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SYNOPSIS

Emporium Selangor is a comparatively new medium=
sized department store in Kuala Lumpur, It poses itself to
the general consuming public as a popular-priced department
Store catering to all classes of customers. Since no
extravagant customer services are provided, the Store is able
to divert such resources to other uses, namely, to lower the

rices for all the merchandise offered, Such policy of the
gtore makes itself felt as an outstanding and extraordinary
department store compared to the few existing ones in the
Metropolis. On the one hand, it appeals particularly to the
smaller men who do not want much of the extra services but
Just the genuine goods they purchase; on the other, snobs and
no-so=-price conscious upper class customers will not hesitate
to capf at the Store also because its ultra-modern store gnterior
and window displays, excellent selling floor service and the
- wide range of merchardise it carries typically remind them it
is really an excellent place to shop at,

‘ The Store is orgenised on a clear-cut line and staff
basis, Their relationship and the responsibility and authority
for each division and department are clearly defined, But,
since the management personrel are composed of a closely knitted
group of geople, free consultations and discussions over the
daily problems are carried out on an informal basis, The
business dagnrtnent of the Store is one which bears the heaviest
responsibility of merchandising, publieity and store operation,
Other staff funetions like accounting and personnel are Just
complementary to this buying and selling functions of the Store.
Coordination of all these functions is done through the general
manager who has overall executive power over g1l others in the

Store, but he is personally responsible to th ,
who r‘presents the Board of Directors, Vet AN Moy e

The personnel of the Stor
sategerisets P € are classified into three

(1) the junior executives,
(2) the supervisory staff and
(3) the salespersons -

all under the jurisdietion of the Store General Manager,

The junior executives consist of the treasurer, personnel
manager and the divisiona]l heads of the three divisions (Store
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operation, merchandising and publicity) under the business
department .

The supervisory staff are those whose re sibility,
is to take charge of all the asctivities in each se department
on the selling floors. They help in purchasing, instructing
the salespersons,displays arrangement and upkeep of the
merchandise on the forward stock.,

The salespersons are the final contact persons on the
Star;;- four selling floors to aid the customers to make their
purchesesn.

From the junior executives downward all the personnel
of the Store are persons who have no previous selling experience
when they were recruited. They are all learning, the hard way,
also the cheapest and most effective way througﬁ their daily
contact with the customers. MNo elaborate trairning programs
are avallable for them. Mugh are dependent on thp%r own
initiative and the supervision of the higher Store's staff.

The merchandise carried by the Store are majority
oods made in China, It ranges from tiny hair pins which
.ive cents can purchase a few to the bulky g}:ﬁon which fetch
at a price of over two to three thousard dollars per piece.
Althe locally manufactured goods as well as goods imported
ey S AR O
. , e’ per 0 e to ollar amount
Of the merchandise carried by the Store,

One larity about the products of the Store is
that lunngzggbonl_gud other food stuff from China: are
used as ffic ereators, Although these items do not really
fit into the stock of a typical moderm departmert store,
the Store sells well on this line,

Another aspect that the Store mana -eme:
to achieve with its product variable in the tgzngt-::k::::;ing
mix to promote sales is what we not-d ag product and floer
strategies, The four selling floor of the Store are béing
manipulated to house the variovs merchandise according to
the customers' buying habit; Competitors! strategies; the
nature of the products ete. so as an optimal sales of all the
werchandise in each floor is anticipated, This is & rather
conspicuous effort by the Store management especially when it
is seen ::‘ﬁglsllsht of the sales promotional activities of the

tore interior dig ‘
offort on product and floor strarapige. @ 7T CTCTUANE the

In short, this product variable in the Store's total
?;gkzgihgtﬂix is the main variable exploited to create an image

ore, 1.es, the
Ehinehe gooda’in'gﬁ{. eou;::;?aivbnoss as the reservoir of
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The pricing objective of the Store is to maximise
profit {(on a long-term basis), no doubt. This profit maximisation
objective does not mean that higher prices will be charged
on all merchandise. On the contrary, the Store hopes to
accomplish this objective through a low margin pricing poliey
80 that the total sales volume per period will increase.
In other words, the policy of "higher turnover but low margin"
is what the Store intends to use as an instrument to achieve
its objective. To this end, the Store's "own margin" i
nothing but a predetermined average markup (IOQFto 30?) is
adopteds Within the limit set by this predetermined average

markup the Store prices its merchandise accordingly regardless
of what its competitors are doing.

Various devices are cnplogod by the Store to promote
its sales. The very fact that the Store is a reservoir of
Chinese goods is a vehicle for car ing the Store's name to

the many potential customers.afhnogger'is the Store interior
and window displays., This is,very vital device because much
effort and resource of the Store have been channeled into these
two areas of promotional activities., For outdoor displays

we see that huge billboard is used in front of the Store; étoro
signs are painted on the Store's delivery van and Store signs
are also put high up on both size of the independent slim
building that houses the Store., In the case of newspapers
messages of the institutional type are inserted oecaaionaliy
to remind its customers. Local rediffusion station is being
made use of to make spot announcements daily, Handbills and

dodgers are used only when the Store is executing an ecial
sales events that need extra publicity ete. i

All in all, the promotional activities or programs
of the Store are dasignod to supplement the other two P§: —
product and pricing = of the Store's total marketing mix

80 that the desired . |
be achieved, organisational objective of the Store will

-V ¢
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CHAPTER I
INTRODUCTION

Large~scale retailing is still a relatively new ’
phenomenon in the retailing scene of this country, 1lthough

ho one can deny that there are already numerous small retailers
operating all over the places,

The history of retailing in this country dates back
to a few centuries ago when petty traders bartering among
themselves within limited geographical precinet. With the
advent of the Tin_Revolution®in the late 1800's and then the
Rubber Revolution® in the early 1900's, the country began
to emerge t{on the self-contained economy. Trade with the
outside world was made possible with the coming into existence
of the Agency Houses which undertook the task of exporting
local mineral products, rubber and other agricultural produce
to the western world and im orting from there the manufactured
finished products, Since then the distinctive feature of
retailing had been that of small scale and with limited eapital,
Retailing was considered more as a means of providing a livelihood.
gofghedpooplo than as a final ehannel of distribution, as

efined

in all marketing texts, to provide place and tim
utilities to the consuming pubiio.

, Although suech feature is still in existence in many
of the small towns and remote villages in this countr{, in
the fast changing and growing cities like Penang, Ipoh and
the Federal Capital of Malaysia, Kuala Lumpur, retailing is
gradually transforming its traditianal role,

- More dynamism is injected into the retailing field
nﬁgnopportunitlau in retailing have undergone 2 fundamental

¢hanges Such significant ¢hanges in customers' buying habits
in the 'product mix! of various retail 1nztituteie:§, in !lll’

1
ué. ur, or
19’67| p:?g"“hv

nom A0pMent ol Modern Malay
vers ty Pralﬂo Lﬁnd.'n. a'ag-g.“uﬂlb 'Ne.

2 .
Ibids, pp.72-127,
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promotional devices and methods, and in the nature of retail
competition, among others, have been taking place and will
continue to do so in the foreseeable future. As a result,
more and more huge retail institutions are organised along

the western line and adopting the new and up~to~date management
technique,

The salient features of thege department stores can
be summed up in the words of Mr. Soon s the President of the
Chinese Chamber of Commerce, Singapore, as follows:-

@ CLASSLESS CUSTOMERS: These stores do not confine
themselves to the upper class, middle class or the
lower class alone but aim at serving people from all
walks of life irrespective of class,

@ THEIR OBJECTIVES: Their objective is to offer
high quality consumer goods at reasonable prices,

@ SHOPPING CONVENIENCE: The range of constmés coods

they offer is so comprehensive that you can shop all
your household necessities under one roof.

@ CENTRAL LOCALITY: They are situated at the central

business localities adequately served by public
transport, |

@ TOURIST ATTRACTION: One of the major characteristies
of these stores is the strong appeal they have on
tourists, thus helping to boost tourism, '

Selangor Btadigg:’ 19gza a4 new department store Emporium

n BQT’ R d
Capital of Malaysia was established in the Federal

Kuala Lumpur. It is located along the
Jalan Tengku Abdyl ﬁahman (It was once called Batu Roas) ——

in the centre of one of the prineipal shopping districts

in Kuvala Lumpur, It has the 1n1c1£: authorised capital of
one million dollars, The modern building it occupies is
accessible from al}l parts of the city by rapid transit, It
occupies six floors out of the eight—atoro; building, with

& total floor area of 6,000 square feet. Four floors are
devoted to 88 selling space, the remaining two are used as
stock rooms and hon-selling general administrative offices.

3

s See Straits Times, Monday, January, 15th,, 1968, p.l.

: sion of the nin
§§§§m3§Z gr.:?ﬁ. t'g}’ﬁhf“5°r1“m Limited, 3in apor:?‘ Mcgsago
Singapore, B hese Chamber of Commere 2



b
The Store is exquisitely decorated and offering a wide range
of commodities of the latest designs at reasonable prices.

The Store is financially indeperdent from the nine
other emporiums selling mostly goods imported from China in
Singapore, But a few of jits directors sitting in the Board
are men who have an interest in its Singapore count Se
Thus we see that the expertise of the top management is drawn
from a wider cirele. It is not suprised to find also that ideas
of general management and other related store-wide activities
like layout and promotion ete., are derived from the experience
of its Singapore counterparts. Through such connection in the
field of management, more efficient system of rumring the ,
Store is expected slnce knowledge and experience of the Singapore
pioneers are pooled and Apgliad in this young and new department
store here in the Federal Capital of Malaysia =~ Kuala Lumpur,

Although the country has a long history in the field
of retalling, not many serious attempts have been made to study
this area, not to say the newer retailing outlet such as the
department stores, Undoubtedly, endeavour made in this
diractioné namely, to have more case studies of the prominent
department stores now in existence will be very rewarding both
from pure academic research point of view and the genera
benefit that these studies will acerue to those"practitioners"
of retailing., Particularly, this pioneering exploration
into this area --- the study of a department store selling
mostly goods imported from China =-- will be, it is hoped, a
step forward in the more fruitful underatandins of the
{;ﬁailﬁng process in this country. Answers to such questions

@: Uoes the management have any political motive? What
sorts of appeals are used to attract its customers besides the
conxentiona promotional gimmicks? Is the Store's main aim
tg elp br down the cost of living of this 'metropolis'
since most of the made-in-China goods are comparatively cheaper?

etc. can be found i ‘
chapters. n the analysis that follows in the subsequent

In brief, an 1
its main lekoti:g'mgg understanding of all these as well as

are essential to evaluate the role that
this new retail
o e countr,‘inatitution is going to play in the economy

Objective of Study

The main objective of this study is to make a eritical

b
- The word Store |
used to refer to the Lmpc inwcg?i??} 1o§t?f

will henceforth be
Kuala Lumpur, for the rest of the g;;t.“ e

413 L. <
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alysis of the marketing programmes, including policies and

ggra‘egies, of the Emporium Selangor Sdn. Berhad, Kuala Lumpur.
Being a revolutionary new retail outlet appearing

in the Malaysian retailing scene, the Store processes a unioue
feature of its own. Partly as a result of the kinds of
merchandise it carries and partly due to the distinctive
and calculated policy of the management, it has established
itself as a "popular-priced department store.™

To what extent will the Store live up to this name?
This study is aimed at finding out the various aspects of
the management of this new retail institution with the emphasis
on its marketing mix. In addition, as a department store
with an oriental set-up, the manazement of the Store inevitably
has a different approaeﬁ in tackling its problems. And this
is the second task of this study to probe into the differences
or similaritles between the Store and those department stores
run by western ®apital and western-trained management team.

In short, this paper will, all the time, attempt to
drive home the main theme ---= How well can the Store management
achieve its objective of being a viable and dynemic retail
institution by constantly manipulating its merkeving mix?

Scope of Study

8 Closely in connection with the objective, the'scopo
of this study will cover the following areas:- ‘

1) The basic set-up of the Store: Since the organisation
~structure constitutes the backbone of the whole
enterprise its soundness or otherwise determines the
success or failure of the Stores Chapter II will
be devoted to explaining the structural set=up of

the Store. The functional relationship of the wvarious
gtzigions as well as those departments serving on a
ca

¢ity to the top management will be examined
in details On top of all these, a more secarching
:ifozzvyill be made to find out whether the Store is

concerned itself with
selling, its main task, namely,

o We shall see, also, how the human factor fits into
this impersonal organisation chart. Staffing and
gersonnel problems are by heans trifle. Thus,Chapter
i is to examine how the organisation and personnel of
the Store can contribute to its efficient running,

2) ’

. od_of the Store wemws Froiuesi A
g‘Scription of the merchandise carried by the Store
n relation to such things as product and floor strategy

- L -



roduct branding and packaging; sources of supplies;
ghap losses etc. makes up the Third Chapter.

3) Ih nigma of the Stor rrie 1,:-,. A full g
discussion of the prieing objective, policies an
strategies of the gtore is made in 6hapter IV, Other
related aspects of pricing include markup percentage
of the Store, retaig price maintenance and the
initial versus maintained markeup situation of the

B - - P

Store. .
k) The promotional) sctivities of ore: To
complement the efforts and activities of merchandising

and pricing, the promotional activities of the Store
are varied and heavy., How these activities are
organised? To whom are they directed? Howweffoctiza
are they in pushing sales and maintaining the Store's

- dmage? What are’common media used for these purposes?
All these are answered in Chapter V of this study.

5) A appraisal, evaluation and proposals made by
the writer wili conclude this study.

- A series of 1nterviow:5 were carried out by the
writer with the management of the Store. These interviews took

{lace from the middle of February to the middle of April,
968, roughly two months' duration.

These interviews are classified into three stares.
During the initial stage, the top management (here refers

Yo the Managing Director of the Store Mr. Lim Tow Yong) of

the Store was interviewed. Questions pertaining to the general

policies of the Store were askeds Two such interviews were
planned., .

In the second stage, a number of informal discussions
with the sen

ior executives of the Store were held, Store day-
to~day management problems and techniques constituted the main
theme of such discussions.

Towards the end of the predetermined period, some of

5

The questionaries used dur

i the interviews are
compiled and presented in the Appendi - ,



the Store's supervisors and salespersons were interviewed.

This effort is attempted to make up information that might have
been left out during the previous two occasions. Furthermore,
a grass-root approach to obtain more realistie information
from people on the selling floors is secured.

Besides such pri sources whereby the majority
of the written materials of this text are obtained, marketing
texts, with special attention on those dealing with retniling6
and department store trading, journals and published articles
are consulted, Much of the materials found in these sources,
although American oriented, are useful to this study. No
hesitation is made by the writer to édapt certain materials

from these sources to supplement what is found to be inadequate
to be obtained from the primary source.

Limitation of the Study

The primary problem encountered in this study is that
no specific and statistical date.are obtainable from the

management of the Store, The reluctance and hesitation of
the management of the Store to reveal any useful statistics
is due mainly to the fear

that such information may in any way

fall into the hands of the competitors. Therefore, the lack
of factual statistics is a great impediment to a more complete
analysis of the Store's eperation. Under such circumstances,

this study cannot be e ‘
miraculous., expected to produce anything which is

As an example, it toor two months from the time the
vwriter of this study approached che management of the Store
coquesting for permission to carry out a case study of the
Tgoro to the time when the request was officially approved.

€ initial suspicion of the management was further aggravated
% the fact that the management of the Store consists mainly

0L people of the 'old school' which have a doubtful attitude
ﬁa usefulness of such a study. e

Anoth
the Sters bs er serious limitation to this study is that

S Just established not more than a year (up to the
time when the text i t
no historical data a:gw:iﬁg;gﬁlnamely, Spril 1908 Aasiefere

e for comparison purposes.

0::25 22 the seasonal nature of the retagl tradcp mgnthly
g t 1{1‘00 Within a year do not form a sound basis for comparison.
:rgic ent comparison can be made only, if, for instance, this
gontha " mg“t ly figures are compared’with the corresponding
- aoga ime in the past. As a matter of fact, the sales

S“i;{ﬂ ol the Store were rather inflated during the first two
or three months of its birth. This is & phenomenon very

6
See Bibliography in the Appendix.
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eculiar to the new business. Usually a very sluggish situation
gill characterise most of the new businesses. Buti for the
Store, during this period the reverse situation holds true.

The Store attracted many people since it is the only department
store in Kuala Lumpur which sells almost mainly goods made

in China under one roof. Newness, curiosity and the realisation
of the public of getting a real 'ﬁargain' greatly increased

the traffic of the Store and thereby sales. Thuai the sales
figure for the first few months of the Store should be used
with caution when comparisons are made with corresponding
fipures of the later years. Thus, no judgement can be passed

on the performance of the Store since individual absolute
figures do not make much sense.

: - Although profit and loss figures are computed monthly
(at the end of each month), they are not accessible to the
writer for inspection for reason that is obvious.

' Other information like shop losses, daily forward
stock in the shelves and individual salesperson sales figures

are not computed at all, These information will be proved
to be very useful eéspecially the possibility that these
information can

reatly enhance the general efficiency of
the Store As\reagisod.y '

Last but not least, the rule-of-thumb and experience-
based judgem wi

ent in dealing with the various problems of
ﬁ;ﬁ:gamont Will greatly reduce efficiency., In many instances,

needed information are not available because of "memory
: failure" on the part of the Store executives!

from mnkingll these, one way or another, will limit the writer

& more searching and thorough analysis basing
solely on compiled statisties, But, since the purpose here

is to find out how this Store organiccn itself and how it

g:rzg:'.::i 1:l Ogtratgon, much of our attention will beteogfinad
_ y81s of such techniques and policies as practise

and advecated by the Store, Tgns, the whole analysri will

be complete in a sense we mean it.



* CHAPTER II

ORGANISATION STRUCTURE AND PERSONNEL OF THE STORE

- Since organisation is very essential to the success

of a store, we shall try to examine in detail the structural
relationshig of the Em¥or1un Selangor, Nowadays, the question
of personnel and organ sation has assumed a promlnont place

in the management of many retail institutions. The poor

quality of much retail selling has prompted much attention

to be focused on personnel problems like organisation, selection
and training, secondly, the increasing conseiousness of the
employees in demanding from their oupfoyers for better treatment,
necessitates from time to time a general review of wage rates,

hours, working conditions, compensation scheme and labour
relations,

We notice that good organisation is to help achieve
the desired goal, Therefore, once the top management has
formulated the over-all policies, an organisation must be
built to carry out these policies and this organisation must
be adzinlstcrod ‘ffoctivefg to accomplish the desired results.
Thus "good organisation in itself does have a very definite
value to the retajler, It defines the function and authority
of the various units that comprise the whole; it defines the
relationahig of one department to another; it definitely places
responsibilities for accomplishment of certain objectives;

tends towards a tgacitlisation of effort and the development
of lkills in particular phases of the company's taskj it
facilitates better planning and less waste effort; and in
general, it results in greater over-all effectiveness".

2hs_énsz:ll,an&nllsiien_Ehgzi

An organisation chart is indispensable as an aid to

b 4
H.T. Lewis ang W.,B, England ﬁ:!ﬁﬂﬁlﬂ!nﬁi-zxénginl“
%%%7%;g§113(3d ed.; Hnmcwood,.lllg : Richar a drwin, Ine.,
» - -
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¢lear thinking and proper co-ordination of activities in the

building of the organisation, especially when the size of
the store is increasing.

As the president of a supermarket chain has written:
"An organisation chart removes sssese0s confusion in the

administration of business, It defines 'who is to do what

is to be done.! Tﬁﬁ“ big question, if it is left unanswered,
is bad for merale."< Even though an initial organisation

chart has been set up, keeping the structure of the business

in step with the constantly shifting scene is a major task

for the management. For instance, the planning of establishing
& few more branches by the Storeg in the foreseeable future

as part of the expansion program will add extra load to the
present administrative set-up of the Store. In other words,
new departments have to be added and so are the personnel.

As a matter of fact the Store does not have an

organisation chart drawn in blakek and white but a careful
analysis of the

types of jobs performed in the Store reveals
that they fall into four majorpcategories.

a) Those connected directly with buying and
merchandising,

b) Those connected with selling function.

