretailing.Retailersdonotremainrestricted
to their countriesoforiginandareexpanding toglobalmarkets.This isdiscussed inSection9.
Section10focusesonthediscussionsdonethroughoutthepaperwithsub-section10.1focusingon
managerialimplicationsofthediscussions.Section11concludesthepaperwithsub-section11.1
focusingoncontributionsofthepaperandsub-section11.2focusingonavenuesoffutureresearch.

2. TIGHTeR CONSUMeR SPeNDING

RetailersflourishedformanyyearsbeforetheGreatDepressionof2008-2009.Aftertherecession,
consumersbecamecautiousregardingtheirspendinghabits(Murphy,2011).So,theeconomicsituation
changedandthefortunesofmanyretailersturnedfromboomtobust.Evenaftertherecoveryofthe
economy,thespendinghabitsofconsumershavenotchangedmuch.Criticsareoftheopinionthat
retailerswillfeeltheeffectsofchangedconsumerspendingpatternswellintothefuture(Chavez,2012).

Retailersalsobenefitfromtheeconomicdownturns.Forexample,whenconsumerscutbackon
theircostsbybecomingthriftyandspendingless,thoseretailerswhoofferbigdiscounts,benefit.
RetailerslikeWalmartandCostcogeneratenewbusinessfrombargain-hungryshoppers(Zimmerman,
2012).Also,price-orientedandoff-priceretailerssuchasDollarGeneral,ALDI,andTJMaxxhave
attractedgreatersharesofmorefrugalbuyers(Edelson,2011).

Fewretailersareabletodetectandgrabtheopportunitiescreatedbytighterspendinghabits
ofindividuals.Foramajorityofretailers,tighterconsumerspendingmeanttoughtimes(Murphy,
2011).Duringrecessionandinthefollowingyears,manymajorretailersdeclaredbankruptcyorshut
downtheirbusinessescompletely.SuchretailersincludehouseholdnameslikeTheSharperImage,
BordersBooks,KBToys,CircuitCity,andLinensNThings,tonameafew.Manyotherretailers,
fromMacy’sandHomeDepottoStarbucks,cutdowntheircostsbylayingoffemployees,reducing
therangeoftheiroperations,andbyofferingdeeppricediscountsandpromotionsaimedatluring
cash-strappedcustomersbackintotheirstores(Schwartz,2015).

Theeconomyhasimprovedatpresent.However,manyconsumershaveretainedtheirfrugal
spendingways.Retailersaretargetingsuchconsumerswithvalueformanypropositions(Misonzhnik,
2011).Forexample,HomeDepotreplaceditsolder“Youcandoit.Wecanhelp.”themewithathriftier
theme:“Moresaving.Moredoing.”(Kaplan,2011).Retailersarealsopromotingtheirprivatelabels
toattractcustomersandboostsales.Privatelabelsaremoreeconomicalthanestablishedbrandsand
retailerslikeWalmart,Macy’s,Kroger,andWholeFoodsMarketarebenefitingfromthem(Chavez,
2012).Traditionalsit-downrestaurantsarecompetingwithfast-casualrestaurantssuchasPanera
BreadandChipotlebyaddingvalueofferingsontheirown.Forexample,Applebee’sofferscheap
meals.Itoffersa2for$20menui.e.twomealsandoneappetizerforjust$20.TGIFridayshasthe
474“Wherelessismore”menu.Themenufeaturesright-sizedportionsofitssignaturedisheswith
appetizersat$4,maindishesat$7,anddessertsat$4(Edelson,2012).

Retailersadoptanumberofmeasurestobesuccessfulintheshortrun.However,theyshouldbe
cautiousthattheirshort-termmeasuresshouldnotdamagetheirreputationandpositioninginthelong
run.Reducingpricesdrasticallytogeneratesalesmayattractcustomersintheshortrunbutdamage
brandloyaltyinthelongrun(King,2012).Oneanalystcallsthis“deathbydiscount”andsuggests
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