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Gandhiji’s Talisman

I will give you a talisman. Whenever
you are in doubt or when the self
becomes too much with you, apply the
following test:

Recall the face of the poorest and
the weaKest man whom you may have
seen and ask yourself if the step you
contemplate is going to be of any use
to him. Will he gain anything by it?
WLl it restore him to a control over
his own life and destiny? In other
words, will it lead to Swaraj for the
hungry and spiritually starving
millions?

Then you will find your doubts and
your self melting away.
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FOREWORD

The National Curriculum Framework-2005 (NCF-2005) recommends bringing
work and education into the domain of the curriculum, infusing it in all areas
of learning while giving it an identity of its own at relevant stages. It explains
that work transforms knowledge into an experience and generates important
personal and social values such as self-reliance, creativity, and cooperation.
Through work, one learns to find one’s place in society. It is an educational
activity with an inherent potential for inclusion. Therefore, an experienee of
involvement in productive work in an educational setting will make,one
appreciate the worth of social life and what is valued and appr \Qed in
society. Work involves interaction with material or other people %&y both),
thus creating a deeper comprehension and increased practica,@c owledge of
natural substances and social relationships. Q

Through work and education, school knowledge can“@? easily linked to
learners’ life outside the school. This also makes a d ture from the legacy
of bookish learning and bridges the gap between the school, home,
community, and workplace. The NCF - 200 o emphasizes Vocational
Education and Training (VET) for all thos¢ children who wish to acquire
additional skills and/or seek livelihood ﬂsgough vocational education after
either discontinuing or completing their*s€hool education. VET is expected to
provide a ‘preferred and dignified’ ch,& rather than a terminal or ‘last-resort’

option. Q

As a follow-up, NCERT has a tem ted to infuse work across the subject areas
and also contributed to thexdevelopment of the National Skill Qualification
Framework (NSQF) for t?%ountry, which was notified on 27 December 2013.
It is a quality assuranee

to levels of knowle ,’skills, and attitude. These levels, graded from one to
ten, are deﬁnd%; terms of learning outcomes, which the learner must
possess reg s of whether they are obtained through formal, non-formal

amework that organizes all qualifications according

or infor rning. The NSQF sets common principles and guidelines for a
nation recognized qualification system covering Schools, Vocational
Edu n and Training Institutions, Technical Education Institutions,

es, and Universities.

Under this backdrop that Pandit Sunderlal Sharma Central Institute of
Vocational Education (PSSCIVE), Bhopal, a constituent of NCERT has
developed learning outcomes based on modular curricula for the vocational
subjects from grades IX to XII. This has been developed under the Centrally
Sponsored Scheme of Vocationalisation of Secondary and Higher Secondary
Education of the Ministry of Human Resource Development.

This module has been developed as per the learning outcomes-based
curriculum, keeping in view the National Occupational Standards (NOS) for



the job role and promoting experiential learning related to the vocation. This
will enable the students to acquire the necessary skills, knowledge, and
attitude.

I acknowledge the contribution of the development team, reviewers and all the
institutions and organisations, which have supported in the development of
this module.

NCERT would welcome suggestions from students, teachers and parents,
which would help us to further improve the quality of the materia&'in
subsequent editions. 4

s

>

Dr. Dinesh Prasad Saklani

Director
National Council of Educational Research and Training
\,\/ New Delhi
éo October 2023
o
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ABOUT THE MODULES

The Retail Sales Executive module has been designed as a comprehensive
learning resource for students, trainees, and professionals who aspire to build
a successful career in the dynamic and fast-growing retail sector. The book
serves as both an instructional guide and a practical manual, combining
theoretical concepts with hands-on applications to prepare learners for real-
world challenges in retail environments.

The retail industry is one of the largest employers globally, and it dem%ds
professionals who are not only knowledgeable about products and but
also skilled in customer service, teamwork, and store operations. Reéognizing
this need, the module aligns its content with National &pational
Standards (NOS) and competency-based frameworks, ensur'Qg}hat learners
gain industry-relevant knowledge and employable skills” It has been
structured systematically, beginning with foundatispal concepts and
gradually progressing to advanced practices, making{lﬁuitable for beginners
as well as those with some retail experience. XU

These modules cover key domains of retail operations in detail. Early chapters
introduce students to the fundamentals @retailing covers its meaning,
evolution, and significance in today’s econdmy. It explores different types of
retail formats, from traditional brie@xand—mortar stores to modern e-
commerce platforms, helping learn understand how sales executives fit
into these diverse settings.

A major focus of the module customer interaction and service excellence.
It emphasizes the critical i&”of sales executives as the primary link between
the store and the @stomer. Chapters on communication skills,
understanding cust r needs, and building rapport provide practical tips on
creating memor shopping experiences. Case studies and scenarios
illustrate how @ctive service not only drives sales but also builds customer

loyalty. @

These %ules also delve into core retail processes such as payment
handling, point-of-sale (POS) operations, and product demonstration,
r@ ing returns and exchanges, and handling age-restricted or special
transactions. Learners are guided through step-by-step processes for tasks
like processing cash and credit card payments, issuing receipts, and
maintaining transaction accuracy to provide skills crucial for retail efficiency.

Beyond transactions, these modules expand on merchandising and store
presentation. It teaches how to position products attractively, create visual
displays, and understand the psychological triggers that influence buying
decisions. Safety and security in the store both for customers and staff are



also addressed, with sections on workplace health, handling emergencies, and
theft prevention.

What sets these modules apart is its practical orientation? Each module is
accompanied by activities such as role plays, simulations, and group
discussions that encourage learners to apply concepts in realistic scenarios.
Reflection questions, key terms, and review exercises at the end of every
chapter reinforce understanding and promote active engagement.

Overall, the Retail Sales Executive modules are not just an academic resouxce;
these are career-building toolkit. By blending theory, industry standards},and
practical exercises, it equips learners with the confidence and comp, ce to
excel in retail roles, contribute to business success, and grow V\W)”bﬁm one of
the most exciting industries of the modern economy.

O
The NOS for the job role of ‘Retail Executive cum Cashie@&vered through

these modules are as follows: O
1. RSE/NO 110: To Service Cash Point (POS) \,O
2. RSE/NO116: To process Cash and Credi sactions

This book covers the five modules i.e. Moc@ 1: Store Display and Visual
Merchandising Basics, Module 2: D&sing and Dismantling Visual
Merchandising Displays, Module 3:/Pfeparing Products for Sale and
Promotion, Module 4: Providing I&ﬁrmation and Customer Service and
Module 5: Health, Safety, and S%&@Hygiene.

X0
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MODULE 1: POINT OF SALE (POS)

In the present time technology has been playing a significant role in many
aspects of the business organizations. Point of sale which is called for its
acronym POS. It offers a better platform to retailers and smooth functioning
of retail business. With the aid of technology retailers are able to locate
inventory and also able to facilitate customers. There are many sources of
input for the POS as data entry through the online system.

The first session is named “Manage point of sale procedure in retail” é‘bh
has covers topics like meaning of cash point, skills required for CQQMer at
POS, modes of payment, problems arise at service cash point, meaning of cash
handling, procedure for handling cash and cash equivalents, %zautions to
be taken while handling cash, authorization of refunds, orization of
cheque payments, authorization of credit card payments, s€eurity procedures
at POS, problems at service cash point (hardware is :1%, software issues,
connectivity issues and user errors) and card proces$irg problems.

The second session “Security Measures and prevefitions” includes meaning of
age restricted products, consequences if a b ﬁ
sale of age-restricted products, legal reqkki,@ients for asking proof of age,
company policies and procedures for askifyg for proof of age, retailers policies
and procedures for sale of age restri%'(d products, various steps followed by
the retailer to prevent sales to &n?)éfage, types of proof of age accepted by

ss fails to adhere norms for

company, company policies for sing sales of age restricted products.

Third session is on “Legal \'cedure and Policies” examines the steps for
addressing customer, p@ﬁpols for identifying, communicating and managing
recalled products, legal Yrinciple of caveat vendor, employee relations and
workplace safety. It@s covers accident reporting, data privacy and security,
data breach res e, privacy laws, obtaining and maintaining all necessary
business licenyf;)od, alcohol, fire, procedure for proper disposal of waste
comprisirﬁ ardous material, consumer protection.

Sessio r covers “Maintain payment laws for retail products”, it explains
abo e payment laws for retail products, ensure fair pricing, secure
t actions, and timely payment within the retail sector, retail price, micro

and small enterprises registered under MSMED Act, 2006, payment card
industry data security standard compliance, IT act, 2000, consumer
protection rules, 2020, payment and settlement system act, 2007and digital
payments.



Retail Sales Executive Grade 12

SESSION 1: MANAGE POINT OF SALE PROCEDURE IN
RETAIL

In the retail industry, a point of sale is essential. Selling is made possible by
a series of stages known as the point-of-sale process. The procedures taken
in point-of-sale systems to ensure secure transactions when products or
services are sold to clients are referred to as the point-of-sale process.

A point-of-sale (POS) system is a flexible tool that may be used to improve
customer service and expedite transactions in a number of settings.@or
companies of all sizes operating in the retail and distribution inﬁ»ﬁes,
point-of-sale (POS) is an excellent tool. A classic cash register is stiliaised as
a point of sale by many retailers. In those situations, the min&&'l features
make the process quite straightforward. The point-of-sale ems do not
handle all of the operations required to run the store. Withérngbgrated reports
across several corporate locations, enterprise point-ofigale software helps
manage customer data, track inventory, and expedite)the sales process. A
point-of-sale system is a smart investment for comipanies trying to increase

productivity and profitability (Fig. 1.1). %

Fig. 1.1: Point of Sale Operations

A traditional cash register is still used as a point of sale by many retailers. In
those situations, the minimal features make the process quite
straightforward. The point-of-sale system does not handle all of the duties
required to run the store. The core of contemporary business is the point-of-
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sale system. They make it simple to trade goods and services for cash, and
their quick, secure, and effective payments satisfy clients and improve
financial management. The point-of-sale system management was covered in
this session.

MEANING OF CASH POINT/POINT OF SALE

The term "point of sale," or "POS," refers to the location where a customer
makes payment for a specific purchase. A customer completes the purchase
of products or services at the point of sale. The retail and banking sectors
depend heavily on these cash register transactions in hysical
establishments. In banking, it refers to the point at which a Cons,uéb uses
their credit card or loan to begin a transaction while they %\%hysically
shopping. O

In order to process transactions and allow customers t y for goods or
services, retail establishments use point-of-sale devid¥s) It attests to the
seamless operation of transactions, whether they talg/Qolace in a restaurant
or a real store. Cash registers, hardware, barcode&, payment terminals, and
software that processes transactions and ke rack of sales data are all
components of point-of-sale (POS) systems. transaction takes place via a
POS system, cash payment, credit card\swipe, or smartphone payment.
Together, these components ensure thaf a consumer enjoys a hassle-free
transaction. \,6

CASH POINT SETUP PROCED

Setting up a cash point is t 8. first and important step in ensuring smooth
retail operations. It involv,g@'preparing the workstation and POS system to
handle customer trafisdctions efficiently and securely. The following

procedure can be fo%'o%(ed:

1. Selection@he Location: This is very important as the cash points
must be*€asily accessible to the customers and staff. The space must
be e h to manage POS terminal, cash drawer, printer for receipt and

Barcode scanner, hardware set up for accepting payments either

her material.
% ardware Installation: This includes the setting up of POS system,
Q through card or payment terminal.

3. Software Installation: This includes the POS software on the terminal
which would manage the entire inventory, modes of payments, pricing
methods, discount rates and loyalty programs.

4. Linking of Payment Systems: Payment Systems should be linked
accurately. This element would help to configure the payment gateways
especially for credit cards/debit cards and mobile wallets.
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5. Providing Training to the Staff: The employees must be given proper
training to efficiently operate and handle POS system, cash handling
procedures, return mechanisms, issuing receipts, safeguarding the
interests and information of the customers, complying with anti-fraud
methodologies and taking steps for minimizing errors and frauds.

6. Testing of the System: The trial runs would be of great help to ensure
that the system is error free and working accurately. The sales reports
must be checked for correctness and accuracy.

7. Security Measures: Various measures to check security wom@ be
required to minimise cases of theft in case of cash payments: Data
security is also an important element whereby the infor \%’n stored
must be encrypted securely. The system should comply with rules and
regulations whether it is local tax laws or consumer tection laws or
any other laws relevant with the industry, trade o merce.

8. Monitoring the processes: With the launclsK/Qf cash point system
continuous monitoring is required to res the issues related to
malfunctions of hardware and softwar szll,aeting processes of data,
data handling, data security, feedb from customers as well as
employees should be taken for timely implementation.

If these procedures are followed prof;}rly the POS system can function
smoothly, securely, effectively and iently in the retail stores.

RESOLVING COMMON ISSUE&DHERENCE TO COMPANY GUIDELINES

While operating a cash poinl‘?%}'rious issues may arise, such as system errors,
price mismatches, pay@ ailures, or hardware malfunctions. To maintain
smooth operations a ustomer satisfaction, retail staff must be able to

identify and resolve@ e issues promptly.
Common issu %'ude:
e Con ivity Problems (Internet/Network Issues)
* POS system not responding or freezing
QBarcode not scanning correctly
Q- Payment gateway failures (card not accepted, transaction declined)
* Pricing Discrepancies and Discounts
* Receipt printer jams or low paper

* Incorrect pricing or offer not applied

To resolve these problems, employees should follow predefined
troubleshooting steps as mentioned in the company’s standard operating
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procedures (SOPs). This includes checking connections, restarting devices,
verifying product codes, or calling the supervisor for support if needed.

Adherence to company guidelines ensures that solutions are consistent,
authorized, and secure. It also helps prevent fraud, maintain accuracy, and
uphold a professional standard of service. Following company guidelines
protects both the business and the customer, ensuring trust and efficiency at
the point of sale.

PROBLEMS THAT ARISE DURING CASH POINT OPERATIONS D
SOLUTIONS "8

The problems arising during the cash point operations are crucial.&nd their
solutions should be effective and prompt. Some of the isgDes arising
commonly with their solutions respectively are as follows: Q

Problems Solutions , &
Technical issues e Maintenance of POS softwge\ét regular interval
related to POS must be done. X
Systems e Employees must be @ﬁ’ited to troubleshoot the

problem as per t@l idelines of company

e Backup systems“must be activated in case the
problem persigts for long.

Shortage of Cash- at | e Cashiers éﬂyst be trained properly to handle
the end/change of cash.

shift . Mirxﬁ&ation of human error by automated POS

cm

0,(,@ésh counting process should be quick and
accurate.
695 e Reconciliation process must be concise &
followed at the end of every shift.

AV

Heavy Rush d%\’ e New counters can be opened up for small

Customer, the amount of purchases.

cash pﬂQ@ e Some self-checkout kiosks can be set up as to
fasten the process.

%% e Extra counters may be set up during festive
Q times, rush hours in the store.
Problems/challenges | e The card reader should read correctly, efficiently
faced in Card and should be checked on regular basis for any
payments sort of malfunctioning.

e The staff should be trained to deal any problems
arising as expiry of cards of insufficient balance
of the customer’s account.

e Alternative methods must be offered by the staff
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promptly.

