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Opportunities provided by social media are daily expanding due to the array of
social platforms available, the exponential rate of social communities’ adoption and the
uses netizens are putting them to. These provides opportunities also for organisations that
secks to constantly achieve visibility for their brands in the highly competitive market and
hugely cluttered media environments to reach out and remain in touch with their target
adience by adopting, participating and communicating with their consumers through

social platforms, and thus, influencing their behaviours towards their products and the
manner through which they buy the products. :

The presence of social media has provided the media with marketing
communication activities, as well as refining the channel for distributing products for
organisations and, consequently, the way consumers buy products.

Marketing Communication Mix

Amstrong and Kotler (2005) described marketing as a social and administrat-ive
procedure by which people and gatherings acquire what they want through production
and exchanging values with one another. In a business scenario, marketing involves the
building and managing of profitable relationships with cugtomefs. Markelmg
tommunication mix involves organisations responding to changes in thFlr er_lVlronment
using all the resources available towards attaining their aims and objectives in terms of
stles, pricing and distribution (Olujide & Aremu, 2004). Retailers should be able to use
\;adous marketing communication mix in dealing with their customers. Amstrong and
Kotler (2008) identified five marketing communication mix that can be used by business
“@nization to create awareness and build customers’ relationship. They include
“vertising, personal selling, sale promotion, public relation and direct marketing. All

Tl : ' ial
Lese components of the marketing communication mix can be implemented on the soci
“Working sites.

Advertising

; g . s
This is one of the essential components of marketing c(?m?l‘;l'[:caﬁzll:t;“?slhz?st la
one. -red very important in the general marketing blend. 11 qS oot
MSequence of the visibility and frequency in all the marketing processe
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Cdugyy,

Agypong & Nijarku, 2011). Advertising can possibly
L
¢ Boods

(both present and imminent customers) as regards y,
ent ion offers and more information can be provideq 10 ma
A ] : i b ¢

| {ecisions Social networking promotion enables Organizatiops "
L un‘]ﬂsc lc D e
positive P

- ver new impending customers by ‘llili“if‘g C“c'_“,s: <va[1 "m_lf'i” d‘:"a lo dmeren:iare
discover 'nc.‘““ tgl' responsively paying attention on LI!.LIllb who seek certain tery, Onlipe
nclwud;i|:‘::t|tl“!l:"““i““s proactively rucu.s,lm!jort.m{l\l:c([:':]i:::: 3320:2 :::y'lj::n g Ih_eir
hunt. Social media sites are decent choice lor ac ser advance targeip,

yptions on alternatives dcpcndablc change following, and predominance on ce|| phones
l b [T ] I

(Sonny, 2015).

information (Okgcn,l.
general sociely and ch .
and services of an orgamz

intrigue,

Sales Promotion

These are short time motives to persuade the buying or sales of goods or services
(Amstrong&Kotler 2005). Sales promotions are devices used by most organisations
including producers, distributors, agents, retailers and non-profit institutions. They are
designed for final consumers, wholesalers and retailers, business customers and members
of the selling team. Olujide and Aremu (2006) were of the opinion that if an organisation
adequately compensates their sales personnel they will handle sales promotion activities
efliciently and this will have a positive influence on the organizational performance.
Social networking sites are credible path for business to connect with their customers and
advance deals. Businesses can offer social media users an exclusive coupon code to
encourage them to buy from the organisation and can also set up their newest promotion

on the customized page that new visitors see when they visit the organisation’s website
page (Susan, 2011) . :

Publicity and Public Relation

Public relation is the . ;
S t:dn}:::::::l:;:h:lmiu\m-lé-lcm'cm ol relationships and communication to cstabhli‘f_l
(Arun&Meenakshi 2012) l:ﬁﬁt?z‘m_dmg between an organization and its publ"-f
major roles “"i”'lin‘ the ilﬁll';m:m(‘-( 05) was pf the view that public relations perform thn:c:
role of building goodwill and 1!0[1 Processing programme of an organization. Firstly, ‘h“
organization’s products u‘nd \ m_]-l:;.““"g interest, second to assist in the marketing of
Retailers can create proper :1\\2::-“- ,'flg Ways by which relationships can be developed

STeness of their products through public relations.
Personal Selling =

This is .
making b':lbL ;a. a done by 1
selling s
Procedure,
Interact wit

!IC of,‘-_!,illliz;uiml‘s n pf

8 and creating Customer sales team personally for the intenti< :
A e impartany o) of [Merction (Amstrong & Kotler, 2005). Per™
;n ainly i Creating by SOMMmunication gy major stages of the purct™ =
0gs ang ﬂ: mepd Audiences Zm rn:glflb lllm choice, confidence and dealings. B“S'm‘:“;r
88 ¢se X SUAr bases é i’ . renr account ¢
S o e . IUUQ ace . opw e (N y N L
can be ronverted to cyso, i vyl
stomers.
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pirect marketing

This has 10 do with the utilization of mail, fax, email :
ifically with or request reaction or exchange from pnr‘ticular c?" web to discuss,

™ & Keller, 2009). Direct marketing can be see lents and prospects
Kotler & F . ! ¢ S¢en as something other than a
dalized instrument, from various perspectives it constitutes a general showcasi
oach; @ mix of correspondence and dispersion channels all moved into olnneg
\ccording 10 Amstrong andKotler (2014)direct marketing has to do with associaliné
qrightforwardly with _curcfu!ly sch:.‘clcd' targeted audiences or individual shoppers,
ssually on a one-to-one interactive basis. Direct marketing has turned out to be more web
hased and web advertising is guaranteeing a quickly developing offer of showcasing
spending and deals. It is advantageous, simple and private, from any area, customers can
hop online at any time of the day or night. Similarly, business purchasers can find out
sout products and services without tying up time with salesmen. Direct marketing is a
capable device for building customers connections and offers sellers a minimal effort,
poductive and fast option for achieving their business aims and objectives
(Amstrong& Kotler, 2014).

The internet is becoming the most significant driver of key change for business
and national government. Business organisations are already embracing the new shaggy
of marketing communication.

§

Social Media Definition

This new medium called social media has turned out to be a disi_inct advanfagc' in
the way that individuals communicate with other individuals. It has given organization
iomc interesting chances to improve and expand positive customer engagement (Manish,
2012).
| y Christoph (2011) Social media i:s best
dia worldview. Traditional media, for
are one way stagnant communiczlnc
th something you perused in the daily
ew web advances have made it

According to Zarrella (2010) as cited b
considered in setting of the precedent modemn me
example, TV, daily papers, radio, and magazines,
advancements. On the off chance, if you disagree wi
Paper, you cannot send the editorial staff instant input. N : tent. Online
®sy for any person to compose and above all disperse_their own Cl?,ne'u.st belni
"tworking enables customers to associate with organizations rather t d{l]s'}nl b
Mactive and can focus on consumers, respond to their mf'cas s wamf]'xcir neiessilics
"eworking, organizations can give attention to buyers, act in re§ponscdlo e e
ind  put together progressing exchange. Online networking ghv::hrélri ?a et than
Organizations 1o put together new links with customers and spcak w'nd = a it
"a“"!llﬂting a one-route message 1o individuals. Social media depends