- ©) Those involved in the physical operation and
maintenance of the Store.

d) Those which are primarily of a general and
administrat

ive nature.

: ~ Basing 6n these four major activities it 10'
not di{@iqult to visvalize its stguctural set-up.

2
nt, Alpha Beta Food

Doy ts Sdward (Preside
%gggfngzzgfn.suuﬂnnnxtxln. Juper:

Markets),
g, July,

See Synopsis, p,ii,



Board of Directors

Mahaging Director

R — ]

General Manager : | Personnel
i e Dept .

Treasurer & —
Controller

o T o s T e S

Assistant to
General Manager

l_—;Buginesa Dept.

Store Operation ﬂorchandising . Publicity
Maintenance M |

) Merchandise Sales Promotion
Receivgy Buying Display
Pr FS Selling Public Relation
Ex;zzztiﬂn Merchandise ,
e, S Budget

| FuR ‘ .gn. Supervision
 Illustration:

- The Store's Organisation Chart 2.1

Emporium Selan

W £Oor is a medium-sized department store.
e;;go;ga:v::fgz daily turnover of $10,000 and wigg over 150

o rosponsihilig Payroll list, the problem of proper assignment
F Y to different persons and the determination
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of authority to be granted to each, and the provision for

harmonious adjustment among these many individuals is by no
means small.

The present organisation set up of the Store as
depicted in Il?ustration 2.1 shows, under the General Manager,
the two main staff activities of control and garsonnel and
the business department. Under the Business Department are
the three functional divigions ~-= Store Operation, Merchandising

and Publicity. All these departments report directly to
the General Manager,

Before an analysis of the Store organisation plan is
made & certain basic concepts need elarification, Namelri
it is pecessary to point out that the definition of organ sation

is tha Lonsnio & yeen the iunc 2Ng O

business, and the A8 Teéasong fo axistence S v BPLOVIGE ' “

; ! Attt ©OMD somen * A DL DOLE W e DUSLIEO0.
e first problem in organization is to determine what the
-major functions are and it is indisputable that the basic

reasons for the existence of a retail store are to buy and

to sell merchandise profitably. But to perform these two

functions successfully certain facilitating or operating activities
are necessary togeth

sether with the functions of administration,
Thus, the Business Department is charged with the major functions
of merchandising and selling., Under this set-up it at once
indicates that the Store is specialising in the main task of
?ellin% and buying and these two functions are considered the
eart ' of the retail business, The selling activities are
supported by other store<wide functions like store operation

L)

eontrol department which is concerned with
accounting and budgetary planning and publicity division which
is supplementing the effort of personal selling.

A very progressive step in regard to the organisation
of the Store is taken, Grantingpthe Bu%iness Department
the responsivilities of merchandising, publicity and store
?peratiani it distinguishes roperly those other activities
pPersonnel and control) uhieg have a general staff relationship
tg.th° entire organisation by placing them under the funetion
4 admi“*”‘”“‘““* Ag such, tge personnel activity is
€°°°8” sed as a gpeeialia;d Job applying with equal importance
% every phasq of the organisation, Likewise, the function
odmgecord koepingﬁ finaneing and controlling are additional
administrative jobs which require the services of large numbers

b
Maleolm P, MeNaip Charleg I. Gra Stanley F.Teele,
Mm, (1st ed.; 13th Imp. Mggz"aw-ﬁill Book
ompany, Ine. N.Y, and London, 1937) p.hgl.
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of people. They are regarded as the staff function and therefore
not given a functional relationship in the organisation.

We shall beﬁin & closer analysis of the activities
of each department, As explained earlier the main purpose for

the existence of the Store is to buy merchardise and then .
sell them to realise, after reduction of all expenses, a profit.

Thus, the Business Department assumes a very significant role
in the whole set-up of the Store.

chand: , ;
The responsibilities of the merchandising division

are Lo interpret and execute the merchandising polieies of the

Store; unify the efforts of all buyers or departmental supervisors

S0 &8s to present a uniform appearance to the buying publie;

help buyers to get and use correct information regarding business

trends and market conditions; provide the departmental supervisors

with an objective point of view and administer a merchandise
control system; assist each department in planning and carrying
on its individual buying plans

: co-operate with the publicity
division and plan sales promotion; sapervise departmental activities
of buyers (departmental supervisors)., The very important

process are the individual
Spartmental supervisors (buyere )€, They have major respensibilitie

€S exists between the three functional relationship
under the Business Department., For the purpose gﬁ cl:rity and

' L ‘ ctions are
under the aapar;& assume that these separate fun

e authority of d t onnels In fact
the executives of this 3§Pay of different personnel. b

their problem, rtment work hand in hand in tackling

6

The {nvesti .0. Dudley three
decades ago to find ougagiznauzOnductcd by C.0. Dudley

r and

gppeared]_n thcé%§§tnnl.ﬂ£~§s&lii{;::t%ans °£’2§Ai§.‘l By S
.?ﬁfﬁ’{i 19331 1 represents one of the best statements

| ‘ Ag ability, inelud an aptitude
gg%éfvid °han%ing in eonaun§§ d.mnndf?g)' souprehension of
of mer hAlins Bures and their inte retation, (3)a knowledge
8 egctqndiaa Qualities and value, (k) & knowledge of, and
megg;agd;nco wi joaources.(ﬁ)sooé taste and a "feel" for
e s?iund 6 bargaining ability. (B) Selling ability,
or ng )loadarihip in interesting in the goods,(2) imagination
(G)grcativc ability and(3) organising and manageriai ability.
of (S)5onal qualifications, ineluding (1) the mental characteristics
¢ 1ndeo~cperativtnos- and ability to get along with others,

. ustriousness, (g) Judgement and the admission of mistakes,
(a)a]oirage, and (o) integrity (2)physical characteristics of

ertness, (b) health, ang tc) appearance,
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and sellin activities within their departments
ggg Egg%§§ore 1n%1uen§e more than anyone else the results

obtained, Usually, the departmental supervisors, through
their daily contact with the salespeople and the customers

are able to obtain first hand knowledge about the demand of
the customers. Such knowledge includes the proper qualities
and grades of merchandise in the styles which are most eagerly
sought after by the majority of the customers and those
merchandise which do not appeal much to the customers and
require special attention, All these information are reported
t0 the higher executives in the Business Department in charge
of merchandising so that when decisions in buying are taken
these decisions are based on factual data and not simply

on the whim and faney of the executives, -

Because of her detailed knowledre of the merchandise
she hopes to purchase and because of her familarity with fashion
trends in her partiecular field, =he instructs salespeople
on these points and ensures eonfornance to her instruction
through elose supervision, She also cooperstes in ‘bhe preparation
of merchandisé display in her department and does everything

possible to ensure customer satisfaction and the profitableness
of dcpartmental operations,

The organisation of the Store is such that the
responsibility of buying and selling is centralised. The
executives of the Store are of the opinion that these two
activities should always be in the responsibility of the
oF same group of persons, They believe that only the person
who buys the merchandise can convey the necessary information

same,

and enthusiasm to the salespeople, or, the other way round,

only person who has the responsibility of selling knows intimately

what to buy. Separation of selling and buying will result in

boor coordination. But, when we try to look further especially

in many of the Chain organisations in the U.S, where buying

is the sole duty of the headquarter we find that such central

buying produces better ard more efficient merchandising result.
& inherent fear that the task of buying may overshadow

selling is ruled out where these two

, activitie ™
Separately. But, the more vehement s S are performed

r ent 1 ‘
separation of these two Astivities g0e§‘;‘m n favour of the

| buying and selling ‘
are two entirely different jobs which require differe tybes -

See foptnoto 6.for the qualities of a good buyer,

-.13_



) Despite all the recent trends in most of the big
stores in attempting to divorce these two activities from
one another, Emporium Selangor is sticking to the 'good-old-~
practice' of combining thege two activities in the charge
of the same individuals., Its pros and cons will verify iteelf
as time passes when the Store, through trial and error, will
realise from sheer experience the merits and demerits of each
gystem and thereafter be able to make the necessary adjustments,

D ment === P (@ Di

The publicity division of the Store is a responsible
for all selling efforts not classified as personal selling,
In the words of Magur, it "presents the store and its merchandise
so that the public will be constantly attracted tuo purchase
from the Store."® The responsibilities of the publicity division
are those of the supplementary mature. But, the unidue
significance of its task in comnection with the selling activities
of the Store has made its existence more outstanding. It
prepares all forms of advertising, window displays and interior
displays. It is also entrusted with the job of planning and
executing sales events, in close cooperation with the merchandising
division, Although other special forms of sales promotion
like fashion shows and educational exhibits have not, so far,
been used by the Store, their later appearance lies in the
initiative of this divlsian. in carrying out its duties, the

general store policies regarding to, for instance, the Store
advertising budget and the extent to which institutional or
product advertising should be used etc., are few of the many
policies that it has to conform to.

This division undertakes many activities which are
divorced from the main selling and buying operations with the
exception of accounting and financial comtrol, As publicity,
store operation is a major complementar{ duty to the main
function of the Store =-- buying and selling., The activities
for vh&ch the Store Manarger is responsible are multifarious.
A list” can be presented to show the various activities that

1. U L B CL
bros.;

32nlie

Retailing, (N.¥. Harpet and "1927) p.

9
:daptod f?am the list appears in: Phillips and Duncan,

letailing ‘ les_and Method th ed.: R
nc,; Homewood, Ills) p.105. s, (5th ed.; Richard D, Irwjn,

ull‘,—



are under the jurisdiction of this division in the Store.
A, Bto ance:

1. Construction

2. Repairs and renovations

3. Maintenance of mechanical equipment

L. Ventilation, including air conditioning
5. Light and power

6, Junitor service

B, Customer Service

1., Adjustment bureaus
2. Loss and found service
3. Product information service

C. Operating Activities

1. Receiving, checking and marking
2. Stock rooms

3. Warehouses

k. Deliveries

5. Returned goods

WS Supplies needed for store use
%. gtxgures and equipment of all kinds
« Fue

1. Night watchmen 10

2. Outside protective agencies

3, Insurance (in co-operation with control
division of treasurer).

10
The Store employs the services of the Securicor
guards, One of them stations at the main entrance (also exit)
of the Store. His duty is to see that all customers going out
of the Store, if carrying any goods at all, they should be
groperly wrapped in packages bearing the business name of the
tore --- Emporium Selangor. He can stop anyone going out

of the Store carrying goods unwrapped.
of shop-lifting works well. b is  extra precaution

~1Y



Control Department

Serving in a staff capacit{ it provides store-wide
service. The control department is eaded by the treasurer.

His main task is to protect the company's assets and to provide
adequate working capital to meet the need of the business.

The usual activities under the supervision of the treasurer
include: devising and maintaining adequate accounting records

of the Store; planning, taking and calculating the physical
inventory;ll ascertaining the c¢redit worthiness of the customers
who solicit credit in collaboration with the business department
and their collections; merchandise budgeting and control in
co~operation with the merchandising division; expense budgeting
and control; preparing reports for top management, insurance,
safekeeping of all records prepared by or furnished to him,
preparing reports for government and other agencies.

General Mansgement

After analysing separately the three departments
and the three divisions of the Store, we shall now try to
obtain an overall view of the entire store by looking at the
function of the General Management. With its strategic position
in the organisational set-up and reporting directly to the
top management -~- Board of Directors --- the General Manager's
main task is to direct, correlate and coordinate and control
the activities of the three departments through their respective
heads, so that the entire organisation will operate effectively
and yield a profit. :

D 0 P

The degree of specialisation practised by the Store
is evident from the fact that %t departmentises the whole
Store into twenty eight unitsl?, Each unit is called a
department and each department is characterised by the complete
line, or, two or more related small lines of merchandise it
carries and operated more or less as a separate unit. By so
departmentising profitable lines are revealed and unprofitable
lines are brought to management's attention. Since the Store
does not apply an overall markup percentace on all the merchandise
it carries but price within a certain range (between 10% to 30%
according to the nature of the merchandise, margins are easily

11

Retailing Invent
control inventory. i ory method is used by the Store to

12
See Chapter 111 on Products.
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Satisfied candidates are then called for interview. Such
important attributes of a good salesperson, as the manazement
of the Store puts it, as personal appearance, personalities

as well as the capability to speak various languages and
converse fluently in several Chinese dialects are ascertained
during the interviews, Majority of the existing salespersons
are recruited this way, the remaining are recruited through
recommendation of relatives or friends. No specific educational
qualifications are emphasized but an expectation by the
management is that these salespersons must be resonably
intelligent and diligent enough to learn on the selling floors
the various aspects of salesmanship. Successful candidates
are put on probation for three months. Upon successful and
satisfactory completion of such period (almost nienty-five
per cent fulfilled this requirement) they are treated as
permanent staff of the Store.

Personnel Training

It is generally understood that well trained and well
informed employees result in more effective job performance
and greater productivity; it insures conformance with established
rules and regulations, thus reducing errors and increasing
customer satisfaction; it lowers selling cost both in the short
and long run, thus enhancing profits; it reduces employee
turnover, improves morale and strengthen loyalgy; and it
simplifies management's job by lessening the task of supervision,
Despite all these possible advantages, no attempt is made by
the management of the Store to conduct any centralised training
program for its salespersons, It is believed that persons
actually performing various jobs have much more knowledge of
their work and can better command the respect of the trainees.
Thus, the supervisors of the Store are entrusted with the duty
of training the salespersons right on the job., At this point,
the writer is skeptical that the supervisors are properly
qualified to do the job, On top of this, occasionally, the
senior executives of the Store will brief the salespersons
on various aspects of sales techniques and other relevant
1gf:?mation at the end of the business day before the employecee
g ome.,

In view of this lack of training in the v
aspects of selling techniques, the saleapegsona thcm:zigzg are
expected to be able to learn fast and adapt fast from their dail
ccntactiwitgltheh:ust:-ersom the selling floors. It is .
unquestionable that there is much room for impr
direction. Until the time, may be, as the prgrg§°;§2§u§2 :gis
the Store bo;in? to take shape only will the management reali
the axiom that 'personnel work is a dollar and cents matter! e
and a vigorious program will then be instituted to retrain its
salespersons because & well-trained and well informed groun of
selling staff is an aid in maximising the Store's tota prgfgt,
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- During the peak period of the Store sales, for example,
in the annual festivals of Christmas, Chinese New Year, Hari
Raya Puasa etc, the volume of transaction will increase manyfolds.
In order to cope with such seasonal peak sales, extra part-
time or temporary employees will be needed, Such plan to
employ temporary employees i& envisaged by the management of
the Store as a means b0 reduce recurrent expenses in payroll
if the present army of salespersons’' selling time ean be best
Utilized and do not increase the number of permanent post for
salesperson, assuming the same facilities and building, The
potential problem that will demand an answer from the management
in regard to the employment of temporary salespersons during
eak season is that concerned with training for these 'extras'.
ince their service to the Store is of a short-term nature,
no specific training program is feasible or economical, As
the management puts it: The best we can do to train up these
ople for their temporary employment here is to take them
n 8 few weeks before the peak period begins so that on the job
training will be given, e management seems not to be able
to find out a better solution. But, under such arrangement
much efficiency of selling will be sacrificed or lost,

Compensating salespeople

No elaborate wage payment scheme is used. BEoth the
selling and mon-gelling staff are paid a straight monthly salary
with a purely arbitrary bonus. Such bonus is arbitrary in
the sense that it will be paid only when the profit of the
Store for year is substantial, No obligation is placed on
the part of the management to pay bonus to its staff even when
the profit picture for that year is satisfactory: So far no
bonus has been paid because the Store has not yet reached its
first year of its life span, wr '

¥

‘ Since the salmries of the salespersons are not evaluated
on the basis of their respective personal performance, no
attempt is made to establish a system of evaluation so that
2 greater incentive is spurred on the part of the sales pepople
20 attai:ihigheg salge goglsi Eﬁus wg can say that the
ensating scheme is relatively s e and straightfo
Wg:gaut 4ntroducing a more sophisticated and vtll-ggneogzzgd.
cenglnaation plan =« the incurrance of extra administrative
work load thus inereasing expenses is the main reason for
its absence ===~ it is ected that more supervision work on
the selling staff is needed. ‘In additlion, employees are not
rewarded for improved performance and they are meither better-
of f or worse-off as a result of speeding up or slowing down
in their work, lukewarm attitudes and low morale will be the
rule of the day if no change in this direction is undertaken
EK the management of the Store in the near future. Top management
ould ponder over whether the above-mentioned two hidden .
costs, namely, cost of supervision and the cost involved as a

% 59 %



result of low morale, are more than the necessary expenses
that will be 1ncurrea in case a well-conceived compensation

plan is introduced.

Bven in introducing such flexible compensation plan,
top management of the Store should take into consideration
that any proposed incentives should be set and administered
with care, otherwise adverse effect like high-pressure selling
and other undersirable actions will result.

Aspects of Industrial Helations

Today, various legal, social and political influences
come into play with the business envirorment., Selangor Emporium,
operating under such business enviromment will have to face
up to al% these influences. The most outstanding of these
is in the field of industrial relation. HMany firms through
various ways and means have tried not to get themaeives involved
in the whirlpool of such unhappy events, viz., in which the
employers and employees come into open clash, To ensure a
congenial working relationship between the employees on the
one hand and the employer on the other, a sympathetic understanding
by both parties is inevitable., Being a young and fast growing
retail institution employing over 150 persons, the management
of the Store, at least, for the time being, is able to maintain
a congenial relationship with its employees,

But under the Trade Union Ordinance of 1959 (now
incorporated into the mew Industrial Relations Act, 1967) we
know that seven or more persons are allowed to form & trade
union, Since any union can be formed for workers in the similar
trade, occupation or industries, the prospect that the employees
of the Store will organise themselves into union of its own
or join the other existing outside unions is not impossible,

As the writer is told, so far, the management has not heard

of any move by its employees to organise themselves into union,
The opinion of the management of the Store is that they do not
see any reason why their employees should take such a move to
organise themselves while they are already well treated, Even
when in a later stage, the employees of the Store really feel
that it is necessary ‘o organise themselves into the union

the management will not be able to stop them from doing sol

It is understood that the management is not very sympathetie
with the employees in organising themselves into union, The
management further pointed out that so long as the minimum
statutory requirements in the treatment of workers of the existing
laws are observed, the employees should not try to disrupt

the status guo .
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CHAPTER 111

PRODUCT

Antroduction

The Emporium Selangor has twenty eight departments.
A wide range of goods from China (approximately 95/% of all
the merchandise's worthl) and other foreign countries as well

as local manufacturers are stocked.

Merchandise carried by the Store include confectionery
and canned goods; cosmeticsj patent medicine; wine and cigarettes;
teaj gent's wear; cotton goods; gift voucher; sundry goods}
glass ware; embroideries; arts and crafts; china ware; enamel
waro& musieal instrument; furniture; hardware; shoes and
leather goods; sewing machinej carpet; stationery and drawing
instrument, '

Insofar as modern departmental store business is
concerned an attempt to investigate the floor strategy as an
integral part of the whole question of products under discussion
is necessary.

* _ It is noted earlier that the Store at present has
four main selling floors. The sketches of the floor layouts
of the Store are presented on the following pages to illustrate,
the relationship of product to the floor, or, in the technical
term, the products and floor strategy. !

