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This book presents endeavors to join synergies in order to create added value for society, using the latest scientific knowledge to
boost technology transfer from academia to industry. It potentiates the foundations for the creation of knowledge- and
entrepreneurial cooperation networks involving engineering, innovation, and entrepreneurship stakeholders. The Regional HELIX
2018 conference was organized at the University of Minho’s School of Engineering by the MEtRICs and Algoritmi Research
Centers, and took place in Guimarães, Portugal, from June 27th to 29th, 2018. After a rigorous peer-review process, 160 were
accepted for publication, covering a wide range of topics, including Control, Automation and Robotics; Mechatronics Design,
Medical Devices and Wellbeing; Cyber-Physical Systems, IoT and Industry 4.0; Innovations in Industrial Context and Advanced
Manufacturing; New Trends in Mechanical Systems Development; Advanced Materials and Innovative Applications; Waste to
Energy and Sustainable Environment; Operational Research and Industrial Mathematics; Innovation and Collaborative
Arrangements; Entrepreneurship and Internationalization; and Oriented Education for Innovation, Engineering and/or
Entrepreneurship.
Elif Yolbulan Okan and Selcen Ozturkcan examine marketing opportunities, market potential, and standardization and
customization opportunities available within one of the fastest growing of the world's emerging economies—namely, the Turkish
economy, which according to a recent PWC report could outstrip the Italian economy by 2030 in many areas.
A successful marketing department has the power to make or break a business. Today, marketing professionals are expected to
have expertise in a myriad of skills and knowledge of how to remain competitive in the global market. As companies compete for
international standing, the value of marketing professionals with well-rounded experience, exposure, and education has
skyrocketed. Global Perspectives on Contemporary Marketing Education addresses this need by considering the development and
education of marketing professionals in an age of shifting markets and heightened consumer engagement. A compendium of
innovations, insights, and ideas from marketing professors and professionals, this title explores the need for students to be
prepared to enter the sophisticated global marketplace. This book will be invaluable to marketing or business students and
educators, business professionals, and business school administrators.
This is a careful step by step guide to small,business ownership.,.
A Strategic Approach
Comparison-Shopping Services and Agent Designs
Proceedings of the International Conference on Sustainable Collaboration in Business, Information and Innovation (SCBTII 2019),
Bandung, Indonesia, October 9-10, 2019
Innovation, Engineering and Entrepreneurship
EBOOK: Retail Marketing
The Global Business Handbook

“Great retailers are great at service. No exceptions. This book offers a wealth of insight into delivering excellent
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retail service.” ---Leonard L. Berry, Distinguished Professor of Marketing, N.B Zale Chair in Retailing and Market
Leadership, Mays Business School, Texas A&M University "With a growing understanding of service as a
phenomenon and perspective of business and marketing, retailers are increasingly seeing the need to transform from
distribution of products to service providers. This book includes considerable insight regarding the importance of the
service perspective and how it can be implemented in retailing." --Christian Gr nroos, Professor of Service and
Relationship Marketing, CERS Centre for Relationship Marketing and Service Management, Hanken School of
Economics, Finland "Consisting of chapters written by leading scholars in service management and retailing from
around the world, this comprehensive book offers rich insights for how retailers can excel and achieve sustainable
competitive advantage by invoking and implementing service management principles. This enlightening book is a
valuable resource for students, researchers and practitioners with an interest in retailing." --A. "Parsu" Parasuraman,
Professor of Marketing & The James W. McLamore Chair, School of Business Administration, University of Miami
Coral Gables, Florida "Service excellence and service innovation are critical for success in today’s competitive retail
marketplace. Service Management: The New Paradigm in Retailing provides a contemporary and transformative lens
for accomplishing these essential goals." --Mary Jo Bitner, Professor, Director Center for Services Leadership, W.P.
