!/

RETAIL \\f
| MARKETING WV
[ MANAGEMENT \

The 5 ES of Retailing

Dhruv Grewal




RETAIL
MARKETING
MANAGEMENT



Sara Miller McCune founded SAGE Publishing in 1965 to support
the dissemination of usable knowledge and educate a global
community. SAGE publishes more than 1000 journals and over
800 new books each year, spanning a wide range of subject areas.
Our growing selection of library products includes archives, data,
case studies and video. SAGE remains majority owned by our
founder and after her lifetime will become owned by a charitable
trust that secures the company’s continued independence.

Los Angeles | London | New Delhi | Singapore | Washington DC | Melbourne



RETAIL
MARKETING
MANAGEMENT

The B§ Es of Retailing

Dhruv Grewal



©)SAGE

Los Angeles | London | New Delhi
Singapore | Washington DC | Melbourne

SAGE Publications Ltd
1 Oliver’s Yard

55 City Road

London EC1Y 1SP

SAGE Publications Inc.
2455 Teller Road
Thousand Oaks, California 91320

SAGE Publications India Pvt Ltd

B 1/1 1 Mohan Cooperative Industrial Area
Mathura Road

New Delhi 110 044

SAGE Publications Asia-Pacific Pte Ltd
3 Church Street

#10-04 Samsung Hub

Singapore 049483

Editor: Matthew Waters

Editorial assistant: Jasleen Kaur

Production editor: Martin Fox

Copyeditor: Christine Bitten

Proofreader: Derek Markham

Indexer: Silvia Benvenuto

Marketing manager: Alison Borg

Cover design: Francis Kenney

Typeset by: C&M Digitals (P) Ltd, Chennai, India
Printed in the UK

© Dhruv Grewal 2019
First published 2019

Apart from any fair dealing for the purposes of research or
private study, or criticism or review, as permitted under the
Copyright, Designs and Patents Act, 1988, this publication
may be reproduced, stored or transmitted in any form, or
by any means, only with the prior permission in writing of
the publishers, or in the case of reprographic reproduction,
in accordance with the terms of licences issued by

the Copyright Licensing Agency. Enquiries concerning
reproduction outside those terms should be sent to the
publishers.

Library of Congress Control Number: 2018953094

British Library Cataloguing in Publication data

A catalogue record for this book is available
from the British Library

ISBN 978-1-5264-4684-8
ISBN 978-1-5264-4685-5 (pbk)

At SAGE we take sustainability seriously. Most of our products are printed in the UK using responsibly sourced
papers and boards. When we print overseas we ensure sustainable papers are used as measured by the PREPS
grading system. We undertake an annual audit to monitor our sustainability.



To my uncle Indrajit Seth and aunt Jeet Seth

To my wife Diana Grewal, daughter Lauren Grewal, son-in-Law
Chet Berman, son Alex Grewal, and Mother Saroj Grewal






CONTENTS

List of Figures
List of Images
List of Tables
About the Author
About the Contributors
Preface
Acknowledgements
Online Resources
1 The Innovative Retailer
2 The Entrepreneurial, Innovative, and Customer-centric Mindset
3 Value Creates Excitement
4 Creating Excitement Using Store Brands
5 Creating Excitement and Enhancing Education Using Social Media
6 Education: The Service Edge
7 Experience: In-store, Across Channels
8 Engaged Customers Are Loyal

9 Innovative Retail Analytics for Engagement

10 Concluding Thoughts

Index

ix

xi
xiii
XV
Xix
Xxi
Xxiii

XXV

13

31

53

71

87

105

125

145

161

169






1.1

1.2

2.1

2.2

2.3

3.1

3.2

5.1

9.1

10.1

LIST OF FIGURES

Introducing the S Es: entrepreneurial, innovative and customer-centric mindset,

excitement, education, experience, and engagement 2
The loyalty ladder 9
Amazon word map 21
Walmart word map 22
Target word map 22
The elements of exciting value 32
The value scale 43
Touchpoints in new media 73
Strategic analytics questions 153
The 5 Es 162






1.1

1.2

1.3

2.1

3.1

3.2

3.3

3.4

4.1

4.2 Jet.com’s new private label, Uniquely J, will be high end but still price conscious

4.3

4.4

4.5

4.6

4.7

4.8

5.1

LIST OF IMAGES

Victoria’s Secret encourages customers to engage with the
merchandise; their associates stand at the ready to help them with their needs

Self-service kiosks allow customers to gather information (education)
and enhance their experience

Home Depot makes it possible for do-it-yourselfers to complete
projects by educating them about the necessary tools and
equipment, as well as giving them experience with practice projects

The proverbial road less travelled is a critical path for innovative entrepreneurs