: : terest (Malin & Alem,
2T:T|con"°rsaui0n between persons about an 15Su€ of common interest (
). : insights
. : ; o diut ¢ to impart Ins1ghts,
Social media is seen as the online innovations individuals us p

7 . joins support
eNcoy , . v and media themselves. It jou
nters, knowledee. conte ts of view and I e type of
A edge, content, points iy t effective typ
fuelleg E P | media stages nearly ‘the mos cial

Y organize impacts, making socid ~nd Hacnlein (2010) s0

¢t made (Hincheliffe, 2007). Accord
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available on the intermet which builds on g,

media includes various applications .
World Wide Web to empower the creag,

mechanical and wdeological foundation of the
and exchange of content that is uscr producud. o

In the same vein, Ivy (2015) looks at social B,:chm is an accumulation of online
correspondences channels dedicated to group based information, communication, content.
sharing and corresponding ecffort. Sites and apphgatmns _dcvntcd to  gatherings,
microblogging, long series of informal communication, social bookmarking, socnl
curation, and wikis are in the midst of the distinctive sorts of online networking. Social
media is an electronic and portable innovation to change correspondence into an intuitive
exchange. Social media takes on a broad range of structures such as magazines, Intemet
consultation, weblogs, social web journals, microblogging, wikis, podcasts, pictures,
video, evaluation and social bookmarking. With the world amidst an online networking
revolution, it is more than obvious that social media like Twitter, Facebook, Youtube and
so on, are utilized broadly with the end goal of communication. These form of
correspondence can be with an individual or a gathering of people.

These days, the vast majority of the universal population particularly the youths
are hooked on to the diverse social networking for keeping in touch with their peers
Social networking is a media for social collaboration as a supersel beyond social
communication. There are upsides and downsides to the operation of online networking
One most essential preferred standpoint is the web based contribution of knowledge and
information in the midst of the distinctive gatherings of persons. This web based sharing
of information likewise advances the extension in the relational abilities among the broad
population particularly among the learners/students of educational foundations. There 15
likewise a flip side to the exploitation of social media sites. Now, such devices are
misused by people which prompts obstruction into one's privacy. Such cases can prompt
unsafe extents keeping in view the proper part of the operation of such media. The online
networking instruments have mostly conveyed individuals close to cach other especially
those staying in distant places (Trishal, 2012).

However, in this day and age it has been seen that the vast majority of the business
organizations likewise take part in person to person communication while advancing their
products and services. Most often, the leader of the business groups tries to carry on @
sound relationship with their esteemed customers. Social media platforms are presently
observed as a promising process for exposure, which each product must embrace. Social
networking §1tcs as a means of advancement contributes through its prompiness o a
sound and direct connection amongst brands and their public in an online domain. This
closeness offers people in general the capacity to be available, to convey, 10 impact and
hold a more grounded position towards brands. Apart from utilizing social media sites 10
screen discussions about their industry, competitors and organizations are progressively
connecting with their customers through the social Web to transmit messages about what
they can offer. In fact, social networking is changing the way organizations convey their
messages 1o targeted audience. Numerous social media sites that are accessible today are
exceptionally cost-effective compare to conventional approaches, for example, email and
web based l’“b“Ci%i“S- Blog entries and tweets empower organizations (o put together
gr{ﬁgs’ present quick input or help and showcase their products and services (Trishal
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i 15 the most current developmen

in.'l"'l it
\ t discourse among organiz

. at makes custome
h ntellee

i IS communicate
thons, groups and people, It o

hroutE ontent and make 1t accessible allows users
B 4 their own con . ke it accessible o anyone. It is distinpujs| SR ID
iR ¢ as there are no entrance barriers, and by its connectivit o

“?"1"':65 and mdiiduals, and allowing the quick form

."‘”k : v » ' %

F (ully communicate with one another (Mayfield
0N . L]

~““_l ping and sharing of content and other information
intgih .

K s forms of viral marketing (Othius, 2007).
Y Goctal media hike 1"“8;". 40 tl‘fll‘cli\‘c communication platform for businesses, it
| 10 IMCTease the level oF awareness about products and services that can be offered
ected 1o the st;ncmcql that traditional marketing mediums are not yielding t}u;
Jewire results Markets are prowing i_llld custmnc.rs keep demanding for various needs and
aants, making 1t a challenging task for most businesses (UK essay, 2003),
vecordig 1o Bellt (2011), a study conducted by Almeter Group in New York
sows that organizations use soctal media to achieve various business objectives such as
crease m sales Businesses recognise the significant of social media as a communication
ol that brings about two way communications between an organization and its
cikcholders. This supports organization processes and aims including customers buying
sehaviour, product marketing cost control, market research, customer retention customer
hase expansion and sales and recruitment. Social media has been found to be an important
wol used by business organisations in reaching their various customers,

1IVity making use of contacts,
aton of communities that can
2(?{}3). It also has to do with
Via social networking sites by

a LISE

s 18 cont

Development of Social Media

Ihe traditonal means of advertising such as newspapers, magazincs,‘ radio, TV,
o direct mail were the main approaches to inform people before now. 'lhcsc.mcdm
mikes focusing on particular purchaser with imlividuulizc.d messages exceptionally
Sfficult (Scott, 2010).  The way organizations inform their customers has changcd
essentially wath the development of a communication tool knnv{n as social mcd.la. The
k to the first email that was sent in 1971

davclopment of social media can be traced bac n 19:
' ncy Network), the world's first set

over the ARPANET anced Research Projects Age . j
of assoq :i: l?t\»E 1:1.:11:::\1::(;::;:: the base ufjlhc present interncl. That ;fndcriymg cm'ml(i
*d the millions sent after, gave the principal involvement \fwlh lrx_lcrfuc1n1$_caz:fu}!3:n‘:;l
continuously, opening up a totally better approach to asS(TCIa:C with ;:u;; rflcnc:t, o‘liBB)g

reners and beyond. The next improvement came around in 1977 wit 'I' c.-iSff
; ions that used web applications 10 OVEISce

Bulletine Board Systems) or intemet discuss! Kk on specific subjects. This
“ers created content to enable users to share, post and doers :i::n ’
Pompis the capacity 1o have other group exchange ang assoufzj became one of the most
In 1985, America Online (AOL) was cstablished ar: famous web-based social
famous carly suppliers of internet connections. ?g-;c}u:;:::{:agnd the s:dmc time AOL text
Ny - - g ol 1 and ¢ ‘ L
working channel is blogging which started in S After the innovation of

; RN - ’ » internet.
:tniadc s presentation enabling individuals to talk on the 3nlcrt1. cites like MySpace and
I.'.r“'L"!n'l!' U“llnL' lli.'lWUfkllll! slancd 10 dcl”"“lc m ]')I’Oll'llilel'l(..t.. »

: ; Lot 2 lickr encouraged
"kedin picked up in the mid-2000s, and sites like Photobucket and |
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arned out in 2005, lll:lkilll!_ril completely new Foute {,,
| each other across great li_l'rl?lll(:(.' (Richard, 2012) .