At a glance, we notice that the ground floor co
of the following depa%tmenbs. S

~l. Confectionery and carned goods,
2, Cosmetics,

3. Patent Medicine

k. Wine and cigarettes

3

‘5¢ Tea

1 |
: Th
i i, is figure is given by one of the executives of

-



6. Gent's wear
7. Gotton goods
8, Gift voucher
9, Ladies wear
10. Children's wear.

First Floor

1, Sundry goods

2, Glass ware

3, Embroideries

L, Arts and crafts
5, China ware

6, Enamel ware

7. Curios

Second Flooxr

1, Ladies wear

2, Toys

3, Blectrical appliances

L, Suiting and dress material
5, Children's wear., :

Third Floor

L, Musical instrument
2, Furniture

3, Hardware

L. Shoes, leather goods
5., Sewing machine

6 . Carpet

7. Stationery

8, Drawing instrument
9. Bargain Counter

Broduct and Floor Strategy

. There are two widel récognised principl ﬁarding
, and floor strategy., First, the ground og:,r: e one

which is on a level elevation with the thoroughf
the store is situated, is the floor space whigh 3§§112n22:§:
or bear the heaviest traffic. According to some surveys carried
out on various huge department stores im the United Stzbus .
consumer motivetion researchers have come to the eonclusior
zg:t‘::gggigiogi ghe shopger; show 2 humen inertia to go gﬁyend
n search of the merchandise

:;ry natuzeilthose goods are shopping goods. ’I;xszzz 3? zg:::

e groun oor is the most precious space from the retailer '
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point of view and as many merchandise, particularly these of
a convenience-cum=-shopping type, shouid be displayed here
as possible.,

The second principle, recognising such human inertia,
advocates that a large number of slow-moving and bulky items
be displayed on the ground floor. But some traffic-creating
items will be stocked onm the ground floor as well to serve
as a bait to draw the customer to move higher up, say, to the
First, Second and Third floor and seo on where the more popular
items are offered.

These two principles, diametrically different, have
their own rationale behind them, By examing closely the floor
layouts of the Store one is without effort to conclude that
the Store is adopting the best of the two principles in the
manipulation of its product and floor strategy. The ground
floor is stocked with the most popular items and they are thus
the main traffic creators. For instance, the main items carried
on the ground fleoor are confectionery ana canned goods, patent
medicine, gent's, ladies' and children's wear. By doing so,
the Store is obviously adopting the first principle of product
floor strategy.

But as one moves higher up, one will notice that,
in the case of the First Floor, more shopping goods are stocked.
By definition shopping goods are those for which the probable
gain from making price and quality comparisons is thought to
be large rclativ§ to the time and effort needed to shop properly
for these goods, Such goods as glass ware, embroideries,
art and erafts, china ware,enamel and curios are well represented
in this class. Of course, sometimes these goods are very close
to another class of goods, namely, the so-called speciality
goods, "They are those consumer goods on which a significant

.of buyers characteristically insist and for which th

are willing to make a special effort., The special effort the
customer expends is not to compare the product with others but
merely to locate it."3

The fact thaet both shopping goods and, particularly,
lpecialitgagoods are being pushed higher up the floors is
evident that the management of the Store is exploiting the
human inertia to go upward on the one hend and the shoppers!'

2 a
R. i 7 E.“J. uecmhy. .:.:f 6 |
vised ed.3 5th printing, 1966
O D R R T i

-

o Manag ‘
D, rwin, Inc.

ALEQLInNg
Richard
3 4
Ibid.' p.w3‘
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satisfaction to be derived or sheer functional needs of the
shopper to search and compare and insist upon in the purchase
of the goods on the other., A dramatic twist occurs in the
Second Floor. The combination of the first and second
principles of product and floor strategy is applied. Here we
notice that shopping items as ladies and children's wear

are further given the space to be displayed, The effect that
is attempted to create is that the shoppers, after a shopping
gspree on the ground fleoor over such items will be reminded

by the salespersons that they are able to get more choices

if they do move upward to the Second Floor, If these shoppers
are successfully persuaded by the salespersonsg, or by their
own initistive to move upward the 2im of the Store will be
achieved. Because by going to the Second Floor, the shoppers
may drop in on the First Floor and thus seeing many other
merchandise being displayed here. :

On the Second Floor besides the ladies' and children's

wear are offered, two important complementary items are put
gg here also. These are suiting and dress material and toys,

eir drawing effect on the same shoppers are apgarent. If
one pauses to look around on this floor (Second Floor) one's
view will be attracted to the many varieties of electrical
appliances that are on display here. These later items apparently
are speciality goods. Their bulkiress, their special appeal
featuring on meny famous manufacturers’ brands, their slow-
turners nature, their relative higher price per item, their
exclusiveness --~ all these factors explain their place up
here on the second highest selling floor of the Store's total

four selling floors,

' The main rationale, as the Store manager puts it,
to put the bulkier items higﬁer'up instead of lower down #n

~ the ground floor is that these items are mainly slow-turners,
Furthermore, the main reason some of these slow turners and
bulky items are carried in the Store's total merchandise range
is that they are carried to complete the full line which a
typical department store of a considerable size must sustain,
These items occupy a considerable amount of precious floor space
and demands a suﬁstantial,effort or time on the part of the
Store executives because their sales entails promotional effort
as well as special credit policy. =

The Store present highest selling floor -~ Third
Floor =-- is wholly devoted to carrying those items characterised
by their bulkiness, expensiveness, slow-turning in sales, and
other factors meptioned earlier. These items such as musical
instrument, furniture, hardwere, shoes and leather goods,

sewing machine, carpet, stationery, drawing inst |
n..,ﬁ% to the rank of épeciality géods whegeithergggggragg

customers insistence on that particular products is domi
Traffic on this floor will'reggtively beplower when compggﬁg'
with the other floors where more shopping and convenience or even
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impulse goods are featureds

Cne perticular degartment on the Third Floor that
requires our attention is the Bargain Counter. The purpose
that the Bergain Counter serves and its role in the pricing
strategy of the Store will be discussed in the coming chapter,
that is, Chapter IV on Pricing. But & few words can be said
here in regerd to its place in the relationship of product
and floor strategy. As noted, the Third Floor (highest floor
for the Store present set-up) is the floor that bears the
least traffic. By examing the types of merchandise that are
digplayed on this floor we are no surprised to learn that
the second principle of product and floor strategy is closely
adhered to. Hamegy, all the slow turners find thelr place
here, But realising the importance of the principle of "“balance
of Traffic"” in department store trading, the management of the
Store has established on this floor the Bargain Counter to
counteract such low 'mood! of buying up here. As the name

of the department implies, it is a place where customers can

et a reagabargain. Thus, by its very presence shoppers will

e attraeted right up to the Third Floor, Once shoppers are
here, it is not so important whether they will make an on the
spot or immediate purchase of the more expensive items like
sewing machine or piano ete, as displayed here. But, at least,
it is hoped they will have to confront these merchandise,
The impression thus created or imprinted on the minds of the
shoppers is what the Store management really hopes it will
produce, "They will make & return trip to this floor next
time when they happen to want such an item as they have previously
seen here,” optimistically says one of the Store executives.

In short, the Bargain Counter, besides providing a place for
the Store to dispose of its 'odds and ends' and shop=worn goods
etc, and the haunt of those price-conscious shoppers, it serves
the very purpose of traffic creator to the Third Floor in the
context of product and floor strategy.

Sources of Supplies

;2: sggzces gf suggliessgf the Store range from
countries € na, Hon ng, Singapore to the local manufactur
The time required to obtafn supplies from these sources varies. .l
For instance, it takes three months for goods from China to
arrive from %hu day when orders are first forwarded, Others
like Hong Kong one month is needed; those re-exported from
Singapore into Malaysia one week is enough. Of course, products
evailable from our local manufacturers around Kuala Luﬁpur area
ecan be despatched within hours once orders are placed with the
menufacturers provided the manufacturers have the required stock
on hand, Because of the relatively long lead time requires
between the placing of orders and the delivery of goods, the
Store hu.ckpnlicr of keeping, on an average, a two and’a- half
months stocks for all the goods, The quantities of stock inventory
carried at any one time are dependant on many factors. These
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include the nature of the products. For example, fashion
goods and those whose life apan in terms of salesability are
relatively short will be carried less. The seasonableness

of the commodities accounts for the limited stock carried
within their selling season. Demand factor should not be
overlooked also. The increasing affluence of the buying
publicj their more subtle and discretionary buying powerj

the change in customers' taste, fancies and even income will
exert a tremendous influence on their buying habit. The action
of the competitors will, to a very large extent, also influence
the inventory policy of the Store. No aystematic inventory
planning procedure are adogted and much of the job is done
through experience of the oStore executives., OSuch deficiencies
in stock planning are deplorable.

C F F S

One of the many significant features of the Store
is that it carries a wide varieties of canned food and other
food stuff imported from China. It is rather peculiar for a
typical department store to carry such lines, Canned food and
food stuff are usually items that are available from the
supermarkets and other small variety stores appearing all over
the towns., To include these two lines into its merchandise
:lngo, the management of the Store is not without its Justification
0 GO 80, ]

Firstly, to cater to the need of the Chinese community
whose eating habit is still unchanged despite the many influence
by both the West and the indigenous cooking methods on their
cuisine, Thus, prepared canned food and other food stuff
from China are carried.

Secondly, since these items are handily packed and
easily be sold over the counter without such secondary processing
requirement on the part of the Store, they are taken in to y
complete the full lines of Chinese goods which the Store
professes itself a 'reservoir'.

Thirdly, these items can be used as traffic creators
because of their relatively low price per unit and their
popularity among the Chinese. Consequently, a much bigger
turnover will be ensured. The staple nature of these merchandise
is the main reason why they can command a bigger turnover per
unit of time than any other goods carried by the Store.

Lastly, we can say that the Store mana

gement is not
afraid to break away from the convent
store trading which confines its rangéOgEIm;:{hggdgggaigng;.l
goods other than food stuff., Hence, a bold step and a more

213223.32?‘”" and foresight is seen on the part of the Store
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According to the management it is the step taken
in the right direction because the number of customers attracted
to these few departments dealing in Chinese confectionery
and canned food, wine and cigarettes are {ar greater than any
other single department per unit of time. _

Thus, we can conclude that a deviation from the
normal practice of the ma jority is by no means bad in its
very principle, if, so long as the task undertaken really
produces concrete result === as in the case of introducing
canned food items into its selves by the management of Emporium

Selangor.

- -c mg vV G 5 W

Anthony Polsky, a writer in the Far Bastern Economic
Review and writing in the March 1968 issue said that the
Singapore Government was in the thours of dilemma' over its
imports from Chin@. eesescsoss Nine department stores featuring
goods from China had open there in the last fifteen months
and Singapore bought about US$100 million worth of finished
producte and raw material from China last year.5 Although
this despatch is concerned with the situation in Singapore,
it has a significant relevance to the case under study now.
It is noted in Chapter I ==-- Introduction that some of the
people aitting on the Board of the Emporium Selangor are
men from the Singapore counterparts. What we are interested
here is not to find out whether such ingtitution is letting
"jdeology being peddled along with the sewing machines”,
But, we are interested in finding out, from the marketing
point of view,its impact on the 1ife of the people a2s a retail
outlet selling exclusively (95%) Chinese goods.:

Financially the Store has an overwhelming position
over others. The Bank of China operating in Singapore is
readily to give six-month interest free credit to the notable
businessmen whose credit-worthiness is beyond doubt through
their long association with the Bank authority to purchase
goods from China., Thus, through its counterpart in Singapore
the Store is probably able to secure such facility and purchase
goods from China on such generous credit term. Conseauently

No actual survey has ever been undertaken. Such
pronouncement is based on the executive's own rough observation.

5
See Straits Times, 18th March, 1968. p.5.
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the Store is able to offer its merchandise at a relatively
lower price to its customers. Such a boon to the Store also
has an indirect economic advantage to the purchaser because
they are, in turn, able to get cheaper goods. We thus see
that the Store is contributing to the national economic growth
b{ helping to bring down the already high cost of living in
this Metropolis --- Kuala Lumpurs,

: The second feature of the Store that is related to
products is that it utilises such oppertunity teo gr ote itselfl
as the "reservoir of Chinese goods" in the Federal ital,
Such appeal has the promotional influence on the mind of the
srospective customers that whenever they wish to buy any

hinese goods they can get them all here under one roof, In
addition, it has the further effect that the customers can
expect a real 'bargain' from the Store because it is a well~
known fact that Chinese goods are relatively cheaper, quality
factor aside, of course.

Since the Store's main target customers belong to
the, using Lloyd Warner's classificagion, upper-middle, lower-
middle and upper-lower class people,® such economic appeal
is important. ,

Insofar as trade is concerned, the policy of the
Sovqrnmant {s liberal, therefore the sales of most of the
hinese goods here are legal except those similar products
vhich are being manufactured locally. Although the Store's
objective and goal are apparent, name%y a purely profit-
making business concern without any p’litical motive, the
public opinion or public suspicion on such a retail inutitution
may turn out to be formidable if the management is to neglect
them, As a result, a meager five per cent of the Store's total
merchandise carrida are devoted to taking in g:ada roduced
‘locally or from other foreign sources other than Chinas On a
way, in its advertisement, the management is able to claim that

6
0’. ¢cit, Eddo Mcclr‘bhy, pp.251-252.

g8t These are the successfu
men and pro%easionaga un* tge gﬁat salesmen, i
‘ hnu.x:liggig ﬁlﬂlt‘ is is the white-collar clags «--
small tradesmen, office workers, teacher 8
93 Ty s B 8, technicians, most

w These are the factory produeti

workers, the service workers, and the local olitiegan ¥
, ‘ s and

gﬁigéegiiﬁfr' who would lose their power if they moved out of
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jt is helping to build up the local industry by stocking the
local produtts.

In conelusion, we may say that the Store is genuinely
the "reservoir of the Chinese goods" both by intent and
cotincidence. Coincidence because Chinese goods are relatively
cheaper thus fitting intbithe Store's overall policy of being
a popular-priced department store. Little local goods (local
industries are still in their infancy stage to produce such
a full lines of products as are basic or common to a department
store's stocking?rand other foreign goods are stocked here
because the management of the Store is attempting to create
an atmosphere of 'exclusiveness's And this explains for the
overwhelming Chinese products that the Store carries,

B A Store's Private B

: One peculiar aspect of the Chinese goods is that
there is a multitude of brands. Such phenomenon c¢an be attributed
to the fact that the resource is not marketing-oriented
enough therefore no effort is seen to create brands loyaltg
on the consumers. JThus, whenever a person purchases something
made in China, she is more readily te say she buys a Chinese
product, 1in other instances, if products other than those
imported from China are purchased, the purchaser will always
refer to the brands of the products and not the country of
origin in which they are made,

) it would be very interesting to probe deeper to find
out the reasons why Chinese goods have had such a popularity
among the many Malaysian consumers irrespective of race and
despite the fact that minimum institutional type of advertising
is carried out by the resource. In the first place, the
relatively cheaper price of the Chinese goods is the main
factor for their popularity here in the Malaysian market.
Secondly, the large section of the Chinese community is the
main consuming units of the Chinese food stuff which account
for the majority of the import figures.

Undoubtedly, therefore, these two factors, cheaper
price and eating habit, enable the Chinese products to hold
a loyal customers here. Although we recognise that price is
also one of the chief variables in the marketing mix that any
marketer can manupuléte to achieve his objective, no effort
should be spared to effectively making use of otﬁer variables
especially promotion., The marketer can manipulate price only’
to certain extent and once the optimum level is reached further
reduction in price is disastrous. In view of this, and the
mass of brands that are in existence and with no particular one
that is strongly entrenched in the mind of the customers the
Store must have its own device to capture the loyalty of the
customers, thus ensuring repeat patronage. Private branding
is thus a way out for the retailer to create its own image on
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the mind of the buying public, In the case of the Store we
find that only shoes are privately branded, bearing the brand
name of 'Emporium Selangor' which is also the business name
of the Store. For the start, the Store is only experimenting
with this product and observing the response of the buying
public before it commits itself further to other goods.

The main reasons for the Store to adopt private
branding in its product mix are as follows:

1. The Store is in a better position to vary the

prices of its privately branded products, viz., it
is free from the manufacturers' dictatin prtaing
policy. Consequently, with such price flexibility
a larger-than-normal gross margin can be realised,

2. It may charge a higher than competitive price and

yet maintain or even increase profits with a higher
oss profit on a small volume because of inelastic
emand. It is hoped that the brand name of 'Emporium

S8elangor' is what the customers can put their trust

on the products offered. And through the three

degrees of brand famildrity, namely, recognisition,

grcferencc and insistence, the ultimate aim of the
tore will be achieved.

In the present situation, the customers preference
for Chinese products is not based on the faector of brand but
- others, Such patronage bond is not strong enough if these
other factors are affected by the changing conditions: Too
ensure that the custouers will insist on the products of the
Store, certain private brands will serve the purpose. g A

Mgy Lkl

Following the principle that merchandise that are
freely accessible to customers or shoppers can sell better, the
Store is stocked with well-exposed merchandise to fhcilita&o
freer gelection and inspection. Such a merchandise display
tactics poses another serious problem to the Store, namely,
it h‘ilm‘g’ ;gg ‘ligtiggfgasier,to gnthfw%yswith. As an .
example, in s Shop ers across the U.5., mostly ho
anddtecnazora. walked off with over $2 thousand millgen ggcuives
£20008,. : ‘

, Wirote Chris ﬁh&%ps in an article e y
thz Snitches are respectable housewivesg' 1n'2§:g§§gua¥§’§ -
1968 issue of the Life mapezine that "There is a popular
misconception that most shoplifting is commited by kleptomaniacs
and pro C“ionals dss0pansoen Actually about 95% of th‘“
pilrerin§‘1a done by 'snitches' --- respectable middle~clags
apparently well-adjusted individuals ..........’Perhaps a8 more
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important motivation for shoglifting is a desire for thrill
of getting something for nothing or of having taken sucessful
revenge in a hostile, impersonal world .s.sssss.s Another
attraction for shoplifters is that so few of them are caught."

Since the :gening of the Store from August last
year(1967) to date (when this Exercise is being written viz,,
somewhere in the middle of March 1968), recalling from memory,
the Store executive said there were oniy a few reported cases.
Mostly the articles stolen are not those of considerable

monetary value, therefore, once these shoplifters are caught

they are demanded to return the merchandise. No further uetion
has ever been taken. The chief reason given is that the Store
does not intend to get involved in expensive lawsuits and face
the countersuit of false arrests. Furthermore, the Store is
painfully striving to maintain the goodwill of'its customers,

as a result, many of these incidences are summarily dealt with,
As experience tells, a cross-section of shoppers are involved

in shoplifting ==~ it ranges from small and mischievious children
to some respecteble and well-to-do housewives.

s Thue far, shop losses due to shoplifting is not
substantial, but, if this problem is not given proper attention,
it may in a later stage turn out to be very nasty. A thorough
understanding or motivation of shoplifters is no small matter,
According to Professor Joseph Roger, a ekiminologist of Kansas
State University, "normally law-abiding people tura into shop-
lifters through an elaborate rationalisation process that
allows them to 'meutralise' their puilt feelings. Their
rationalisation works like this: How can the Store {oesibly
be hurt by the loss of a §5 set of earings? They tell themselves
that a lot of people are doint it, so why shouldn't they
get their share. They blame the store for high prices or for

iscourteous service, stealing becomes justifiable retaliation...
ssss Some are being propelled irrevocably into crime because
they are victims of a broken home or their mothers rejected
them. So why shouldn't they steal?”

Shop losses as a result of external theft will become
a perennial headache to the Store, internal thievery is more
difficult to detect, Unsatisfied Store employees is the main
cause for alarm., Meager pay, long hours and hard work and
temptation that is all the time working in the heart of an
ordinary person who watches an alluring stream of merchandise
flow through the Store but he has no means of buying them
himself are all contributory factors to such incidences., The
management of the Store is quite aware of such problem. And
to combat such losses both internally and externally, the Store
has its own devices, The Store has one own full time security
officer (in plain clothe) on duty, Under him five full time
Securicor guards are employed. One is planted at the entrance
(exit) of the Store, other four members have patrol duty around
‘the four selling floors. In addition to this, Senior Store
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executives may, from time to time, reinforce the already big
army of salesperson and supervisors (averaging 4.3 persons to
each department) to tighten the 'security rin§' of the Store.
To counter internal theft, every night the salespersons, and
other personnel have to go through a 'sereening' procedure
before they can leave the 3tore for home. Is the present
security system adequate? The management of the Store is not

in & position to give a2 positive answer.