The Wellery temporarily offered concierge gym services inside of
Saks Fifth Avenue’s flagship store in New York City

The pain relief shelves at a CVS store represent an innovative
approach to organizing merchandise

Extensive toothpaste options in supermarkets can quickly become
overwhelming for shoppers

Supermarkets are increasing their uses of digital displays to attract
shoppers’ attention

Amazon store brands compete very effectively with other manufacturers
in basic product categories

Inside an ICA Store, showing the range of options available to shoppers
Whole Foods was the first to apply its store brand to organic products
Target’s Project 62 line is a store brand that can draw shoppers to stores
HSN websites allow shoppers to move seamlessly across channels

The image of storebrand soup should be consistent with the image of
other product categories

The organic milk process

Pinterest offers a meaningful channel to communicate with consumers

14

34

36

37

42

54

56

57

59

61

64

65

68

76



RETAIL MARKETING MANAGEMENT

5.2

5.3

6.1

6.2

6.3

6.4

7.1

7.2

7.3

7.4

8.1

8.2

8.3

8.4

8.5

8.6

8.7

9.1

9.2

Starbucks wants to alert frappuccino drinkers when a new flavor is available

Apple product accessories are usually produced by partner companies,
not by Apple itself

Modern Butchers provide great value, by offering personalized, educational
advice about the best cuts of meat, and how to cook them

This Zappos employee went through extensive training, to ensure a
good fit with the company

Nikki Minaj’s Minajesty Perfume is only available, in limited quantities, on HSN
Minute Clinics in CVS stores provide valuable services and education to shoppers
[ustration of SuperRetailer

Amazon is experimenting with brick-and-mortar stores

A Victoria’s Secret fashion show integrates with its product offerings,
even if the versions in stores are a little less flamboyant

Wolfgang Puck may cater the Oscars, but he is also available to teach
HSN viewers how to cook

Nordstrom’s shoe department can be a thrilling experience
when shoppers first encounter it

Inside Trader Joe’s where the exciting offerings encourage loyalty,
rather than a conventional loyalty program

Department stores like Woolworth once defined merchandise
assortment choices

The coupons CVS sends shoppers are specific and unique to each household

Sally Beauty knows that this consumer will need color-safe shampoo soon
and sends a coupon to encourage that purchase

What distinguishes this coffee shop from all the others?
Mobile apps are a centerpiece of retailer loyalty programs
If a customer buys deli meat, are mustard and bread in the shopping basket too?

Home Depot provides a means for contractor customers to share
blueprints with their own end consumers

Walgreens wants to offer convenience to all its customers, whether
in stores or through mobile devices

81

82

88

92

94

96

107

109

113

115

120

127

127

132

133

135

137

139

151

155



LIST OF TABLES

6.1 Service edge strategies quadrant 1
6.2 Service edge strategies quadrant 2
6.3 Service edge strategies quadrant 3
6.4 Service edge strategies quadrant 4

8.1 The promise of loyalty programs

89

95

97

100

129






ABOUT THE AUTHOR

Dhruv Grewal (PhD, Virginia Tech) is the Toyota Chair in Commerce and Electronic
Business and a Professor of Marketing at Babson College. His research and teaching interests
focus on direct marketing and e-commerce, marketing research, the broad areas of value-
based marketing strategies, services and retailing, and pricing. He is listed in The World’s
Most Influential Scientific Minds, Thompson Reuters, 2014 (only 8 from the marketing field
and 95 from economics and business are listed). He is an Honorary Distinguished Visiting
Professor of Retailing and Marketing, Center for Retailing, Stockholm School of Economics,
an Honorary Distinguished Visiting Professor of Retailing and Marketing, Tecnologico de
Monterrey, a GSBE Extramural Fellow, Maastricht University, a Global Chair in Marketing
at University of Bath and has been a Visiting Scholar at Dartmouth. He has also served as a
faculty member at the University of Miami, where he has also served as a department chair.

He was ranked 1st in the marketing field in terms of publications in the top six market-
ing journals during the 1991-1998 period and again for the 2000-2007 period and ranked
8th in terms of publications in Journal of Marketing and Journal of Marketing Research during
the 2009-2013 period. He was also ranked 1st in terms of publications and 3rd in citations
for pricing research for the time period 1980-2010 in 20 marketing and business publica-
tions. He has published over 150 journal articles in Journal of Marketing, Journal of Consumer
Research, Journal of Marketing Research, Journal of Retailing, Journal of Consumer Psychology,
Journal of Applied Psychology, and Journal of the Academy of Marketing Science, as well as many
other journals. He has over 45,000 citations based on Google Scholar. He currently serves
on numerous editorial review boards, such as Journal of Marketing (area editor), Journal of
the Academy of Marketing Science (area editor), Journal of Marketing Research (associate editor),
Academy of Marketing Science Review, Journal of Interactive Marketing, Journal of Business Research
and Journal of Public Policy & Marketing and the advisory board for Journal of Retailing. He has
also served on the boards of Journal of Consumer Psychology and Journal of World Business.
He also received Best Reviewer Awards (Journal of Retailing 2008, Journal of Marketing 2014),
Outstanding Area Editor (Journal of Marketing 2017, Journal of the Academy of Marketing Science
2016) and a Distinguished Service Award (Journal of Retailing 2009).