Challenges related
to scanners &
Discounts offered

Usage of clear price tags, discount offers must be
displayed in the shelves.

Train the cashiers, staff to handle the
promotional policies, discounts and handle the
queries of customers promptly.

Regular audit process should be carried out to

check and avoid errors happening in

transactions. .
Cases of frauds and | e The cashier and employees must be ant
thefts enough to handle the cases of theft a ud.

Cashiers must follow the secu% protocols
strictly and verify large amount Is

Cameras must be placed coverifig different areas
and angles of the store.

Alarm must be located &%Qnsors must be used
to reduce the risk of ,\t]@gxft and shoplifting.

Service issues-
Customers

S
&

)

'(’c

Positive attitude mst be exhibited by the

cashiers and @ff to address customer’s
dissatisfactio
The

difﬁ%ﬂ}’ situations must be handled
tactfully X0
The?a lems and issues related to delays in
viding service must be catered patiently and
athetlcally by the cashier and attendants.
ontinuous check on Customer’s feedback
would help to improve service quality.
Pro-active approach of the staff, attendants &
cashier would minimize the delays in the delivery
and payments.

L)
Backup, sﬁﬁﬁort

durin@ sh hours

S
P

Additional staff, attendants must be provided to
maintain the prompt service delivery during peak
time or rush hours (During festive time, holidays,
weekends).

Usage of self-checkout machines in case of high-
volume transactions.

The challenge posed by limited staff can well be
handled if the employees are trained to handle
various roles at the same point of time
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By simply following these solutions for challenges posed the retail stores can
proactively handle the acute situations and can improve their service quality,
time of delivery and keep going smoothly.

COMPANY GUIDELINES FOR OPERATING CASH POINTS

Retailer establish specific guidelines to ensure that cash point operations are
carried out efficiently, accurately, and securely. It is important to understand
the importance of clear, concise and effective guidelines of company. These
guidelines help maintain consistency across staff, reduce errors, and protect
both the business and its customers. Some of the guidelines for the &il
stores to operate Cash points in an efficient manner are as:

W
1. Cash Handling and Security O
* Count the opening and closing cash twice to minirr@e mismatches.

* Ensure POS register totals match the actual e@@ and transaction

values. \/O
* Keep cash drawers locked during breaksO’ia,on—operational hours, or
holidays.

* Avoid storing large amounts of (;i@in the drawer; transfer excess
cash to a secure safe. oz

e Mark restricted areas ){@ér the cash counter with “No

Entry/Restricted Entry”§@ns.

* Cashiers must neve us store money for personal purposes.

2. Scanning and Prici{'@'

e All items m s@e scanned individually; manual entry should be
avoided. K}

e Scan @hould accurately detect discounts, rebates, promotions,
or speeial pricing.

. ﬁ& unscanned item or scanning failure must be reported and
C}orrected.

%%' In case of price discrepancies, verify with a supervisor or department
Q in-charge as per company policy.

3. Returns, Exchanges, and Refunds
* Follow the standard procedure for product returns and exchanges.

* Refunds or exchanges should only be processed upon presentation
of valid receipts and prior approvals.

* Ensure customer issues are handled courteously and in line with
company procedures.
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4. Customer Interaction and Service
» Staff should be polite, helpful, and attentive to customer needs.

* Make customers feel welcomed and valued from the moment they
enter the store.

* The cashier should verify the accuracy of billed items and final
payment before the customer exits.

* Receipts must be provided for all purchases, returns, or exchanée’s.
5. Monitoring and Risk Prevention <

* Stay vigilant to detect any suspicious or unusual be ’c\/@br from
customers (e.g., distracting staff, tampering with merc dise).

* Regularly check that CCTV cameras, alarms, agd sensors are
functioning properly. '\06

* Any software malfunction or system error, should be immediately
reported to the technical support team. x

Q
» Staff must actively work to prevent ﬂ%ds and errors by following
standard operating procedures areporting irregularities to the
security team. W

The retailer can perform efficiently fo&gm\r’ing the above-mentioned guidelines
and can provide customer-friendl (és point operations.
Working of POS Transaction&é

The key to ensuring that ents proceed as easily as possible is point of
sale transactions. Th eed up and improve the efficiency of trading
products and serviceg%

Steps include: >
* Choosin \'ings;
. Maz@ y entering or scanning items;
. %(:aj ng with cash, a credit or debit card, or a mobile wallet.

% After that, the bank receives the transaction data to verify the security
Q of the funds.

* Creation of a receipt: To show the customer that the transaction was
successful, a receipt is created.

Type of POS Transaction

Both businesses and customers require the many POS transaction types.
There are several kinds of POS transactions, including:
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Contactless Payments (NFC)

Customers can make contactless payments by touching their mobile devices
or tap cards thanks to near field communication technology.

Mobile Wallet Transactions

Popular mobile wallets include Samsung Pay, Apple Pay, and Google Pay. The
transactions are completed using NFC technology.

Advantages and Disadvantages of POS A,
S.No. ADVANTAGES DISADVANTAGES W@v
1 | Processed Quickly INVOLVES INITIAL z\f.ﬁOSTS

(hardware device, softw’a@}’ systems
and employee traininQ

2 Accuracy POS systems ter@ to encounter
glitches or downtime
3 Easy to Record And Aiding \/O

Decision Making

p: ('\KJ
SN
SKILLS REQUIRED FOR CASHIER AT PG&Q

For a cashier, both hard and soft abiliti{%ﬁg}e necessary. Hard skills are those
that can be learned by experience &training, such as following business
policies, using point-of-sale s@%’s, and being familiar with the layout,
merchandise, and sections o ,Q,s ore.

1. Mathematical Skills:0Working on cash handling abilities is necessary
for cashiers. Spl‘@qg payments between two or more credit cards,
making chan or customers in specific denominations, calculating
coupons in entages and dollar amounts, counting drawers at shift
changes reconciling any discrepancies to match the final count,

Calcug?'ng the total amount of a purchase before tax, providing quick

ca ions to stay below a certain amount, collecting payments and

eceipts, and scanning coupons and promotion codes are all necessary
r efficient operations.

QZ. Faithfulness to Company Procedures and Policies: The ability to
follow company regulations and procedures will be another hard skill
required. Whether you operate in a pharmacy, grocery store, food
service business, or entertainment venue, you must adhere to age
verification procedures for restricted commodities including alcohol,
tobacco, and some pharmaceuticals, as well as entertainment with age
restrictions. Appropriately manage coupon stacking scenarios in
accordance with store policy, such as determining whether a store
coupon and a manufacturer discount can be used together.
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3. Product Knowledge: To effectively help consumers with their
purchasing decisions at the checkout, a cashier must possess sufficient
knowledge of the store's merchandise. Cashiers must remain informed
and up to date in order to provide the greatest customer service because
sales promotions and inventory changes occur frequently. Examples of
product knowledge for cashiers include understanding the main
attributes and advantages of popular items in the store, knowing where
products are located, being able to respond to inquiries from customers
regarding the size, ingredients, compatibility, or use of spe@ﬁc
products, recognizing sales items, providing basic informati%gbout
product warranties or return policies, knowing which produgcts’are on
sale or on promotion, and knowing which products are b@ Or Cross-

selling. N

4. Physical Stamina: The capacity to stand for extend€d periods of time,
do repetitive tasks like handling cash and scanning things, lift light to
moderate weight periodically, and maintain fo and alertness during
a shift are the main indicators of a cashi

ie ’ﬁhysical stamina.
Examples of the physical stamina é’ed for a cashier position
include repetitive hand movements like“Scanning items, handling cash,
and using a point-of-sale syste &coasionally lifting heavy change
trays or bags of merchandise; bégdmg to pick up dropped merchandise
or reach for items on lower s; mental focus on concentration when
handling cash transactio&nd accurate cash management.

5. Knowledge of Point-@‘ale Systems and Cash Registers: To process
sales and main@j usiness operations, a cashier must exhibit
proficiency with point-of-sale (POS) systems and cash registers. Using
POS systems %5;% cash registers, a cashier's duties include, but are not
limited t '\}ccurately scanning items with a barcode scanner,
processi@ multiple payment methods (credit card, cash, and debit
card)Napplying coupons and discounts, managing the cash drawer,
C 6% g receipts, handling returns, navigating the POS system to

ess customer information, manually entering item quantities and

GJ rices if necessary, choosing the correct payment type and processing
transactions, opening and closing the cash register drawer, printing
receipts, using loyalty programs, applying promotional codes, handling
returns, checking inventory levels through the POS system, resolving
customer payment issues, accessing various screens and menus on the
POS system, looking for items by product name, and comprehending
error messages.

6. Familiarity with Refund, Returns and Exchanges: Returns, swaps,
and refunds support preserving client happiness and loyalty while also

10
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enhancing the reputation of your company. They at least offer insightful
criticism for bettering the product or service.

7. Store Layout Knowledge: Regardless of the size of the business, a
cashier will need to have some knowledge of the layout of the store to
help with customer service and questions, finding a specific product,
aisle, or department, managing inventory and restocking, and spotting
any theft scenarios.

8. Packaging and Gift-Wrapping Purchases: Although not all retaﬁ:’rs
provide gift wrapping, being able to properly package products 've
bought will always make your cashier resume stand out. | )

9. Cleaning and Organizing: Efficiency and client pleasure@%- depend
on a store being kept tidy and well-organized. When%&store is less
busy, cashiers usually do a number of tasks to stay productive and get
ready for when business picks up. Some of these ta§ks include cleaning
the work area, mopping, and sweeping the ﬂoor\@ganizing receipts and
tidying up the cash register, and making s all necessary supplies,
such as coupons, change, bags, and recei izper, are stocked.

10. Speed and Efficiency: Cashiers that @ work fast to assist consumers
with purchases are valued by emp rs. Prioritizing reducing line wait
times, ensuring seamless store érations, handling money accurately,
and processing transactions kly are all important for cashiers.

BEST SOFT SKILLS FOR CASI@RS

Soft skills, like patience, C@‘;\%oraﬁon, and adaptability, are non-technical
abilities that characteri@ﬁour work and interactions with others. Instead of
receiving a formal edﬁ on, they are frequently created from experience.

1. People Ski ne type of soft talent is people skills, which are
admirable)\_" character attributes including being courteous,
sympathetic, and respectful in social situations. Cashiers interact
dirQ with consumers, and hiring managers look for candidates who

ffable, hospitable, and personable. Other interpersonal qualities
%‘-clude flexibility, charm, teamwork, patience, and conversational

QGJ abilities.

2. Customer Service Skills: Employers look for cashiers that treat
customers with dignity and foster a welcoming atmosphere. To
guarantee that customers have a satisfying in-store experience,
cashiers welcome them, respond to phone and in-person questions,
provide product information, and point them in the direction of what
they're searching for. Additional abilities related to customer service
include self-assurance, helpfulness, memory retention, tact, active
listening, and public speaking.

11
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3. Communicating Sales and Promotions: An illustration of how to show
that you can effectively communicate sales and promotions.

4. Time Management Skills: Strong time management abilities are
necessary for a cashier to strike a balance between operational speed
and customer service.

Multitasking, meeting deadlines, ensuring customer satisfaction,
accountability, peak hours, agility, delegation, initiative, and logical
thinking. b’
5. Dependability: Hiring managers need to see that you are tru thy
and honest because cashiers run the register and handle tr, x@ctions.

6. Problem Solving Skills: As a cashier, you must be able t Fhink quickly
and come up with solutions to difficulties or emergeans. They require
dealing with complex consumer inquiries, damagq%)ioods, or technical
difficulties.

7. Organizational Skills: Mention that you re@%amzed and won't lose
paperwork like purchase orders, 1nven§ lists, and store receipts
because employers seek out cashi ho can maintain a clean
workstation, shelve items, and keep»&h usiness tidy. You can mention
these organizational skills: ,\,‘b'

e Focus;
e Self-motivation; @(b’
e Coordination;
* Attention to d;@'&
Types of Retail Pa%n?nt Options
Various types of Qayment options are:

1. Cash: The’simplest form of payment is cash. Cash also doesn't have to
out fees or investigate payment processors. Cash's salient

@gcterlstlcs are:

%% Customers who like and carry cash on a regular basis will find it
Q especially simple and straightforward to use.

Speed: Customers who pay with cash receive their money right
away.

* No transaction fees: Since payment processing fees and other costs
are eliminated when cash payments are accepted, more of the actual
money must be retained (Fig. 1.2).

12
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O
Fig. 1.2: Cash Q

2. Cheques and E-cheques: The simplest way to péy would be using
paper checks. Similar to cash, this type el‘i;ninates the need to
investigate merchant fees or payment processors. Cheques and e-
cheques have the following main characteristics:

* No transaction fees: When you @e a paper check because you
won't have to worry about mo erchant or payment processing

x 6'(’
* People tend to use che%[}_e for larger purchases: Check payments
typically have a large e amount.

expenses.

* A computerized co Kérpart of a paper cheque is called an e-cheque.

E-checks tran unds from a customer's checking account to the

merchant ba business account via the automated clearing house

(ACH). Peo@gare switching from paper checks to electronic cheques,

SO eve ugh there is a small cost associated with using e-cheques

as a ment method, offering them to clients has advantages (Fig.
1.3/

o3
% A BANK NAME LITTITTT]
% DDMMY Y YY

PAY OR BEARER

SUM OF

Acc. No.

Please Sign Above

®SE?BR0” b23L5E7B50N bZ3k

Fig. 1.3: Cheques and E-cheques
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Following are the key features:

a. Fewer limits on transaction amount: The amount of money that
can be transferred from one bank to another is essentially limitless.

b. Lower fees: The costs associated with accepting electronic cheques
are substantially less than those associated with electronic payment
systems and credit and debit cards.

3. Credit Cards and Debit Cards: The transaction is made using both
credit and debit cards. It is now standard practice for retailers to a,géept
credit or debit cards. Additionally, bank and credit cards improve cash
flow, boost overall sales, and give establishments a sense of lsgitimacy
(Fig. 1.4).

1234 sg7g
v 301”
- = CARD TYPE

BANK NAME D

y
bﬂ Fig. 1.4: Credit and Debit Cards

4. Wallet Payments: Mobile and Smartphone payments, sometimes
referred to as contactless payments, are another payment option that
has grown significantly in recent years. These consist of widely used
Smartphone payment methods including Samsung Pay, Apple Pay, and

CGoogle Pay. (Fig. 1.5) In addition, there are some choice benefits for
Q%}etailers who accept mobile and smartphone payments, too:
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PAYMENTS

Fig. 1.5: Wallet Payments 4

* Customer convenience. As previously state&gients can pay you
more quickly and easily this method. LY

* Cash flow. Like credit and debit ca@,omobile payments usually
arrive in your bank account fewer @n three days after the sale.

* Data availability. You may be to obtain and monitor customer
information, such as how oft MAnd how much a customer spends,
when they pay with their\(gl phones. You can also interact with
customers during thei@%ore experience.

5. Gift Cards and Store Credit: Use discounts, gift cards, and shop credit
as levers to increase client loyalty and retention (Fig. 1.6).