If one were to close one's eyes and imagine the
assortments of merchandise the Store carries, it is not surprising
to find that they are 'innumerable'! If security problem is
not properly tackled the losses that it may suffer until the
moment they are unveiled (say) yecars later, the situation may
be too late for the Store to handle,

It is suggested that when need arises the Store should
resort to more 'deterrent devices'. It is widely understood
that people do not like to steal when they realize that they
are being watched, EHxploiting this human tendency, an anti=-
shoplifting camera, installed in some strategic position of the
Store, equipped with flashing red light and making it to rotate

and producing a whirring sound --- g dummy in fact === will be
very effective, Or, as an alternative, a more advanced and

isticated device can be used, This is a minute transmitter
resembling a tiny dot affixed to the price ticket which will
be deactivated at the paying counter, otherwise, the transmitter
will trigrer off the aiarm system when the shoppers try to
smuggle the merchandise out,

By and large, we can conclude by saying that the
management is not yet fully aware of its seriousness because

no records are being kept for the losses. It is understandable
that & record classifying the race, age, sex, status, monetary
position of the arrested shoplifters wiil provide a very useful
source of information for the management to have & clearer
picture of the gituation, and, consequently, ways and means
might be sought to conteract ﬁhem.
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CHAPTER IV

PRICING

introduction

Pricing is one of the four major variables at the
marketing manager's command and since price bears an important
position in the merchant's search for profit, we shall
examine more closely the meaning of price in relation to
cost and markup as practised by the Store in this chapter,
Before this is done the Store's pricing objectives policies
and strategies will be explained. The difference between the
cost and the original retail price of merchandise is

technically known:as the initial markup.l The cost is the

1
.Wingato and Schaller, lechniques letall Wi
(2nd ed., Lnglewood, W.J. Prentice-H: 1, 075

' Initial markup is also defined as "eymulative markon,”
or simply "markon™. , , "

Initial markup = Ma

By means of thie equation, the merchant is able
to determine what percentage of markup he must realize on his
purchases if he is to cover all expenses and the necessary
markdowns and still make a profit. As we shall see it is not
necessary for the Store management %o follow the predetermined
markup for his Store or department on each purchase, Sales
unities may change, therefore, he always deviates from
he predetermined figure to take care of the changing situation.
But as a matter of planning the formula does provide a useful
guigo in showing wha; markgg ig necessary on an average to
realise a wanted profit. e Store itself d
much planning infghts direction, and, in theO::a::togpga;tzg:ngo
la{ consumers' demand and compotitora tactiecs, the Store ;
wi i adjust its price accordingly. ghit
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invoice priccz plus inward transportation expense. This

is also known as the 'gross delivered cost! because the usual
cash discount appearing on the invoice is not deducted before
applying the initial markup. Whereas when a buyer in a retail
store initially places a price on a product the price is
usually called the 'eriginal retail prico.'5

As usual practice, the markup must cover the following
items.

1. The direct expenses, for example, the expenses
of handling and selling the article.

2. The indirect expenses or the store overhﬁad¢
These include light, floor space occupancy, maintenance,
insurance ete. _ A

2

Barry L. Hansen, Marketing xt, Cages and Readingg
(Revised edsj Homewood, Ill. Richard D, Irwin, ITnc. 1901) p.lk.
Cfs Wingate and Schaller, op.cit.; the term billed cost™ is

used, PllOB .

in defining billed cost, however, trade and quantity
discounts are not included. For example, 59063 bought at a
list price of $600 with a trade discount 0 25/ and a cash
discount of 2/ would have a billed cost of $450. To this the
buyer must add the transportation charges in order to figure
the cost for markup purposes. in other words, billed cost is
arrived at by substracting from it the guantity and trade y
discount (if any) and including the cash discounts in the billed
price for computing markup on inventory and purchases. The
practice of using the inflated billed figure is to provide the
retailer a 'cushion' for possible losses due to not so optimistic
market situation. And a corpmetion for discounts will be
made in the 'cost of merchandise' figure in the profit and
loss account. The management of the Store reasons that cash
discounts are included in the "billed cost" because much of
the purchases are financed through bank loans znd these loans
bear interest which is payable by the Store within a certain
specified period. And the cash discounts thus realised b
gayingegromptly which is in turn financed by loans from the
anks should therefore legitimately be used or considered as
part contribution to the payment of the interest ineurred for
the whole purchase operation,

-

Cost in Dollars

3
Original Retail =
100 - Initial Markup %
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3, Any possible price reduction which is made
necessary to move or clear shop-worn or semi~-damaged

articles.
f A A prOfitn

But, as a result of competition, custom, elasticity
of demand or ihrough sheer management promotion techniques
prices are often above or below a mathematical price based on
costs, Thus, operating under the com etitive environment
goods must be so priced that they will sell and not price&

80 as just to suit the mathematical formulae. In practice,

in eetablishing the retail price, the Store manager does not
usually apply predetermined Earkup percentage to all cost

price of merchandise bought. Goods which have exclusive
appeal may be sold at higher-than-average markups whereas some
articles can be sold only when they are priced below the average
percentage markup. But, as & whole, also as a good hallmark

of good pricing pelicy, attempt is always made by the Store

to achieve the predetermined average markup which is thirty
percent (30/%) at the highest and ten (10%) at the lowest.

The dollar markup =-- the difference between cost

and retail --- may be expressed for comparative purposes as a

ercentage either of cost or of the retail. We find that

porium Selangor uses the markup as a gercentage of costs The
tendency for its use is understandable because the cost basis
is older in use especially in smaller business establishments
and is better understood by men of the '5ld school'., Furthermore,
the reason for the adoption by the management the cost basis
for the markups of all merchandise can be attributed to the
fact that it is easier %Yo multipl¥ and add than to divide and
make use of the markup complementl? . W

| This point is stressed by the Store executives in
the course of interview:
Py F | i
Formulae for markup as & percentage of cost!
R=0x (100% Meh)

.c- Eﬁ.

where R = retaii ric - | 3
cost percentage; M = dollarspkargép? cost; Meh = markup
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The Store's Pricing Objective
: The pricing of merchandise is an art, not a science,

The Store must spell out its objective clearl{ otherwise it
may develop aimless or even faulty pricing policy. It can
be said that profit maximization on a long term basis is the
dominant pricing objective of the Store and this objective

is the natural outflow from the Store's overall policy of

"low margin but bigger turnover", By profit maximiszation

on a long term basis is meant that the Store is not to seek
as high a dollar contribution as to cover, firstly, the
department's or Store's variable expenses, and secondly, the
store-wide fixed expenses, with the residue as profits. Hence,
the profit maximization oﬁjectivo of the Store is not associated
with high prices, but, as the top management of the Store puts
it: "to uegieve reasonable margin of return.” This long term
gricing objective of the Store is far-sighted, especially when

he menagement of the Store realises that they are operating

under a very competitive enviroment,

g P P === One Price

' We shall proceed to see how the pricing policy is
implemented within this framework of the pricing objective,
Within the customers' mandate the Store must develop a set
of pricing policies which can be blended with the other three
P's in order to accomplish the Store's objective. The writer
is told that no attempt is made by the Store to high=price the
merchandise it carries s0 as to get back within a relatively
short span, say, five years, the initial total investment, -

On the contrary, the relatively low price is compatible with
the goal of gooé will building and repeat purchase that the Store

is paidfully seeking to secure.

_ To maintain a definite pricing policy is important
otherwise the 3tore has to re-examine its strategy everytime
a customer quotes a price. Judging from the nature of the
business, vgs¢* the amount of transactions that take place within
a d:x, it will be a sheer waste of time if hagglings allowed,
In view of this, the pricing policy of the Store is that of one-
price which means the Store will offer the same price to all
customers whe purchase goodg under essentially the same c¢onditions
and in the same quantities. The adoption of such a priecing
poligy by the Store is mainly for administrative convenience
and :gilmnintcnancg'of §:°d will., But the Store management
is still flexible in adjusting the prices under special
eircumstences, For example, when large quantities are purchased

6 .
Op. ¢it., E.J. MeCarthy, p.821.
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by a single customer or institutions like hotels etec., quantity
diseount will be granted, Sometimes markdowns have to be
taken as a result offalling demand and physical change or
obsolescence, replacement prices of merchandise may go up

or down and competitors' prices may change --- all these
changes can affect the movement of the prices of the merchandise
arrived by the Store, but, in essence, it still follows a one-

price policy.

Administering a price policy which is exclusively
the Store's own, the management of the Store is trying to appeal
to its target market, namely, the so-called 'economic shoppers’,
or, using the word of the Managing Director of the Store:
those who seek to buy what they think it is of their money's
worth, In arriving at the Store's own pricing goliey or 'own
mapgin' the following reasons are given to justify it.

Firstly, The strategic localit{ of the Store in one
of the busiest shopping districts in Kuala Lumpur, The Store
is accessible from all parts of the eity and its outskirt with
the commonest modes of transportation like private cars, public
taxi, buses and even by foot. A metered car park is situated

ust right in front but across the road (Jalan Tengku Abdul

hmen) of the Store.

§!g§3d1¥5 The factor of convenience of shoppin

under one roof. e modern building, which is fully airs
conditioned and with an approximate total area of 6,000 square
feet as selling sgace, is stocked with a great assortments

of merchandise. Shopping under such cosy and friendly conditions,
the shopper are able to obtain the thousand and one thing that
they might probably be able to get only b{ trekkin% from store

to store under the scourchingly hot sun along Petaling Street

in down-town Kuala Lumpur.
z;z:glz, the courteous, friendly and helpful service

of a bevy of charming, well trained and well informed salesgiris.
The customers are given the fullest attention in all the selling

floors.

" With the target customers and these three main!tea
in mind, the nanagemen% of the Store is confident that itr:azons
ignore the competitors' pricing policies. It is believed that
the Store may offer prices which are a few cents higher for
identical goods available in the dther small shops in other
:goppinglgiztriegs in Kualabiumpur but relatively lower than
ose so n other comparable departmental
Gian Singh and Globe Sigk Store, gt can Bti1ft;:§gtgi§eaﬁggggscns,
will of the general consuming public and thus ensuring their
;:p:at patronage through the above-enumerated three forceful
CLOrs.,. '
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Besides the general one-grice policy adopted for the
Store as a whole, we notice that the Store does employ a few
other so called ‘special price policies' in its marketing mix,
The most prominent one is Pric . This is the policy .of
setting prices on given e¢losses or lines of merchandise and
marking all items at one of these established prices, with
nothing priced at points in between./ Such pricing is most
extensively applied in men's, women's and children's ready
wear departments where a great variety of colors and sizes are
available. The shoppers will be puszled by the multiplicity
of its prices if each size or each color is classified and
priced separately. In order to alleviate confusion both on the
art of the salespeople and the shoppers, prices are simplified.
or instance, in the Men's ready wear department, sizes of
shirt range from 12 to 143 with the same materiai but with
different colors and cuttings are classified as within the
same price line and sold at 6,50 each and so on. By means
of this. the innumerable variety of goods are classified into
a rolatively few and customers will consider them as single
price and the major decision then is which item to choose at
that price. The Store will benefit from such price lining
policy also because it can offer a larger assortment in each
price line and it is easier to get customers to make decision
within one price line. Besides, the planning of stock levels
is ain{lified because of larger demand at relatively few prices
and price lining can lend to reduced expense because of smaller
total stock requirement, although ample stocks are carried in each
line === all these culminate in greater turnover rate, fewer
markdowns, gquicker sales and simplified buying procedures., In
short, the Store, besides the few departments point earlier,
does not make use of price lining for other merchandise.

As regards to mnl&inlsﬁuni&_nzifiﬂza the manigzement
of the Store explains that they have not intended, at least
for the time being, to implement it. If feels that such
pricing policy is necessary only when the Store is embarking
on a special sales event like clearance sales or something of
that sort where more promotional gimmicks will be needed to
attract potential customers to the Store so astto persuade
them to take away from the Store those shop~worn or slow-meving
items, Except such occasions will justify its use, the

sement of the Store thinks that such offers if implemented
not gimely may be merely 'borrowing' sales from future periods
or other items and they do not seem to help increase sales
of the items offered. No doubt, the Store will adopt such
multiple unit pricing policy also, may be just in the near

.fhturo.

7
Ibidn, P¢832.
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Since the management is consistently trying to create an image
that the Store is a popular-priced department store, the necessity
of using technique to attract customers to
the Store is ruled out. wouch an offer of the leader-priced

items as bona fide bargains having the effect of promotional

lure merges into the overall policy of the Store. Therefore,

no attempt is made in this direction to occasionally bringing

out a few items and priced them at a loss to serve as a bait.

O where the items are purgosoly priced
so that their prices always end in odd figure but a few cents
lower than the next higher dollar is not extensively used also.
In other words, no definite policy has been formulated by the
Store to execute such pricing ﬁolicy whose main aim is to play
on the psychological side of the customer's rationalisation,

It is noted that majority of the prices end in odd
number like 3&.30 for a man's shirt and $1.45 for a can of

prepared chrysanthemum beverage etc., Upon further enquiry,
a more subtle and functional purpose is revealed by the management

of the Store with regard to the pricing system of much of the
goods carried. The underlying reasons for the Store to aveoid
ricing all the the articles in the round number, or, for example,
be50 and $1.50 for the above two quoted examples are that

such pricing technique serves twin purposess Firstly, it

helps to reduce the chances for the salespersons to pocket

the money by not ringing up the cash received in the cash register.

In most instances, when a customer purchases an odd-priced

item she will pay for it by giving, for example, two one~dollar

notes or any other notes which require change. Thus, the
salesperson is able to give back the change only if she rings

the cash register and cbtain the change from the counter,

Secondly, it is believed by the management of the Store that

while waiting for the change, the customer may look at other

goods displayed around her and may therefore make additional

purchases.

Of course,such pricing technique is heavily weighted
to serve the control and promotional ends, and, the other side
of the story, namely, customers may get impatient for having
had to wait for change, is neglected by the Store management.
But, on the whole, a discreet application of such technique is
exercised. Customers can even hardly feel that they are made to
wait and look around for possible further purchase because not
all the merchandise carried by the Store are thus priced,

VUL Ve Wi DHAIV AUy VUV LU LILED LU MIUVE LOE SOUPPELS usmanu

higher up the existing demand curve of the Store, The management

8
See Chapter V on Promotion.
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is wise to follow such strategy of pricing. In such highly
competitice field as retailing where essentially similar products
are available in all other department Stores as well as other
smaller shOps, straight price cutting strategy will be ruinous

to all.

Although there is no legal enactment concerning
resale price maintenence in this country as we can find in the
legislation for a Resale Price Maintenance Act such as on the
1lines of the fair trade laws in the U.S, and the Resale Price
Act in Britain, it is not surprising to notice that, tacitly
at least, there is such agreement between the manufacturers
or distributors and the retailers e.g. in cigarettes and petroleum

products.

The'lown margin' pricing policy of the Store is so
overwhelming that the Store disregards in toto even the markups
and discounts which are supposedly to be fixed bg the manufacturers
of certain nationally advertised products e,g. 'National'
brand of transistor radios and other electrical appliance.

With such practice the Store may sometimes price such products

& bit higher than those selling on the market but as a rule

they are deliberately priced slightly lower than the manufacturer's
'fixed! prices. The Store openly flouts at such retail price
maintenance practice because the top management of the Store

also believes that "RFM prevents an efficient retailer from
sharing the benefits of his efficiency with itsicustomers by
charging a lower price. Since there is & great range in costs

in any business, a trader should be allowed to reflect his
efficiency in nis selling price. RFM prevents this from happening
gince all traders are required to charge the same price for a
particular product. An inefficient trader is then sheltered
under the RPM umbrella, Competition is in the forg of services
rendered which the customers may not really want." Thus we

see that retail price maintenance does not in any way prevent

the exereising of the discretion as to pricing policy of the

Store,

The relationship between pricin% and private branding
of the Store will be discussed in Chapter III on Product,

9
Chong Sin Jee Eggnagi === Journal
Society, Univcrsfty of Maiaya, - 8, Dec, 196$f ;?gg?eononic
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The Markup Percentagze of the Store
As explained earlier, the Store has a 'own margin'

gricing policy and this 'own margin' is established on the

elief by the management that repeat business is more important
than immediate sales. Such a policy is in conformance with

the personality or character it is attempting to create,

Namely, the main attraction is the reputation of being a
popular-priced department store and carrying a broad assortments
of merchandise for the customers to choose from. Thus the
prices it sets will provide a markup that will compensate for
the expense of stocking slow turners. In other words, the markup
poliey, then, is to plan individual prices, not in terms of
percentage of markup, but in terms of volume, good will and total
costs, However, an averace percentage markup goal set for the
aggregate for tﬁe purchases over a period must provide a total
dgfinr markup that will be adequate to cover not only direct
expenses and reduction but also overhead expenses. Since it
is not possible exactly to determine volume direct expense and
markdown at different price points, average percentage markup
goals are necessary for every class of goods =--- provided
no attempt is made to markup everything just to this average.

: The Store's predetermined average markug ranges
from 10 per cent at the lowest to 30 per cent at the highest.
Within this range of predetermined average markups adjustments
are made to take into aceount the various classes of merchandise
to be priced. Bxactly how the Store arrives at the decision
that this particular class of merchandise should be priced at

2 higher markup than the other class 18 dependent on the sheer
experience and judgement of the Store's executives.

Phillips and Dunean in their book, Hetailing --=

inﬁz§g§h¥gg, ven the follewing reasomns for pricing at different
evels of markups for different classes of goods,

1. Goods having the same cost vary markedly in appeal
to customers.,

2, Competition may be too strong on some items to
_allow the store to get its desired average markup.

. Some pgoods are subject to markdowns that are
unprofitable unless their initial markup is very

high.

L. It costs more to sell some goods than others, the
require more display, more time for sa ’ y
advertising. ' lesperson and

: The retailer will find customary markups ===
high and some low === in wide use; and hcrgsuallyp;inds :gno
desirable to adhere rather closely to these markups.

In general, those slow turners, especially those that
- L6 =



are carried just to complete the full line of merchandise offered,
for example, piano and other bulky items will occupy the upper
limit on the predetermined markup range. These items require

a8 bigger display area, lNore advertisements are needed to inform
the availability of such products in the Store. Sometimes
after~sales services are necessary to keep the customers

further satisfied. In short, they taxes a lot of the Store's

or salespersons time before a sales is consummated.

The other main items besides thos¢slow movers that
require substantial markups are fashion goods., The Store faces
a délimma in pricing the fashion goods. Owing to the nature of
such types of goods --- danger of over-stocking and ensuing
markdowns --- a full 30/ markups are sometimes required. But,
being a popular-priced Store, it is generally dangerous to
increase the markups on the better quality goods because it
will cut down the opportunity to increase the average sales
and limits business to the lower and highly competitive price
lines, As a result, we notice that the Store, in order to
strike a compromise, does not carry much of women's high fashion

items,

: On the contrary, such volume contributors like Gent's
wear, canned foods and other daily household necessities are
priced at the lowest range to take further advantage that such

competitive price will stimulate further sales.

One aspect of the pricinﬁ strategies of the Store
shows an interesting pecularity. amely, when demand for a
particular merchandise or class of merchandise is multiplying,
instead of taking the advantage of such increased demand by
raising the prices, the Store will attempt to scale down the
price, usually not very substantial, and, hoping the customers
will 50 moved further down the demand curve which slope downward
from left to right. With such lower prices, volume will be
expected to increase. One thing to note, such action of scaling
downward prices in response to increased demand is not practised
by the Store haphazardly, it will implement such action when

the management is fully convinced that such sealing down really
warrants the trouble involved on such changeover in prices and
that the good will e of the earlier customers are in no waypy

Furthermore, the situation that werrants any price
change can be attributed to the vicissitude of the wholesale
prices. This is the main cause that influences the one-price
policy of the Store. Although the management of the Store
is fully aware that consumers prefer to pay the prices to whom
they have been accustomed and rather to encounter numerous
small up and down in prices, it is emphasized that the Store's
policy is to pass on to the customers if such increase in
wholesale price has a tendency to remain so for
But, amallplnd temporary inereases in wholesale arigggdg:régd.
short-term unforseeable circumstances such as delay in supplies
ete, the Store will, in general, absorb such small variations.