Carey School of Business, Arizona State University
Learn the how, when, and why of entering Asian markets Retailers entering Asia are faced with not only a consumer
and retail culture very different from their own, but with a variety of cultures that vary greatly among countries
within the continent. International Retailing Plans and Strategies in Asia examines the strategies of Western retailers
entering into Asian markets and provides specific case examples showing why some companies have failed in Asia—as
well as factors that helped others succeed. Important concepts for international retailers exploring Asian markets are
clearly explained, and the material is particularly relevant to current WTO and UNCTAD debates about the
globalization of retail markets. Helpful tables, charts, and illustrations make complex information easy to access and
understand. International Retailing Plans and Strategies in Asia examines: how foreign investment influences
domestic retail systems how strategies for entering European markets can be adapted and applied to various Asian
markets the important practice of incorporating local cultural values into trading relationships in Asian markets the
investment of Japanese retailers in China and the trend toward internationalization in Asia by Asian retailers the
evolution of foreign investment in Korea—with a look at foreign firms’ specific investment strategies issues of local
competition and the need for foreign firms to adapt to local consumer cultures, particularly as analyzed in case
studies of Metro Cash and Carry, Toys R Us, and Carrefour what understanding foreign markets means in terms of
adaptation and success for retailers and wholesalers The material in these pages will help to inform business
decisions about how to (and how not to) enter foreign markets and whether or not it is proper for governments to
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intervene. The chapters in this book, originally presented as papers at a workshop held at Chung-Ang University in
Seoul in November 2003, address issues of diversity in international retailing and distribution in Asia. International
Retailing Plans and Strategies in Asia is designed to be essential reading for international marketing students, retail
researchers, business managers, and policymakers, and to be a useful addition to university business school library
collections.
The GCBME Book Series aims to promote the quality and methodical reach of the Global Conference on Business
Management & Entrepreneurship, which is intended as a high-quality scientific contribution to the science of business
management and entrepreneurship. The Contributions are the main reference articles on the topic of each book and
have been subject to a strict peer review process conducted by experts in the fields. The conference provided
opportunities for the delegates to exchange new ideas and implementation of experiences, to establish business or
research connections and to find Global Partners for future collaboration. The conference and resulting volume in the
book series is expected to be held and appear annually. The year 2019 theme of book and conference is "Creating
Innovative and Sustainable Value-added Businesses in the Disruption Era". The ultimate goal of GCBME is to provide
a medium forum for educators, researchers, scholars, managers, graduate students and professional business persons
from the diverse cultural backgrounds, to present and discuss their researches, knowledge and innovation within the
fields of business, management and entrepreneurship. The GCBME conferences cover major thematic groups, yet
opens to other relevant topics: Organizational Behavior, Innovation, Marketing Management, Financial Management
and Accounting, Strategic Management, Entrepreneurship and Green Business.
An interdisciplinary study of retail crime as a cultural phenomenon, drawing on economics, criminology and
management to present a comprehensive explanation for the growth in retail thefts. This topical study explores crime
prevention as a management issue, using criminomics, a concept based on commercial realities rather than
maximising arrests.
RETAILING: TRENDS IN THE NEW MILLENNIUM
Service Management
Management Innovation and Entrepreneurship
Emerging Trends of Retailing in Rayalaseema Region of Andhra Pradesh
Retail Management
Strategic Retail Management
EBOOK: Retail Marketing
This text represents a specialist text resource for students of retail management or marketing courses and modules, providing the reader with the opportunity to
acquire a deeper knowledge of a key area of retailing management.
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Retailing Management by Levy and Weitz maintains the basic philosophy of previous editions while focusing on key strategic issues with an emphasis on financial
considerations and implementation through merchandise and store management. These strategic and tactical issues are examined for a broad spectrum of
retailers, both large and small, domestic and international, selling merchandise and services. The Eight Edition of Retailing Management emphasizes five
important developments in retailing: the increasing role of the Internet in retailing; new ways to communicate with customers; the greater emphasis on social
responsibility by retailers; the use of technology and analytical methods for decision-making; globalization of the retail industry.