By 2006, Facebook and Twitter both became :wccu'j’lilwlc .Iu Hﬁ:{u all througy, the
world. These sites stay probably the most wcll-'kn'u'wnl .‘;:l.(..lld. flulh:z'()r' .‘| (;;I the Integye
Various platforms like Tumblr, Spotily, I‘mm-(.l,“'}n" '”." , -il"llll(i'r-t;“ 'FI;:::‘:( I: .y"w' P (o fi
hnrliculur long range imcrpcrmllfll Ljnmnlllllltd“”” ﬂl’:-(..:_ tl"j.! » L (}’U‘)' there s 4
pivantic assortment of social media sites, and vast numbers o them can be connecteq
allow cross-posting. This makes a siua

tion where users can attain the most extrey,.
number of individuals without giving up the proximity of individual to-indiyid,,
communication (Drew, 2013). i i

The development of social media has pml(_mndly u'ﬂcctcd the way organization,
relate with their targeted audience. Many promoting -IIIC(IIUII'H :_m(! systems have heey
made. created and connected, however absolutely social media fulfil a number of thes,
showcasing procedures in a surprisingly better way. ():TIinc n.ctwurking 15 quickly
distributed which gives the likelihood of keeping a "discussion” with the customer at the
same time anticipating a more human face' (Hill, 2005). According to Mallin and Alem
(2011), the balance in the blend of media utilized by organization is shifting and better
approaches for conveying message is developing. Because of an expanding web
infiltration in created nations there has been an advancement and selection of
computerized assets, from versatile innovations 10 internet and online networking assets,
for example, web journals, person to person communication, wikis and comparative sight
and sound sharing services.

According to Grant (2010) as cited to by Christoph, (2011) was of view that since
the development of the intemnet and the World Wide Web, numerous enterprises have

been significantly disrupted. Various organizations got themselves unfit to contend in the
light of the advanced age.

online picture sharing. YouTube t 1
individuals to convey and share wit

Importance of Social Media

_Hugh (2011) stated that there are various things that can be had with regards 10
managing online networking, one of these is that it gives individuals the opportunity 10
?xp.and their social presentation and thus wind up in a position that they can meet new
mdwidua!s and lhcreforc locate the world of people that they never knew existed. Today,
there are increasing numbers of individuals that interact with one another on the intermet
more tl_lan whatever was thought possible. It is to the point that individuals dependent on
these sites to stay aware of the most recent news from their online companions. AS the
days continue, these individuals are pulled in with sienific: » extraordinary medid
outlets to interact with. gnificantly more extraorcinity

There are signific: i |
= individu;;uli'f‘;lfidf}lly_morc numbers of points of interest to social media lh:ulj_ll"
slise are: wiitind & - ’Slgj—llﬁ_cam number of these long range informal communicati’
ronith, This é,ets lﬂ'csrﬁzr!;uzdhogs to showcase their brands and increase their * p

. and and product o : " audi an &

. ut to a I; audience than ¢
before (Othius, 2007). There are i 0 a larger group of audience o

from the utilization of this, One of of interest that the business world can P
-ne of these is 1o get new customers, many individuals &
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t this, however i the | :
pow abou ividual ) long run this can e 4 can:
o will pve an dividual the OPportunity 1 get the 4 capable Showeasin ——

. t Srtmnent

. . ol s word oy .
IS ONne o ¢ s " ' ut ; .
1sers and their partners can go op Virtual hhtlllllilll, *0Ctal mediy and thys

trips, ¢ ICal | o
ps, uunmunlc:mtm With each other

« they look the web lfuzulllur utilizing 4 Mechanicy)

hrowsIng. Shared perusing enables all users i the l:auml:l*]-rt(ml"u”l known

‘.\puriclli"»' poCs NEXt, once every one of the user consen mt:l, I.tl;l 1O monytor

chosen then they are altogether taken to the Page at the same e ‘nlluw
Online networking can be gy effective in‘su.'lum:rtl““}L

following quite a while of separation, One of the hcsf ¢ sut

conversed with your sibling that is on the opposite side of the nation? Wi
media, you can discuss adequately. Without doubting this is an ares ith
ready for advertising exercises and Many organizations have as of now outfit the energp

of online networking to propel their overall revenucs. Some organizations have ::‘.iﬁ
begun to create whole showeasing divisions dedicated to what is called social marketing
or friend advertising, v

a5 shared
where the
NG site page being
(Hugh, 201 1), '
. al can reunite families
4ses 1s when was the Jast time you
this type of

¢a of the web that s

In social marketing a company may employ staffers to actively spread the
company name or their latest offerings. This is an clectronic picture of the whisper
campaigns of days gone by. The only difference is that this is much more effective in
reaching larger numbers of people, and results can often be seen in a matter of hours
instead of days if one is were lucky (Hugh, 2011).

According to Silvia (2014) there's a considerable measure of reason with reference
o why a specific organization needs online networking advertising and it will depend on
various components like organization profile, the products, and the uud:cngc that it is
laking into account. She identified the following as major importance of social media to
the society: ing : janization's
L. Online networking channel is a decent method l'or_expun(::l.lg‘d; (:x:im' 'm il

reliability and goodwill which will give the sz'ud orgqmz::tlfn : t;l:l:lrcdr‘UUllilfhl‘llCU ha

point when organizations can have discussions with their targe ,

. outcome will be an exceptional measure of vahdlt}'-m“imiun5 to go for web-based
. The lead era is additionally :moll}cr reason for f)'rz, oo nn assesiidl ke 4
social networking showcasing. SmcE: the lcdd :'rt-locial media marketing for your

organization's prosperity, at this point utilizing s

sted audience.
2t your targeted au antable i
brands and products enable you to connect y e demanding and more adaptable for

! _ ! ; e L i1m0E ' : -
" Soolal media platfomns likewse mdkc: "uers One needs to put this on the tuglm.;.d
izati [ ' eir custol : : his will enable the
organizations to draw in with their ) . it aid il :
liﬁ% since l:ulssu:mcr; engagement is cxcept.onallyslggﬁc}’ increase the image of the
Orguni?alim; to hold its current customers and obvi
izal wating an exceptionally
: Organization. ditionally in charge of creating an p
Iv,

Social networking channels .arc.ad :
effective activity for Ofgﬂmzm.lons
themselves since there's a considerabl
Will have the capacity to help ﬂ.] em 1\*6“10[]1 that
their site the jmportant and quality m

Products and services. ’
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Challenges Facing Traditional Medig

Due to the advancement, business, work process

communicate wu!n their audiences have significantly changed. The traditi
medin is faced with a lot of challenges. Melanie (2013) identi iti
(aditional media companies. They are:

. I.i:l.f:i(“(:[c:::‘i:'llﬂ ”Lends: .Thc [?roblcm is that the sales representatives are

high quality leads. Sales re B et h_elpmg ORETE JE A
. S. presentative are left with one option to drum up
new business.

i, Incu_nslstt‘:‘\t .Customcr Revenue: Not only are sales teams consistently
chnmng existing advef‘llsers, they are constantly chasing the same sales too.
Inconsistent ratings, circulation numbers and viewership make placing orders
commonplace. Media companies know marketing currencies are being spent
clsewhere in marketing but they are yet to figure out how to capture a larger
portion of their clients marketing budgets

. No differentiation from other media companies: For media organizations to
get their fair share of the currency that are available in the market, they must
be able to bring out clearly their product differential advantage compare to that
of their competitors.