« L7 -



It is noted that when the Store gives a retail price
to goods at the time of purchase, the markup percentage is
based on the r etail price of the goods that the Store hopes to
realise, Occasionally, the figro is confronted with the
problem of reducing the price- of the merchandise before further
sales can be made. As a result, the Store will realize a
lower markup. This lower markup, or waintained markup, as it
is called is the difference between the actual sales price
and the gposs cost of the goods sold expressed as a percentage

of cost.

' According to the msnagement of the Store, it does
not have a fixed maintained markug gfrcentg‘e which is as
clear-cut ss the initial markup (10 to 30%). The absence

of such a definite maintained markup --- after all reductions
are accounted for --=- is attributable to the poliecy of the

Store, viz., no merchandise will be markdowned once they are
priced and put in the foreward stock, But, when markdowns

on certain merchandise are really necessary due to, for instance,
bﬁ{ing or pricing mistake on the part of the Store; salespersons
re

uctance to push certain items; the 'odds and ends'; poor
a Barpgain Counter situated at the

inventory control efc.
10 1ding is created to cater for such need.

third floor of the bul

Thus, all merchandise that are markdowned for one
reason or anotﬁer will then be placed at this Bargain Counter,
Since no special sales event like cheap sales or clearance
sales is anticipated in the near future in which markdowns on
unsaleable merchandise are usually carried out‘ the Bargain
Counter servers as a permanent 'dumping ground' for the Store's

"markdowned'! merchandise.

Those merchandise sold at the Bargain Counter of
the Store and usually those after three months in the forward
stock or warehouse (with the exception of those bulky items
like piano and sowin% machine etec. whose life of saleability
is relatively longer), are markdowned as low as fourty percent
(hogs of the original cost price. According to the executives
concerned, most of the goods that are put at the Bargain
Counter are sold at a loss, some are tremendous.

Following the policy of keeping the general lines
of merchandise only three months in the forward stock and then
trying to dispose of at the Bargain Counter, the Store is

Price reductions include markdowns, stock sh
and discount to customers (no discounts are made to the §§§;§?:
employees when they purchase goods from the Store).

o &l -



attempting to make room for the more saleable goods and thus
making more efficient use of the show space., Other considerations
like keeping the Store's good image of selling only new and

fresh merchandise and the fear of not being able to sell those
merchandise at all if they have already shown that they are
slow-moving --- are the paramount reasons that such a permanent
system of disposing those odds and ends, those obsolete or

shop-worn goods is eatablighed.

' Another good reason put forward by the management
of the Store for the creation of the Bargain Counter is that
the good will of the customers will not be hurt since no sudden
markggﬁns will be taken on the merchandise carried by the
Store, Such uneasiness and complaints on the part of the
customers who have baught the originally priced goods just
one day or so before the markdowns are executed will not oeecur.
it is said that when the goods are placed at the Bargain Counter
though at a much lower price than before, the customers tend
less to be hurt then when they see the mme articles they
bought yesterday are now being sold at a much lower price
at the same department of display selves. Here the subtlely
of the customers psychology 1s exploited so that they will
be more satisfactorily served. Other aspect of Bargain Counter,
for instance, when it is used as a promotional gimmieck and
product-floor strategy, will be discussed in the Chapter dealing
with those two other functions of the Bargain Counter,
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CHAPTER V

PROMOTION

Zutorduction
to now we have considered two of the three

U
variables ugieh are largeII 'manipulable! by the Store execu=
tives to achieve its overall goals or objectives, We shall
Row move on to investizate how the third varisble « promotion -

can be used by the Store executives to supplement the efforts
on pricing and merchandising, This remain g task 1s vital
because it helps the Store to establish effective contact bee
tween the customers and the merchandise, In other words, the
funetion of sales promotion is to seck out ways and means so
that customers will be attracted to the Store and thus induc-
ing them to make purchases, The performance of this funetion
involves the use of advertising display and various other

8 of sales promotion, In addition to thése is the muttei
o t, the location of the merchandise within the store,
All these measure, to be really effective, should build

Irhe matter of store layout is treated under the
caption « Product and Floor Strategy - in Chapter IIT on
Product, A few more words are needed here to complete the
analysis of store layout as an important component of the
entire function of sales promotion,

Once the customer is in the store, the layout or
location of merchandise becomes important in sales promotion,
A modern department store having four selling floors and stocke
ed with 'ucg', d of merchandise such as the Emporium
Selangor may easily grove confusing to a customer, Whoere can
she f{hd the merchandise in which she is interested? Theoreti-
cally, it is easy to say that store layouts should accord with
Customers expectations and that homogenous types of merchandise
should be located in ximity to one another, but just what
are customer expectations and just what is homogenous commodity?
Such gquestion 1 arise, for instance, when krs, Lim come in
%o buy a dress, 1s it her expectation that Street dresses,
Sports dresses, afternoon dresses low=price dresses, all will
be located close together, or at least all on the same floor
or is it more nearly her e ectation that sports dresses wili
be :%tu‘g.d n;?r sport:hmil 1ne:yé oggrtsh:noes, and other

8 appare oes she expect to find d

:x:h dresses, or with leather goods? - i,
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It should be pointed out customer expectation are
not the sole determinants of layout, There are other numerous
considerations from the point of view of the Store management.
How much time is needed for their sales of the goods? How
much space is needed for their display? Where are competitors
locating similiar merchandise? For instance, in the case of
Enporiun Selangor, electrical appliances and toys are put on
the first floor., Whereas gunt a few yards away along the same
side of Jalan Tengku Abdul Rahman, there we find another ultrae-
modern department store - Globe S Store. Here we find

such 4 as toI: and home npgliancea are placed on the $irst
floor the floor-by-floor illustration of merchandise

sce
location of the Globe Silk Store advertisement - Illustration:
V-5 « below and the floor layout of Emporium Selangor in
c er II ps 23). Then come such questions as: 1is privacy
ble for fitting? Is daylight required for judgement of
colour? What goods make the most attractive and ornamental
displays? These and numerous other considerations tend %o
make most store lgigut a compromise, Yet competition of other
departuent store e Glob Silk Store and many one-floor inde-
dent stores like the No. 1 Store, Hepburn Fashion House
aree Centre, Chanrai and host of others on the saue stree
offering a great variety of children's, ladies' and gents!
wears, shoes etc. in their street-floor locations. This has
prou the Storeto place some of its low-priced iteums like
confectionery and canned goodss patent medicine, tea, wine
and cigarettes, gents', ladies' and children's wears on its
r also, Such a strategy is nain%g to serve as
@

traffic creator in view of the practice of competitors,
Thus, we notice there is some degree of duplication between
noreﬁandilo on the first floor and merchandise on other f{loors
of the Store, For example, we can find ladies' and children's

wears are stocked on the second floor also,

To conclude this analysis on the relationship between
store out and sales promotion, I should like to polnt out
one distinct feature of the Store's layout plan, namely, the
executives of the Store consider their layout ’1‘&' are such a
dynasic element that they themselves are not in a positien to

tell for how long the same merchandjse will stay on the same
This is further fortified

display rack, and on the same floor
i;.tho fact ‘hat many articles are ;urchalod by customers on an

impulse basis, thus frequent changes in layout are necessary in
order to serve a novelty a and to forestall the tendency

to declin interest whic ey fear will develop if the custo-
mer sees the same fhgtliar types of merchandise always in the
same familiar places.



bmdde good will for the Store so that continuous patronage
from satisfied customers will result, It is understood that
in a very competitive enviroment, repeat purchase

ogerating

of satisfied customers is most important, When the Store

is able to secure the repeat patronage of its satisfied customers
then its sales volume can be maintained on a profitable level
and make the Store a viable institution which comes to stay.
Tho{function of sales promotion is to accomplish these purposes.

Three types of sales promotion efforts can be
distinguisiv/here for the purpose of our exposition:

1) Persenal selling =-- which involves direct face-

to-face relationships between sellers and potential

customers

2) Mage selling --- that seeks to communicete ideas
or information to large numbersg of customers at the
same time. Advertising is the main form of mass

selling, and,

3) Sales promotion --- stresses the use of point=
of-purchase material and premium,

St y'g A v - Ing

Advertising is the main form of mass selling,

Advertisingz is any paid form of non-personal Xresentation or 2
promotion of ideas, goods or services, by an identified sponsor.

For analytical purposes, several distinet objectives

may be recognised in the advertising of the retail store,
We shall see how these objectives can fit into the context
of the case under study. Frequently these various objectives

blend almost imperceptible into eme another,

The commonest among all the objectives is advertising

which is directed to initiate the immediate sales of particular
goods. PFrom the oxperience of the Store thus far, this objective
of advertising is not emphasized. The reasons given by the
Store executives concerning the lack of this kind of advertising
appeal are ambiguous. It is probably true to say that the

tore executives are not very sure about which specific products

andige ‘should be selected out of the wide range of
sh orescearries so that theg can be featured

“to argue that if such direct-action

E, Jerome MeCarthy, op.eit. p.643.
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advertising is adopted the potential customeres may be led
to think that the entire Store is selling only these few
products, Furthermore, it is statedthat the Store is comparatively
new in the mind of the general lhop{ers, therefore, those
advertisements with an institutional favor are prefornod.
Thus, the more frankly institutional in character or type
of advertising which undertakes to impress prospective customers
with the merits of the Store and promote good will for the
Store is the main form which has been used all along by the
Store, Illustration: V-1 is a typical eopg of the ingtitutional
type of advertisement used by the Store. ere no reference
with regard to the purchase of any particular merchandise,
patronage of any particular department nor the business hours
of the Store are made, Will this type of advertisement, without
any message from the advertiser speak well for the advertiser?
The answer can be found only by the management when, as dags
g0 by, the pinch of competition is really felt. Then, rethinking
and perhaps more vigorous efforts are needed to undertake
this task of sales promotion. Despite all these weaknesses,
conviction 45 made by the Store executives about the importance
of this institutional npgcalvon the ground that most of the
merchandise sold in the Store are so similiar to those available
elsevhere (except that theirs are mostly made-in-China goods)
and if only such merchandise are used to advertise to attract
customers to the Store, it would be a total flop for the potential
customers can get them anywhere in the town. Therefore, their
intention or policy, as put to life in their advertising
campaign, is directed to weave a considerable amount of Store
characteristic into the promotional advertisimg .. This main
characteristic is, as mentioned in Chapter IV in connection
:ith pricing, the appeal of the Store as reservoir of goods made
n China .

Another typieal piece of ads of the Store whiech is
strongly smack of the institutional favor is Illustration: Va3,
This is more informative than the previous one (Illustration
V-1), Here business hours are stated hoping that no peotential
customers will be disappointed if they visit the Store within
the stated hours of business. Well, besides this, the rest
is left to the imagination of the potential shopvers! ,

After an analysis of the above twe typical gpecimen
ads of the Store, it ean be said that the institutional type of
advertisement has ignored ome very vital part of the customer
psychology, that is, customer buying motive or bhe patronage
motive of the customers. Here, the customers buying motives are
not rightly 'respected's Instead, the seller's image is

overemphesized. Nowadays, customers have grester 4 onary
buying power, Unless gz.ir needs and motigza :re a:siiztiame
time stressed and roused, no matter how powerful the image of
vhe seller may baz\hhay ean always seck out those who r
claim to be able to satisfy their need, In Summary, we can
that institutional type of advertisement ’ g

R T '
effective task of attracting customers tonfﬁzggtggz?ogtdgu::ebg
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tional
supplemented heavil also by the more action-direct or pormo

tygg of advortiaemezt whieh, as the name implies, W1llip€0mpt
immediate action on the part of the customers to come in 0

the Store to bpurchase specific items of merchandise,

. By examing Illustration: V2 closely, we discover
that here the advertiser js trying to convey to his custom;rs
g Special message, namely, the speeidl season's offer by tbet
Store, It is, nodoubt, still very informative in nature, but,
ts impact on the Potential shoppers will considerably be
increased. For comparison purpose, if we examine an ads by |
another untra-modern department store in Kuala Lumpur ==

Illustration: V-2 and I lustration:
V-4 both appeared in the étraits Times on the 15th,, April,
1968) we gee g real contrast in them, Illustration: V-4 is
an indirect-action institutional type of ads. Apparently the
advertigep of this adg is more ingenious and artistic in their
DT ssentation, The COPy === make a bee line to === with an
llustration of a

€ fonveys a different type of atmosphere
altogether, Iy is both Jausm and poetgc. Whereas the
institutional adg of fSnporium Selangor (I1lustration: V-3)

8 functional, ne doubt, But, it may mean nothing to the readers
of the papers} It is Possible, had it not been for the keen
interest that the wWriter taken in scrouging the pages of news-
papers for the adg of the Store, he might not have been bothered
to look at syen miserable space stuck in the corner of the papers
grd vhich hag nothing special te appeal to him. Well, the

tore could POSsibly miss him as s potential customer, who knows!

furt kK at another de artment store's ads
and gome more Comparigong made with thgsg of the Emporium
h t is lacking of the Store in
rtant funetion of its marketing mix will emerge.
=3 is algo g typical piece of ads of the Globe
P re, Though this is Institutional in character, the
elp ely 100 of the ingenuity of the Store's executives is
_— peen here, The 8natomy of the types of merchangiae
T8 on a floor-by-floor basis is greatly
g::ﬁ“%iig fheilituti:g the mentalyperception of the 8tore's
a e§ " 1¢n8t°"‘r‘ 0 might drop in-to the store any time
'myate;;g g §§i’v‘d'~ 0 the store's first time shopper, the
‘ b Store —a. gpay the ordinary or not so
b e R R T P g B and the

ing from entering such 'mysterious'
ne away wity

. erefore, a positive image

of the Potential customers after seeing
shopping ¢ ya o may like o Step into the store in her next
actf € trip 'jyust to have g look at the store.’ If such

or the gto et“'?“r°d the advert;jier money spent is well worth.
t0 then, re's loya]l? Customersg it may serve as a reminder
1ngenuity. None of the ads of Emporium Selangor depicts such



Another representative ads of the Globe Silk Store
is Illustration: V+7. The Globe Silk Store puts up this type
of ads, emphasizing or family . on/every alternate Saturday
in the Malay Mail, This is mainly promotional or direct-action
advertising aiming to bring customers into the store to pmrchase
specific items of merchandise. The price appeal is dominant
here and emphasis in on savings., Again, none of the ads of
this nature is ever put up by Emporium éelangor. This is
important because the retail institutions unlike those
manufacturing concerns which market heavy industrial products.
For the former, fast and immediate action on the part of the
potential customers is all what is wanted because these stores
carry many fashion or perishable goods that require fast disposal.
Therefore, the promotional type of ads must be more extensively
used to achieve such aim, For the latter, by the nature of
technicalities of the products and big financial commitment

involved in their purchase institutional type of ads are more
suitable, y

: The advertising program of the Store will be considered
in the light of the following headings, namely, setting of
advertising appropriation, planning of advertising, preparing

of actual advertisements, testing of advertising and selecting
of appropriate media, We shall see whether the Store has a
coordinated and well-planned advertising program to achieve

its overall policies and objectives.,

With the Store's advertising objectives in mind
coupled with such other factors as the Store's age, policies
size, location, trading area and competition, the next step is

to see how, the appropriation is made for the advertisin
budget of éhe su»gf. il ' ' .

Several methods® of budgeting advertising expenditure
are commonly used by both the retailers and manufacturers,
They include the following:

1) Match expenditure with competitors.

2) Set budget as so many cents or’dollars er sal
unit (by case, by thousand, or by ton) usigg pastes
year or estimated year ahead as a base,

3) Set aside all available funds, Compa
sacrifice current profits for future sgl:ie:a;iiting
this approach, i.e.; invest in advertising., They mav

3
Ibid; 3 | P.723o
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RIUNS SELANGOR SDN. BHD

DEPARTMENT STORE
(Fully Air. -conditioned)

Business ‘Hours
Every Monday,
Friday Saturday.
From 10 a.m. to
9.00 p.m.

1B by by| Every Tuesday, Wed.

Thursday From
,,q;_",ﬂ 10 a.m. to 6.00 p.m.
# L_._J

LS OLOSED ON SUNDAYS

Jalpn ‘Tuanku Abdul Rahman, K.L.

__Tel. 89397, 89379,

Illustration: V-3

SPECIAL
SEASON'S OFFER!
FREE GIFTS

for every purchase of $1[
or more at

EMPORIUM SELANGOR
SDN. BERHAD

| (DEPARTMENT STORE)

I THE MORE YOU BUY THE
BIGGER GIFTS YOU'LL GET!
BUY NOW!!....DON'T DELAY!!

Shop in cool comfortable ~“stmospnere

B T TS

our sale.

STARTS_TODAY |

‘ ‘L', i : i
‘s ‘“Go s ﬁ F =ts N "\
o 1!‘ H\‘M"" o el e

i i .'
il

M

’1“;[‘\';' ‘."l’

BUSINESS HOURS:
Monday to Saturday

from
10.00a.m. to 9p.m. |
r CLOSED ON SUNDAY |

71 -75, Jalan Tuanku Abdul Rahman,
Kuala Lumpur. Tel: 89396.- 8.
FULLY AIR-CONDITIONED DEPARTMENT STORE

Illustration: V- 2
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JALAN MOUNTBATTEN e KUALA LUMPUR

OPEN AS USUAL TODAY

from 9 am. to 5 p.m.
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Illustration: Vel
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the
11 dressed

men in
ur set.

$1.50
PARTMENT

3rd. FLOOR —

Just unpacked

OYED BROCADE 38~

n 8 lovely designs & colours

JYED PLAIN CURTAIN
NET 40" |

n many designs & colours

PRINTED POLYNO 36"

n various designs & colours

md many more items.

OBE SILK STORE

LAYSIA'S MOST POPULAR AND ULTRA-
MODERN DEPARTMENT STORE,

-57 JALAN TUANKU ABDUL RAHMAN,

KUALA LUMPUR. TEL: 84715-84702. {
i e ——

5th FLOOR
HOME LINEN and FURNISHING DEPTS.

4th FLOOR

$1.00 DEPARTMENT, THE ORIGINAL
$1.00 DEPTS.

3rd FLOOR

$150 DEPARTMENT FOR UNBEATABLE |
VALUE, '

2nd FLOOR
SAREES & TEXTILE DEPTS.

1st FLOOR

GIFTS, SILVERWARE, TOYS, COSMETICS,
T.V. TRANSISTORS, HOME APPLIANCES.

GROUND FLOOR

GENTS, LADIES, SARONGS, °
,v“""’g CHILDREN'S & TAILORING DEPTS.

BN

TR / 'v:".»‘.t'n > " ‘_':"..’, ““ Bk ﬂé\f&s
GLODE SILK STORE
Malaysia’s Most Popular & Ultra-Modern Department Store,
55/57 Jalan Tuanku Abdul Rahman, K.L. Tel, 84775-84702.
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BIG

BIG!!

I

SAVINGS ‘¢

DEPARTMENT
— GROUND FLOOR ——

Here is your opportunity
of SAVING MORE ! !

babies wear at
SLASH PRICES

STRIPE T. SHIRTS

Usually $4.50 each
NOwW SZ_.SO EACH
SUITS

Usually $6.50 each
NOW $4.90 EACH
PANTS AND BIBS
Usually $2.50 each
NOW $1.50 EACH

DON LONG SLEEVES
NYLON JUMPERS

8ize SM.L
Usually $6.50 each

NOW $3.50 EACH

EMPORIUM

—— 1St FLOOR ——
Men’s jewellery

-~ luxuriously styled

(Made in U.S.A.)

¢ CUFF LINKS

DEPARTMENT

= 2nd FLOOR —

| ® FANCY METALLIC
by TETORON 36"

® FANCY LACE 36"

® HAND PRINTED
THAI COTTON 40"

® TIE PINS OVER 5) UNUSUAL DESIGNS
® TIE TACKS ST ALL AT
attiﬁc%rilégutil:s?gzi g $1.80 P ER YARD
M.O.B.S.T.Y.A.

e el AND OTHER INTERESTING SHOWS

: presents
THE HAN RIVER ANGELS
All girls bang from Korea

) at the
A NIGHT IN WONDERLAND”
at STADIUM NEGARA
on 29-6-68 at 7.30 p.m.