GIFT CARD

Fig. 1.6: Gift Cards

6. Custom Payments: As previously said, a quality point-of-sale system
gives you the freedom to accept as many payment ways as you and your
clients require. This covers customs payments like:

15
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e Split payments. When a party wishes to divide their dinner spend
among several credit cards, it is the quintessential case. This could
appear in a retail setting as two customers using two credit/debit
cards to jointly buy a gift.

* Split tender. Customers may choose to pay for a portion of their
order with cash and the remainder with a credit card in order to have
more flexibility.

* Partial payments. [t makes sense for certain shops to take a pastial
payment up front and collect the remaining amount through eredit
or payment plans (such as layaway). The typical order sizeanay rise
if shops take an initial payment in-store and let custo pay the
remaining balance online.

* Zero payments or IOU. In a similar vein, ce%agl stores might
provide layaway or other payment options th@t don't require an
upfront purchase. These transactions mus&@: able to be recorded

by your POS. XU
NO

7. Crypto Currency: Cryptography, a secure communication method that
sends data with encrypted contents, prbtects digital currency known as
crypto currency. The fact that it runs on a decentralized network known
as a block chain makes it almost 1mp0551ble to counterfeit. Even though
crypto currency is a more rec‘e,pt payment method, there are advantages
to using it, such as the fagt that it is safer than credit cards, has fewer
fees, has no international fees, and gives businesses complete control
over refunds. N ,(‘(0,

8. Buy now, pay later: Customers can buy products and pay for them in
installments using the buy now, pay later (BNPL) payment option.
0

Because itxg%vides new financing possibilities and is usually interest-

free, BNPLis a payment method that is expanding quickly. According

to % rd Business Review research, BNPL increases the possibility

t ustomers would make a purchase by 17% to 26% and results in

@/& bigger basket sizes. Additionally, consumers are using BNPL more

GJ often than credit cards because it increases their purchasing power,

Q makes them feel less financially constrained, offers zero interest, allows

them to make responsible purchases and steer clear of long-term debt

traps, and eliminates worries about data breaches, spending limits,
accruing debt, and handling large monthly payments.

9. Loyalty points: Customers can earn points from their purchases
through loyalty points or rewards programs, which they can then use
to pay for all or part of a subsequent transaction, receive freebies or
insider access, etc.
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Trends in Retail Payment Methods

Local payments: Local payment mechanisms, such as digital wallets,
account-to-account (A2A) payments, BNPL offers, and carrier billing, are
gaining a share of checkout over international card schemes because of the
democratizing influence of mobile phones. For instance, India's UPI and
China's Alipay and WeChat Pay have easily surpassed traditional card-centric
payment systems that are unable to meet the demands of quickly expanding
markets.

QR code payments: As a quick, simple, and affordable method of payi@?for
goods and services, QR code payments are growing in popularity. In g a few
clicks, customers may complete a transaction by using their pl@és to scan
a QR code, entering the amount they want to pay, and autl'éer@i g payment
through a mobile wallet. Businesses may meet customers' incteasing need for
touchless payment methods by implementing Ceode payments.
Additionally, because money is taken out of conse)mers’ accounts very
instantly, they guarantee prompt bill payment. \/\/

POS SYSTEM %0

A POS system is not merely a software or @heral; rather, it is a computer
system that integrates hardware and, g§tware systems to accomplish a
purpose. But more often than not, a»(p\)int—of—sale system is mistaken for
point-of-sale software, which is on rtially accurate. Thus, when we refer
to point-of-sale (POS) systems,ss, ean that a point of sale is constructed
using a combination of hardgv\»i@ ; devices, and software.

Defining a POS System and its Components

Y
The POS system is m @up of both POS software and POS hardware. As a
result, a point—of—sa@y
companies use t@andle POS sales transactions. "POS" is an acronym for
point of sale,

stem is a combination of hardware and software that

The physi@ components of the POS system are the POS hardware and the
POS s re, which is the program that operates on the POS terminal. A
poi -sale system is a comprehensive solution for handling sales

actions, which is the primary distinction between it and POS software.
A key element of a point-of-sale system that offers features for managing
inventory, processing payments, and accepting orders is POS software. A
screen monitor, software, receipt printer, barcode scanner, and card reader
are usually included in a high-end point-of-sale system.

Components of a POS System

The several parts that comprise a point-of-sale system often consist of four
parts, namely.
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a) Hardware: Since software and hardware work together to facilitate
transactions, hardware is an essential component of every point-of-sale
system. A computer, monitor, cash drawer, barcode scanner, and
receipt printer are standard components of a point-of-sale system. The
objects for sale and the total amount of the transaction are shown on
the monitor, which is typically a touch screen. When the POS system is
prepared to finish a transaction, the cash drawer, which holds money,
opens. The customer receives a receipt printed by the receipt printer
Every other system in the company can be integrated with the poin@of—
sale system. <

b) Software: Software is the program that controls the im@%ng and
payment processes in a point-of-sale system, including the front-end
gathering of consumer data. But it also has a back- éﬁnction that
involves barcoding, inventory management, pricing? purchasing, and
register management. While some POS systems_ htdve integrated ERP
software, others employ retail ERP software’-to handle back-end
functions like taxation and accounting. Be@\ise of this, it's critical to
have POS software that works with @r current technology and
supports both front-end and back—eno@sks.

c) POS System Peripherals: Devic &t are attached to the POS system
in order to support the POS function as a whole are known as
peripherals. Receipt printers(éi}d barcode scanners are two typical POS

accessories. While receip inters create and print invoices for clients,
barcode scanners are d to scan products at the point of sale and
retrieve product in ation. The keyboard, mouse, cash register,

touchscreen, tab@, monitors, barcode printers, card readers, and
specialized dig%ys are examples of additional peripherals.

d) Services: ices are a component of a point-of-sale system that aids
in offeri@ clients advantages. Features like order management, gift
car&\@nagement, and customer loyalty programs can be included in
&(. service component is essential to a point-of-sale system since it

es the system easier to use and more beneficial for clients. Any item
G‘a'xat the store does not physically stock is considered a service. Gift
wrapping, delivery, installation, and any kind of personalization would
fall under this category. To manage inventories and sales, services are
frequently operated via a different point-of-sale system.

POS System — Hardware Components and Devices

The part of the POS system that helps all other parts, like as peripherals and
software, work is called hardware. The main POS computer system and
additional hardware components that serve as POS add-ons make up a POS
system's hardware components. Transactions can proceed more smoothly
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and effectively if a POS hardware component is present. Numerous electronic
brands produce the point-of-sale hardware, which may consist of multiple
components like:

1. Receipt Printer: Retail establishments frequently utilize POS receipt
printers, a kind of thermal printer, to produce receipts. Compared to
traditional printers, point-of-sale printers are typically speedier and
more dependable. Direct thermal or thermal transfer printing
technologies are commonly employed by point-of-sale printers g’ig.
1.7).

& ry
Fig. I.KgReceipt Printer

2. Touch Screen POS Syster&& POS touch screen is a kind of electronic
gadget that lets usersg{Q}l\éh the screen to choose an option or enter
data. There are sevg@! sizes of touch screens, but the most popular
ones are touch s tablets that work similarly to a computer display.
POS touch s\c&n s can be used to track sales and inventory and usually

come with a -in printer for receipts. Among the best touch screens

availabl the iPad, Microsoft Surface, and Samsung Galaxy tablets.
It is ically employed in retail settings to expedite the checkout
pr re. POS touch screens are frequently utilized as checkout

inals or cash registers in establishments like pubs, motels, and
Qpestaurants (Fig. 1.8).

P
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\>
Fig. 1.8: Touch Screen POS System Q’O'

3. POS Touch Terminal: An electronic device u,igj@to handle sales
transactions in retail or hospitality setting is call point-of-sale (POS)
touch terminal. Usually, it includes a cre;%’fvcard reader, barcode
scanner, and touch screen display. In certain instances, it might also
have an integrated printer for receipt S touch terminals can be
used independently or in conjuny\ with a central point-of-sale
system (Fig. 1.9).

% Fig. 1.9: POS Touch Terminal

Q4. Cash Drawer: A cash drawer is a piece of hardware used to hold cash
and other valuables in retail settings. This gadget, which can be either
manual or computerized, is usually used in conjunction with a point-
of-sale system. POS cash drawers come in a variety of styles, so
companies should select the one that best suits their requirements.
When a sale is made, the device—which is linked to a point-of-sale
system—opens to give the customer change. To guarantee the security
of the contents, point-of-sale cash drawers are typically constructed of
steel and feature an integrated locking mechanism (Fig. 1.10).

20



Retail Sales Executive Grade 12

D
Opened Cash Register '\<)\’

Fig. 1.10: Cash Drawer *\06

5. Payment Terminal: Customers can pay for gox@ or services at a retail
establishment using a device called a int-of-sale (POS) payment
terminal. From big retail stores to little m and-pop shops, companies
of all sizes employ point-of-sale sys@qs. Credit, debit, and mobile
payments like Apple Pay and Androith Pay can all be processed through
payment terminals. Checks an &E cards can also be processed by

certain POS machines. In addi(/gh to being connected to a cash register
or point of sale system, PO minals can be combined with other retail
solutions including stomer loyalty programs and inventory
management systen}( ig. 1.11).

Fig. 1.11: Payment Terminal

6. Barcode Scanner: At the point of sale, a POS barcode scanner is a tool
used to scan and decode product barcodes. Product details, prices, and
inventory may all be scanned and tracked with POS barcode scanners.
POS barcode scanners come in a wide variety of forms, each with
unique features and advantages. Reading barcodes from mobile
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devices, wirelessly connecting to POS systems, and reading different
barcode symbologies are a few typical characteristics. The top
manufacturers of barcode scanners are TVS, Pegasus, Honeywell,
Motorola, and others (Fig. 1.12).

< QO
Fig. 1.12: Barcode Scanner
7. Keyboard: One kind of keyboard e@o enter data at a point-of-sale
terminal is called a "Point of Sal r POS keyboard. POS keyboards
typically feature a sturdy desigilyand are made for fast, high-volume
data entry. Compared to no 1 keyboards, they usually have larger
keys and a more durabl struction. Additional functionality like a
built-in barcode reades‘iﬁr magnetic stripe reader are also possible for

POS keyboards (Fig.{,fbi?)).
N\

L
—
“
\
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-

Q Fig. 1.13: Keyboard

8. Customer Pole Display: A POS customer pole display is a gadget that
shows transactional data after connecting to a POS system. The things
bought, the total amount, and any applicable discounts or promotions
might all be included in this. As their orders are being rung up,
customers may see their order totals on customer pole displays, and
they can enter their payment method on the keypad. This can be a
fantastic method to boost client satisfaction because it removes
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uncertainty and makes the transaction transparent (Fig. 1.14).

++HHUE A HWICE DAY HAH

Xy
Fig. 1.14: Customer P isplay

9. Credit Card Swapper: A portable gadget that reads a credit or debit
cards magnetic stripe and Complete\,t e transaction is called a credit
card swapper. The swiper is lipkéd to a computer or point-of-sale
terminal, which forwards the gkﬁa to the credit card processor or bank.
Credit and debit card trans&@tions are handled by a POS credit card
swapper. The customer's ghature is often recorded by the POS system
together with the carqb'g%'lpe (Fig. 1.15).

Ng

Fig. 1.15: Credit Card Swapper

10. Receipt Paper: One kind of paper that is utilized in point-of-sale (POS)
systems is POS receipt paper. Because it is often thermal paper, this
paper is heat-sensitive. Heat causes the paper to turn black, which
makes it perfect for printing receipts. Because it is quick and simple to
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print a high-quality receipt, POS receipt paper is frequently utilized in
retail settings. Printing receipts for clients is done on this paper (Fig.
1.16).

L wix RECEIPT e :

TOTAL

THAMK YL TR SHOFPIMNG! a

N/
Fig. 1.16: Recei@per

11. Electronic Signature Pad: A tool for r@rding and storing a customer's
signature is called an electronic si ure pad. Transactions like credit
card purchases are then approvﬁ,a*using this signature. Because they
give customers a quick and le way to sign up for their purchases,
point-of-sale (POS) signa@ads are widely used in retail settings.
Additionally, this signaturé can be saved for later use. Using a POS
electronic signature g&as several advantages, such as lowering fraud
and raising custo@ happiness (Fig. 1.17).

Fig. 1.17: Electronic Signature Pad

12. MICR Check Scanner: Devices called MICR Check Scanners are used
to read the data on the bottom of checks. The account number, check
number, and routing number are all included in this data. At point-of-
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sale terminals, checks are processed rapidly and effectively using the
POS MICR check scanner. After reading the check's MICR code, the
scanner records the data required to process the check. After then, the
data is sent to the bank for processing (Fig. 1.18).

O~
Fig. 1.18: MICR Check Scanner

13. Scale: A POS scale is a tool for measuring an@}%’eighing goods. In retail
environments, it is frequently used to fermine the cost of things.
Large and tiny objects can both be me d with POS scales. Point-of-
sale scales are electronic devices th @ajlsure and weigh goods in order
to determine a price. They are utilized in a variety of retail settings,
including delis, supermarkets, e;& specialty shops. POS scales can be
used alone or in conju atio with other POS equipment, such

computers and cash regi (Fig. 1.19).
3%
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Fig. 1.19: Scale
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14. POS System Monitor: A computer that serves as a point-of-sale
terminal is called a POS monitor. Typically, it is linked to a cash drawer,
barcode scanner, and printer. Customers and staff can enter data via
the touch screen on a point-of-sale display. A typical point-of-sale
monitor has a resistive touch screen, a 15-inch display, a TFT LCD with
a resolution of 1024 x 768, and a tilt angle that ranges from 15° to 70°,
allowing for various viewing angles. However, some point-of-sale
monitors use resistive touchscreens and IPS panels with fixed displays
(Fig. 1.20).

¥
Fig. 1.20:,50(8 System Monitor

15. Receipt Ribbon: Thermqgg\ters employ a particular kind of printer

ribbon called a POS regeipt ribbon, which is available in a number of

colors, such as blac d, and blue. Nylon, polyester, and Kevlar are

among the mateg?'fﬁs used to make POS receipt ribbons. Printing

receipts for poi%— -sale transactions is done with POS receipt ribbons
(Fig. 1.21).

Fig. 1.21: Receipt Ribbon
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16. Power Device: One kind of electronic equipment that aids in managing
the electricity flow in a point-of-sale system is a POS power device. In
order to keep the system operating smoothly and effectively, it is utilized
to control the system's voltage and current as well as shield it from
power surges. These are mostly utilized for transaction processing in
retail settings. They can also resist heavy usage cycles and provide
protection from power surges (Fig. 1.22).

Y
Fig. 1.22: Pow:r\ Device

17. All-in-One POS Terminal: Retai &npanies employ all-in-one point-
of-sale (POS) terminals, a kir@gof computerized system, to handle
customer data, track inv rrp , and execute sales transactions. A
software program, hard parts, and occasionally even services like
support or training ar luded in this kind of system. Some all-in-one
point-of-sale termir@ with integrated touchscreens, printers, and
auto cutters can @rate on any operating system, including Windows,
Linux, Android&or iOS. A touchscreen, CPU, Windows or Linux, RFID,
SIM, fingerptitrt, WIFI, MSR, an integrated printer with an auto cutter,
and oth mponents are some of the essential components of an all-

in—on@omt—of—sale system (Fig. 1.23).