In modern business practices, marketing dimensions are changing with new opportunities appearing in consumer behavioral contexts. By studying consumer
activities, businesses can better engage and retain current and new customers. Socio-Economic Perspectives on Consumer Engagement and Buying Behavior is a
comprehensive reference source on new innovative dimensions of consumer behavioral studies and reveals different conceptual and theoretical frameworks.
Featuring expansive coverage on a number of relevant topics and perspectives, such as green products, automotive technology, and anti-branding, this book is
ideally designed for students, researchers, and professionals seeking current research on the dimensions of consumer engagement and buying behavior.
Buying and Merchandising
Marketing Management in Turkey
The Eight Dimensions of International Management
Proceedings of the 3rd Global Conference on Business Management & Entrepreneurship (GC-BME 3), 8 August 2018, Bandung, Indonesia
Managing Learning Organization in Industry 4.0
International Retailing Plans and Strategies in Asia
This book is devoted to the dynamic development of retailing. The focus is on various strategy concepts
adopted by retailing companies and their implementation in practice. This is not a traditional textbook
or collection of case studies; it aims to demonstrate the complex and manifold questions of retail
management in the form of twenty lessons, where each lesson provides a thematic overview of key issues
and illustrates them via a comprehensive case study. The examples are all internationally known retail
companies, to facilitate an understanding of what is involved in strategic retail management and
illustrate best practices. In the third edition, all chapters were revised and updated. Two new chapters
were added to treat topics like corporate social responsibility as well as marketing communication. All
case studies were replaced by new ones to reflect the most recent developments. Well-known retail
companies from different countries, like Tesco, Zalando, Hugo Boss, Carrefour, Amazon, Otto Group, are
now used to illustrate particular aspects of retail management.
This explorative, primary data-based study provides findings on the first nearly two decades of the
emerging supermarket industry in Bangladesh, in particular its capital city Dhaka. The objective is
thereby twofold: On the one hand, the study traces the so-far development of supermarkets in Dhaka, and
Bangladesh, and depicts current hindering factors to the local supermarket industry’s further
development, as well as supermarket managers’ measures to tackle these challenges. On the other hand,
the study explores the (potential) implications of emerging supermarkets for other food retailers onsite. To this end, the study’s focus lies on so-called wet markets (Bengali: kacha bazars) as an
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exemplary “traditional” food retail format. Here, the study strives for the determination of
supermarkets’ competitive pressure on kacha bazars in Dhaka, and kacha bazar vendors’ corresponding
(proactive) coping strategies. The study is based on theoretical and conceptional reflections on markets
and market structures, the fundamentals of retail management and modern food retail, and research
findings on supermarkets’ structural impact on food retail markets in other country contexts.
The advent of e-commerce and the rise of hard discounters have put severe pressure on traditional retail
chains. Boundaries are blurring: traditional brick & mortar players are expanding their online
operations and/or setting up their own discount banners, while the power houses of online retail are
going physical, and hard discounters get caught up in the Wheel of Retailing. Even successful companies
cannot sit back and rest, but need to prepare for the next wave of change. In the face of this
complexity, it is all the more important to take stock of current knowledge, based on insights and
experience from leading scholars in the field. What do we know from extant studies, and what are the
ensuing best practices? What evolutions are ahead, and will current recipes still work in the future?
This Handbook sheds light on these issues.