iv. Losing Money to Online Advertising and Marketing Services:
Newspapers, radio stations, cable TV, local TV among others have continued
to lose share because their clients are investing money that they used to spend
in traditional advert to online advert services that generate website tmfﬁcf. _This
is where potential customers do their research before they buy. Sure Fl‘ﬂdlll(){lal
media companies sell online inventory that competes with alternative online

channels, but it is not yielding desire results.

onal marketing
fied four challenges facing

Social Media Sites

There are numerous Social Networking Sites present on the World Wide Web
(WWW) today. The most prominent ones are LinkedIn, Facebook, Twitter ani You'l;-ulbe
and are the ones mostly used for businesses. These sites enable chc-:nts'to make pro llh es
and include individuals as friends, bring individuals with 'compara_lwe mtcrests“ together

d build a social network. "A social

ake connections an g i
and furthermore enable them to m r of individual friends, family and others with

network comprises of considerable numbe '  and ¢
i 1 ; can be
whom one ol;fers a social relationship. Promoting on Social Nemotrklﬂﬁ S;:slhe e
Minimal effort and low cost. Business and organization are concen rating on the ¢
' | situation. Thus, this sort of promotion is a

1on i ide financia - -
=uction in the curront woridwh | circumstance. To compare with the traditional

very in this financia e. )

mer}ani“:lt? S::Imiic:ig::ﬁ)rllnlhclSocial Network Advertising appears to cg;;suglecgl;‘);e ut:;ns:
1 } : d more opportunity to really ‘

i i oo s af:lxpenses f‘c]:r the business. Social networking

.« vet it has low ;
Methods on a regular basis, yet 1t han to communicate information (o customers, but for

Sites are not only for the organizatio
S —— Foge 153 Of 244 S
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i ions with these organizatian. :
Iso take interest in open free discussion ganizations Mvg}y,
(o also
customers

(Andrew & Jeff, 2012).

2 - t
As of December 2012, Nigena checks 56 million Internet users, the 4o

: i &
ulace of 167 million indiv!duals: In Al.lgU;},i iﬂn}: tl;:; £u§1ness Qﬂy.ca :
aggregate poP Internet and mobile clients 1n NIECTA, JKxEWise ffianf‘_y,ng the
out a study about ces for these numbers: of the 115 million mobile telephgs,
dcmographlgal hp"“:,:nw 35 million use their handheld devrce.s tq access intemnet d;,r;
subscribers .n; t fa: “ youl’h population (one-third of the _popula{mn.ls between the 1.y,
services. Wit Eet) in d a growing middle class (39 mll.hon), Nigeria has a fast-grouing
ﬁﬁ:rg t:;lp r;:: two classes which traditionally drive internet usage around the wol4
(Guxdo,jgg :r)ciing (o Elise (2016) the fg!lowing are the top social nen;orl;l_ng sites_usedas
communication tools: Facebook, Twitter, LinkedIn, G'oogl'e+, ouTube, Pufterest_
Tumblr, Vine, “Srapehat, - Reddit Flickr,Foursquare, Kik,Yikyat, Shots, Periscop
Medium. Sound Cloud, Tindes, What App, Slack, Musical.ly, Blogs, Kik, and Peach.

The following are types of social media networks used in Shoprite Nigeria
Limited:

Twitter

Twitter is the newest of the forms to keep in touch with friends and relatives
around the world, although a recent study presented by the Harvard Business Review
reveals that Twitter is not so much about connecting with friends, but broadcasting
information (Schroeder, 2009). It's like a cross between a blog and a chat room. As
explained by Pogue (2009), it is a website where you can broadcast very short messages
to anyone who is signed up to receive them. ) :

_This tool was launched in August 2006 and grew popular within months asking
users just one s1mp_le question: What are you doing? Messages can be sent via mobile
VR Heipt messaging, or the web (About Twitter 2009). Twitter is more than a platform
to disseminate information, it also provides opportunities to listen to conversation and

gma;i‘:;g‘;‘:““ﬁagﬁn in real time. Twitter is an information network made up 140 characters
' called tweets. It is used by milli Sratd usinesses 10
discover and share new A OB Of peopies, sxpanizaties, a0 :

information. Twitter users subscribe to receive tweets by

; ¢ subscri . ke
twitter a powerful, real time wa ribed to, these short, easy to read public message M

a yariety of means, including
microblogs (lvy, 2015).
Twitter is ant i -
what you want jt to be. It can be a business tool, a teenage-time kil
But specialists ' : Whatever, there are no standards (Pogue 2"
admin[i)stralion wzﬁfr;:l}:le ﬁ:f:;ptmg, 1o make sense of hown?he web based mfom}rﬁf
! as i v
coming up as one of the Intem;'s fa];z::; Séen as a non- natural promoting means. e if 1t

will create in a lucratjye business (Liedll:edg‘g?{']l;’)mﬂg sites this year, it is still obvious
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i ' ; : p of TV promotion, Individuals today incline
oward promotion that is speedier, less nosy, and can be turned on or off frgcly al::d

Twitter is precisely that. In the event that you figure out how the nuances of tweeting
work, one can get great promotional results by using Twitter (Paul, 2010).

Youtube

It ?s a video sharing.practice. The rule of YouTube is truly basic; you can post and
transfer videos to other individuals. YouTube empowers you to transfer a video and after
that, put the URL as a connection on your site to send individuals to the video. One can
likewise utilize the "embedding" code to make the video show up on your site or blog.
Doing this is free and it will make ones site look extremely proficient. Likewise allowing
various individuals to embed your video you will be creating viral marketing and these
individuals will assist you to get the message out to other users. By subscribing to
YouTube you get your own YouTube channel on which you can always inform
individuals interested in your offerings. (Clapperton, 2009). Watching a video online
requires commitment and interest, as such, shorter is better. Likewise your recordings
must be extremely captivating. You should endeavour to engage the people connected to
your video the whole period they are viewing your recordings. YouTubers are extremely
touchy to product pitches, so the input additionally must be as non-commercial as could
be expected under the circumstances. (Zarrella as referred to by Malin and Alem, 2011).
Broadband video on the internet is experiencing an explosive development, and
broadband video accumulation sites are seeing video utilization triple in 2008 (Matarese,
. 2009).

! Under the slogan "Broadcast Yourself' YouTube enables individuals to
effectively transfer and offer video clips on www.Youtube.com and over the w;b through
sites, cell phones and email. YouTube transfers over 13,000 hours of new video every
hour consistently. It significance and popularity is such, that Bafack Obama is being
known as the main web-based social networking leader of the United Smlles bclcause of
his campaign’s YouTube technique (Femnando, 2009). The user created video site had a
major influence in the 2008 US elections. Ordinary 'mdwu%uals thought of capable
messages matching those made by advertising and pgbl:c relations ofﬁces._. No!u: of I}Ins
might have ever been conceivable in the predomlnfln} press where time is costly.
Somebody with a $50 camera can have more than a !nllllon_ watchers (Fernando, }?00';),
As stated by Steins and Stephens (2008), YouTube's ‘exceptional f:d\:antagcs are that the |
distribution costs nothing and your potential customers are wosldwide’ :'

Fa ‘ | |
ceb“fécording to Clapperton as cited by Malin and Alem (2011) Ij‘a:e}l:ook IS lthe s.‘;:: |

that keeps social networking moving. It has more or less concun'cd_wnt tbe.so?a (;:; i;, |

networking revolution and is today the biggest. informal community we]_sntc (: -

terms of numbers. It additionally has the most elements useful to the online networking

advertisers.
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ht which is expected to keep graduated class ¢

Facebook starl::d taswz:tﬁciéoa::a;l);:l?;“%v hen they did not have room to keep in l0u€;:
school in colr: ac 1 spread past academic world as individuals without an email addres
adequately. b S?.Oeduf would in 2006 create their own account. Facebook  enabes
; g;gzglizgti;ls to .havc a public profile that has similar characferls;lcs with individyy|
profile. Users can associate with a page and move toward becoming 1{15- Pages can have
open informing messages, programs, ph-otographS,. and custom app ications. Basma.ny
Facebook is one of the more intricate social media §1tes; however 1t flshvery_co.mpelnsatm.g
when organizations have its qualities and shortcomings at tl.'le top of the priority list. It is
therefore essential for organizations not to disparage the time and effort it will take to
monitor the profile and pull together an online group.