Fig. 1.23: All-in-One POS Terminal
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POS System - Software Classification

The POS software system can be broadly classified as cloud-based POS
software, mobile POS software, and iPad POS software.

a) On-premises POS Software: POS software comes in a variety of forms.
On-premise software, which is set up on a local server, is the most
prevalent kind. This indicates that rather than being stored in the
cloud, the data produced by the POS system is kept locally. For
companies that want greater control over their data and don't mind
paying for installation and upkeep, on premise software can@he a
suitable option. )

b) Cloud Based POS Software: One kind of point-of-sale so’f@x:;e that is
housed on a distant server is called cloud-based POS sgfoére. Because
this kind of software is usually accessed via an inteyn€t browser, it is
more practical for companies with several locatiéhs or those that are
often on the go. Scalability, lower IT expenses, a@real—time data access
are just a few advantages of cloud-based p8int-of-sale software. This
indicates that it is accessed via a w owser rather than being
installed on a computer in your store.@

c) Hybrid POS System: There are (ﬁrbrid point-of-sale systems that
combine cloud-based and on—pr@@ise components. Because it enables
them to handle both sales ¢ els from a single location, this kind of
software is advantageou companies that operate both online and
offline. The ability of hyhrid point-of-sale software to save organizations
time and money is o f its main advantages.

d) Mobile POS Software: One kind of point-of-sale software that enables
companies t;)gt%e a mobile device, like a smartphone or tablet, to

perform tragsactions is called mobile POS software.
-~

e) iPad POS Software: iPad POS software is a type of mobile point-of-sale

soft &é that enables companies to use an iPad device to handle sales

%ansaotions. Features like inventory control, customer tracking,

sales reporting are frequently included in this kind of software.

GJ dditionally, certain iPad point-of-sale systems have integrated

Q payment processing, which makes it simple for companies to take debit
and credit card payments.

1. Retail Point of Sale Software: A computer application that simplifies
the sales process in retail establishments is known as retail point of
sale software. POS software can help merchants manage their
operations more easily by automating important procedures and
integrating them with other systems. For instance, advanced solutions
like Square's POS software, which simplify inventory management and
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sales tracking, may be advantageous for companies looking to maximize
their point-of-sale (POS) operations. They may also successfully manage
transaction expenses by using tools like the Square transaction charge
calculator. Product catalogs, customer databases, payment processing,
inventory management, and sales reporting are typical POS software
functions. Typical varieties of retail point-of-sale software include:

a) Grocery POS Software: Businesses utilize supermarket point-of-
sale (POS) software to process sales, manage inventory, and monitor
customer information. Both online and offline retailers can ze
this kind of software. Features like barcode scanners, crés@tr card
processors, and loyalty programs are frequently include%&?grocery
point-of-sale software. Features for tracking store peig)nance and
managing employee schedules are also inc d in some
supermarket point-of-sale software systems. <

b) Supermarket POS Software: A grocery storeyone kind of software
made specifically for use in supermarket iéPOS billing software. It
is utilized for customer support, inventdry management, and sales
tracking. Features like barcode s ing, credit card processing,
and loyalty program integra 'o@‘ are frequently included in
supermarket point-of-sale soft@.

c) Departmental Store POS'@(ﬁstomers may shop and check out
swiftly and easily with th@help of a department store point-of-sale
system. Department Stores have this hardware and software
technology imple g&)§1"ted. The system's primary duties include
processing pay, &é, managing client accounts, and keeping track
of inventories. YAdditionally, information like those on sales and
Consumer\ @ ding patterns can be generated by the system.

2. Restaur_aEtA POS Software: A computer program called restaurant
point-of-sale (POS) software simplifies and arranges the several
processes involved in managing a food service business. Consequently,
a restaurant POS system simplifies the operation of a restaurant. This

C‘gan involve everything from assisting with customer support to
Q managing sales, inventory, and payment processing. Any restaurant
can benefit greatly from restaurant POS software for managing the

kitchen order task (KOT) and restaurant billing.

3. Pharma POS Software: Pharma POS software is another name for
point-of-sale software for pharmacies. Pharmacies may better manage
their inventory, clients, and sales with the use of Pharma POS software.
It can be used to create reports, process orders and payments, and keep
track of inventory levels. Pharma POS software can also assist
pharmacies in tracking customer data, managing marketing initiatives,
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and loyalty programs. Many other operations related to managing a
pharmacy business, like batch and expiration of medications, are
automated and streamlined by these technologies. Pharma POS
software can help a pharmacy become more organized and efficient,
giving pharmacists more time to work on other projects.

4. Enterprise POS Software: Businesses may better manage sales,
customers, and inventory with the use of enterprise point of sale
software. It is a complete system that can be applied to daily operations
to make them more efficient. Compared to other POS soff e,
enterprise POS software is typically more costly, but it provid@/more
capabilities and customization choices. Enterprise POS software is the
ideal choice for companies looking to expand ﬁ flourish.
Manufacturing companies with several retail location a
this point-of-sale software to combine their retail opegations. Retail ERP
software is another name for enterprise point-of‘sale software. To
manage entire business operations in real tim roughout the supply
chain, retail ERP software is coupled w éb)gpomt of-sale software in

rily utilize

numerous locations.

Other Software that Compliments a POS\,System
Any company that sells goods or s’l&es needs point-of-sale software.

However, it's not the only piece of are required to manage a profitable
business. A POS system is not thé only piece of software that can help you
run your business more efficiently. The following software samples can be

used in conjunction with yo‘)és, oint-of-sale system:
Ng
1. Barcode POS System: Barcode software is a type of enterprise point-

of-sale softwareithat tracks inventory using barcodes. Retail settings
frequently this kind of software to expedite the checkout
procedu &rchase orders, reporting, and inventory level tracking can
all be éc)) with barcode software.

A
2. ID Card Software: One kind of enterprise point-of-sale software that

Glsts companies in managing and monitoring employee identity cards
GJG.A% ID card software. Access control, personnel data tracking, and ID
Q card creation and printing are all possible with this kind of software.
Software for ID cards can be used to schedule shifts, keep tabs on
employee performance, and track attendance. Additionally, visitor
badges and event credentials can be managed with it.

3. Label Printing Software: One kind of corporate point-of-sale software
that assists companies in printing labels for goods and packaging is
label printing software. Custom labels, barcodes, and QR codes can be
made with this kind of software. In addition to creating labels for
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shipping containers and other items, label printing software can be
used to track inventories.

4. RFID Software: RFID software is a kind of business point-of-sale
software that communicates with devices via radio waves, typically for
inventory tracking. It is an acronym for Radio Frequency Identification,
a system that automatically recognizes and tracks items using
electromagnetic fields. Although RFID has been around for decades, its
application has grown recently as the technology has gotten cheaper
and more advanced. Active and passive RFID tags are the two pr@ry
varieties.

5. Asset Tracking Software: A system for monitoring comp \&sets and
inventory is called asset tracking software. It redu e need for
manual inventory management, saving organizations e and money.
This kind of software usually has capabilities fo;@gﬁa collecting and
analysis, GPS devices, and barcode and RFID l@e ing. Asset-tracking
software and enterprise point-of-sale (POS) s t:%'are are frequently used
together to monitor sales data and manage @ventory levels.

6. Inventory Management Software: computer application called
inventory management software is ised to keep track of orders, sales,
deliveries, and inventory levels. é frequently used to control stock
levels and make reordering c s in tandem with point of sale (POS)
software. By eliminating the&lhneed for manual inventory tracking and
data entry, inventory magagement software may help organizations
save time and money.

o
7. Accounting Soft?$e: Any company operating a point-of-sale system
needs account % oftware since it is necessary for business owners to
make wise ﬁ al decisions. Any business owner must be able to keep

track of goods, clients, sales, and expenses.
8. CR ftware: Customer relationship management, or CRM, systems
ar essential part of enterprise point-of-sale software. CRM enables

panies to monitor client information and past interactions,
GJ etermine client preferences and needs, and eventually improve
Q customer service. CRM-enabled point of sale (POS) software can assist
companies in achieving their objectives and providing excellent
customer service. Businesses may track and manage customer
information, sales statistics, and marketing campaigns with the use of

POS software that has CRM functions.

Advantage and Disadvantage of POS System

Businesses benefit from point-of-sale (POS) systems because they make it
easier to track sales, manage inventory, and expedite the checkout process.
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It has a number of features that can help companies of all sizes, and it can
be tailored to meet the unique requirements of a company. For instance, POS
systems can assist companies in managing coupons, gift cards, and loyalty
programs. By enabling companies to monitor the preferences and past
purchases of their customers, it can enhance customer service. Businesses
can also use these systems to monitor sales information, staff performance,
and other insightful data.

POS systems provide many advantages, but there are also certain
disadvantages to be mindful of. Because POS systems are complicate d
prone to malfunction, there is a chance that data may be lost and cﬁ@orate
operations will be disrupted. This is due to the fact that point-of- 'hggystems
are interconnected with numerous other corporate function$, including
accounting and inventory control. Additionally, they might b@ stly to install
and maintain. <

O
PRACTICAL EXERCISES \/O
Activity 1: Visit a retail store and observe Cash@vactivities and prepare a
report on it.

Materials Required: Notebook, pen, penc,{@i checklist.
Procedure: '\,(b'
1. Visit a retail store and take pe(g{ission to discuss skills of cashier.
2. Observe the activities of @ner.
3. Meet with the cashier(égxi ask the following:
a) Ask the Cashieg%thematical skills required for POS handling.
b) Write dowrbé,éﬂ the mathematical skills in a notebook.
4. Ask com policies and procedure for handling POS system.
5. Ask %Qt%'ler service skills required cashier.
6. As@nter-personal skills required for cashier.
7 ite down all the notes in the notebook.
Q@ Prepare a brief report.
9. Submit the report to the teacher.
10. Teacher will give feedback.
11. Students will incorporate the changes and make a updated report.

Activity 2: Draw a chart on precautions required for cash handling in a retail
store.

Material required: Pen/pencil, notebook, checklist for visit, drawing sheet.
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Procedure:
1. Make four groups, 6 students in each group.

2. Ask them to visit three different retail stores, departmental store mall
etc.

3. Meet the retail manager and greet him properly.
4. Tell him the aim of the visit and take permission for the visit.

5. Observe the whole retail store and try to find out the precautans
required for cash handling in a retail store. <

6. If dont find any written information, ask the manager &b\/&ht cash

handling process. O
Q,\}
<

8. Prepare a presentation of 3 minutes on cash handiihg.

7. Prepare notes on all of the information.

9. Present in the class and submit the report to t)\t,osubject teacher.

Activity 3: Visit to a retail store for observation QF problems at service cash
points.

Materials Required: Notebook, pen, penc‘ﬂyand checklist, cash.
Procedure: '(,\/

<
1. Visit a retail store and ob e&é authorization of refunds and cheque
payments and security px&dures in retail outlet.

2. Observe the following(gp,\é retail store:
a) Authorization@‘ funds
b) Cheque pa&*nt method
c) Securit ocedure
2)

3. Asl;&@n

a /\, at is the procedure of refund and exchange?

following questions:

QB What timing is allowed for exchange?
Q c) What are the refund policies?
d) Discuss cheque payment system
Write down answers in the notebook.
Prepare an oral presentation.

Present in the classroom.

N o ok

3 minutes oral presentation allowed and 1 minute’s question and
answer session.
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8. Teacher evaluates the whole activity.

9. Evaluation criteria on the basis of good, very good and excellent
performance.

Activity 4: Visit a retail store and observe problems at service cash points
and prepare a chart on it.

Materials Required: Notebook, pen, pencil and checklist.
Procedure:
1. Observe the following in a retail store:

a) Various services at cash points \‘,\/

b) Cashier activities 0,
c) Problems at cash points @Q
Write down various POS transactions. O

Write down various activities in the POS sys‘g&ﬁsbfo
Write down answers in the notebook. %O
Prepare a neat and clean chart on it. @

Prepare an oral chart on it. -,\,(D'

Present an oral presentation i&@he classroom.

Teacher evaluates the pre@&%tion.

© ® N o kLN

Evaluation criteria orf{/‘tfhe basis of good, very good and excellent
performance.

S
CHECK YOUR PR &ESS
A. Fill in the Bla

1. A % system is a flexible tool that may be used to
imp customer service and expedite transactions in a number of

sale by many retailers.

sf?@ gs.
é@ raditional register is still used as a point of

3. Popular mobile include Samsung Pay, Apple Pay, and
Google Pay.

4. Cryptography, a secure communication method that sends data with
encrypted contents, protects digital currency known @ as

5. Customers can buy products and pay for them in installments using
the payment option.
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B. Multiple Choice Questions

1. Which of the following are soft skills for cashiers?
a) People skills
b) Customer service skills
c) Time management skills and problem-solving skills
d) All of the above

2. What is the full form of BNPL?
a) Buy new pay later b’
b) Buy now pay later <
c) Buy now partial later GSQ
d) None of the above

3. Which among the following are/is trends of retail pay@ methods?
a) Local payments
b) QR codes
c) Bothaandb \/O
d) Cash drawer O\,

4. i, is a tool used to scan and de product barcodes
a) Payment terminal
b) Barcode scanner . (D’\,
c) Keyboard QJ{\,
d) Customer pole X0

S. is a tool for re'&ing and storing a customer signature
a) Receipt paper 5{/\/
b) Electronic 51gnat)4, pad
c) Credit card S\ﬁ@per

d) Barcode scg%-er

C. State wheth e following statements are True or False

1. A CO@U er that serves as a point-of-sale terminal is called a POS

% POS software is a type of mobile point-of-sale software that enables
ompanies to use an iPad device to handle sales and transactions.

QS CRM does not allow companies to monitor client information and past
interactions, determine client preferences and needs, and eventually
improve customer service.

4. RFDD software is a kind of business point-of-sale software that
communicates with devices via radio waves, typically for inventory
tracking.
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5. Mobile and smartphone payments, sometimes referred to as contactless
payments, are another payment option that has grown significantly in
recent years.

D. Match the following

S.No. Column A S.No. Column B
1 The counting of cash A Restricted Entry in Store
2 Sensors and Alarms B Check on Theft A
3 Cameras C Peak Time %}@v
4 Signboards D Danger alert \‘,\/@
5 Rush Hours E Twice everyd O
Qj@
E. Short Answer Questions @6
1. Define the term ‘Shoplifting’. \/Q
2. State POS System. O\'
3. Name functions of scanner. %
4. Write precautions to be taken durir{fgyrush hours by the security.
5. Write the challenges faced by Ca&h&er in a Retail store.
F. Long Answer Questions @)&6
1. Elaborate the Problems al with their solutions that arise during cash

& POS operations wit;b' amples.

2. Write a note on@&st Practices recommended for Cash and POS

Operations- for,all the Retail Stores.
3. The settin@ of a cash point in a retail store is a crucial element.