The days of going to the local department store to buy a television, view the options available and make
a purchase, now seem "quaint." The emergence of the internet, smart phones, social media, and other
technologies has opened a world of new options for consumers (and businesses) to review, research, and
buy online with an ever-increasing array of delivery options. The emergence of e-commerce has resulted
in what is commonly known today as "omni-channel" marketing, in which customers engage with companies in
a variety of ways, including in a physical store, online via websites and mobile apps. This process puts
the supply chain "front and center" as consumers are increasingly demanding and browse, buy, and return
goods through various channels and not just the traditional "brick and mortar" way. To accomplish this
with high levels of service while remaining profitable, requires real-time visibility of inventory
across the supply chain and a single view of the consumer as they continuously move from one channel to
another. While this is a boon to consumers, it has made the already complex global supply chain even
more challenging to manage. On top of that, the 2020 Covid19 Pandemic has accelerated this omni-channel
retail trend as consumers need even more ways to order and additional options for last mile delivery,
such as curbside pickup. Covid19 has exposed the lack of flexibility and readiness resulting in
shortages of everything from toilet paper and meats to "PPE" (personal protective equipment) and
ventilators, due to a variety of capacity and inventory allocation issues. It has been a real-life
example of the "bullwhip effect", where variability at the consumer end of the supply chain results in
increased variability as you go upstream towards distributors, manufacturers, and suppliers. This
results in shortages, misallocation, and increased costs. No longer can a manufacturer, distributor, or
retailer of consumer products just "fill the pipeline" and wait for orders to come in. Now they must
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anticipate the various purchase and delivery items, while at the same time minimize costs. To do this is
no easy task, requiring a Lean, agile, and responsive supply chain. Until now, there was no existing
"playbook" for organizations to navigate their way through this new world. This book describes the
impact of omni-channel marketing on the supply chain and logistics functions, and is intended to help
management meet the needs of not only today’s ever-changing world but to anticipate what may be required
in the future to achieve superior customer service, profitability, and a competitive advantage.
Encyclopedia of Information Science and Technology, First Edition
Retail Management (4th Edition)
Digital Economy for Customer Benefit and Business Fairness
Omni-Channel Retail and the Supply Chain
Expert Advice from a Leading Business Consultant and Entrepreneur
Retail Product Management

"This book investigates the effects of the evolution of comparison-shopping techniques and processes with the ready availability of online
resources over the past few years"--Provided by publisher.
This book explains how learning from past mistakes in urban design can help to enhance sustainable cities and how the principles of Green
Urbanism can yield more resilient urban settlements. Environmental design is a fundamental principle in shaping cities. However,
environmental challenges like increased resource consumption, water degradation and waste-related issues are among the greatest
problems now facing humanity – which is why these issues need to be considered with regard to “smart cities,” either for the development of
new urban centers or for the transformation of existing cities. The book not only discusses the importance of integrating sustainability
principles in the urban design process, but also demonstrates their application to the development of sustainable cities. As such, the book
offers essential information and a source of inspiration for all those who want to build more sustainable cities.
The book focuses on efficiency analysis in enterprises and describes a broader supply-chain context to support improved sustainability. The
research and its outcomes presented here provide theoretical and empirical studies on efficiency analysis in the supply chain, including
operational, economic, environmental and social aspects. This book sheds new light on the efficiency-assessment framework for
practitioners and includes essential tips on how to improve the sustainability of supply-chains operations.
A nation's economic success depends on the capacity of its companies and trading organizations to develop business relationships, trade
and do business in the international arena. Doing business across borders subtly changes the processes and skills the successful manager
needs. Cultural, social, geographic and legal factors serve to complicate the picture. The mantra for managers today is think global, act
local. In this handbook the authors concentrate on the big developments that currently are happening at an international level. They
consider how managers operating in the global business landscape must change what they do to create advantages and remain competitive.
The Global Business Handbook is based on the structure of the very successful IÉSEG International School of Management's programme
on international management. It includes a global focus, backed by the latest research on different aspects of international business carried
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out in different parts of the world.