Google+ _ _

Google+ is a social networking practice from Google. The venture is as of now in
constrained release and one must get a welcome from Google or another Qoogle+
member before one can join. The thought is really like other long range informal
communication practices, yet Google endeavors to separate Google+ by permitting more
straightforwardness in who you share with and how you associate. It likewise
incorporates all Google benefits and shows another Google+ menu bar on other Google
connections when you're signed into a Google account. (Marziah, 201 5)

Google+ will make utilization of the Google internet searcher, existing Google

Profiles, and the +1 button. Google+ new segments incorporate Circles, Huddle,
Hangouts, and Sparks.

Circles:Thisis only a method for setting up customized groups of friends,
Fegardless of whether they are based on work or individual exercises. As opposed 10
impart all updates to a crowd of people of hundreds or thousands, the service expects 10
customize offering to smaller groups.

Huddle: This is group chat rather than individuals sending separate SMS
messages, Huddle can pool individuals together to make a gathering visit which will b
private to outside watchers, not like Twitter.

Hangouts: This is simply video chat and texting. Only a few people know (he

;ﬁ:}%ﬁ :::3:0‘3:" do Wi{ll‘)lSl:‘YPC, or Qik. The point Google+ is making is that you would
e accessible for chat, so : " sl ing
Soveseseestillin: when you venture into a "hangout," you're flag¢!

Sparkles: This is a
one’s interests. You can

proposal engine that finds fascinating Web things 1 lighl,"f
others in your stream.

pick from classes of interest and share things you find with

y youtot . . [ W
you like about it and develq ake as much time as is needed, make sense of

Google+, and with a littler pro Y- There are numerous influencers as of "
relationshi i . '“f group of targeteqd audi PR san ¢t
1ps with these influencers lence to connect with; you ¢
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Blogs ; . e ;

The intemnet is the most significant advancement since the printing press. At this
point blogs completed the s|ludy of Gutenberg that began by making proliferation not just

ssible but rather general (SIEII'IS and Stephens, 2008). Blogs are the most recognized
type of web-based soc_lal networking and are regularly referred to as online journals. They
really present the starting of these technological innovations,

Online journals are an ‘open-source smart social gathering' (Friedman, 2007)
having a huge numi_ner of individuals composing and transferring their own content
without any obstructions, making any sort of data flow adequately. Presently, blogging
has entered the standard and had gotten to business organizations. This is now used as an
additional business device;few organizations have received blogs both to get corporate
messages to the general population and as an inner medium for staff. Specialists thought
of it as a minimal effort, exceptional yield instrument that can deal with marketing,
advertising, and increase an organization's profile yet those business bloggers are still
minor (Alboher, 2007).

These online forum portals offer phenomenal advantages for organizations to
connect with their customers by welcoming comments or talking about applicable issues
or simply highlighting some valuable data that may be important for their clients and their
commercial centre. .

Blogs are not a place for the hard offer; these online entrances ought to be utilized
to relate with clients in a "social" manner that empowers association. 'Blogs are
consistently refreshed online journals that nearly anybody with a Wf:b connection can use
it. Some group of audience, practically compare it to natior_lal daily papers. They may
have just a single writer or offer a comparative arrangement in such a way that passages
are posted in a reverse sequential order and could enab!c rcaders_ to remark on the posts.
Blogs frequently concentrate on a particular subject or kind of topic (Ivy, 2015). o

* 1 i 0 reac
These sites are used by Shoprite Nigeria limited t h and transact with their

Current and potential customers.

Social Media Lifecycle

The Social Media Lifecycle was develo
Provides insight into the customer journey on
Customers and transformation.

ped by marketer Edwin Korver in 2014. It
Social Media platform and is directed to
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SOCIAL MDA

LIFECYCLE

The Social Media Lifecycle is made up of four sta
its own particular elements, but to achieve full cjr
ambassadorship, the general approach must be consisten
The phases of the Lifecycle model include:

* Phase 1: Seeding. What are the problems of your target audience that ti
izati W the seed3 that start.growing your social medi

* Phase 2; Nurturing, Companies can nurture customers with what they need. I

: . ¢ : .- in this
they share a common Interest, persuasion is easier. Trust is important in
phase.

; ; . : k
* Phase 3: Harvesting. When you have a relationship with your customers, k&P
them satisfied

A ; s high
and you will harvest. Keep the expectations of the customer
as you suggested in the first phase.

: . bility ©
¢ Phase 4: Spreading. Harvesting is not Just enough. Social media has the a

"
: e ight and e}
get word spread. Strive for more than satisfaction for customers delig

will spread the news,

' ding
. i : ; . i ) - ause fin _
The social medig cycle is applicable 1o Shoprite Nigeria Limited bec

is the 8¢
out the problems of target audience an Organization or individual wants to SOI;: (I)fcumjnf
to achieving successful marketing, Shoprite Nigeria Limited finds out the l;e[eionshii’ wi
and potential customers nurture them with what they need, keep reld
customers and strive (o satisfy thep,,
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Consumer Buying Behaviour

(‘onsum‘cr buyi'ng behaviour is the way in Which buyers ac
respond 10 different circumstances in\'ul\'ing Iflc buying of ‘ﬁﬁsa
acknowledgement ot_“ an ideal. The consumer buying beimvioﬁn;
qumber of activities involving people ang experiences | p

According to Charles, Joseph ang Carl (19
condition of flux. As every generation dev
distinctive arrangements of qualities and Ways of life than the past e
and Carl (1992) added that the behaviour of consumers is the

procedures the buycr.s westo sctll({ on what they buy, and additionally the utilization of
the good ?“‘id‘ service boug!ﬂ. The behaviour of consumer also incorporates the
examination of elements that influence buyer choice and usage of good or service. The
capacity to make a good or service and to convince the market to purchase this offering
rather than competitors' offerings depend on understanding the consumer purchasing
procedures, and understanding the behaviour of consumer will decrease the level of
uncertainty when developing a marketing mix.