Elabora
4. Ex@)&ash point set up procedures with examples.
G. Check>Your Performance

%%roup Discussion on Methodologies adopted by Retailers to detect
Frauds.

2. Identify the role of Cashier in managing the Retail Store during Rush
Hours and Festive time

3. Explain the precautions taken by security to minimize the cases of
Thefts and shoplifting.
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SESSION 2: AGE RESTRICTED PRODUCTS IN RETAIL

Before allowing access to age-restricted goods, content, or services, age
verification is a process that verifies a person's age. Due to growing worries
about minors having access to particular products and services, this practice
has become extremely important for businesses around the world. Sufficient
age verification enhances the overall integrity and security of online
transactions while also protecting businesses from legal action.

Age verification is essential for a number of industries, including social m@ia
online shops, and the financial sector. Businesses that specializ age

verification software are essential to the creation and 1mplern§x@ ion of
technologies that precisely verify the ages of users.

Advantages of Age Verification Solutions Q\}'
* It helps companies gain the trust of their client showcasing their
dedication to ethical business operations. \/O
* Businesses who comply with age verificati laws are shielded from
potential fines and legal action for of g age-restricted goods or

services to minors. @

e By preventing minors from ac&smg inappropriate content or
participating in activities 1nten%¢1 for adults, it contributes to a safer
online environment. \,

MEANING OF AGE RESTRICTB&PRODUCTS

Products and services tha ve a minimum legal age requirement to be
purchased are known &e—restricted products. Trading standards have an
obligation to enforce the law on products that are limited for various ages.

Due to their potentiadly hazardous nature and the possibility that they could
result in one op'mere of the following, Damage to others: Short-term emotional
or bodily inj to the consumer; Long-term emotional or physical harm to
the conspmer and may increase consumer risk.

Age Giicted products have a minimum age of purchase: Goods with a
mi m legal purchasing age: Certain goods and services cannot be sold to

ors due to legal restrictions. Products with age restrictions include, for
example:

* Aerosol paint

e Alcohol

* Corrosive substances

e Fireworks and sparklers

* Botox and cosmetic fillers
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* Lottery tickets

e Axes, knives and blades
* Tobacco

* Petrol and diesel

CONSEQUENCES IF A BUSINESS FAILS TO FOLLOW NORMS FOR AGE
RESTRICTED PRODUCTS

There are several repercussions for businesses who disregard stande@s,
including: <

1. Legal actions: Businesses that violate rules pertaining to ag%fé’stricted
products may face legal action. Individual suspension, inca{e€ration, or
license termination are examples of possible actions. Q

2. It can interfere with operational activities: an@)actions have the
potential to interfere with business operations a ncrease expenses.

* Financial penalties: If a business sells age-restricted goods,
financial penalties may be applied.

 Effect on company image: A con@ny may lose its reputation or
corporate image if it does not adhere to the rules on age-restricted
products. ,&'\/

Business failure: legal actior}rb)iean create disruption in certain market.

* Problems with inve&e;ation and enforcement: Problems with
investigation and gél’orcement orders may cause roadblocks in
business oper (Q' Products that are age restricted include things
like alcohol, cahnabis, weapons, tobacco, and ammunition. In order
to prevent e outcomes, businesses should have an efficient age
verificati system and be aware of the applicable rules and

regulg@)ns.

COMPANA@LICIES AND PROCEDURES

Com @}s need to follow legal policies and procedures to sell age restricted
pr s. For this there is a need to:

@:vide training to employees: Confirm employees that they are aware of
the age verification system.

Consult with legal experts: Take advice from legal professionals.
Displaying notices: Displaying notices regarding age-restricted products.

Maintain records: Keeping records of age verification documents in case of
investigations.

Follow orders: There is a need to follow legal orders.
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LEGAL REQUIREMENTS, RETAILER POLICIES AND PROCEDURES FOR
ASKING FOR PROOF OF AGE

Today, digital age verification is critical for all businesses. The internet
currently provides easy access to age-restricted content for minors. Online
shopping differs greatly from the offline system, which prohibits minors from
obtaining alcohol or tobacco products. The purpose of online age verification
is to shield users and viewers from inappropriate information. Merchants who
sell age-restricted goods must assume responsibility for only advertising to
adults. Understanding the age of users is essential for online businesse% d
digital age verification is a fantastic method in the retail industry. The@rowth
of e-commerce led to an increase in online verification systems. R and for
digital age verification is growing in both in-store and online p @asing. It is
the safest way to conduct business online while yet a@ ing to legal
requirements. <

S

Manual vs Digital Age Verification Q)

Verifying age has been standard procedure sinc ?;e start of adult-based
services. Stores that sell alcohol and tobacco%ﬁs% do not allow minors to
purchase or use them. The DSA's regulatior@tate that a person must be at
least eighteen to buy or sell tobacco prodycts. Since someone is physically
available to confirm age, these regulatiéhs can be implemented in offline
stores with great success. It become&@i ficult to confirm a person's age when

dealing with online retailers. %‘D’
ital

Thus, it makes sense thatt‘g% businesses should be subject to certain
minimal protection regulatipiis. In order to secure users, digital business
vendors frequently jus 'éd usernames and passwords. Verifying the age of
minors before allo:;&%t em to interact with these platforms is crucial.

Using biometric t ology has made it simpler to confirm someone's age in

the modern er umerous verification systems rely on artificial intelligence

and machi@earning.
NEED GE PROOF

Age %ﬂfication prevents minors from using age-restricted operations and
@ businesses onboard legitimate clients. Age verification procedures and
age proof documentation must be followed.

Age Verification Proof and Process

1. Date of birth information comprising online forms or hard copy form
submission.

2. Uploading documents: These documents are issued by the government.
These documents include ID documents, Aadhar card, passports,
passbook, driving licenses.
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3. Verification process: Information’s provided by the users, business
verify the age of the users. This occurs by using document verification
solution or an online ID verification solution.

Risks of not Completing Age Verification Checks

Lack of age verification techniques carries considerable danger. The following
are some dangers of not having an appropriate age verification system:

1. A lack of an age verification procedure may make it easier for people to
get age-restricted goods and services, putting them at greater risk.

2. Regardless of the kind of goods and services they provide, all\@ndors

and organizations must abide by GDPR. Secure record—k\, ng and
privacy must be maintained. §

3. The verification process can lessen financial losses a& help with the
on boarding process. 2®)

SELLING AGE RESTRICTED PRODUCTS FOR E-CQ\/@VIERCE

In order to comply with stringent requirement @)Séserve brand reputation,
and safeguard the sector from undue restrictipns, e-commerce businesses
that sell age-restricted products must con the age of their clients. For
restricted sales, an efficient and seamles%}Online age verification solution is

necessary to strike the correct bal between due diligence and client
experience. Some well-known e-c erce platforms, such as Shopify and
Amazon, completely forbid the of specific goods. If you utilize a website

builder or sell on a platformpsuch as Amazon, make sure to carefully read
their policies about bannei oducts.

Whether they sell in-pe@n or online, it is the retailer's duty to ensure that
their clients are of 1 age to buy their goods. Retailers risk penalties, jail
time, legal actio d license revocation if they sell age-restricted goods to
someone who @ ot of legal age. If a product ends up in the wrong hands,
using age ification that complies with regulatory requirements can help

i@@f
prevent if:

E-co rce businesses employ a number of strategies to confirm the age of
t@chents and website visitors. The issue is that a lot of these strategies,
which were picked because they are straightforward, are ineffective and won't
satisfy your legal obligations.

Strategies that don't work include asking the buyer how old they are, getting
their age confirmation, requesting them to give their birthdates, and including
a disclaimer stating that the buyer must be of legal age to make the purchase.
Users certify that they are of legal age, "accept" the terms and conditions, and
only accept credit cards as payment. Legally, online sellers of alcohol and
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nicotine products must employ verification techniques that match the buyer's
name, address, and date of birth or check identification.

Merchants would be given priority when it comes to enforcement. First buy
screening refers to confirming a customer's age at the time of their initial
online purchase and never doing so again. Online age verification software is
the most efficient way for online sellers to confirm their customers' ages. Other
strategies include in-store pickups and relying on delivery staff, but the latter
may not always be successful. Using biometrics and facial recognition, some
more recent age verification software requests a selfie and an ID photo-fcom
customers in order to confirm their age and identity. \(/\/

When choosing an age verification system, it is important to mgé\seure that
it complies with rules, takes data security carefully, can b@e

specific items, can adapt minimum ages if selling a variety of prohibited
products, and offers a positive user experience. Wh user fills out a
checkout form, the system verifies their age. It als® offers a number of
customization options, such as the ability to mar ﬁ}oducts as restricted or
non-restricted and to modify requirements to refléct the user's region.

How to Add Age Verification to Your Web@.

users for

1. Create Internal Procedures ) (b\”
x
e Verify not only federal {J@ﬁrictions but also state and local

legislation. Q-
e If you utilize an e—co%ﬁce platform, confirm its rules.

* Make a note of your age-restricted products, along with the
minimum an imum ages for each.

e Choose w er to use in-store pickups, delivery staff verification,
an age yeriication system, or a mix of these methods (preferred).

X

e Ch o@which particular software and services you want to employ
g e aforementioned.

C}ou can do these tasks more rapidly and precisely if you work with
an attorney.

QZ. Adjust Your Website

* To incorporate your preferred age verification program onto your
website, collaborate with your web developers.

* Include language warning visitors about age-restricted products on
your website. Pop-ups and product descriptions are two ways to
accomplish this.
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3. Train Relevant Staff

e Educate all staff members who interact with customers and deal
with orders and returns on your age-verification procedures and
policies.

» If appropriate, provide on-site training to all staff members.
4. Conduct Risk Assessments
* Choose how frequently risk assessments will be carried out. b’

e Perform risk assessments: search for ways to get around X%@)age
verification procedure and for any flaws.

* Update processes to counter any shortcomings det @ in your
assessment.

* Stay abreast of new verification standards anWhnology, or have
someone else do it for you.

Advertising Age-Restricted Products \J

Make sure you understand and abide by the%ederal Trade Commission's
advertising and marketing rules when y‘adveruse your age-restricted
products online. There are three things t@pnmder

Messaging: Ensure ad messaging is e%ﬂrely true, non-deceptive and includes
any disclosures necessary. (D’

* Placement: Select ad acements that limit the likelihood of
impressions by under consumers.

e Targeting: Add a?‘ﬁlters to digital ads to only target people over the
legal age for a

Age Restricted P

* Alcohol %

. Toh@ and e-cigarettes

Qtery tickets
%alreworks
<.

Video games, Blu Rays and DVDs
How to refuse sales for age restricted products?

Keep in mind to politely and calmly decline the sale, and to maintain your
composure if a customer gets irritated. Make sure you can explain your age
restriction policy and, if needed, summon a manager or supervisor. When you
decline a sale, don't forget to document the event by noting the item's name,
the name of the employee involved, a brief description of the customer, and
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the reason for the refusal. The age verification procedure is ultimately
essential to shielding the next generation from the negative consequences of
age-restricted goods and services. It is the social duty of merchants to protect
children and limit them access.

PRACTICAL EXERCISES

Activity 1: Role Play on observation for sale of age restricted product.
Materials Required: Notebook, pen, pencil and checklist.
Procedure:

ey
1. Visit a retail store and take permission to manager and dig-:v@about
age-restricted products. O

2. Observe various age restricted products in the retail o@ﬁ

3. Ask the manager what are the various age restric& products in the
retail organization. O

4. Note down what are the procedure to buy aé&restricted products.
5. Prepare notes.

Activity 2: Conduct a role play on ag *Ke,@icted products and age proof
documents submission process. '\,@'

Materials Required: Notebook, penxgencil, checklist related products etc.
Procedure: V
1. Make a group of 4-5 st&/’%&nts.
Two student play role of customer.
Another stud lays the role of store manager.
Third stu(i@'play the role of cashier.
Fourt s@dent play the role of sale executive.

o A N

C\@ er write down the list of age-restricted products.
7 ~Vagit the store and second student perform the role of store manager.
Q@ Sales executive/executive deal with the customer.
9. Follow the procedure of selling age-restricted products.
10. Customer submit the age proof.

11. Another customer unable to show age proof and sales executive refuse
to sell the product.

12. And finally, one customer purchases the product and another unable
to purchase the product.
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13. Demonstrate the process of purchasing age-restricted products.

Activity 3: Prepare a list of consequences if a business fails to follow norms
for sale of age-restricted products and draw a chart on it.

Material required: Pen/pencil, notebook, checklist for the visit, drawing
sheet.

Procedure:
1. Make four groups, 4 students in each group. b’

2. Ask them to visit four different retail stores, departmental stores, @alls

20>

etc. . Q,
D
o

4. Tell him the aim of the visit and take permission for tfgmsit.

3. Meet the retail manager and greet him.

5. Ask what are the consequences if a business faﬂs@%follow norms for
sale of age-restricted products. \/Q

Prepare notes on it. O\/
Prepare a chart on it. @ s

Present the chart in the classroom. \,

© N o

Prepare a presentation of 3 mim{‘ks on consequences of not following
norms for sale of age—restrict%{b roducts.

Activity 4: Visit to a retail stoz@br observation of problems at service cash

points. %.«
Materials Required: N%ﬁgbo'k, pen, pencil and checklist.
Procedure: ﬁ

1. Visit a retaibsq'ore and observe authorization of refunds and cheque
paymen@ﬁd security procedures in retail outlet.

2. Ob@e‘ the following in a retail store:
thorization of refunds
@%) Cheque payment method
c) Security procedure
3. Ask cashier following questions:
a) What is the procedure of refund and exchange?
b) What timing is allowed for exchange?
c) What are the refund policies?

d) Discuss cheque payment system

44



Retail Sales Executive Grade 12

4. Write down answers in the notebook.
5. Prepare an oral presentation.

6. Present in the classroom.
7

. 3 minutes oral presentation allowed and 1 minute’s question and
answer session.

oo

. Teacher evaluates the whole activity.

9. Evaluation criteria on the basis of good, very good and exce%gnt
performance. <

Activity 5: Visit a retail store to observe and survey of the s 6\/@ age of
restricted products practices adopted, training of staff, guidan staff and
refund on sale.

Materials Required: Notebook, pen, pencil and checkli%@

Procedure:
xO
1. Observe the following in a retail store: O\/
a) Working professionals of retail store (Cashier, sales executive, sales
executive) \,
b) Ask the store managers various\fraining programs conducted for the
sales executives and cashi r POS activities

c) Ask training program @@Scted to sell age-restricted products
d) Ask digital training%@grams
e) Ask new onlin?ﬁp(%rams and offline program

2. Prepare notes,of\all questions.

3. Prepare a 1)3&1 report on it.

4. Write 0%1 step by step procedure of selling age-restricted products
and 4rqihing programs.

5. @ﬁe down policies and procedure.
@ ake the assistance of teacher.