Advances in Business, Management and Entrepreneurship
A Service Systems Perspective
The Core
UNDERSTANDING BUSINESS
Advanced Studies in Efficient Environmental Design and City Planning
Socio-Economic Perspectives on Consumer Engagement and Buying Behavior

Retailing ManagementMcGraw-Hill Education
Marketing Challenges in Transition Economies of Europe, Baltic States and the CIS is a collection of
conceptual and empirical articles on the developments of markets, marketing orientation, and marketing
strategy in the transition economies of Eastern and Central Europe, the Baltic States, and the CIS. This
unique book includes conceptual frameworks and research studies that will illuminate topics, such as
marketing institutional development, marketing orientation, and foreign direct investment to help you
gain a better understanding of the current and future roles of marketing in transition economies.
Though based on an economic transition, retailer-consumer relationship is also influenced by noneconomic factors and is a context of social interaction. With the emergence of modern merchandising
techniques and a rise in large retail companies, consumers have become increasingly vigilant of practice
within the retail industry. Handbook of Research on Retailer-Consumer Relationship Development offers a
complete and updated overview of various perspectives relating to customer relationship management
within the retail industry and stimulates the search for greater integration of these views in further
research. Offering different angles to analyze the exchange between the retailer and the consumer, this
handbook is a valuable tool for professionals and scholars seeking to upgrade their knowledge, as well
as for upper-level students.
With crisp and insightful contributions from 47 of the world’s leading experts in various facets of
retailing, Retailing in the 21st Century offers in one book a compendium of state-of-the-art, cuttingedge knowledge to guide successful retailing in the new millennium. In our competitive world, retailing
is an exciting, complex and critical sector of business in most developed as well as emerging economies.
Today, the retailing industry is being buffeted by a number of forces simultaneously, for example the
growth of online retailing and the advent of ‘radio frequency identification’ (RFID) technology. Making
sense of it all is not easy but of vital importance to retailing practitioners, analysts and
policymakers.
Handbook of Research on Retailing Techniques for Optimal Consumer Engagement and Experiences
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Proceedings of the International Seminar and Conference on Learning Organization (ISCLO 2019), Bandung,
Indonesia, October 9-10, 2019
Principles and Practice of SME Marketing
Global Perspectives on Contemporary Marketing Education
Buying and merchandising
In the world of economics and business, engaging with loyal customers while also seeking out new,
potential customers is a must. With the recent advancements of social media technology, these operations
have increased the need for more developed methods to mesh consumer-business relationships and
retention. The Handbook of Research on Retailing Techniques for Optimal Consumer Engagement and
Experiences is a thought-provoking reference source that provides vital insight into the application of
present-day customer relationship management within the retail industry. While highlighting topics such
as digital communication, e-retailing, and social media marketing, this publication explores in-depth
merchandiser knowledge as well as the methods behind positive retailer-consumer relationships. This book
is ideally designed for managers, executives, CEOs, sales professionals, marketers, advertisers, brand
managers, retail experts, academicians, researchers, and students.
The 11th Multidisciplinary Academic Conference in Prague 2017, Czech Republic (The 11th MAC in Prague
2017), October 13-14, 2017
Retailing is a high-tech, global, growth industry that plays a vital economic role in society. The
authors’ objective in preparing the eighth edition is to stimulate student interest in retailing courses
and careers by capturing the exciting, challenging, and rewarding opportunities facing both retailers
and firms that sell their products and services to retailers, such as IBM and Proctor & Gamble. The
textbook focuses on the strategic issues facing the retail industry and provides a current, informative,
“good read” for students. The Eighth Edition maintains the basic philosophy of previous editions while
focusing on key strategic issues with an emphasis on financial considerations and implementation through
merchandise and store management. These strategic and tactical issues are examined for a broad spectrum
of retailers, both large and small, domestic and international, selling merchandise and services.