He was awarded the 2017 Robert B. Clarke Outstanding Educator Award (Marketing
Edge, formerly DMEF), 2013 University wide Distinguished Graduate Alumnus from his
alma mater Virginia Tech, the 2012 Lifetime Achievement Award in Pricing (American
Marketing Association Retailing & Pricing SIG), the 2010 Lifetime Achievement Award in
Retailing (American Marketing Association Retailing SIG), the 2005 Lifetime Achievement
in Behavioral Pricing Award (Fordham University, November 2005) and the Academy of



RETAIL MARKETING MANAGEMENT

Marketing Science Cutco/Vector Distinguished Educator Award in May 2010. He is a
‘Distinguished Fellow’ of the Academy of Marketing Science. He has served as VP Research
and Conferences, American Marketing Association Academic Council (1999-2001) and as
VP Development for the Academy of Marketing Science (2000-2002). He was co-editor of
Journal of Retailing (2001-2007).

He has won a number of awards for his research: 2018 William R. Davidson Journal of
Retailing Best Paper Award (for paper published in 2016), 2017 Journal of Interactive Marketing
Best Paper Award (for paper published in 2016), 2016 Journal of Marketing Sheth Award, 2016
William R. Davidson Journal of Retailing Best Paper Award (for paper published in 2014),
2015 Luis W. Stern Award (American Marketing Association Interorganizational Sig), Babson
College Faculty Scholarship Award (2015), William R. Davidson Journal of Retailing Best Paper
Award 2012 (for paper published in 2010), 2011 Best Paper Award (La Londe Conference for
Marketing Communications and Consumer Behavior), 2011 Luis W. Stern Award (American
Marketing Association Interorganizational Sig), William R. Davidson Journal of Retailing
Honorable Mention Award 2011 (for paper published in 2009), Babson College Faculty
Scholarship Award (2010), William R. Davidson Journal of Retailing Best Paper Award 2010
(for paper published in 2008), William R. Davidson Journal of Retailing Honorable Mention
Award 2010 (for paper published in 2008), 2017 Best Paper Award, Connecting for Good
Track, Winter AMA Conference, Stanley C. Hollander Best Retailing Paper, Academy of
Marketing Science Conference 2002, 2008 and 2016, M. Wayne DeLozier Best Conference
Paper, Academy of Marketing Science 2002 and 2008, Best Paper, CB Track, Winter AMA
2009, Best Paper, Technology and e-Business Track, AMA Summer 2007, Best Paper Award,
Pricing Track, Best Services Paper Award (2002), from the American Marketing Association
Services SIG presented at the Service Frontier Conference, October 2003, Winter American
Marketing Association Conference 2001, Best Paper Award, Technology Track, Summer
American Marketing Association Educators’ Conference 2000, and University of Miami
School of Business Research Excellence Award for years 1991, 1995, 1996 and 1998. He has
also been a finalist for the 2014 Journal of Marketing Harold H. Maynard Award, the 2012 Paul
D. Converse Award, and the 2005 Best Services Paper Award from the Services SIG.

He has co-edited a number of special issues including: (Spring 1999) Journal of Public
Policy & Marketing ‘Pricing & Public Policy,” (Winter 2000) Journal of the Academy of Marketing
Science ‘Serving Customers and Consumers Effectively in the 21st Century: Emerging Issues
and Solutions,” Journal of Retailing ‘Creating and Delivering Value through Supply-Chain
Management,” 2000, Journal of Retailing, ‘Branding and Customer Loyalty 2004, Journal of
Retailing, ‘Service Excellence,” 2007, Journal of Retailing, ‘Customer Experience Management,’
2009, and Journal of Retailing, ‘Pricing in a Global Arena’, 2012.

He co-chaired the 1993 Academy of Marketing Science Conference, the 1998 Winter
American Marketing Association Conference ‘Reflections and Future Directions for
Marketing,” Marketing Science Institute Conference (December 1998) on ‘Serving Customers
and Consumers Effectively in the 21st Century: Emerging Issues and Solutions,” the 2001
AMA doctoral consortium, American Marketing Association 2006 Summer Educator’s



ABOUT THE AUTHOR

Conference, 2008 Customer Experience Management Conference, 2010 Pricing Conference,
2011 DMEF research summit, 2012 AMA/ACRA First Triennial Retailing Conference, 2013
Pricing & Retailing Conferences, 2014 Shopper Marketing conference at SSE, and the 2015
AMA/ACRA Second Triennial Retailing Conference.