7. Submit the brief report to the teacher.
8. Teacher evaluates the report.

9. Evaluation criteria on the basis of good, very good and excellent
performance.
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CHECK YOUR PROGRESS
A. Fill in the Blanks

1. Age is essential for a number of industries, including
social media, online shops, and the financial sector.

2. who sell age-restricted goods must assume
responsibility for only advertising to adults.

3. In order to secure users, digital business vendors
frequently just need usernames and passwords.

4. Using technology has made it s1mpley\§é\ onfirm
someone's age in the modern era.

5. Age verification prevents from using age- rest@}?d operations
and helps businesses onboard legitimate clients. @,

B. Multiple Choice Questions Q)

1. Which of the following is/are products with -restricted products?
a) Fireworks and sparklers %
b) Alcohol @
c) Aerosol N
d) All of the above (D'

2. Which of the following is not %nsequence if a business fails to follow
norms of age-restricted p cts?
a) Legal actions Q}/

b) Financial penaltiesp)-
c) Increase sale '(’

d) Effect o ny image
3. Which of ,@é following are/is the advantage of age verification
solutlon
a) It kelps to develop trust
b) venting minors from accessing inappropriate content
\f represents ethical practice

@%) All of the above

Q« ........... businesses employ a number of strategies to confirm the age of
their clients and website visitors.
a) Offline business
b) E-commerce
c) Manual business
d) All of the above

5. Which of the following can be used for ID?
a) Adhar card
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b) Driving license
c) Passbook
d) all of the above

C. State whether the following statements are True or False

1. The verification process can lessen financial losses and help with the
on boarding process.

2. Lack of age verification techniques has no issues. b,
3. Online shopping differs greatly from the offline system, whic not
minor from obtaining alcohol or tobacco products. \‘,\?’

4. Problems with investigation and enforcement ord&@, ay cause
roadblocks in business operations.

5. Understanding the age of users is essential for onfine businesses, and
digital age verification is a fantastic method in&@ retail industry.

D. Short Answer Questions O\’
1. Write down age restricted products. @é
2. What are the documents requirec! t@age proof?
3. What are the ways to refuse ai%i(%tricted products?
4. Describe age verification progess.
E. Long Answer Questions \,§
1. Discuss the process ,{& importance of age restricted products in detail.
2. Describe age rest@ed products in detail.
3. Explain magvéﬁés digital age verification process.
F. Check You@erformance
1. De rate the biometric process.
2. I@out documents required for age-restricted products.
%%repare a chart on e-commerce.

Q4. Spell out policies for age-restricted products and services.
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SESSION 3: CONSUMER PROTECTION AND PRODUCT
LIABILITY

Product liability is the legal obligation placed on producers, suppliers, and
retailers to compensate customers for damages brought on by defective goods.
For the first time, product responsibility has been legislated in India under
the Consumer Protection Act of 2019, aligning it with international legal
norms. The purpose of this law is to provide consumers with explicit rights
and avenues for pursuing compensation for harm and defective goods. b’

In order to provide updated measures that address contemporary c mer
issues, particularly in the digital and e-commerce era, the sumer
Protection Act of 2019 was passed. It presents new ideas such&@ ine unfair
commercial practices, product responsibility, and the es iShment of a
central consumer protection authority to oversee and old consumer
rights. By establishing consumer dispute redressal ‘®gmmissions at the
district, federal, and state levels, the Consumer Pfotection Act seeks to
provide a quicker and more effective processX for handling customer
complaints. The Act outlines a number of cons%sx%r rights, including access
to information, remedy for complaints, and@o ection from unfair business

practices. \,
CONSUMER PROTECTION AND PROBUCT LIABILITY

The Consumer Protection Act of 2 lgsprovided the first explanation of product
liability. Product liability, as défined by the 2019 Act, is the obligation of a
product manufacturer, prod1§€9seller, or product service provider to make up
for any damages a custo may sustain as a result of a defective product
that is created or sold d@ to a lack of services related to the product.

PRODUCT LIABILI'@X,UNDER THE CONSUMER PROTECTION ACT, 2019

The 2019 Act %& "Product Liability" in great detail and has undoubtedly
improved compliance for all parties involved in the sale process, including
endorsers&%&porters, marketers, and repairers, in addition to product
manuf; rers, sellers, and service providers.

Th%@nsumer Protection Act's amendments that increase liability for faulty
s are not stand-alone measures. A formal structure for recalling defective
motor vehicles was recently implemented by an amendment to the Motor
Vehicles Act, 1988 ("MV Act").

Product manufacturers, service providers, and others must be especially
careful about regulatory compliance under sector-specific rules and
regulations under general statutes like the Consumer Protection Act, 2019;
provide adequate disclosures and warnings; and take prompt preventive and
precautionary steps when necessary. This is made necessary by the ongoing
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establishment of product liability regimes wunder various statutes.
Manufacturers of goods, traders, and service providers must also review the
contracts to make sure they do not fall under the category of "unfair
contracts." In order to list the situations in which a claim for compensation
under a product liability action would be available for "harm" caused by a
"defective" product made by a product manufacturer, serviced by a product
service provider, or sold by a product seller, the 2019 Act established the legal
management on product liability and devoted an entire chapter (chapter VI).
A product liability's definition of "harm" includes, among other thing@, i)
damage to any property other than the product itself; ii) personal Afijury,
illness, or death; iii) mental anguish or emotional distress; etc. -\/@

As is well known, this excludes any damage to the product its:‘g}r property
resulting from a warranty violation or any business loss, 4actuding direct,
indirect, or consequential losses associated with it. Furthgrmore, according
to the Act, a "defect" is any flaw, weakness, or imperf&on in the quality,
potency, quantity, purity, or standard that must b& upheld by any law or
contract, whether explicit or implied, or that t ed%ader asserts in any way
whatsoever with regard to any goods or produc%

It is crucial for a customer to prove th @defective” product caused the
"harm." The 2019 Act makes a distincti etween the functions of a service
provider, product seller, and manu urer, and as a result, establishes

requirements for attracting liabilit oceedings. According to the 2019 Act,
"unfair contracts" are defined a eements between a manufacturer, trader,
or service provider and a co er that contain provisions that significantly

alter the consumer's right&@'

These include: a) requ'& excessive security deposits from the consumer; b)
imposing dispropor@ ate penalties for breach of contract; c) refusing to
accept early deb @ayment; d) granting the consumer the right to unilateral
termination; ej-@llowing the assignment of the contract to the detriment of the
customer @but the customer's consent; and f) placing on the consumer any
unreas ne le charge, obligation, or circumstance that puts the consumer at
a dis&ntage.

@ionally, a central consumer protection authority (CCPA) was established
urtder the 2019 Act. Under the Act, the CCPA is a regulatory body with the
ability to conduct inquiries, take injunctions, and conduct investigations. The
CCPA's main goal is to regulate issues that harm the public's and consumers'
interests, such as unfair trade practices, consumer rights violations, and
deceptive or false advertising.

The CCPA has the authority to order the recall of dangerous or dangerous
products or the termination of services. Additionally, the CCPA has the
authority to order that buyers be reimbursed for the costs of products or
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services. Furthermore, the CCPA has the authority to order the cessation of
unfair practices that harm the interests of consumers. Any manufacturer or
service provider who creates a false or misleading advertisement that harms
the interests of consumers faces a maximum sentence of two years in prison
and a fine of up to ten lakh rupees. If the offense is committed again, the
maximum sentence is five years in prison and a fine of up to fifty lakh rupees.

Additionally, the CCPA has the authority to order the relevant party—whether
they be a publisher, manufacturer, trader, endorser, or advertiser—to stop or
alter a deceptive advertisement. Furthermore, the CCPA has the autho 'é'to
fine the producer or endorser ten lakh rupees, with the p0331b111’b§>of an
additional fifty lakh rupees in the event of further violations. \‘,\,

PROTOCOLS FOR IDENTIFYING, COMMUNICATING A %, ANAGING
RECALLED PRODUCT

&
A quality problem can be prevented from becoming a m@jor crisis that puts
consumers in danger, interferes with business opefdtions, and harms a
brand's reputation with the support of an efficientproduct recall procedure.

When businesses don't have a clear plan in pl or managing this process,
even small recalls can overburden teams, se problems with compliance,
and keep dangerous items on the market, putting them at risk financially and
legally. A

o
MEANING OF PRODUCT RECALL X

O

A product recall is when a ma cturer asks consumers, distributors, and
retailers to return a product Bécause of safety concerns or flaws so that it can
be fixed or replaced. Rec fdassist businesses protect consumers and stay
out of trouble with the@v, despite the fact that they can be expensive and
destroy a brand's r ation. Companies may choose to voluntarily conduct
recalls, or regulat odies may mandate recalls in order to safeguard public

safety. %\'

PRODUCT @CALL PROCEDURE

A pro \&recall protocol is an organized method for locating, informing, and
fixi @roblems with dangerous or faulty items. Identifying the impacted

%ct and evaluating its effects are usually the first steps. After that, the
gr-pany coordinates returns or repairs, notifies the appropriate parties and
authorities, and takes corrective action. In order to track developments and
demonstrate regulatory compliance, manufacturers, distributors, retailers,
and customers must have open lines of communication and keep thorough
records. In addition, businesses have to respond to consumer questions,
process product returns, assess the success of the recall, and utilize the
results to improve future processes.
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Product Recall Management

Product recall management covers the strategies, processes, and systems
used by an organization to plan, execute, and evaluate recalls. To protect
customers and the company's image, a comprehensive management approach
should respect all relevant laws and industry standards while addressing the
unique aspects of the company's products.

Methodical protocols, cross-functional collaboration, and comprehensive
documentation are essential for successful product recalls. Firms may be‘able
to identify and address potential issues by establishing strong suggi'er
relationships, monitoring regulatory developments, and regula;rly9 esting
recall procedures. Contemporary inventory management solutio \Qreamline
product traceability, customer outreach, and regulatory caz&ance while
reducing disruptions to unaffected commodities.

A well-defined plan and delineated roles are the foun&&bion of an effective
product recall management strategy. These need b&@e established before
problems occur. Establishing specialized recall ¥eams, creating thorough
response strategies, and putting in place toring systems that can
promptly identify, locate, and contain imp@ted products are all common
steps in recall management. Time is criticaly the earlier a recall starts, the less
likely it is to impact consumers and dam#ége a brand's reputation. Inventory
management software is essential t& the process since it keeps thorough
traceability logs by tracking batch€gy lots, and serial numbers.

recalls can also result fro ulty components or raw materials. Complete

Yet, companies should mogitor” incoming supply just as closely because
traceability throughout@)ﬁuction is supported by this method.

Order management o%ware, customer relationship management software, or
even more COl’l’lpI;@@l”lSiVC enterprise resource planning (ERP) systems can
assist in trac shipments and alerting distributors and customers as
necessary @ a recall has started.

Reaso or Product Recalls

De ing on the kind of product a company sells, recalls can occur for a

%y of reasons. Companies can detect operational hazards and improve
V1:$ventative measures before expensive recalls happen by being aware of
these typical reasons. These are the top ten causes of product recalls.

1. Contamination: Manufacturing problems, inadequate quality-control
procedures, inappropriate storage conditions, or defective packaging
can all lead to contamination. Consumers may be seriously at risk for
health problems from harmful substances like chemicals,
microorganisms, or allergies.

51



Retail Sales Executive Grade 12

2. Manufacturing Flaws: Production mistakes can result in items that
malfunction or provide safety hazards. These flaws may result from
human error, equipment malfunctions, or departures from accepted
manufacturing practices. Redesigning processes or purchasing new
equipment may be necessary to address severe or pervasive flaws and
avoid more problems.

3. Design Flaws: Certain items have built-in flaws that only show
themselves after they are distributed. These defects may result in

significant recalls of entire manufacturing batches because they a
risk to public safety, impair functionality, or fall short of perfoenance
requirements. \‘,\,6

4. Mislabeling: Recalls may be necessary due to inaccura e&)incomplete
product labels, such as those that omit ingredients, allergies, or safety
warnings, particularly when they provide health h@g{ds or contravene
legal requirements. Q)

5. Regulatory Noncompliance: When produéts don't meet industry,
safety, or environmental standards—w r as a result of standard
revisions or maintenance errors—reca@may be initiated. Products that
contain recently prohibited materials or components or that no longer
adhere to revised safety regulationg’may fall under this category. Keep
a close eye on legislative ges to remain ahead of changing

standards, particularly W%@eveloping new products.

6. Foreign Materials: Ungxpected items, like pieces of glass, metal, or
plastic, can immediaf{ct‘gcjndanger customers' safety. These undesirable
materials may k@ he consequence of defective raw materials,

malfunctioriﬁachinery, or untidy production facilities.

7. Software a irmware Defects: Functionality can be impacted and
security \l‘nerabilities can be created by programming mistakes or
inade@ate cyber security safeguards in digital components and
ele{&onics. After launch, these problems may surface as customers run
i@) bugs or new dangers.

%upply Chain Issues: Suppliers' faulty or inferior raw materials and
Q components can jeopardize the final products' quality, robustness, and
safety.

9. Packaging Failures: Products that are packaged poorly may be subject
to contamination, manipulation, environmental influences, or
deterioration; this is particularly dangerous for perishable or delicate
items.
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10. Documentation Errors: Errors in user manuals, assembly
instructions, and technical documentation can result in product
misuse and safety hazards.

How to Manage a Product Recall Procedure?

Businesses should already have a well-thought-out, sequential procedure in
place to effectively manage recalls and adhere to legal requirements when a
product issue occurs. These ten steps will help you finish a recall successfully.

1. Create a Team for Recall Response: To oversee each stage ofe}he
recall, put together a cross-functional interdepartmental teaﬁgfrom
operations, legal, communications, marketing, quality a:@&) , and

customer support. To enable a prompt, coordinated re n, clearly
define team roles, duties, and decision-making . Regularly
perform scenario simulations, stress testing, and t@i ing to increase
preparedness. O

2. Assess Risk and Scope: By analyzing the de‘fegt's type, potential for
injury, number of impacted units, financi @ , and distribution reach,
ascertain the recall's impact and severity:

3. Record Conclusions and Judgm Q Keep thorough records of all
team decisions, risk assessment&fbissue identification, and planned
recall actions. Internal and cogsumer interactions, insurance claims,
future preventative plans, n@, egulatory compliance are all supported
by appropriate documen n.

4. Notify Regulatory g%horities: In compliance with the required
reporting guideligﬂand timeframes, notify the appropriate agencies
about the recall sinesses may safely follow regulations and receive
advise on 1 1 strategy when they maintain open lines of
communiq@n with regulators and legal teams.

5. Deteg}% and Track Impacted Products: Find potentially impacted
procm s in storage, manufacturing, transit, retail establishments, and
@ mers' hands by using sales, inventory, and supply chain data.

@‘)%stablish a Communication Plan: Provide distributors, retailers,
Q consumers, and, if required, the media with clear, consistent
messaging. Without raising unnecessary concerns, communications
should outline the problem, any possible dangers, and the steps that
recipients should take.

7. Halt Distribution and Remove Products: To avoid additional
contamination or recalls, immediately cease delivering impacted
products and, if required, quarantine ongoing products or raw
materials.
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8. Handle Product Returns and Disposal: Create uniform protocols for
the safe receipt, monitoring, and handling of returned goods. This could
entail establishing a specific return area, preparing thorough records
for every item that is returned, and figuring out the best corrective
actions, such repairs, refunds, or disposal.