The proceedings of the 6th International Seminar & Conference on Learning Organization (ISCLO) with the
theme “Enhancing Organization’s Competitiveness through Knowledge Sharing and Learning Culture in the
4.0 Era” provides research results from scientists, scholars and practitioners, exchanging information
and discussing the latest issues related to topics such as Marketing, Human Resources, Industrial
Behavior and Knowledge Management, Entrepreneurship and Strategic Management, IT and Operations
Management Economics, Financial and Accounting. These papers will contribute to the enhancement of the
organization's competitive advantage with technology serving as a supporting system for knowledge
sharing and learning culture. These proceedings will be of interest to scholars, practitioners,
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government and the industry employees, taking part in increasing Global Competitiveness in the coming
years.
Retailing in the 21st Century
TEXT ON RETAIL MANAGEMENT
A HANDBOOK OF RETAIL MANAGEMENT: PRINCIPLES & PRACTICES
Managing Robotics in Retail
Efficiency in Sustainable Supply Chain
Current and Future Trends

This book answers the question of how to manage service robots in brick-and-mortar dominated retail service systems
to allow for key stakeholders’ adoption and to foster value co-creation. It starts by demonstrating the scientific relevance
of the topic as well as deriving a set of promising research questions. After introducing service-dominant logic as a
theoretical research lens and elucidating service systems along with their underlying concept of value co-creation as
relevant key concepts, five studies are presented. The author ?s findings show that understanding and differentiating
between consensus, shared and idiosyncratic drivers of and barriers to the adoption of service robots in retail service
systems by all key stakeholders, i.e. customers, frontstage employees, and retail managers, is crucial to be able to fully
cope with the complexity inherent in the adoption of service robots in service organizations. Moreover, the designed and
evaluated artifact fosters a paradigm shift from a one-time technology introduction to a continuous technology
management approach including iterations of experimenting, piloting, and implementing.
The international conference "Sustainable Collaboration in Business, Technology, Information and Innovation (SCBTII)
2019" has brought together academics, professionals, entrepreneurs, researchers, learners, and other related groups
from around the world who have a special interest in theories and practices in the development of the field of digital
economy for global competitiveness. Considering that, at present, technology and industry 4.0 are still a leading trend
and offer great opportunities for global businesses, the rise of industry 4.0 makes competition in the business world
more attractive, yet fierce. Opportunities and challenges for business development in industry 4.0 are becoming firm and
it also provides businesses the possibility to compete globally. Companies that desire to enter this global competition
should pay attention to customer benefits and business fairness in order to achieve sustainability in this digital
economy. This proceedings volume contains selected papers from this conference and presents opportunities to
communicate and exchange new ideas and experiences. Moreover, the conference provided opportunities, both for the
presenters and the participants, to establish research relations, and find global partners for future collaboration.
This book consists of various chapters which focus on the wider contexts of management innovation, entrepreneurship,
and human resource management practices. Furthermore, the contributions are authored by scholars from all over the
world, allowing the book to adopt a truly global perspective. Innovation
is, without doubt, the foundation of economic
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growth and corporate prosperity, while entrepreneurship, on the other hand, provides all the necessary mobilization for
this growth and prosperity. Human Resource Management practices safeguard internal relationship approaches,
sustainability and efficiency. The book provides detailed insights into subjects as diverse as innovation,
competitiveness, innovative business, human resource management practices, corporate entrepreneurship,
management change, marketing, risk management, transnational innovation strategies and tactics, and innovative
corporate practices. This volume provides scientific evidence and direction to businesses regarding competing in
today’s ever-changing environment. It will be of particular interest to scholars, students, researchers and practitioners
throughout the business world, given that it covers a wide spectrum of business types and industry sectors.
Retailers must be primed to face increasingly difficult trading conditions thanks to the rise of the internet, increasingly
better informed consumers, technological advances and an often competitive environment. This established textbook,
now in its third edition, helps to provide students with the necessary skills to understand and tackle these challenges.
Retail Product Management explains the importance of retailing as a customer-focused activity and helps to provide
students of courses such as "Retail Marketing", "Retail Management" and "The Retail Environment" with an excellent
introduction to this important topic. With an emphasis on the operational side, this text incorporates features including
expanded case vignettes, questions for further discussion, and application tasks. It also includes a new chapter on
ethical and sustainable retail product management. Retaining the popular style and elements of the first two editions,
Rosemary Varley's Retail Product Management will continue to find favour with students and lecturers involved with
retailing.