He has also coauthored Marketing (publisher McGraw-Hill, 1e 2008, 2e 2010 — awarded
Revision of the Year, McGraw-Hill Corporate Achievement Award for Marketing, 2e with
ConnectMarketing in the category of Content and Analytical Excellence, 3e 2012, 4e 2014,
Se 2016, 6e 2018), M Series: Marketing (publisher McGraw-Hill, 1e 2009, 2e 2011, 3e 2013,
4e 2015, 5e 2017, 6e 2019), Retailing Management (publisher McGraw-Hill, 9e 2014, 10e 2018 -
it is the leading textbook in the field), and Marketing Research (publisher Houghton Mifflin,
le 2004, 2e 2007). He was ranked #86 for Books in Business and Investing by Amazon
(29 January 2013).

He has won many awards for his teaching: 2005 Sherwin-Williams Distinguished Teaching
Award, Society for Marketing Advances, 2003 American Marketing Association, Award for
Innovative Excellence in Marketing Education, 1999 Academy of Marketing Science Great
Teachers in Marketing Award, Executive MBA Teaching Excellence Award (1998), School
of Business Teaching Excellence Awards (1993, 1999), and Virginia Tech Certificate of
Recognition for Outstanding Teaching (1989).

He has taught executive seminars/courses and/or worked on research projects with
numerous firms, such as Dell, ExxonMobil, IRI, Radio Shack, Telcordia, Khimetrics, Profit-
Logic, McKinsey, Ericsson, Motorola, Nextel, FP&L, Lucent, Sabre, Goodyear Tire & Rubber
Company, Sherwin Williams, and Asahi. He has delivered seminars in US, Europe, Latin
America, and Asia. He has served as an expert witness or worked as a consultant on numerous
legal cases. He serves on the Board of Directors of Babson Global. He also served on the Board
of Trustees of Marketing Edge.







ABOUT THE
CONTRIBUTORS

Michael Levy, PhD (Ohio State University), is the Charles Clarke Reynolds Professor of
Marketing Emeritus at Babson College. He received his PhD in business administration from
The Ohio State University and his undergraduate and MS degrees in business administration
from the University of Colorado at Boulder. He taught at Southern Methodist University before
joining the faculty as professor and chair of the marketing department at the University of
Miami. Professor Levy received the first ever Academic Lifetime Achievement Award presented
at the 2015 AMA/ACRA Triennial Conference, ‘25 years of dedicated service to the Editorial
Review Board of the Journal of Retailing,” (2011), McGraw-Hill Corporate Achievement Award
for Grewal-Levy Marketing 2e with Connect in the Category of Excellence in Content and
Analytics (2010), Revision of the Year for Marketing 2e (Grewal/Levy) from McGraw-Hill Irwin
(2010), 2009 Lifetime Achievement Award, American Marketing Association, Retailing Special
Interest Group (SIG) (at Summer AMA), Babson Faculty Scholarship Award (2009), and the
Distinguished Service Award, Journal of Retailing (2009) (at Winter AMA). He was rated as one
of the ‘Best Researchers in Marketing,” in a survey published in Marketing Educator (Summer
1997). He has developed a strong stream of research in retailing, business logistics, financial
retailing strategy, pricing, and sales management. He has published over 50 articles in lead-
ing marketing and logistics journals, including the Journal of Retailing, Journal of Marketing,
Journal of the Academy of Marketing Science, and Journal of Marketing Research. He currently serves
on the editorial review board of the International Journal of Logistics Management, European
Business Review, and the Advisory Boards of International Retailing and Marketing Review and the
European Retail Research. He is coauthor of Retailing Management (10e, 2018), which is the best-
selling retailing text in the world; Marketing (Se, 2017) and M-Marketing (Se, 2018), all with
McGraw-Hill Education. Professor Levy was co-editor of Journal of Retailing from 2001 to 2007.
He co-chaired the 1993 Academy of Marketing Science conference and the 2006 Summer
AMA conference. Professor Levy has worked in retailing and related disciplines throughout
his professional life. Prior to his academic career, he worked for several retailers and a house-
wares distributor in Colorado. He has performed research projects with many retailers and
retail technology firms, including Accenture, Federated Department Stores, Khimetrics (SAP),
Mervyn’s, Neiman Marcus, ProfitLogic (Oracle), Zale Corporation, and numerous law firms.

Britt Hackmann, Co-founder of Nubry.