9. Implement Corrective Actions: Do a root cause analysis to find out
what caused the recall and how to stop it from happening again.
Modifying production procedures, bolstering quality control
procedures, revising supplier specifications, or redesigning iterré‘&re
some possible solutions. Test every change thoroughly to deten@ne its
impact and record the results before starting prodb& n and
distribution again. \S'Q

10. Review and Update Procedures: Examine the recall &ocedure to find
any weaknesses or potential areas for enh ent, including
stakeholder comments, response timelines, CO@munication efficacy,
and resource allocation. X

X
PRACTICAL EXERCISES %O

Activity 1: Group Discussion on mark tr@ campaigns before launch is
essential to prevent costly lawsuits or re{éﬁtory fines.

Materials Required: Notebook, Pen&@gcil and checklist.
Procedure: 4

1. Make a group of 4-5 stﬁ@ents.
Develop marketin campaigns with all legal compliance.

Ask them t

Allow 4-5 stu %ts to discuss marketing campaign activities.
ite key points.

Prepare @)rief report on marketing planning and campaigns.

o A N

Wr'x@ own step by step process of marketing campaign and legal
@ess and procedures.

%%o group discussion for 5-7 minutes.
8. Teacher evaluates the performance.
9. Teacher provides assistance to all the students.

Activity 2: Activity on clear, visible return policies and a well-trained
customer service team are crucial for managing disputes and maintaining
customer trust.

Material required: Pen/pencil, Notebook, a checklist for the visit, drawing
sheet.
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Procedure:
1. Make a group of 4-5 students.

2. Ask them to visit three different retail stores, departmental stores,

Ask the procedure of resolving disputes and training providb@y or it.

malls.
3. Meet retail store manager.
4. Tell him the aim of the visit and take permission for the visit.
5. Observe customer service. b’
6. Ask retail store manager how you are resolving disputes. \(/\,6
7.
8.

Prepare notes on all of the information. \}'
9. Prepare a chart on it and submit it to the teacher. ¢,

Activity 3: Role plays on training for managers on Hl@oolicies, prevent data
breaches and legal compliance to avoid wrongful te;&ﬁ‘nation claims or labour
disputes. Q)

Materials Required: Notebook, Pen, pencil @1 checklist
Procedure: '\,@’\’
1. Make a group of 5 students. <
2. Ask the students to play fi (@?i/ng roles:
a) First student plays ;c{\(;%e of HR manager
b) Second student %’ the role of store manager
¢) Third stude%p ay the role of sales executive
d) Fourth S@Q]ﬂt play the role of cashier
e) Fifth Q‘)’&ﬂent play the role of customer
3. As@customer to discuss following questions with the HR manager:
Q}Nhat is the HR training procedure?
@ ) How to prevent customer data breaches?
Q c) What are the ways to avoid labour disputes?
d) Discuss HR policies in retail business

4. Write down answers in the notebook.

5. Ask sales executive and cashier to perform the role of how to prevent
data breaches.

6. Ask sales executive to play the role of how to deal with customers to
provide customer service.
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7. Ask the students to prepare a short script.
8. Ask them to perform a role play in the classroom.
9. Teacher evaluates the whole activity.

Activity 4: Activity on retail store operation and identify compliance issues

including (reliance on manual processes, weak incident response plans,

regulatory changes, inadequate training, inconsistent documentation, and

vendor non-compliance).

Materials Required: Notebook, pen, pencil and checklist. @b’

Procedure: \;Q’

1. Make a group of 4-5 students. 0'\’
Ask the students to observe the activities of store ope&

2.
3. Ask them to identify compliance issues. '\06
4. Write down notes on following: \,O

a) Store operational activities at POS O\/

b) Identification of following Complian@issues
i.  Reliance on manual processq&\/
ii. Weak incident response géns
iii. Regulatory changes o
iv. Inadequate trai@xng
v. Vendor non-c liance
Vi. Inconsist documentation
5. Write down 6’%6 points.
6. Prepare @rlef report.
7. Wrﬁ@eport in a proper format.

8. @‘mt the report to the teacher.
% eacher evaluates the report.

CHECK YOUR PROGRESS
A. Fill in the Blanks

1. It is crucial for a customer to prove that a "defective" product caused
the
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2. A central consumer protection authority (CCPA) was established under
the Act.

3. The has the authority to order the recall of dangerous or
dangerous products or the termination of services.

4. Any who creates a false or misleading advertisement that
harms the interests of consumers faces a maximum sentence of two
years in prison and a fine of up to ten lakh rupees.

5. A product protocol is an organized method for loca@s\g,
informing, and fixing problems with dangerous or faulty 1tems~<>

B. Multiple Choice Questions \‘,\,

1. Which of the following is a correct statement? ,\}
a) Product liability is an illegal obligation Q
b) Consumer protection act was introduced in th&@g‘88 year
c) Retail organization need to focus on sales o@y and do not need to

consider consumer protection \/
d) None of the above O
2. Which of the following is not a Correct@tement?
a) A product recall protocol is organized method for locating,

informing, and fixing proble NWith dangerous or faulty items.

b) A well-defined plan and d Keated roles are the foundation of an
effective product recall Qfagement strategy

c) Inventory managem %ftware is essential to the process since it
keeps thorough tr 111ty logs by tracking batches, lots, and serial
numbers.

d) There is a no r&d of follow fair consumer protection

3. Which of thﬁ@'l wing are the causes of product recalls?
a) Cont%ination
b) Manufacturing flaws
C) L& ign flaws and mislabeling
11 of the above

% reate ........... protocols for the safe receipt, monitoring, and handling
Q of returned goods

a) Halt distribution

b) Uniform

c) Actions

d) None of the above
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C. State whether the following statements are True or False

1. Product liability is not the legal obligation placed on producers,
suppliers, and retailers to compensate customers for damages brought
on by defective goods.

2. Manufacturers of goods, traders, and service providers must also review
the contracts to make sure they do not fall under the category of "unfair
contracts."

3. Under the Act, the CCPA is a regulatory body with the ability to con@ct
inquiries, take injunctions, and conduct investigations \Q’

4. The CCPA has the authority to order the recall of d Berous or
dangerous products or the termination of services. \&Q

5. Recalls do not assist businesses protect Consumersgnd stay out of
trouble with the law, despite the fact that they canybe expensive and
destroy a brand's reputation. \/O

D. Short Answer Questions

X
<©
. Define consumer protection Act 2019?

©

State product liability? N

What is product recall?

<
Write down product recall gr@edure

5. Explain product recall mavagement.

SRR S

E. Long Answer Questionsfb,
1. Elaborate key poi@ of consumer protection and product liability

2. Discuss pro s for identifying, communicating and managing
recalled pr@ct.

3. Explain significance of consumer protection act.
F. Chec@our Performance

1 onstrate the factors of consumer protection
Q@ Prepare a chart on product liability

3. List out reasons for product recall

4. Prepare an oral presentation on consumer fair practices.
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SESSION 4: MAINTAIN PAYMENT LAWS FOR RETAIL
PRODUCTS

With the RBI's digital payments debut, the country's use of digital payments
is rapidly expanding. The tendency to adopt digital payments is growing. In
order to accommodate new payment goods and services and take into
consideration the changing nature of the payments industry, the PSS Act's
regulatory framework for digital payments has to be updated.

Modern payment laws are in place for three main reasons: 1) to ensure @at
payment systems are secure and sound; 2) to increase the effectiv &s of
payment system operation; and 3) to safeguard the interests of cq ers.

The top policy-making body in the nation for payment system 28 the board
for regulation and supervision of payment and settlement téms, which is
a subcommittee of the RBI's central board. The BPSS hag the authority to
establish guidelines, authorize, and prescribe polici N%r monitoring and
controlling all of the nation's payment and settlemer&§ystems. The Payment
and Settlement System Act, 2007 (PSS Act), w, @rwas passed into law in
December 2007, governs the payment and settl nt systems. On August 12,
2008, the PSS Act and the regulations @taining to the payment and
settlement system went into force. X
A

PAYMENT SYSTEMS \,6

To address the needs of the g ébal population, the RBI has launched a
number of initiatives to modernize and introduce safe and effective payment
methods throughout the na .

Paper Based Paymen S‘.lmost 60% of all non-cash transactions in the
nation are conduct hrough the use of paper-based instruments, such as
checks and drafts B r time, this percentage has been gradually declining,
and the electr mode has become more popular as a result of the RBI's
determined §)fo s to promote electronic products over cash and checks.

Electro ayments: The RBI's efforts in the mid-1980s and early-1990s
were @ red on technology-based solutions to improve the infrastructure of
th ment and settlement systems and introduce new payment products
1tﬁ?@ﬂizing banks' technological developments.

Electronic Clearing Services: In order to manage recurring payment
requirements such as salaries, dividend payments, and interest for
corporations and other organizations, the bank launched the ECS (credit)
program in the 1990s. ECS is currently accessible in all of the nation's major
cities and improves customer accounts to be credited on the designated value
date.
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Electronic Clearing Service Debit: The RBI introduced the ECS debit plan
to give utility firms a quicker way to collect money on a regular and repeating
basis. This lowers client satisfaction and the efficiency of the paper
instrument process. The minimum and maximum payment amounts are
unlimited. Additionally, this is accessible in all of the nation's major cities.

Electronic Funds Transfer

A bank's account holder could electronically transfer money to another bank's
account holder with any participating bank thanks to this retail funds
transfer system, which was introduced in the late 1990s. <

mechanism for enabling one-to-one money transfers for i duals or
corporations was introduced in November 2005.

The NEFT (National Electronic Funds Transfer) system: A 2 secure

Real-time settlement system (RTGS): A fund transfer sy§tem called RTGS
allows money to be transferred between banks "in rgal~time" and "gross."

"Gross settlement" refers to a transaction that is -to-one and does not
bunch or net with any other transaction. )

Other Payment systems @ E

Pre-paid Payment Systems (b\’,

Payment instruments known as pre-paid instruments make it easier to buy
products and services using thewvalue that is stored on them. Such
instruments' stored value 1nd10 he amount that holders had paid in cash,

debit, or credit. With the ex on of payment instruments authorized under
the FEMA Act of 1999, th &é of pre-paid payment instruments for cross-
border transactions ha n prohibited.

Mobile Banking Syg’é}‘n

The use of % devices to deliver banking services has grown in
31gn1ﬁcance @) banks that are supervised and licensed in India are allowed
to use mo ankmg, according to a set of guidelines released by the Reserve
Bank i 1 ober 2008.

(0] @Transactlons/ Point of Sale Terminals/ATMs

Iandla, there are more than 61,000 ATMs. The nation has more than five
lakh point-of-sale (POS) machines where consumers can pay for their
purchases. In the nation, there are more than five lakh point-of-sale (POS)
machines where consumers can use credit or debit cards to pay for goods and
services. The bank has also permitted cash withdrawals from Pos terminals
using bank-issued debit cards in order to improve consumer convenience.
Online payment gateways are also included in the Pos for card payment
acceptance. Payments for goods and services can be made online thanks to

60



Retail Sales Executive Grade 12

this capability. Either internal payment gateways or third-party service
providers known as intermediaries permit online payments.

National Payments Corporation of India

In order to run India's numerous retail payment systems, the RBI promoted
the formation of the National Payment Corporation of India. NPCI started
operating in early 2009. It is anticipated that NPCI would increase efficiency
through standardization and uniformity in retail payments as well as by
extending the use of both new and pre-existing payment products to impég’ve
consumer satisfaction. <

MEANING OF RETAIL PRICE \,,\/%Q
The maximum retail price is the utmost amount that a manufac r specifies
a consumer may pay for a product. Retailers have the optioﬁzto sell goods at
the MRP or below it. The Consumer Goods Act of 2006 stati€s that consumers
cannot be charged more than the MRP listed on the p ct's packaging. All
sellers in India are required to mark the MRP price\After the Standards of
Weight and Measures Act of 1997 were amended @'COHCCpt of MRP was first
presented in India in 1990. %

Example of MRP @
&>

The price quoted shall not be more ejn the trade prices as per MRP

Fig of mrp

Definition of Maximum Retai ice

Section 2(f) of the Consumqgsé'oods Act of 2006 mandates the publishing of
the production cost a fhe maximum selling price. The maximum retail
price, or MRP, is th D?ice at which a product will be sold in a retail
establishment and iél des all applicable taxes.

The Objectiv aximum Retail Price

Maximum @il price verifies that the supplier doesn't charge clients more
than ta aximum retail price. The MRP also verifies that vendors don't
char ients more than the set price and that commodity consistency is
m ined throughout all regions.

Customers are kept well-informed about commodity pricing by MRP, which
also prevents vendors from offering competitive prices. Customers will not be
required to pay taxes on the products individually because MRP includes
taxes. MRP fosters relationships and increases consumers' trust in the
product.
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FACTORS DETERMINING FIXATION OF MAXIMUM RETAIL PRICE

Advantages of maximum
retail price

Disadvantage of maximum retail price

Customer knowledge is raised,
the likelihood of suppliers
deceiving customers by quoting
higher, unfair prices for goods is

eliminated, customer trust is
increased, there is no black
marketing, and buyer-seller

relationships are strengthened.

S
@

Q
>
’0}6

ol

RS

Market inefficiencies may arise as a result
of MRP. Many small-scale merchants are
ultimately impacted since manufacturers
have the opportunity to offer higher costs
because they choose the MRP of @eir
items. <

» Market inefficiencies may e Yfrom
MRP. Because the man&)turers set
the MRP for their pro@c s, they have
the opportunity to cliarge higher costs,
which ultimately Na@ects many small-
scale merchant&?nd may cause them to
lose custo due to uncontrollable
circumstances.

. Retail@ in remote locations end up

losing money since they can't charge

m’g}e than MRP to cover the high cost of
elivery.

" Before determining a product's MRP rate,
the producer takes into account the
highest tax rate imposed by each Indian
state. As a result, even if your state has
low tax rates, you may still pay more
since other states may have high tax
rates.

The go %&IRP is to establish a
singl€, consistent pricing that is

ggnationwide.
<

RP safeguards consumers'
rights, especially in isolated or
rural locations.

Since all packaged goods have
MRP inclusive of tax printed on
them, there are less customer
complaints about overcharging.
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COST PRODUCTION

The cost of production is the most important component of the pricing. The
cost of production must be taken into account when setting a price. Two
categories of expenses exist: a set cost, such as building rent or employee
salaries, etc. Variable costs include things like labor and material costs.

Product demand: In order to charge higher prices if demand exceeds supply,
a research of the market demand for goods and services should be conducted.
The cost of the rival company Examining the costs of competing ite is
essential. In the event of competition, it is better to set the pricing &

Government rules Government regulations should be followed wh etting
prices for goods and services. Additionally, the company's mark strategy
affects maximum retail prices. For instance, the price alsg™includes the
commission paid to middlemen for the selling of items. Likewise, if customers
receive "after sales service," those costs are also Cove&by the purchase

price. \/O
MRP laws and regulations in India Certain cr?ﬁc,ria are provided by the

er.