Handbook of Research on Retailer-Consumer Relationship Development
A Global Perspective
Restructuring of Food Retail Markets in Countries of the Global South
Shopping and Crime
The New Paradigm in Retailing
Marketing Challenges in Transition Economies of Europe, Baltic States, and the C.I.S.

Comprehensive coverage of critical issues related to information science and technology.
Small and medium-sized enterprises (SMEs) dominate the market in terms of sheer number of
organizations. Their role in the business world is difficult to overstate. Despite this, there is a
high failure rate among smaller organizations, which can be explained to a significant degree by a lack
of marketing understanding in this sector. Introducing the importance of marketing to entrepreneurial
firms this book guides the student through the fundamentals of marketing within the SME context,
providing a more value-added learning experience than your standard marketing run-through. The authors
deal directly with "people issues" (i.e. everyday entrepreneurial marketing interactions) to prepare
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students for the "dragon’s den" of entrepreneurialism. This new and lively textbook provides a fresh
and unfettered approach for marketing students who require a more real-world understanding of the
impact of their discipline on entrepreneurial firms. The growing student body involved with studying
entrepreneurship will also benefit from the customer insight offered by this approach.
The origins of retail are old as trade itself. Barter was the oldest form of trade. For centuries, most
merchandise was sold in market place or by peddlers. Medieval markets were dependent on local sources
for supplies of perishable food because Journey was far too slow to allow for long distance
transportation. However, customer did travel considerable distance for specialty items. The peddler,
who provided people with the basic goods and necessities that they could not be self sufficient in,
followed one of the earliest forms of retail trade. Even in prehistoric time, the peddler traveled long
distances to bring products to locations which were in short supply. “They could be termed as early
entrepreneurs who saw the opportunity in serving the needs of the consumers at a profit” Later
retailers opened small shops, stocking them with such produce. As towns and cities grew, these retail
stores began stocking a mix of convenience merchandise, enabling the formation of high-street bazaars
that become the hub retail activity in every city. In the great sweep of social and retail history, the
‘modern’ shopping experience can be said to have commenced with the appearance of the department store
in the middle of the 19th century.
Fourth Revised & Enlarged Edition THE NEW EDITION of this book provides in-depth and enriched insights
into all the functional areas of Retail Management. It comprehensively blends the global and Indian
retailing scenarios and the trends and growth prospects for the retail industry in India. It explores
the subject extensively – from basic retail topics like location planning and store planning to the
current-age global themes like multichannel retailing and international retailing – along with
appropriate illustrations and cases. While elucidating retail store operating principles vividly, it
also underscores the significance of the impact of technology & automation in today’s retailing. The
book will serve as a suitable text for students specializing in retailing and as valuable reference for
working professionals in this sector. Key Features — Provides distinct perspectives on both retailing
in India and in international markets — Treats in detail the buying & merchandising section with
separate chapters on merchandise planning, buying, category management, private labels and pricing —
Comprises 29 chapters under 5 major sections and includes topics on international retailing,
multichannel retailing, rural retailing, consumer behaviour, legal issues, etc. — Discusses Indian case
studies and examples among the global ones, for an easier understanding of the subject — Presents
updates on recent retail concepts and initiatives practiced in retail organizations
The Case of Emerging Supermarkets in Dhaka, Bangladesh
Proceedings of The 11th MAC 2017
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Working Together for a Competitive Advantage
Entrepreneurship Marketing
Retailing Management
Text and International Cases

Providing a balance betwen theory and practice, this guide to retail management includes useful career
information and takes a strategic approach to decision making.
How to Start and Run Your Own Retail Business
Handbook of Research on Retailing
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