Tickets: $1.09 & $2.00

Illustration

L

$1.50

DEPARTMENT
—— 3rd FLOOR —

© PRINTED CREPE
DE- CHINE 36"

In attractive designs & colour

o PRINTED TRICOT 36"

In lovely designs & colours

o FANCY RAW SILK 36"

In 10 lovely colours

o PRINTED POLYNO 36"

In different designs & colours
NOW ALL AT
$1.50 PER YARD

$1.00

DEPARTMENT
—— 4th FLOOR —

@ PLAIN NYLON SAREES

35 lovely shades
@ PLAIN NYLON POLYNOSIC

SAREES
15 beautiful shades.

© PRINTED NYLON SAREES

In many lovely designs

® PRINTED NYLON
POLYNOSIC SAREES

In many lovely designs

ALL AT
6 YARDS FOR $6.00

HOME
FURNISHING

DEPARTMENT 5th FLooR
Just arrived

e AR-AD FANCY WOVEN
FURNISHING 58"

(suitable for cushion covers)~

e AR-AD FANCY NETTING
CURTAIN MATERIAL 58

o PRINTED FURNISHING 43
OFFERING AT
$1.80 PER YARD

=

pIE SHILIE STORE

MALAIA'S MOST POPULAR AND ULTRA-MODERN DEPARTMENT STORE.
55/57, JALAN TUANKU ABDUL RAHMAN, K. LUMPUR. TEL: 847 &84702,




use all or only a percentage of profit,

L) Set budget on the number of new customers desired

or the amount required to realise predetermined

sales goal, as when entering new territories, increasing
volume, or other objectives, This method is frequently
called the 'task' method.

At the time this text is written, the Store has not
reached the age of one year therefore no past figures are
available for the meanagement to base their caleculation,

Everything of the Store is new and fresh, There is no exception
for such marketing problems as advertising budget also, Therefore
the second method of setting the advertising budret by basing

on some past sales figures is not possible here.

According to the management of the Store, they do
not have any detigfta plan or budget for their advertising

rogram, What they are doing now are ely on a haphazard

sis, i.e., they advertise whenever the Store executives feel

there is a 'need! for it, How this 'need' is defined is rather
ambiguous, Definitely the Store is in no intention to match

its advertising expenditure with those of its competitors,
Looking at both the intensive and extensive advertising campaign
of the parallel rival department stores in Kuala Lumpur, the
writer was astonished to learn that the management of the Store
is rather oblivious of their existence!

The gonuihiliey that the Store will adopt the policy
of 'investing in advertising'is ruled by the following reasons:

1) The unwareness on the part of the Store management

with regard to the force of advertising in department
store trading,

2) the heavy financial commitment in other aspects
of the store operation like the carrying of a higher
and more variety of inventory; the store layout
rennovation, ete. has taxed exhaustively into the
resource of the Store to devote more expenditure for
its advertising program,

3) the belief b{.;ge‘::nzﬁement that interior store

and window disp e more overwhelming fact
in attracting the customers to the Store. U;on -

such belief we can see that much effort and resource

are concentrated in these two areas of sales promotion

The recent rennovation of the entire window displays ;

area converted the entire front facade of the street-

f%oe{/;f ;p:hStorc for such purpose (as
] L] e present spa

Sapiay Mhen the Stere was feri . dsvote

ago), This is a concrete proof of the management's
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different emphasis, and

L) The lack of cualified personnel to specialise

in the task of preparing the actual eog es of the
advertisements, its administration including such
responsibility as seeking out the appropriate media
and their arrangement as well as the r esponsibility
of evaluating their effects.

The'task! method of setting the advertising budget
involves some marketing research and other costs. With the
present set-up and management knowledge the use of this more
logical method will be far from possible.

It is generally accepted that the amount of expenditure
appropriated for such purpese will have an important effect
on the consequent sales performance. However, such effect may
not be direet or proportional. It must be remembered that
the success of the Store's advertising is influenced by factors
independent of the actual money involved also. For instance,
choice of the right merchandise and selling appeals, proper
timing, judicious pricing, effective presentation and co-ordimation
of program among different media ~-~ all these are instrumental
in determining the grodustivenola of the advertising expenditure.
These factors are all considered previously. The last factor ---
coordination of the program among different media shall be
discussed at the end of this Chapter,

No effort has ever been attempted by the Store
thus far to measure the effectiveness of its advertising
program, This task is rather formidable to the Store, therefore,
we shall leave thies out in our discussion.

A checklisth of the more important advertising
media is given below. Against these media the sign "™ " ig
used to indicate the types of media that are currently being
used by the Store.

1) Newspaper advertising
a) Daily newspapers
b) Wbckiy~ncu!rlrora.
2) Direct-mail advertising
 a) Letters
bi Pogtal cards
¢) Cireulars and Booklets.

D.d., Duncan and C,F, Phillips op.cit.,p.503,
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3) Radio advertising including Rediffusion

a) Spot announcements from local radio station -
b) Sponsored programs from local stations

L) Television advertising

5) Outdoor advertising

a) Billboards

b) Store signs

¢) Signe on delivery trucks
6) Streetcar advertising
Streetcar cards

b) Bus cards

¢) Suburban train cards

7) Motion-picture theater advertising

b) Slides g
¢) Commercial trailers

8) B@vertising by personal distribution

ai Handbille and dodgers
b) Shopping news '

a§ Colored glides and movies

9) Classified advertising

a) In nawapag:ra and trade papers
b) In telephone directories

¢) In buyers' directories

d) In school yearbooks

10) Advertising within the store

a) Window banners and placards
-b) Counter signs

¢) Elevator bulletins

d) House organ

With the ten commonest advertising medi
ghecklint we find that only seven of them age bei:gigaggeuse ©
Y the Store, Here we find that newspapers constitute th {
goat widely used advertisement medium for the Store Thie §o-
ue to such advantages as low cost per reader wide; ks .
coverage, more general readership ’ RArket

| quick respo ‘
on rcuultl! gvaimnbility for re r and freguﬁgg’aggi:tiggggf
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5
flexibility and speed, fewer size restrictions and acceptance.

In newspaper advertising only daily newspapers are used, The
two main newspapers in which the Store advertises are the
Straits Times and Nan Yang Siang Pau. These are the two
newspapers which have nation-wide circulation., The former is
a4 national English daily while the latter is a national
Chinese daily. Since the #rculation of the Straits Times is
nationwide, the charges for ads in this papers are therefore
comparatively higher, (See V-1), However, the target customers
of the Store are people staying in and around the Kuala Lumpur
town and its sateiite town === Petaling Jaya. With this in
mind, to advertise in a national daily may be a waste because
of the great number of waste circulation., Since the Straits
Times is also widely read by the residents of these two main
trading areas of the Store, occasional insetions in thie nationsl
daily is necessary also, As a result, it seems that the Store
guts up, once a meonth, aninstitutionai type of ads in the
traits Times to remind its customers, Other than this, extra
ads are inserted here only when there is any special saiea
eévents that need extra publicity effort, Inthe case of
lan Yang Siang Pau, according to the belief of the Store management,
the situation is different. It is found that the bulk of
the Store's newspaper advertisements is channeled into this
hational Chinese daily., It is said that the readership structure
of the Chinese newspapers is different, Although Nan Yang
Siang Pau's average daily eirculation is lower than that of
ghe traits Times (the average daily certified sale for the
traits Times exceeds 150,000 and the average daily certified
sale for Nan Yang Siang Paw is <5000 ), it is believed that
@ single copy of the Nan Yang is read by a higher averare number
of readers, In other words, the number of readers per copy
of Nen Yang Siang Pau is greater than the number of readers
Per copy of the Straits Times although the latter has 2 higher
§°t&l average circulation figure per day., This is due to the
h:ct that the Chinese newspapers reading public are not in the
B bit of buying newspapers individually as in the case of the
nglish newspapers reading public., With such an estimated
higher rate of readership, the Store advertises heavily in this
newspapers (averaging $5,000 for the first six months of the
tore's opcration?. Another reason why the Store advertises
:ﬁt'n‘ivﬁly in this particular Chinese daily newspapers is that
£ pajority of its target custemers are the consuming publie
2 the Chinese community in its two main trading areas, But,
Some advertisements (it is always on a haphazard basis as stated
::;i‘lier and no satistics are available to the writer as to how
en 1t is used) are put up in the more localised English noon-

5
C M, Edward ’ Jr,

and W.H, Howard Retail A ertising
romotion (rev. aa,; N.Y.: Prentice % nSY,rt !

1943) pp.387-9%,
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daily === the Malay Mail. Comparatively speaking, the frequency
of their appearance in these two most important knglish daily
newspapers are negligible, BEven if it does appear its effect
will be negligible also.

Besides the newspapers Qust mentioned we find
occasional appearance of the Store's advertisement in such
newspapers as the Utusan Melayu, the Hindu Nisan, the China
Fress and other more localised newspapers like the Sin Pin
Jit Pau in Penang, Kumla

Only local Rediffusion station is being used to
make spot announcements., This is avvery popular medium for the
Store because of its localised network which serves Kuvala
Lumpur and Petaling Jaya, It is stated by the Store management
that spot announcements through Rediffusion is the most effective
advertising medium used to put across to the potential
customers the Store's message. No waste coverage by the
network occurs here., Spot announcements are made through the
various language channels of the network. The main ones are
Cantonese, bahasa Kebangsaan, English and Mandarin. The
frequency of such spot announcements is not fixed. Since it
is the most appropriate medium for retail trading business which
has a localised target customers, the Store makes one to two
spot announcements everyday ==~ oncduring the lunch hours,
between 12 p,m, to 2p.m, and the other during dinner-hours,
between 5 p.m. to 7 pem.

For outdoor advertising, the most prominent one is
the store sign -no»ﬁhcvneonalighteé letterhead of the business
name of the Store ==~ Emporium Selangor. (see Illustration: V-1),
This store sign is put up on both sides of the eight=-storey
building so that traffic coming up or down from both ends of
Jalan Tengku Abdul Rahman can notice the whereabout of the Store
easily either in daytime or at night. Besides this, people
coming down from the north along the Jalan Tengku Abdul ﬁahman
while passing the Store will be attracted to a huge billboard
which says: Selamat Datany comeimssstimmmim—,

Another outdoor advertising which the Store uses
is the sipgns on the Store's delivery van. %These have promotional
effect also whenever the van bearing the signs of the tall
building (one of the tallest buildings along the Jalan Tengku
Abdul Rahman) of the Store goes: It carries the advertisers
message to a new potential customer of the Store; for example,
when the van is unloading goods to its customers., Such activity
may attract the neighbour to come out and look at the van
which will automatically transmit the advertiser's

h;r when she looks at the store sign painted on them§§32§°o§°
the van, :

One notices that, the t =
architectural structure of the stogg%eal tall and slim

8 building has b if
and institutionalised by the management een personifie
to the public a speeial image of the stozf.thghigozgrzztc:gzey
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is tremendous. The building has now become a status symbol

to the Store, It signifies grandness and dignitg. It is hoped
through this effect the customers may identify t emselves with
such status symbol of the Store and are thus motivated to
frequent it.

Slides are used by the Store as an advertising media
only when there are any special sales events. The limited
use of this medium by the Store is not understandable. All
the cinemen audience in Kuala Lumpur and Petaling Jaya can be
considered as potential customers of the Store and the more
extensive use of slides in the cinema halls will surely ro a
long way to getting attention, holding interest, arousing
desire and finally obtaining action from the viewers, namely,
to visit the Store. Furthermore, their cost are not prohibitive
as television advertising, The absence of this type of
advertising medium in,ths éntire advertisinﬁ campaign of the
Store may be just due to the obstinacy of the Store management
to go ahead with this type of advertising otherwise there is
no reason why the Store should not make full use of it to
achieve its purpose.

The cheapest and commonly used advertising medium
is handbills and dodgers. They are distributed through personal
distribution. It is especially used when the Store is executing
some special sales events like special ssason's offer or
Christmas season's special sales offer etc. The costs of these
handbills or dodgers are very low and their effect sometimes
is quite astoniahing if the Store's main trading areas are
adequately 'flooded' with this type of the advertiser's message.
Usually, the message conveyed to the potential customers are
more informative in character with the expectation that after

reading this they will make immediate action i.e.,, to call
at the Store and make purchase.

Occassionally, the Store advertises in some school
yearbooks or school souveniers magazine., These ads usually
do not have any practical importance to the Store in terms
of their ability to solicit immediate action on the part of
their readers, But, advertisements of this nature is doing
more a funetion of public relation than that of promoting
immediate sales for the Store. Therefore, this type of advertising
is not important from the point of view o% tmmediate sales |
promotion but it has the indirect effect of building up pood
will for the Store by establishing a friendly bond or tie with
these coming g neration., Thus, such advertisements are far-
g::gtiggna“d ong P“:;wlﬁffzzgiaﬂd :nly those with enough far-

L perceive th PO le outcome in t

and be ready to invest in-them. the future to come

Those materials, used in the St
materials, do on the spot éromotion Job 3% et

will be dis ‘
under the caption of sales promotion later in Ehg;qgﬁzgzgr

Here we see that direct advertising through the use
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of postal cards, circulars and booklets is not practised by

the Store., The reason:is obvious because the consumers in

this country are not used to this type of sales promotion
technique yet therefore their acceptance is doubtful. Anything
that is doubtful is not worth the while for the Store to sink
its limited resource inte it for a trial.

Television is not being used by the Store is due to
two reasons. First, the cost is beyond the reach of the Store,
secondly, there is too much waste coverage by the network
under the present nationwide channel. MNay be, in the near
future, when a commercial station is set up with regional
service its possible use by the Store will Bhen be under review.

Thus far the Store has not made use of bus panels
or bus signs for its advertising campaign. Other department
store like Globe Silk Store, makes extensive use of this medium
to advertise the Store's own private brand shirts =--- The Don
shirts. The Store, at present, has no plan of embarking on
street~-car advertising campaign. This is an ideal medium also
because of its localised nature and wide exposure to the
general public.

Store Displayg =-- Interior

Both window and interior displays have undergone
@ tremendous change and retailers are devoting more attention
to their co-ordination with advertising efforts and personal

salesmanship to build a balanced and effective sales promotion
pProgram,

Interior displays, the first form of store display,
assume a very significant role in the Store's total sales
promotion program. Their importance to the retailer as a
stimulant for additional purchases is indicated by the many
surveys which show that from one third to two thrids of purchases
are the result of decisions made by the customers after entering
the Store. Interior di lays are sometimes used to be coordinated
gith newspapers adverti:gn « For example, at the time of the

tore's special season's oifer ?sae Illustration: V-2) the

Store's interio ,
in the n.wsp‘PQ:'?isplays are geared to such event as advertised

Barlier, in Chapter II on Product where an searchi
:niiz;is has been made on_gho Store's general lsyout plan in g
F:rth on to the items of merchandise displayed on each floor,
additermore, at the beginning of this Chapter (footnote 1)

ional points are raised and discussed. Here, no repetition

of what has been said previously is needed
description of the morg detailed as ee on et 8. brdes
of the Store will suffice. Pects of interior displays

There are numerous kinds and types of interior displays
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but for the purpose of our enalysis of the Store we can
conveniently classified them into three groups.

1) Merchandise displays
2) dealer displays, and
3) Store signs and decorations.

1. Merchandise displays. This constitutes the most
important type of interior display for the Store. Their
importance in promoting sales is great. Two different forms
of such displays are recognisable in the Store.

(a)s Open Display. The purpose here is to make

merchandise accessible to customers for handling or examination
Without the aid of a salesperson.

: The Store makes extensive use of 'merchandise islands'
in its layouts ==~ that is, counters, racks, selves, upon which
merchandise is displayed and which are surrounded by adequate
aisle space, These are designed chiefly to increase sales
through attractive open displays and to promote circulation
of customers throughout the Store, Illustration: Ve8 to V16
illustrate the use of both closed and open displays. For
instance, in the confectionery and canned food department

llustrations: V-15), the open display racks are used. Here
the merchandise are arranged or displayed in a manner desipmed

9 induce customers to pick them up, as opposed to the'old
idea' which emphasized a balanced symmetrical arrancements
chigfly for decorative purposes,

Of course, the particular type of display chosen will
depend to a certain extent upon the relative importance to
1€ Customer of merchandise features. These will vary among
different types of goods. The concensas of a nunber of retail
eXecutives concerning such features ?; shown in Table V-1,
D the case of toys% for example, age group and sex of user
a

are more important factors to the customers than activity and
vari ety. i : _

- (b)’»_g%gg!%_g%!n%gy: The second form of merchandise
!isplay is the"closed display =-- a display of merchandise
‘0side a wall case of showcase, inaccessible to customers
?ithout the aid of a salesperson. Such displays cannot be
open' because of the nature and value of the merchandise ang :
SCause of the need for protection against soiling, An -
®Xamination of the wine department (I1lustration: V-8) a different
display foom is used, The display counter here is s closed

one and the display selves behind it are be
€ customers. g eyond the reach of

2. Dealer Displays: The second type of interior
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TABLE V-I

CLASSIFICATION OF FACTORS GOVERNING CHOICE OF SELECTED COMMODITIES
IN MASS RETAIL MARKET

M-l -
Order of Importance of Merchandise Feature in Customer
Item ‘ Choice ‘
— 1 2 | 3 4
i 7 1
:I“h Coats Size Color : Style - Material
offee potg Use (drip, Percola~ | « 1
tor vacuum etc.) Material = Capacity = Make or price
gox‘u“ Size ' Type ‘ Price - Brand
s Fabric or leather | Size !‘ Color | Style
Frecting Cards Oceasion 'Relation—- | Humorous Price
. ' ship | or !‘omal
oslony Material or Weave is:ln Quantity |
i or weight Color
J°"'Cll~ery Kind (earing, brace— : ’ ’
let, pin, ri . i
ned':lice.etc‘:g’ ;Pri.o- Material & Color
:amp Shades Size Material . Color | Comstruction
' shirtg Style (fancy or  Collar Sleeve | Material
plain) 'size length | color, brand
J | or collar
? - style
l.nv' ties | |
111 Season (material)  Color Design  Quality
e | Golor ' Style Material | Size
Tice googy | | |
| Material (in terms | Color or | Price | Width,
of use for aprons, Design , : shrinkage
bl dresses, drapes, etc) | ’ | etce
tugs Color ]Width | Material  Price
Color size | Material A Brand
'f | or weave |
- i Col i Styl ; Price
Size ' Color e or |
Sweat, ! l brand |
l‘a.b: i Size Color : Material Style
- ;.01“’" Size Material | Quality  Design
. e | .
Kind (bath, face, Size - Golor Weight
'oys kitchen, etc.) .
Age group Sex of  Activity Variety
Omen & — ; ;
dregpeg Kind (formal, street,  Size,with | Impress~ . Color or Style
house, maternity, ete) junior @ ive and
| miss sep~ better
e ——— | arate dresses

Sources Adapted from E.Re Hawkins and Carl E.

ND. 61. Wash:
1946. p.?.

(U.S.
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display is the dealer display, also known as point-of-sale
ﬂﬂ?ert{sing. This type og 18 lay consists og all forms of
advertising assistance to the Store, provided by the manufacturers,
including that used in windows, For reason of limited space
::‘zﬁo Store, this form of interior display is not extemsively

.

. Store Signs and Decoration: These are also important
aspects ofaintegigr display and can be an effective means of
Promoting sales, The term 'store sign! includes such things
as counter signs, price cards, window signs, hanging devices,
g°5t6rl flags, banners, streamers,and similar devices. .