Arun and Meehakshi (2012) stated that there is huge changeability in the way
consumers purchase and utilize items. They may buy a comparative thing but use it for
different purposes, a couple of customers will buy an item after a huge amount of
consultations, whereas others will settle to buy an item in total isolation. Some individuals
will purchase an item from upscale stores while others will purchase a similar item from a
convenience store near their residence. Some may purchase an item that has an
impression of their social standing where as others will purchase the item for absolulf:ly
useful reasons. The kind of behaviour that various customers display in buying and using
similar items, and the different kind of attitude that the same customer display in
acquiring different items, evaluates marketing to a discipline H:Illch more complcx than
the management of product. By investigating customers behaviour, it makes it clear to
divide the market in new ways and serve them with different advancing mixes paying

little heed to the likelihood that the aftereffect of the different showcasing blends might
be the same.

or semvices or the
TOCess consists of a
(Lewison & Delzior 2000).

92), buyers' lives are in a steady
it might receive
ra. Charles, Joseph
Investigation of the

elops and mature more,
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\ arvation B Uonsumer Bebaviow

Ivfereaes W
t!\\‘ \\\‘\

et LAY

Abay Doy Baen — Purchase are

VNSRS SRR used
o] W™ L1} d'mmt
oo [ CONSUMER ” i
) [LHAVIOR /
\ARIES

Vanatwins m
punchave
refiacty
dffecent values

May or may

not consult

Sowrce: Arva & Meenaksh, (2012)

Lrs, Graady and Card (2002) stated that customers could have an objective thought
o physologieal motive for buying a particular product. An objective thought s 2
Quaseroey, fogwal doduction for buying a product or service. An objective thought
Qompases of senvive,  penied or monetary  savings, quality, safety and healthy
Soasideration and product dependability, A physiological motive is a sensation of
Neow Wadge gatherad by a conswmer through pm‘ducl usage. Physiological reasons
Duning inchade love, reputation of someone, power, acceptance and social approval. My
buying devisions invelve a combination of Both buying motives. Successful sales peopk
Aamue customers’ mtional and l”h.\si\‘logic al .l\‘a;*'\\ns for buying in a ‘“,m-um
cucumstance. They recommend the charactenstics and benefits of a product that best it
those reasons. i -

The Consumer Buying Process

By knowing how consume
oy in T buYS, the marketere cam il - , g budgst
and direct efforks tp the st i theters can allocate a marketing

Provessing that affect cons e ing behaviow!
\ . —er S nsumer’s buying
Arun and Mevenakshi (2012) stated thy the purchasi ; :1 . ““: nented W
ditferent stages of Problem identific S3ng procadure 18 osegt

Purchase and Post purchase assess o Information seeking, Evaluation of altemative™
SeSsment of altematives. This is shown in a diagram el
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Post purchase
asesument

problem Information Evaluation
identification seeking altemath..-eDI A Purchase
: Problem identification: making decision starts with

i

cxisling..'l'hc problem might be practical such as a |
house. The marketers will have to present ow

identification of problem
speed computer or a small
the benefits of the product in such a

way that the consumer will feel that the prod
uct P
best. Marketer must also stress the bc‘:wﬁt olE ht;);a"e cmztcnil':Y:S:Iagy !s| hn:“u:

consumer will become uncomf| :
ortable not havin
such function. g the product that can perform

needs

Meenakshi (2012)
tated period of time, for example
necessity for a large family over

Emotional
psychological

How Consumer Recognize a need

NEED

RECOGNITION

Source: Arun &

*  The problem identification coul
having a big house with many T

many years.

* The identification of prob
for example, fuel for car, 0r 0
*  Problems not known, for example,

ther

lem could come up ‘
such regular requireme
a car having a mechanical fault

S —— P 2gc 161 0f 24

d happen over a s
ooms could be a

Functional
exiting solution
dissatisfactory

as a result of regular consumption,
nt in a houschold

#
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& .l{hc idcl“l'it‘tll“‘u “f [\ll‘hll.'lll C\“ll‘i h‘L‘}"o‘" h.\' L‘"‘(“u‘"“l ol l‘.\‘}'t‘hnluﬂlvi” ‘\‘nll‘;

for example, personality.
il. Search for Information

The customer, after identitying the need for an item, search for options thy could
fulfil this need and assess these options depending on the different decision criterig,

Information Seeking

. Identification of o Environmental
problem <4— | influence
e Culture
*  Social Class
e Personal
influence
Internal e Family
search Search e  Situation
l Personal Differences
e Consumer
resources
*  Motivation
el Memory External Search * Knowledge®
— e Attributes
e status,
Values and
way of life.

Source: Roger (2005)

iii. Evaluation of alternatives

_ The assessment procedure might be
tmes, for instance, shopper durables. It the
products, which are bought for one-shot ¢
Periodically, it might be impulse pure
use of appropriate criteria,

done in a careful manner and coherently at
re should be an occurrence of convenience
- consumption, the assessment might be less.
hasing as well. Assessment requires outlining and

iv. Purchase and post-purchase

Purchase a ; ‘hase evaluats
docision. ho punhrill‘;::llﬂl:lr:.l}lﬁc f.\:alu;‘umn. once the buyer has focused on the right
or dowel by phone or ucqllimd.s‘ -:' tl-“:nl‘ ¢an be bought from retail locations, on the web
itself includes a few more dec cpecttically from the organization. The purchase procedur®
v ludes decisions about the place and methoed of

F—— V3¢ 162 01 20— i
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rocurement instalment terms and conditjons
y

sse the item, and 50 forth. Marketer can work on each of thes

cources of competitive advantage. Marketers Gail 6lthat Tosi :Esc procedures to find out
or they may ul’_llzc 1?1|dq|e:1)011 to carry out these tasks. The marzsf cxc‘;mses lhcms.elvcs,
customers mmd this _mgmﬁcanl period in their relationshi CAI;‘CC il
purchased an item, he is confronted with what is called cogni lif;; ph ter a c},stomcr has
know whether he has purchased the correet item. A customer [cclsss?"ancc,.hc' does not
decision in light of the fact that during the time spent choosing a bra;;?jcchna;]n dbO}II his
other brand (Arun&Mecenakshi, 2012).Organizations should auemptc(,l tt:} f:d;?tfc:ﬁg

feeling of cognitive dissonance, by promoting and given customers assurance through

letters and visits that they have purchased the correct item and the most ideal approach to

guarantee that tllu: customer does not experience psychological disharmony is to guarantee
that the brand gives the desired result,

. .
onveyance of the jtem, guide on how to

Social Media Factors that Influences Consumers Buying Behaviour

l.iuycr choice to purchase a specific item does not happen in a vacuum. There are
several individual and social factors that strongly influence consumers buying behaviour.

The following are factors that could influence consumer buying behaviour using social
media:

Awareness: The targeted audiences get to know a product through advertisemnent.
This is a very difficult stage because, there is no assurance that the targeted audience will
know about the product afier they see the advert. Consumers see several adverts every
day but will just recall the brand of a little part of the products (Robert & Gary, 196!)_
According to Triple (2016) wanting individuals to know about what you can offer, social
media is a credible source of creating awareness. As long one can use social media
ppropriately, one can get the message out through sites li_ke F:fcet.)o_ak and Tw:tte-r. :

Reach: It involves the aggregate number of various individuals or farml;_y units
exposed, at least once. to a medium amid a given period. Reach ought not to be mistaken
for the quantity of i;ldividuals who will really be exposed to and consume what is
publicized. [t only involves the quantity of individuals who are elxposed to the medium
and thus have a chance to see the advert on the web. Reach might be expressed as a
complete number. or as a small amount of a given populace. As stated by I{arsons (12d013i
When talking ab():ll promotion and marketing technique tf)day the colll.versatlon w;l)u tn;a
be complete without considering the utilization of online networking to reach out to

Customers, I
Interaction: It entails the utilization of two-way commu'leci;:gnfal:iﬂltngﬂhli‘;

enable purchasers to interact with an organization d1rec(l:ﬂ)(_-t 12::[);06 ressively occurred |

exchange can happen face to face, in the most recent . e,;_ s};tcsg Interacting with

only online through email and web-based s(fcml L Tfmer l;ll ing behaviour.

Customers through social media sites can influence con ying

: i ‘ ia it is about
Nt o Ao o3 vhan o ik bt et o echl meGB LB
OW one uses networks like Facebook, Instagram aft !

CXperience, :
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the sale of goods and services to consumers,
retailers and had made retailers to have huge
behaviour (Arun & Meenakshi, 2012).

Kotler and Armstrong (2005) stated that

recently non-store rc;tmlmg has b.een developing substantially speedier than store retailing.
Non-store retailing ln.volvcs selling to final customers via direct mail, inventories, phone,
the web, home shopping shows, home and offices, face to face contact, vending machines
and other offering medium. Euro monitor International’s retailing in Nigeria (2004)
reports that non-store retailing in Nigeria is witnessing development that was fuelled by
the fast growth, in the last five years, of the web retailing channel, which recorded current
retail esteem development of 33% in 2013. The use of computer and the internet web is
growing rapidly in Nigeria. Specifically, trust, which has been a challenging task for web
retailing, is enhancing among purchasers, who have been acquainted with electronic
instalment strategies when shopping and through their banks. The retailing segment in
Nigeria keeps on extending, with esteem deals expanding clearly in 2013 and speedier
than real GDP. The development is being fuelled by the expansion in the span of the
Nigerian populace (especially in urban territories), rise in the dispensable iqcomc among
a few sections of the populace, and the drive by a few retailers to "t}flqdemlzc" rc;:lmlmg.
They also offer understanding into key patterns and improvements driving ‘thc -bus:ncss. It
evaluates all retail channels to give insight understanding. Platforms wh:ch_mcorporatc
hypermarkets, grocery stores, discounters, convcnien_ce stores, blen(?ed retailers, healtl(;
and beauty retailers, dress and footwear retailers, fur.mture aI.'ld Pt{tﬁttl"g stores, D“_’l an
hardware shops, strong merchandise retailers, relaxation and individual products retailers.

most retailing is done in retail locations,

Role of Retailing

The role played by retailing sector is enormous, there are roles the retairler WIIII wa_r:ll1 to
Play within their store. Retailers may allocate task to quite a nunrbc:rto a}:f;gte E)v;:nj:_-r;
their organization keeping in mind the kind of customer they want to A

(2013) identified five most popular role played by retailers:

i Destination: The retailer utilizes the destination classification to take a

position of authority in the market. The destination cla;s imparts the retailer’s
n -

i i articular needs of buyers. ‘
oSy meclmfl[:h;i[tjh building the objective customers’ image

i, ine: This is intended to h | : 8y d
c{:‘(:;:;?gw.lz‘ll::lr A routine class fills in as a connection between the retailer an

the shopper. b d to help characterize the retailer as the
iii., ine: This routine is used to help ors. This is
p I;z{:_{crzzdczaot:::: ?J)' providing stable standard of pmducls. to lthfobgjlfltr; :;t::la:
:)hc :'rrurslcd retailer that purchasers g0 0 o ol
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arket. ; - 7 e
mar AN ‘,ccasmnalhnculcnmI part for a classification i

' . easonal/occasional: : . i
v, Sm:“nl I,n particular event, Retailers regularly put a lot of accentuation g
centred ¢ . taile
| ir selections
vents by expanding the _ . - °
:~ nncniinccp- The comfort part 18 designed for filling impulse needs. Thj
V. onv ‘

lassification system ordinarily assumes a critical part providing benefit ang
cli i syS . . st i ;

margin upgrade through things like the ready-to v:nt meals in the shop and the
chilled single serve refreshments al the checkout lines.

Abey (2015) was of the view that retailers play o very unlponum‘ role asa conduit
between producers, middlemen, suppliers and consumers, In rlhls specific circumstance,
they perform different tasks like sorting, breaking bulk, holding stock and certain extra

services. : |

I Sorting: Producer provides one or an assortment of product and mighl want to sell
their whole stock to a couple of purchasers to decrease costs. Final consumers |
would want to get various kinds of products and services from which they canselect |
from and most of the time purchase them in little quantities. . |

ii.  Breaking Bulk: Breaking bulk is a function that is carried out by retailer. The word
retailing is gotten from the French word retailer, signifying 'to cut a piece of. To
decrease transportation costs, producers and wholesalers will transport large
quantity of their product, which are then shared by the retailers in smaller amounts |
1o meet individual consumption needs.

li. Molding Stock: Retailers additionally offer the tasks of holding stock for the
producers. Retailers keep in reasonable stock that allows instant availability of the
item to the buyers. It keeps price stable and empowers the producer to control
production.

iv.  Additional Services: Retailers make it easy for manufacturers by delivering
services that make it convenient for consumers to buy and use their products.
Giving pr‘nducl assurance, after-sales and managing consumer objections are a
portion of the service that enhances the real product at the retailers' end. Retailers

additionally offer credit and contract services to the customers to empower them 10
purchase an item now and pay for it later,

Retailing Definition

| P.;Ic‘l:llhng is the task performed by retailers which is related to the sales of goods
and services o dctlljlin'c consumers. Organizations conduct survey to know customer
position towards their product yet the customers genuine goals are shown just ami
way toward purchasing in retail stores (Arun & Meenakashi 2012)

. / ‘ / 1 4 L
i:lt;h.c-:balﬂl 5}.““,5 of the view that retailing is the manner by which manufacturer of
product or service get 1hcn.1 to the buyers. Retailers get their goods from the prodl'f‘-'"
which transforms commodities into a final item, They likewiss purchase the produee’
iems from intermediaries, known as a distributor. This ﬂrganin!li}on combines the item?
[ S ————— '
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does similar thing. Retailers can here and there make profit in the event that they sidestep

e distributors and buy directly from the manufacturing plant. Some large retailers
sometime fabricate well known things themselves.

According to Admin (2010) Retailing has to do with a
directly to a person or end user. Retailing has been the most dynamic and alluring
segment of the most recent decade, whereas the retailing business itself has been available

for a number of years, retailing sector in the present day has changed significantly. It is
the most recent movement that has been seeing crowds of players jumping into it.

ny task that involves selling

Classification of Retail Stores

There are two broad categories of retailer stores, namely store based retailers and
non-store based retailers.

Retail Stores

Retailer stores come in different shapes and sizes, different forms of retailing has

continued to emerge each day. Kotler and Amstrong (2014) identify the following as the
top types of retail stores.

Speciality Stores: They deal with limited product offering with a profound
combination, for example, attire stores, sporting-goods stores, furniture stores, flower
vendors and book stores. .