°°°rations of the specials types are seen in the Store on yl
:Onngction with some special sales events or some seasena
8 offer,

: Generally speaking, the Store's interior display

d‘31&1 is adheringytopthe mgaorn concept in departmental trading,

'1‘*1 of exposing as much as possible the merchandise to the

Customers so that they can pick them ug for inspection any time

hey 1ike without much aid from the sales staff. One serious
tation to the Store's display design is that the racks
Selves used for merchandise display are too high (five to
feet) so that visibility of the entire store from one

forner of the selling floor to another is obstructed, The

DAgement of the Store is well aware of such drawback because

it Tevents th tomers from getting a general view of the
3?t§rﬁ floor ogcgughe :nters itf Kost of the Store's present

“1splay racks and selves are made so high because this is the
0@1{ ¥ay to display all the merchandise to the customers in
Such limited space area available.

Sore Displays --- Window

wmary purpoge of window displays is to prevent
gllsers~byrggogr;asaing by.g I1f window displays accomplish
shis purpose, other common and desirable objectives of the
°tore way be’attained. These include the attraction of
Sustomers into the Store, the sales of specific merchandise
80d the creation of pres&ige for the Store. The result is
i:gﬁnﬁaéen volume is increased and profit possibilities are
i c. &
: One of the important factors that determine the
zrf@ctivanes: gf windodei lays is the frequency with which
32 displays are changed., We notice that the policy of the
‘r°rl in regard to window displays is very illuminating. They

@ changed every week. The task of window displays is entrusted

.

6
D.J, Duncan and C.F, Phillips, op.cit., p.509.
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t0 a part-time artist of the Store. His responsibility is to
transalte the idea of the management into life. The messages
eonvey through window displays are varied, But they may relate
to any one of a numbers of the following ideas --- the variety
of values offered; the fashion leadership of the Store; the
that the Store is a reservoir of goods made in
Chinas or the tie-in with holidays like the Christmas, the
Chinese New Year, Hari Raya Puasa or with the occasion of any
Special sales events of the Store., Despite the fact that the
ore has limited space for window display the concerted effort
of the Store management in its window dressing as part of its
8 promotion program is commendable.

| in addition to the forms of retail salespromotion =~--
advertising and displays ~-- discussed in the previous few

*eCtions, a variecty of other forms are used by the Store to
attract customers, hold their patronage and increase sales.

Sales Promotion through Consumer Premiums:

Generally speaki remiums are used by the Store
as traffic buildnrz agd asngélgs stimulators. Usually oremiums
@ given away to the patrons of the Store if their single
thase exceeds a certain specified dollar amount, This
:Pﬁcified dollar amount' is flexible, It may be one dollar
N one oceaszion and fifteem dollars in another oceasion, it
aly depends on the 'timing' of such occasions. For instance,
B the dull period of the Store's sales, the Store may put up
a8dvertisement stating that: For every dollar of goods
:grchnsed in the Stere, attractive gifts will be given away
tath and so on., Under such circumstances, premiums are offered
20 atiract pecple to the Store, i.e., premiums are used as
?‘l!t stimulator.

i | It is noted that premiums as 2 sales promotion device

8 introduced to the Store's total sales promotion program
i, Fecently ~--- after nearly nine months of operation since
i%s inception., In the most normal situation we find that

| ums are usually used as traffic buildérg or sales stimulators
Vhen the business is just new. In the case of Fmporium Selangor
t“mantioned earlier in Chapter I, during its initial appearance
ot the retailing sphere of Kuala . ur, it scored a 'Novelty
Claiy: or 'atmosphere of exclusiveness' in the eyes of the
?‘neral consuming public. Therefore, during that period
roPproximately & duration of three months), the Store was every
At erowded with people whe had their curiosity to be satisfied.

one stages,recalled oncef the Store's executives, they were

.hhinking of ciosing the main entrance to the Store to limit the
gg‘hcr of people who kept on streaming in! The entire staff

* the Store st certain stages of therperiod were unable to keep
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their eyes on this crowd. Such fantastic appeal of the Store
during Xt: inception months therefore ruled out the necessity
of using premiums as a means to stimulate sales. And for most
Other stores, these inception months are time that require
Host promotional effort. As from the ads of the Store we learn
that only now, when the 'ferment' is over and life is returned
t0 normal, the Store is embarking on a more conscious program
Yo attract attention of the general consuming public of its
eXistence, But, still we find these measures are temporary

in effect because the offer of gifts by the Store to its
Customers in connection with a special season's sales event

88 no guarantee that these customers will come back when the
Special sales event is over, What is needed now is for the
tore to device a new system of premium sales promotion so that
t becomes a 'built-in' or permanent characteristic of the
Store, That is, the Store should think of the possibility of
introducing traéing stamps into its total sales promotion mix,

€ employment of trading stamps necessitates the incurrance

of certain costs, for example, the costs of organisation and
later administration of the trading stamps system. These

8re the considerations that make the Store management hesitate
With the idea of going ahead with such program. But, what
Should be pointed out is that their potentialities have already
been realized by the Store management. Their implementation
Should, then only be a matter of time.

Sales Promotion through Packaging:

The importance of packaging as a tool of sales
omotion has increased considerably especially when the
tore is emphasizing on self-selection in all its sellinf floors.
It is true that goods attractively packaged sell well. s
& retailer, the responsibility of packaging the goods is not
€avy, It can be said that the Store only undertakes about ten
Per cent of the packaging task, the rest are done by the
Manufacturers of the respective products. For example, the
de use by the Store of polythsne papers is the major task
of packaging done by the Store. But, this has a more functional
tive of protecting the articles from soiling through excessive
Ndling and rehandling by the customers. The basic ideas
t strike the customers when they look at the polythene
bPers wrapped articles are cleanliness, neatness, hygenic,
fresh ete, === not the satisfaction that they may expect from
the content of the package. And this package appeal is thus

::gly exploited by the Store to achieve its purpose of promoting
es,

Closely connected with packaging is the wrapping of

‘Ptiéles by the use of the Store's special wrappin aper
?‘Per bags after the customers have gelected tﬁgm rgmpgh: i

Open' selves or racks. These wrapping papers and er bags
of various sizes are printed with the typigal symbo{agf thegStore,

that is, the picture of the tall Slim building of the Store and
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business name - Emporium Selangor. The promotional effect of
these wrapping papers and paper bags of the Store is far-
reaching because every customer walks away with any purchased
article from the Store is actually being forced, whether she
likes it or not, to help the Store to do the job of promotion.
She may walk, she may take a taxi, she may take a bus back
from the Store to her house, on the way, the advertiser's
Mmessage is bound to be looked at or reaé by many passers-by
of her. Through this, the Store achieves its purpose on a
Very cheap way.

Personal Selling

Regardless of the method by which customers may be
attracted inside the Store - be it newspaper advertising,
Special sales, or window displays --- in most cases "over=-

eé-counter” contact between the customer and the salesperson
is essential in order to consumate & sale. The Store at present
has a sales staff of 125 maning the four selling-floors. It
thus comes to an average of thirty one salespersons per selling-
floor, From this statistics we know that the Store management
Puts a great emphasis on personal salesmanship. One reason

t such a great number of salespersons are employed per

Selling floor is the need that arises from the open displays
Ggstem of the merchandise. Such open displays system increases
the incidence of shop-lifting and pilferage. To counteract
this, the number of salesperson in each floor is thus inereased.
Such action is purely of precautionary motive and it is thus
of secondary importance to the Store from the point of view of
Sales promotion. The primary motive of having such a great
Dumber of salespersons is to serve the customers more effectively.
In the past the doctrine of caveat emptor (let the buyer beware)
Prevailed, We can even say that such practice still dominates
the daily transattions of the smaller retaillers in this country
But, being a modern department Store, whose sales volume is
dependent on the good will that it can build up among its
Customers, the forces of persuasion and cunning that brought to

ar upon the prospective customers, so that they would buy
Tegardless of their in:entions of the suitability of the goods
for their requirements are too costly for the Store to try on
Nstead, the presence of such a great number of salespersons
Per floor is to help people to buy so that the customers will
8chieve the greater possible value afidsservice for their money.

s Store's

motion Program

After a panordmic survey of all the promotional
Methods that are being practised by the Store, we shall now
Pause to review how these various activities are coordinated

Nto a single integrated program to achieve the Store's ultimate
objective,

It can be first pointed out that the overall emphasis
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of the Store's sales promotion program is on Store displays,
Which embrace the two main areas, that is, interior Store
Splay and window display. Closely related to store interior
isplays tactics is the aspect of personal selling. Personal
Selling is stressed here because it is believed that the
Salespersons are the important link between the Store's
lerchandise and the customers, Sales can be consumated only
When the salespersons are there to perform this final task
in the long process of attracting the customers into the Store.
In this respect, we find that these two efforts are well coordinated

With regards to the first task in the long process
of getting finally to close a sale namely, the advertising
fforts of the Store, no one will hesitate to question the
adequacy of this effort, Although the Store interior and
Window displays are excellent, no slaes are likely to be forth-
Coming if the potential customers are not timely or fully
informed of the existence of the Store. MNuch have been done
to stimulate the customers to make purchases while they are
already inside the Store, but much have been ncélected also to
attract the customers to come into the Store. e can rightly
Say that the sequence of the occurance of event is not properly
reejVed by the Management of the Store, How can a sales
€ consummated before you first attract the customer into your
tore? Therefore, for a better coordinated promotional program
the Store's emphasis on such sequence of event must be revised
Yo take into consideration such prineiple as 'priority' in order
to achieve its overall objectives,

Last but not least, the Store should try to coordinate
its advertisements with what is actually going on on the the
Selling-floors. For instance, premiums are being given always

® all customers, should this be emphasized on the advertisements
of the Store, or, to let the customers find out such fact
themselves while they are already in the Store? The window

isplays of this week may potray the theme sales of the Store

for the week for instance, the clearance sales. Can advertisements
Of the Store at this time be geared to such sales event so
88 to get the maximum publicity for the Store? All these can

be achieved only if conscious and caleulated effort is made by
the management of the Store.

Y



The Wine Depatrtment.
Illustration: V-8
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The Curios Department
Illustration: V-9

The Shoes Department
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Toy Department
Illustration: V-11

Arts and Craft Department
Illustration: V-12
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CHAFPTER V1
CONCLUSION

dntroduction

After we have had investigated the various aspects
Of the marketing mix of the Store, it is time now to evaluate
8nd appraise what are being practised by the Store at present
are really adequate or appropriate. If not, what steps or
8ctions should be taken to remedy or improve on the present
Programs,

It should be pointed out that despite the many
8bpeals that the Store command for example, the central location
of the Store in one of the busiest shopping districts of the
Betropolis; the popular priced merchandise of the Store; the
€Xclusiveness of the Store; its ultra-modern Store interior
&nd window displays; its adequate selling service ete. etc.,
the 8tore is still confronted with the following problems:

: The fact that many managerial decisions of the Store
8re still based on hunches and intuition is disheartening,

¢h deficiency is due mainly to the lack of qualified management
Personrel to carry out sueh important functions as purchasing
8nd controlling. Although many of the senior store executives
&re men with many years of business experience behind them,
their 'responsiveness' to new ideas, concepts are not very
Queouraging., Retail trading is dynamie, the ability to adjust
Oneself to new changes is paramount., Tﬁe situation is aggravated
by the many incidences of "memory failures" that are common
Under such management atmosphere.

The writer does not suggest that the experience of
these men should not be groperly harnessed, but, to increase
OVerall efficiency and thus finally total gross profit, a more
:u:lified man should be put on top of the store's organisational

et-up.

At present, the Store's General Manager is the person
Who has overall responsibility of the Store. He is practically



buried with all sorts of jobs ranging from drafting out the
Store's floor layout plan to the final say on such matter as
customer returned goods. In order to speed up work more
authority should be delegated to the other functional
departmental heads (supervisors), And he should be freed of
these day to day operational details but concentrating on
planning and appraising the overall performance of each

functional activities.

Problem 2: The i c ition of other Store’'s and the
meager promotional activities.

The most serious retarding force in the Store's
total effort to serve the customers is that there seem:to be
a complete unawareness or helpless oblivion on the part of the
menagement in regard to the competitive situation they are
faeing now. It must be pointed out again that the Store does
not fece competition from the few parallel department stores
offering the same types of merchandise alone, its greatest
competitors are the numerous small independent stores
operating all over other shopping districts of the metropolis.

Sueh negligence is reflected on the quality and
quantity of promotion done by the Store., Practically very
little advertisements are put up by the Stere to remind or
inform its potential customers compared with the activities of
ite main competitors. This is shocking, Such inertpa is
attributable to the 'unapprecistiveness' of the management
toward the impact of advertisement in retail trading, otherwise
there is no reason why the Store should not embark on an
extensive program of advertising. Pund requirement for this
purpose is limited, but, such fund ecan be secured from other
sources besides from the accumulated earning of the Store.
Furthermore, without the repeat patronacge of the Customers, the
¥§ospeet for the Store to generate further revenue is doubtful.

is involves the attitude of the management toward the problem
of 'priority' or 'order of importance'. The Store does not
advertise itself now because its profit figures have not shown
itself up, but, one may question, howean the Store expect to
attract more traffic while few people only know about its
existence? Bven those potential customers who know about its
existence, they are just an inert mass which requires extra
'pushes! to make them to call at the Store. In other words,
operating under such a competitive enviroment, with the customers
having higher and higher income and thus more discretionary
purchasing power, they mast be rightly or timely motivated so
that they will frequent your store. :

- What must be done now is a complet
sylthe mggagogant of»th: 32379 %: this direcgigg?nzgugigz;titude
elay will only aggravate the situation and '
not be so effective. Wter-effom will



Problem 3: How to overcome the prejudice of the Customers?

It is noted many times earlier that the Store is using
the fact that it is & reservoir of Chinese products as a main
theme ¢ apreal to its customers. It must not be forgotten that

Such appeal can bring some advése repercussion to the Store's
image g1go,

Not all customers are particularly obsessed with such
&n appeal, Many will be led to believe that their choices
Will be limited since the Store stocks only goods from one
Particulay country, Furthermore, such goods, made in China,
&re not usually very appealing in terms of styling, fashion,
and even quality. Consequently, some sections of the potential
Customers will have a prejudice against the Store, This is
2 big problem also because the Store never knows what the
g’ﬂp@rtion‘of the total potential customers included in its
Tading areasg is really having such attitude or prejudice
. rd the Store since no such customers opinion survey has
Ven been conducted,

In connection to such problem, we see that advertising
;ﬂn do a good job to help correcting this wrong image of the
it°”°~ Or, alternatively, the Store must not stress, next time,
‘n its promotional theme too much on this single exclusiveness
lone, “A more balanced and well thought out slogan should
be Used instead. The management must be reminded that entrenched
Prejudice is most difficult to remove later. As a start now
:£f°rt must be initiated to rectify or alleviate such prejudice
T3t is found in existence.

Pr&blem l‘p: The

St We have noted the advantages that will accrue to the

angr° &8 a result of departmentising in the discussion earlier.

ma many such divisions will ereate problems also. The

erin drawback of having such multi-departments is the problem

by effective control., As we notice from what is being practised

rec 2 Store now, cash registersl are being used to control

h:Ceipts from sales of each department. Bach cash register

Tha keys to record from separate departments' sales per day.,

- fore a total of seven such cash registers are used for the

Th:ir‘ Store (which is divided into twenty-eipht departments).,

¥y first problem arises when a customer has bought a good and
O found it unsatisfactory and wanted to return. Since the

\_

1
~ See Appendix EL for the major arguments favourin
g:;l“st of cash registers in retail Sgore. Adopted from .
llip and Dunecan, op.eit., pp.571-573,



Policy of the Store is not to return cash once goods are sold.

t she can do is to return the unsatisfied goods to the
department from whiech it has bought and exchange something
hence, It often happens that the customer who returns the
unsatisfied goods wants something else from other departments,

d since the cash register is made to record eath department's
sales account; it cannot record such transferring of one
department account to another. Well, the salespersons on the
floor are just helpless, and the customer is often unwillingly
Persuaded to take something back which is of equal value as
he returned goods but not something really to her need, This
rigid system of department accounts control by each register
has created a lot of grumbles from customers. Ill-will is
thus created,

Another problem connected with rigid departmentisation
is that the Store, besides totalling up the sales figures that
appear in cash register at the end of each business day, no
effort is made to cross check these figures with the amount of
xoods that goes out of the forward stock in each department,

lthough this is purely an accounting problem, we mention here
because it is part of the inherent drawback found in the multi-
department system of the Store.

To overcome the first problem of creating ill-will
88 a result of ripid departmentisation, it is sugeested that
8 more flexible policy be adopted with respect to returns of
goods by the customers. A special cash register may be used for
such purpose for the entire Store, so that any adjustments made
here can be readjusted by some accounting entry process at
the end of the business day. With sueh flexibility, the Store
can be expected to sServe better their customers because the
Store ecan jill-afford to mistreat its customerss Only good-
will can create repeat purchase, and only repeat patronage
wWill ensure continious and inereased gross total profit over
the period. '

Problem 5:

It is important that constant watchout should be
eXercised to ensure a satisfactory sales relationship between
high margin and low margin merchandise so that the Store may
Yealise a profit or thus minimixing any loss. It has been seen
&lso that the Store has put many canned food stuff on the
EBround floor as the traffic creators. These are all low margin
Boods because their selling price per unit is relatively low.
‘hus far, the sales performance is seen to bear heavily on these
dlow mergin products and other more profitable lines (in terms
of higher margin per unit) are neglected. This is not a healthy
development from the peint of view of securing a higher total
Eross profit for the Store.



The solution to this problem still lies on the promotiona
efforts that the Store are prepared to undertake and its
detailed mapping out of emphasis on each ad. Only through
Such publicity programs can the Store's customer attention be
directed to other departments where other higher margins products
8re stocked, This, of course should not be done at the expense
of the low margin merchandise which are selling like hot cakes
8t the moment.

Problem 6:

When the Store first started operation in August
1967, three floors were only available as selling floors and
the other three floors were used by the Store as warehouses.
L, five months after its inception another selling floor is
added to the imitial three selling floors. Thus an alternative
chouse is found (at the back g% the Store's building -~ a
leaged building) to make way for this new.selling fioor, The
Beed for the Store to expand its business is ever-present, If
her selling floors need to be added room is still available
in the building. The eight-storey building is one in which
the Store has four selling-floors and two floors used by the
Ore as warehouses, The remaining two floors are at present
9Ccupied by the Office machine importing firm - Olivetti Co,,
Ltd,  In case the need arises, the Store can vacate the other two
floors which are being used as warehouses and use them as selling
floors and warehousing facilities must be found somevhere around
€ Store. Such a future expansion plan faces some problems
8lso, If the warehouses are situated further away from the
Store transportation cost will inerease, In addition to
S, the speedy and effective replenishment furection will be
4iscounted, If the floor space occupied by another company
is to be demanded, either a big compensation sum should be paid
%0 the occupants to induce them to move awa¥ﬁ or costly legal
1iﬁi%ation may be involved to eviet them. ese are the physical
Problems that will be encountered by the Store in the future 4f
expansion programs then justify such acquisition of'the
Property. o

The other,expansion problem is the need to establish

& wholesale department when the need warrants., At present

Jority of the transactions of the Store are carried out
through retail sales to both transient and regular customers who

chase a relatively small quantity of goods for personal or
Susehold use per shopping trip. 1f the Store hopes to increase
its total sales volume, one way to achieve this targets, is to
SXtend its sales to other smaller retailers in the metropolis
8nd its satellite town - Petaling Jaya plus having its own
828 ]esman travelling to various parts ofptho country to secure
buginess. The establishment of a whde sale department to take
harge of this expanding activity is inevitable under such
Circumstances. It has been pointed out te the writer by the
Wanagement of the Store, in the immediate future the store is not
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concerning of extending into the wholesale field although it is
will be a natural seguence of the growth

stressed, such activity

of the Store's business. The difficulties faced in establishing

a wholesale department in the present organisational set-up of

the Store are that heavier administrative load will have to be

coped with, substantial amount of extra funds are needed to operate
staff will be needed. 1 think all

such department and more
these can easily be overcome in case the expansion really
warrants its establishment.