Departmental Stores: They deal with a few product offerings commonly attire,
home fumniture and house hold merchandise with each line worked as a different office
monitored by expert purchasers or merchandisers. _

Super Markets: They are big departmentalized stores, self-service stores that
deals with food and non-food products. :

Convenience Stores: They are generally little stores situated close to where
people reside, open long periods of time seven days a week and providing a restricted line
ofhigh tumover convenience items at marginally higher costs. .

Discount Stores: These are standard stock sold at reduced costs with lower
Mmargins i )

i (f?fiiptligcge;;?:illl:::ss: They offer commodities purch_ased at a much lower pncs
than retaj] price frequently left over products, over runs and irregularly gotten at lessene
cost v

S ffogr:pir::ﬁ:;f %ig;hg:erit:l:;‘;{; very big stores that are intended to meet custl(:merjs
total prerequisites for routinely bought food and non-food products. As of rz?;:gnt, t 2{3 dl:
rapid development of superstores that are actually giant sp.emahty store.si._ l_egr in
Stores in the extent of plane sheds that carries @ profound variety of a specific line.
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Non-stores Retailing
retailing in which sales are made to sho

_store retailers are identified by the method they

use to reach their clients, for example, marketing directly, selling dlr.CCtly and vending
machines or e-tailing. Most non-store retailers present CUStOMErs with lhc‘c(}mfon of
purchasing 24 hours per day, seven days a wecfk and conveyance at area and time of their
choice. Non-store offers are presently developing at an advanced rate than offers in retsj)
locations. Non-store retailing today represents over 15% of all the purchases of

consumers, and it might represent more than 173 of all offers before the century is over.
because of the development of electronic retailing

The high development rate is basically : le _
Electronic retailing (additionally called e-tailing and 'Intemet retallu}g) is 2 retail
arrangement whereby the refailer and consumer interact with each 'other via an intelligent
electronic system. After an electronic exchange linking the retailer and customer, the

ough the intuitive system or by phone. The

customer can arrange stock specifically thr
stock is then conveyed to the client's address (Saumyaa, 2007).

Non-store retailing 1s a type of
without utilizing physical stores. The non

Smriti (2015) classified the following stores as non-store based retailers:

Direct Selling: Direct offering is a retail channel for the appropriation of product

and services. There is no permanent retail store. In direct offering there is an

immediate contact of the retailer with his definitive customers. It is exceptionally an
intelligent type of retailing.

Mail order: It is a retail system in which offerings are conveyed to the customers

through a list or letter. Such retailing is appropriate for specialty product. The

purchaser puts in a request for the desired product with the dealer through a phone
call or website. Online method of payment alternatives have made shopping from
home simple.

iii. Tele Marketing: It is a type of retailing in which the products are publicized on
TV. Insights about the product as to its physical appearance, value, guarantee, how
to use it and so forth are said and clarified. Telephone numbers are given s0 that
customers can make a call and make request for the product.

iv. A:utoma_ﬁc Vending: This is a type of non-store retailing in which the products ar¢
pile up in a machine and apportioned to the customers when they deposit money:
Ver:dmg mal(zihmes are 53" at ;‘»uitable and busy areas like air terminals, shopping
centers, working spot and so forth. Thi i : :
like chocolates,gsnzi)cks and beveragezhls e L JIRS

v.  Electronic retailing: It is as well called e-tailing or internet retailing. It is 2 retail

system in which product are offered to the customers through the net. The

customers can assess and buy the products from their h g 1ace. This
sort of retailing is picking up significantly i eir homes or office plac
Yy In recent years.

y Actcord;Tg to Laura (2015) e-tailing is the use of equipment like computers and the
:jn emeft 0 seil 8 vanoty of Pde_ucts and services online to the world. It opens up various
oors for organization and provides a larger number of individuals to- sell the products a

ot Fr e o P S WAk B S M i ]
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[his can bring about increase in profits and re

b n duction in costs, The
Jout opportunities of improved and che i

web site ¢
aper products,

in also bring

pistribution Strategy

Distribution  strategies  involve
consumer want it According to Jim (20
least one or more outlets, including;

making avail

'8 available product where and when
15) distributic

n is accomplished by wutilizing at

Retailers

' Distributors/Sales Agents

. Direct (e.g. by means of online business)
. Wholesalers

He added that a distribution chain can be viewed as all the firms through which an
item passes through from the point of making it to the point of consumption. From the
definition of retailing, one can see that a product may pass through some stages before it
finally reaches the consumers. The organizations partaken in each phase of distribution
are called intermediaries. Intermediaries specializes in selling; they have the contacts,
understanding and skills to function which implies that more sales can be accomplished
than if the manufacturer attempted to run a business operation itself. Retailers are agent of
distributing goods and services to final consumers. Shoprite works hand in hand with

many local and International supplicrs; they buy in bulk from these suppliers and sell
directly to the final consumers.

Electronic Commerce

The retail industry is experiencing a major change driven by- advanced
technologist. Innovation is changing the way indivic_llfals shop afld how retailers work.
Electronic commerce has opened up more opportunitics for rcu}l[ marketers o pmwdt;_
tatlored experiences for their customers (Cooper, ?015)' l?:clallcrs I}O.w, "mk-c s Ol
electronic commerce in dealing with their customers in today_ ] con::pctntwu cm.'lr.u:_:vnmcn(i
Electronic commerce otherwise known as e-commerce business 18 .thc purc-haslng o

offering of products and services or the transmitting of currency (?r :inquntn?t::ﬁ;:n?vs; E:.n
electronic system, essentially the intcmcl(Mﬂf{%rct’ 2005.)' CRREE S consumers-
commerce take place as either business-to-business, l_)us:ne_s:_;-lcu—consumc‘rs,,]c e
lo-consumers or consumer-to-business. E-commerce 18 't'a{:llltatcd. by. lar:::l]b-additio nbally
technologies for example, web imcrtlzllﬂ“E_'aCSl thmlll‘g:lcl?1::1:?0::{315111:?1::(1;:1 fo;‘ conveying
other computerized media, for example, wireless or ¢ -ompanies can be
Cﬂmputcrifcd TV, for example, link and satcllltq. [:l-commcrcc b.clwcz?“tl,ocr}nrp;ll:l{:c; Ff?.?n?;
Considered from two points of view: ‘offer 51.dc from the Vl.flll\:sl?ng company (Dave,
Company and "buy-side" from the point of yiew of u".: p‘ur(.t to promote goods and
2009). The offer side e-commerce includes uul'mng |I1_c i

Services using a number of platforms such as social media.
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\ccordine to Dave (2009) there are tour major forms ol ¢ nline presence for offer-gig,

e-commerce and they includes:

' Transactional e-commerce sites: These allow buying of wtems on e
- r T = = : ‘. =
| intemet. The platform likewise suppor organizations by giving data 1o
n‘: lc - i = -~ . ‘ : i < ; ) 5
customers that want to buy ofiline. these incorporate retail stores, trave)
locales and intemet banking practices.

1 Services-oriented relationship-building web sites: It makes available
information to encourage buying and creating rclalm‘nslups.
T Brand-building sites: [t makes available information that can help a brand.
; g

Their primary focus is to help the brand by building up an online support for
the brand. _ ‘

iv. Portal, publisher or media sites: Provide data, news or delight about a
number of issues. Portal deals with gateway of data. This 1s data both on the
site and through connections to different sites.
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