Problem 7: h
product == L

the manyuédvantages that are associated
such as low prices and higher gross
flexibility easy toO switch suppliers;

getting greater consumer. loyalty etec, the Store now hss only
one product privatqlg branded i.es, leather footwear, In other
parallel department otores in Kuala Lumpur, the use of private

branding is extensive, for instance, Robinson's even has its
. on's™ for bttyzles. “And CGlobe Silk Store

private brand "Robinson
has ite famous 'Don' shirts. The brand name "Emporium Selangor”
for lesther footwear is prlctically unknown to the public.
Although toe many private prands are diffiecult to administer,
a few more will be just adequate. But, the hesitation of the
Store to put other products under its own private brands may
be due to the poor performance of the one already in existence.
The problem here is not one of choosing the products to be.

t the problem of selling them. The failure

privately branded bu
of its sole private brand == Emporium-Selan%or ~= for leather
footwear is attributable to the lack of publicity. It is not
realized that with its promise of higher profiti privately
branded products should be given due promotiona tpush’, The
Store is probably doubtful about the effect of committing extra
fund to do the job of promotions And the result is its unknown
private brand which not only does not sell but creating a burden
to the Store. Therefore, we observe that many problems that
encounter the Store Boil down to the fundamental problem of

promotion.

: In gpite of
with private branding
margins; greater price

A Program of A

We have diagnesed, some of the problems of the Store,
some need immediate actiony others, action to rectify them can
the 'problem child' of the Store is

be delayed. All in all, 3
'oromotion's. 1ts inadequacy or negligence has centributed
to the many unhealthy symptoms that Store has now, Therefore,

it is strongly recommended here that the Store management must
@ action to re-examine its efforts in %his:)lggicular

take immediat
area of its total marketing mix so that remedial actions shall

be initiated to cormeel them. To achieve this, the following
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steps must be followed.

1. A complete re-examination of the entire promotional
activities thus far undertaken by the Store. Detailed information
concerning the various past promotional activities should be
tabulated for easy reference. Past informations that require
classification includes:

(A) The total exganditure thus far spent on the
entire promotional activites.

Detailed breakdown includes:

(I) ixpenditure for newspapers advertising,

me stﬂits Times sesssecresene per annum
Nan siang Pau senscecsnasnse o
chim ess ...”...'.... y “
Malay Mail esessvsassan J .
Utusan Melayu ssesnencanns . "
Berita Karim sessannranee »
Others , seasoncsnanh "
(11) Expenditure for rediffuson advertising spot
anhouncement LR N per annum
(I11) Expenditure for outdoor advertising
Billboard sasbansseasnd $ per ammum
Store signs ssssrtecnnos 133 "
Others besssncnenes o

(1V) Expenditure for personal distribution Materials

Handbills 2nd Codgers ssscceccvsse per annum
(V) Expenditure for advertising within the Store
Window banners and placards ... per annum
Counter signs sakt B S |
Window displays (estimated) ,,.. § "

Store interior displays(estimated): "
(V1) Frequency in which these media are advertised,

2. Examine what the competitors were doing during
the same period in the past, (if these information are not readily
available, observation should start now to keep track of what
they are doing).

3+ Compare what have been done by the Stor
the competitors are doing in the field of gromotion.e gigg e
down those the Store are not doing,

- Bl =



L. Re-examine eritically these findings and choose
those most suitable for the Store, to be retained for use.

5. Initiate a program - A completely new one - to
launch the newly found ideas into action.

6. Seeking the necessary fund and appointing the qualified
Personnel to administer it through.

7. Execute the new program or plan according the
;qhndulo, taking into consideration the dynamic situations of
oth the business world and customers' buying habits, etc,

£ 8, Results of this new program must constantly be
ed back to the management to detect any deviations so that
either alternations are needed to the plan proper or certain
Portions of the plan should be completely abandoned.

9. Corrective action must be taken at this {inal

Stace to refine the pre-set p with the aim of ultimatel
8chieving the overa ¢rgani=§g onal objective of the Store. %
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APPENDIX 1

/ The followings are the questionaires used in the
tourse of interviewing with the management of the Store,

Organisation and Personnel

1, This is a limited Company. How is the structure of
its share capital? What is the authorised and p&&dAFapital?

2, When was it established?

3, Before its establishment was there any fnasibilitg
Survey, for instance, the types of customers that it will serve,
Parking problem, great Kuala Lumpur Plan and traffic ete.
undertaken by the management?

4, Do the Empérium in any way linked up with the chain of
Empariums in Singapore and the one in Penang?

5e Do you have a formal organisations chart? Could you
Please show it to me? :

6i How is the departmental layout? Do you have plans and
b ueprints for the Store as a whole as well as plan for each
floor? Could|{%how it to me?

74 How many departments are there in the Stores?

8, "Buying and selling responsibilities - are they separated
Or the responsibilities of the same person? g

94 What are the buying procedures? For instance, how, when
and from where an idea to Puy a certain merchandise as initiated
Or originated? How ordérs-are sent up to the delivery of
Merchandise by the suppliers to the Stock~-room?

10, As far as I know, most of the merchandise carried by the
Store are goods made in China and these goods have a low price

; ﬁgpeal. What is the main target customers whom the Store intends
serve.

1) Upper income group
Middle income group
2 lower income group
or any combination of the above three.
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11,  How many categories are the staff of the Store divided
into? How is the staff of the Store recruited, basing on
academic qualifications, experience, om relationship, on
recommendation of friends ete?

12, For salespersons - How are they recruited? Any preliminary
interview carried out? Who compese the panel of interviewers?

13, Does the company have any s¥stcnatic programs for the in-
Service training of the salesforce?» eg. Talk organised by

the top management regarding the latest trend and dévélopment

in the technique of salesmanship.

Educating them on such thing as style changes, fashion
trends, customers buying behaviour etc.

14,  Vhat is your view of in-service training for salesforce?
Formal types of treining eg. organised class-room courses?

15, Who supervises the training of the salespersons?

16, How are courses for the training of the salesforce
are conducted? eg., booklets explaining Store objectives and
Tegulations, verbal instructions, morning meeting etc.

17, Who are responsible for the care and security of goods
after they were placed in forward stock, for upkeep of equipment ?

18, In case, there is any complaints from the customers will

the management listen to them? How are these sorts of things
handled?

19, Do you have a wholesale department here?

20, How is credit being granted? Who is responsible for
identifying the customers for their credit worthiness?

€1,. Who is responsible for the efficiency of the salespersons?

R2, Have the staff of the Store attempted to form their own
Uaion or join other existing unions?

23, What do you think, at least, in future, when some members
of the salesforce agitate to form union, the situation will
be for the Store?

R, How is the labour turnover to date?

25, How are the employees of the Store compensated?

%) Straight salary with a without a purely arbitrary
onus’?

~ 2) Salaries plus swall commission or sales
'3) Quota - bonus plan.
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26, Does the company employ any part-time workers in the
peak seasons? ;

27. When are the peak seasons of sales for the Store?
28, How do you evaluate individual salespersons' performance?
29, Who assist buyer in the purchase of merchandise?

30, How many percent of sales are cash sales? €,0,D. sales?
Chavge sales or installment sales?

21. Any attempt to make more effective use of salespersons!
ime? "

32, ‘Is it important to schedule sales time so as to insure
efficient service in all departments during peak sales neriods
and yet not be overmanned during inactive periods? How does
the Store balance these two factors?

3%. Does the business volume fluetuate widely throughout
the Store 2s well as in individual department from the period
to another? :

o 2k, “Within a particular day, when are the- psak howrs? What
days in a week?

34, What time of the year? With weather? With advertised
Store wide sales? .

3%, Do you keep records of daily sales for each department?
How is 1t carried out?

36. - Shop losses : Do you employ any shop detectives? What
are the main problems? What abeut internal theft? So far

how many such cases are reported? How these arrested persons
@re dealt with? How to overcome this?

374 What are the expansion programmes and problems?

38, Hag the Store management ever considered the provision
of a ladies lounre, nursery or even a snack bar in the Store?

39, Any cheap sales anticipated?

LO, How do you dispose of those slow moving and shop-worn
merchandise?

A1, Inventory gDOblems:- Usually how many months of goods
are kept on handg

2, What are the types of gosts involved in inventory carrying?

43, Where is the warehouse? Store~room? Is there any
hecessity for hiring extra storage space’

ry &



by How the checking and inspectimg operation is carried out?

45.. How the Stock room people coordinate their effort with
the sales floor people?

b6, If there is inventory shortage or overstock what immediate
steps are usvally taken?

47, How long it will take for an order to be filled until
the delivery of the merchandise to the warehouse?

48,  How accounts are classified? By department, salesperson,
merchandise or other eriteria?

49,  Since the margin is low, to meintain a large staff is
Costly. Uo you have any plan of reducing the cost of operation
by using more electponic equipment? eg., its inventory record
keeping ete.?

friping

1, What is the pricing oBjective of the Store? eg. Profit
maximization in the long term or short term basis?

2, What is the Store's pricing policy? eg. one price - no
gain,

3 What are your gricing strategies? eg. To price below
Competitive price and leader priming etc.

by Assuminé profit maximization is the main objective of
the Store, do you try to maximize total profit or profit on
any particular goods? How do you achieve that?

: S Is the pricing policies of the Store to meet competiters!
Prices on every class of merchandise?

6. Is the relative low Irieot of the goods offered a short-

run policy dntended to build up a clientele or will such
Policy be continued in the long-run?

7s Your pricing policy is one that
13 to price goods at market price

2} to price them above market price
3) to price them below market price

8, Do you give any discount? What about regular customers?

9. How do you reconcile your one-price policy with quantity
discount?
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10, What about durable goods, does the Store give discount?

L., Does the Store adopt the pelicy of solling to employees
at a discount? Then, what is this discount rate

1z, is the practice of resale price maintenance by the
lanufacturer of certain famous brands in any way affect the
eXercising of the diseretion as to prices?

i3, Uo you think the inereasing use of private brands
Controlled by the retailers themselves is a step toward

Peducing the encroachment on retailers' pricing function? Please
illustrate the case of your Store,

14, Yhen a merchandise is priced, are the factors of elasticity
8ud inelasticity of demand taken into consideration?

15, Since the foreecast of the nature of the demand and the
action of the competitors is diffieult, will prices originally
Set needed be changed when circumstances change’

16, eg. When demand increases or decreases. When replacement
Price increasses or decreases or merchandise in stock deterriorates
through physical change or absolecence,

16, 1s the wholesale prices, I mean the upraid down of the
Wholesale prices, the main determinant of the retail prices?
¥ill the Store itself absorbs the small variation ‘n wholesale
Process because customers prefer to pay therprices  to whom
they have been accustomed rather than to encounter numerous
Small up and down in prices set by the Store? :

17. What about competitive pricing? The pricing policy
of the competitors? ‘

18, Do you emplog any comparison shopper to find out
Competitors' prices

19, What are the usual pricing problems eonfrontine the Store?

20, How the various merchandise priced? Do you apply a
Predetermined markup percentage to all eost prices in establishing
Tetail prices? Eos

1, “hat is the mark-up policy?

1) A particular markup percentage on one category of
merchandise. . 4

2) Argzrticular markup percentage on one particular

depa ent,

3) A particular markup percentage for the Store as a whole.

4) A particular markup percentage for whole range of
products,



5) depends on demand
) depends on competitors
71 others,

22, Prestige of the Store is an img::tant factor that the
Store expect to have a high markup - do you attempt to
fncrease the prestige of the Store through pricing?

2¥: Markup is the difference between cost and selling price.
How do you calculate cost? In other words, How your cost is
defined” for purposes for markup caleulation? eg. deducting
om invoice total. :
-3 l,’ ';
Ig the guantity discount
11} the cash discount (do you deduct this) and
111) 2dd freight chamges? i o

2L, Do you try to provide & cushion or an extra mergin as
Protection by not deducting the cakh discount?

25, How flexible is your markup percentage?

26, ¥What are the types of merchandised which are priced
kigh to indicate good guality?

27, Do you have or plam to have &, eg. Dollar Fifty department
Or one-dollar department?

28, What about odd pricing, multiple prieing, and loses
19ader pricing policies? |

29, 1 have seen that many of the prices tickets indicate
giices like $1¢25, ¥3.45 ete, Mostly nolend in round figure,
I you tell me what is the logic behind this?

30, “hat are the conditions justified for a higher markup?

. Price lining is particulary adeptable to (shopping) goods
like clothing and hpme furnishing, igoghe popular price range,

at are your Store’dés price lining? 4.e. usually for what
tyres of goods (convenience or speciality goods),

PRy How many price lines does the Stere carry?
33. When will you markdown a merchandise? For what reasons?

eg. 1) buying or pricing mistake on retailers part
decline in wholesale price
3) shop-worn goods .
4y for seasonal goods
g regurnld goods N
salespersons reluctant to push certain item
7) the 'odds and ends' - T ’
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8) poor inventory control.
9) during clearance sales.

34, Will markdown reduce the Store's gross margin?

35. - Wil customeri be hurt by the sudden markdown? How
do you overcome this type of problem?

- e

36, How large are the markdowns?

37,  Sometimes, instead of executing a price cut for certain
items, it will be better to promote them? What do you think?

38, When does the Store usually take markdowns?
a) taken to correct retail prices to which customers
are not responding satisfactorily due to the fault of
buying, selling or pricing.

b) those that are operational, representing shop-worn
goods, remnants and broken lots,

» ¢) used &s a merchandising device to increase sales,

39, Vhat are the steps taken to reduce markdowns?

40 , What are the types of merchandise thaot require markdowns
vtry often?

Efodgggg

W Can you give me a generel classiiication of product

types carried by the Store?

2, Products in relation to floor stretegy. T mean what
are the typee of merchandise displayed on each selling floor.
you show me the floor layout plans? '

i 1 Private brands: How many are these used? Uhlly choose
ﬁhese bgands and these types of merchandise to be privately
randed? & . - s, S

b, Where sre the sources of supplies? Why?

5e Any problem in packaging done by the Store? Confined
to what types of products?

6. Does the Store carry also high priced articles?

7e What are the products which are essential only from the

Viewpoint that they ’elp‘td‘dbﬁgiete the lines of products
Carried and they are usually no revenue earners?

Zahd



8, ' What are the most popular lines, I mean the main traffiec
Creators?

9. Besides Chinese goods, does the Store carry goods from
Other foreign countries or even from the local manufacturers?

10, How is the situations of shop losses like? Please elaborate.

Eromotion

) How do you co-ordinate your advertising campaign with other
activities of the Store?

¢ It is said that advertising cannot succeed unless it
is used continuously. Do you advertise continuously?

3. What media are commonly made use of by the Store?

k, Who is/are responsible for the advertising campaign of
the Store?

5, After choosing the media to use, how is the scheduling
of the time decided upon?

6, How decision over such matter during what hours of the
day over the air to make the spot announcement, in which page
of the newspapers to advertise, whether the ads should be
Concentrated in a short period or spread over a long period -
are decided upon?

7 What are the types of message, including copies and
illustrations, used to communicate with the potential customers?
Could you please show me a few copies?

8. How do you evaluate the effectiveness of your ads?
°. Which media are more successful? Why do you say that.
10. How is your advertising budret allocated?

1) look at the competitors?

base on the percentage of past annual sale?
3) arbitvary basis. L

) decided by top management alone or in committee?
5) spend all you can?
6) task method?

11. VWhat is/are the main themes used by the Store for its
advertising campaign?

e.g. a) In Saturday - family theme.

b) What emphasis - on department? image of quality
or values for money or some others?
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c) What it tries to associate? image of quality
or values for money or some others?

12, The Store puts the emphasis on institutional type or
promotional type of advertising?

13, What about festive seasons ads?

14, Is the Store engaged in such extra promotional activities
like: fashion shows, free gifts premiums, participation in
exhibitions, permanent display?

15, Window displai - any change (say) over a week? Frequency
of change, theme depicts ete? ’

16, What about special offers as a sales promotions' technique?

17, Do you always try to co-ordinate your window display
theme with your advertising campaign theme?

18, Since the Store carries a large assortment of goods
how do you decide upon the amount of display and the kind of
display to give to certain items?

19, What about interior Store display?

20, 1s cooperative advertising practised? I mean, you

share the responsibility and cost with a manufacturer or wholesaler
€g. resource's product advertised over your name with the

Tesource paying part, say, 50% of cost.

21, Do you have any definite and conerete plan for ads?

- As the population of the Metropolis are moving into the
suburban area eg. Petaling Jaya and other reasons like traffic
Congestion and parting space problems,.-therStore aware of

such factors and attempting to use telephone order and mail-

order as a means of maintaining contact with the customers
80 that to widen the Store's trading area?

23, How does the Store make use of packaging as a tool to
fromote its merchandise? Does the Store do any packaging
tself and on what products?



APPENDIX II

The major arguments favoring the use of cash registers
in retail store.

X, Cash registers provide a fast and efficient method

of serving customers who enter the Store. Customers expect
and demand prompt, courteous service; and cash registers make
this possibfe by allowing the salesperson to give the customer
anreceipt and change without a delay.

2, Cash registers are sufficiently flexible to permit
handling peak periods of the day, week or month without confusion,
The retaig business is characterised by wide variations in

sales volume, and such variations must be handled in the most
eeonomical manner and without upsetting the equilibrium of
normal Store operation. Although management cannot control

the occurence of peak periods of business, it can, by the
installation of a good system, minimize the confusion and reduce
the expense of these periods, When cash registers are used

the covering of the daily or weekly peak problem is half soivod
because, instead of having to meet the situation at two points -
on the selling floor and in the tube rooms =« it is necessary

to meet it at only one point - on the selling floor.

3, Cash registers are flexible on location. The mobility

of most types of cash registers makes them particularly well
Suited for use in departments that have peak periods and seasonal
changes on their fixtures and general layout. This flexibility
of position, when properly carried out, reduces the failure

of salespeople and increases productiviness,

by, Cash registers are economical in the use of supplies.

S The use of cash registers tends to reduce the number
of packages delivered, [Experience has shown that when the
salesperson takes the customer's money "rings" it on the cash
register, and wraps the merchandise, the customers will in
.goiz instances take the package with her, especially small-

u tems.

Adopted from Phillips and Duncan, op.cit., PP.571-573,



6, Cash registers furnish a record of sales which may be
audited quickly and economically, Under the socalled "floor-
audit" system, for example, both cash and credit sales are

rung up on a cash register which has been for classifying each
sale by salesperson, type of sales, department or merchandise
classification. Consequontly, at any moment sales totals for
any salesperson, any type of sale, or by department or merchandise
classification can be obtained from the cash register, Both
money and credit sales checks are placed on the cash register,
80 tiat auditing of the sales of each salesperson is reduced

to balancing cash and sales checks covering all credit sales
against the recorded sales. Because (1) the salesperson is

no longer required to tally her sales, (2) sales by classifications
are automatically available, and (3) the training of sales
personnel in using sales check is simplified, the floor audit
offers many advantages in addition to auditing economies,

Even when the floor audit is not used, the cash register is

an aid to auditing, Whereas poor hanéwriting of salespeople
oftencresults misinterpretation of sales check figures in the
sales-audit department of store using handwritten sales

checks for cash sales, cash~-register tapes are clearly and
legibly printed; and the chances of error in reading are very
small, In a large store, for instance, the cost of auditing
from sales checks as compared with casﬂ register tapes is about
6 to 1. In other words the numbers of transactions that ean
be audited by one girl fron cash-register tapes would tax six
girls to audit from sales checks.

7. Cash registers furnish adequate control of departmental
sales operations for department managers. The customer counter
(number of transactions) on cash registers permits department
manager or floor Superintendents to check the number of customers
handled daily by each salesperson as well as at different period
during the day. This permits prompt analysis to be made of

some of the shortcoming of salespeople.

8, Cash registars provide a speedy and effective method
for handling
sales. When the sales check has been completed by the sales-
person, it may be placed in a slot of the cash register before
the amount of the sales is registered. Then through the use
of a special key on the register, the sales check is stamped
or authorised; the cash-register receipt is thus eliminated,
It is unnecessary therefore, for floor or central cashiers
to be used; in this way, important savings are effected,
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