Consumer Goods (Mandatory Printing of Pr ion Costs and Maximum
Retail Price) Act 2006 to ensure that the co mer is not charged more than
the maximum price set by the producer. All products that are introduced to
the market with the intention of being puxéhased and consumed by customers
are referred to as consumer goods. The term "cost of production" refers to
expenses that the manufacturer g&ars during the manufacturing process of
the goods, both directly and indixgctly. Printing entails writing the production
cost and MRP in Hindi, En@@[, and the local language of the product's sale

location. Q’Q

MRP is the maximum,price at which a product can be sold, and it includes all
applicable taxes. mers must also understand the distinction between
the MRP and t@e cost of the goods. Occasionally, the written MRP is set
so high that-there may be a 30-50% discrepancy between the selling price
and the I\Q Selling for more than the marketed price is against the law.

Lega @}rology Rule

T RP is now governed by the Legal Metrology Rules (Pre-packed
modities) PCR, 2011. The rules stated that:

The maximum retail price must be prominently displayed on the label of every
product that is packaged. The name and address of the maker, packer, and
importer, the commodity's name, its maximum retail price, its net content, its
name, and its customer care numbers must all be included in e-commerce
goods following the 2011 modifications to the pre-packaged commodities
laws. It is required for medical equipment, such as syringes and valves, that
are included under the medication category to mention the MRP and provide
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the declaration that is made compulsory under the PCR Declaring two MRPs
for a similar product is forbidden. In order to ensure that consumers can
readily understand the information, producers are required to use larger font
sizes on their labels. Additionally, the name of the producing country and the
best before date must be included.

GST

Following the introduction of the GST concept, retailers began abusing it by
charging higher prices than the MRP while claiming that the product's priging
did not contain the tax. Therefore, MRP provisions under the GST Actgwere
created to prevent consumers from being defrauded. The seller is regnired to
include the new tag with the previous price. Customers have t X}Option to
refuse to pay the higher price and to submit a complaint ag@Rn@t he seller if
the merchant is requesting a price that exceeds the declared P in the name

of GST. @6
There are various kinds of retail products. GST for @il products can vary
from O to 28%. O\,

The dual pricing scheme was eliminated with t%\mplementation of the MRP
2011 rules update to protect customers frm@aeing defrauded by vendors or
shops. Following the introduction of GS$ RP regulations attest to the fact

that retailers do, in fact, charge more tl@% the MRP under the GST label.

<
Forum for Redressal of Maximég etail Price Complaints in India

The person who feels Wronged% the option to complain to the proper venue
and request a redress. The legiSlation announces several important laws and
acts, such as the Mona@‘es and Restrictive Trade Practices Act (MRTP Act),
the Essential Commoditiés Act, the Environment Protection Act, and most
importantly the Coné.l er Protection Act. A hierarchy of courts is established
by the Consume@otection Act, with a national commission in New Delhi, a
state commiss in the state capital, and a district forum at the district level
A consum registered voluntary consumer association, or the federal or
state @@ ment may file a complaint under the Act. Unfair business
practi that cause complainants to lose or damage their property, purchase
d ve goods, or receive subpar service are all grounds for a complaint.

The manufacturer sets the maximum rice price that can be charged for a
product, or MRP. The government is not involved in figuring out a product's
MRP. Whether or not manufacturers should be able to set a product's pricing
is up for debate. Even though stores are required to adjust their MRP in
accordance with the new GST regulations, some vendors nonetheless tack on
an additional GST charge to the MRP. The MRP of a product always includes
GST or any other tax. MRP keeps consumers well-informed about commodity
pricing and prevents vendors from offering unfair prices for their goods.
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Verify reasonable prices, prompt payments, and safe transactions in the retail
industry. Consumer goods act of 2006 and legal metrology (Packaged
Commodities Rules, 2011).

The weights and measurements of goods marketed in India are governed by a
well-established legal metrology framework. The main laws governing legal
metrology in India are the Legal Metrology Act, 2009, which defines it under
section 2(g) as that area of metrology that deals with units of weight and
measurement, methods of weight and measurement, and measuring
instruments in relation to the necessary legal and technical requirementsg thrat
have the goal of confirming public guarantee from the point of view of %@uracy

and security of 2011. \‘,\,

AS)

The primary goal of India's legal metrology laws is to uphold. the application
of the established principles of weights and measurement ¥nstruments for
reorganizing metric systems, such as the meter, litre, ki m, etc., in order
to control trade and commerce involving weighe and measurement
instruments throughout the country. Any com a)ﬁ'y that manufactures,
packages, or distributes goods needs to regis with the legal metrology
department. Proper labeling of pre-packaged.commodities is required under
the Legal Metrology (Packaged Commoditie{@ules, 2011.

Information including the product's ne (Q'mount, the manufacturer's name
and address, and the maximum ret%ﬂfgr»ice should all be listed on the label.
precise weighing and measuring gé¥ices for product packaging and sales. An
approved agency should verify agid stamp these instruments, and they need
to be recalibrated on a regu {basis. A product's MRP must be stated on the
label and cannot be surpassed. Any reductions or offers must be explicitly
mentioned on the labe ,de businesses are not allowed to charge more than
the MRP. To ensur at legal metrology laws are being followed, the legal

metrology dep ent periodically inspects businesses. During the
inspection, the“business must cooperate with the department and grant
access to ata, equipment, and premises.

Penalt{}br Non-compliance

Se%ﬁ% consequences, such as fines and incarceration, may result from
ing legal metrology laws. Instruments and goods that are not in
compliance may be seized by the legal metrology department.

With the permission of the deputy director of the legal metrology department,
a compliance order was issued to the retailing companies directly in
accordance with the legal metrology act of 2009 and the legal metrology rules
of 2011. A notification was provided in September 2020.

For all packaged goods that are established in the buyer's best interest, the
deputy director has indicated certain mandatory statements that must be
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adhered to. It is essential to include information such as the packager's name
and address, the importer's name and location, the generic name of the
product being packaged, the manufacturer's name and address, the product's
retail price, Information on the commodity's pre-packaged date, month, and
year Contact information for Customer Care Support produced and imported,
the product's name, the place of origin, its Best Before or Expiration Date,
and its month and year.

The packaged commodities' net quantity

For companies involved in the production, distribution, and pack\a&'@g of
goods, adherence to Indian legal metrology regulations is essential, )

5
PRACTICAL EXERCISES “Q\

Activity 1: Group Discussion on Legal Procedures, Polic@ and Payment
Laws for Retail Products and make a chart on fair pricing@@éure transactions
and timely payments within the retail sector. O

ist.

Materials Required: Notebook, Pen, Pencil and check

Q)
Procedure: %

1. Make three groups of 4-5 students a@

2. Ask them to collect all the mater%&

3. Write down key points. \,6

4. Ask them to do group di sion on following topics:
5.

Give following topics §§i§g’roup discussion:

a) Legal procedu 'é’r retail products
b) Payment 1; for retail products

c) Fair prici d timely payment within the retail sector
6. Allow 5 @x{ltes for group discussion.
7. Keg&%ﬁqinutes for question-and-answer sessions.
. @the teacher to evaluate the whole activity.

oo

Activity 2: Prepare a chart on Legal Metrology (Packaged Commodities)
es, 2011, and the Consumer Goods (Mandatory Printing of Cost of
Production and Maximum Retail Price) Act, 2006.

Material required: Pen/pencil, computer with internet connection, notebook,
drawing sheet, colors.

Procedure:
1. Make a group of 4 students.

2. Ask them to collect all the materials.
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3. Ask to search notes on legal metrology rules 20011 and consumer goods
act, 2006 from internet.

4. Ask them to prepare a chart on Legal metrology (Packaged commodities)
rules, 2011 and consumer goods Act, 2006.

5. Ask them to use colors to make colorful chart.

6. Submit the chart to the teacher.

7. Teacher evaluates the chart.

8. Teacher does the exhibition of the charts in school. @b’

Activity 3: Identify various Micro and Small Enterprises (MSME&K@lstered
under the MSMED Act, 2006.

Materials Required: Notebook, pen, pencil and checklist. Q
Procedure: O
1. Make a group of 3-4 students. \,O
Ask the students to visit MSMEs. %O

Take the permission of store manager@

Ask the students to prepare notes p&xworkmg of MSMEs.

a & LN

Ask the student to meet the mégager to discuss the working of micro
and small enterprises. (b’

Write down key points Q{/ MEs.

Ask the manager ret ayments, procedure and legal compliance.

® N o

Write down key g ts in the notebook.
9. Prepare a brl@

Activity 4: R%ﬂp ay on digital payments like UPI, NEFT, RTGS, and card
payments, uring their security and efficiency.

port and submit it to the teacher.

Materia &kequired: Notebook, Pen/pencil, Checklist, Computer, Debit card,
Credij Q&d, Bank payment forms RTGS.

P dure:

. Make a group of 5 students.

Ask three students to play the role of customer.

Ask the third student to play the role of retail store manager.
Ask the fourth student to play the role of cashier.

Ask customers to follow different modes of payment.

S

One student makes the payment by debit card.
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7. Second student make payment by UPI.

8. Third student use bank RTGS form and make the payment by RTGS
and NEFT.

9. Teacher evaluates the activity.

CHECK YOUR PROGRESS
A. Fill in the Blanks

1. A fund transfer system called allows mon@to
be transferred between banks "in real time" and "gross." \0’6

2. In order to run India's numerous retail paymentAsystems,
the promoted the formation of the NatAi\og'Ql Payment
Corporation of India. Q

3. The Consumer Goods Act of states that mers cannot be

charged more than the MRP listed on the produ\/@’s packaging.

4. The retail price is the utmost a nt that a manufacturer
specifies a consumer may pay for a prodr%&.

5. The MRP of a product always include@ or any other tax.
B. Multiple Choice Questions ',\,(D’

1. Customers are kept Well—info(gied about commodity pricing by...... ,
which also prevents vend@{é‘om offering competitive prices.

a) POS

XU
b) MRP g\,
,(,‘b'

¢) RBI
d) None of the &

2. Retailers in b’ ..... locations end up losing money since they can't
charge re%(\e han MRP to cover the high cost of delivery.
a) Remot

b) /\@ e
nline
c‘g(q))Unknown

Q . What are the factors determining fixation of maximum retail price?
a) Cost of production
b) Cost of rival
c) Government rules
d) All of the above

4. The term ............... refers to expenses that the manufacturer bears
during the manufacturing process of the goods, both directly and
indirectly.
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a) Competition
b) Cost of production
c) Design cost
d) None of the above

S, i, business practices that cause complainants to lose or damage
their property, purchase defective goods, or receive subpar service are
all grounds for a complaint.

a) Consumer protection

b) Fair b’

. .
) Unf:
c¢) Unfair %{/\/

d) None of the above A
C. State whether the following statements are True or F s\e;,o

1. The RBI introduced the ECS debit plan to give utili@f irms a quicker
way to collect money on a regular and repeating bsis.

2. Payment instruments known as pre-paid instr&gents make it easier to
buy products and services using the Valué @‘t is stored on them.

3. The use of mobile devices to deliver ba@(i g services has not grown.

4. In order to run India's numerou \getail payment systems, the RBI
promoted the formation of the N@h’al Payment Corporation of India.

5. Maximum retail price Veriﬁe(ﬁ"t%at the supplier doesn't charge clients
more than the minimum price.

D. Short Answer Questions%/

1. What is GST? <

2. What is MRP? 4)

3. What is m@e banking system?

4. Descrj e%enalty for non-compliance
E. Long\ er type questions

1 borate consumer protection system.

@ Discuss retail price in detail.

3. Explain role of RBI in pricing.
F. Check Your Performance

1. Demonstrate consumer protection system.

2. Prepare a chart on legal metrology Rules, 2011.
3. List out fund transfer methods.
4

. Presentation on retail products.
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MODULE 2: RETAIL SALES PROCESS

The retail sales process is a critical component of the retail industry,
encompassing the entire journey from the initial customer approach to the
final transaction and beyond. Module 2: Retail Sales Process explores the
systematic steps involved in successfully selling products or services in a
retail environment. This module provides an in-depth understanding of how
retailers interact with customers, identify their needs, present appropriate
solutions, and close sales effectively, all while building long-term custcger
relationships. <

At its core, the retail sales process is designed to enhance thiél%omer
experience and drive business growth. In today’s competitive*s@a ketplace,
customers expect not just quality products but also excq&nal service.
Therefore, retailers must adopt a structured approach to sellirig that not only
fulfills customer needs but also fosters loyalty and sati$faction. This module
emphasizes the importance of understanding Ocustomer behavior,
communication skills, product knowledge, and service orientation in ensuring
sales success.

The retail sales process typically includes @veral key stages: greeting the
customer, identifying their needs, prese g products, handling objections,
closing the sale, and following up. Each@,\kep plays a vital role in ensuring that
the customer feels valued and unde od. For instance, the greeting sets the
tone for the interaction, while %&fve questioning and active listening help
the salesperson determine w at the customer is truly looking for. By matching
the right product to the cuspomer's needs and clearly explaining its features
and benefits, the salesp@&m can build trust and credibility.

A crucial element of: ‘h%s module is the focus on building relationships rather
than just makin sactions. Successful retailing is not solely about selling
a product onc t creating a positive customer experience that encourages
repeat busi@s. This involves providing after-sales service, handling returns
or com@ﬁ s professionally, and maintaining regular customer contact.
Thes @a tices contribute to customer retention and the overall reputation
of éusiness.

ﬂxthermore, this module covers the role of technology in the modern retail
sales process. With the advent of point-of-sale systems, customer relationship
management (CRM) tools, and digital marketing platforms, retailers have
more opportunities than ever to understand and serve their customers better.
Sales executives are now expected to be tech-savvy and capable of using these
tools to enhance the shopping experience and streamline the sales process.

Ethical behavior and professionalism are also central themes in the retail
sales process. Salespeople must be honest, respectful, and transparent in all
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their dealings with customers. Misleading information or high-pressure
tactics can damage a retailer’s brand and lead to customer dissatisfaction.
Therefore, this module underscores the importance of integrity and customer-
centric practices in achieving long-term success.

In conclusion, Module 2: Retail Sales Process provides learners with the
foundational skills and knowledge necessary to succeed in the dynamic retail
environment. By mastering the steps of the sales process, understanding
customer needs, leveraging technology, and upholding ethical standards,
retail professionals can contribute significantly to a business’s succes d
deliver meaningful value to their customers. This module consiﬁ@ four
sessions. The first session describes introduction to retail selling precess, the
second session deals Sales maximization techniques of retafl) the third
session contains personalized services and the fourth Qs\}

maintain post-sales service support in retailing. <

AS)

on explains
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SESSION 1: INTRODUCTION TO RETAIL SELLING PROCESS

In simple words, Retailing is defined as a process of selling goods or services
directly to the end consumer for personal use. It includes everything starting
from understanding customer needs and preferences to managing the after-
sales support. Nowadays, the selling process is not just about making a sale,
but it is about creating a pleasing and helpful experience for the customer. A
complete and successful sales process focuses on building customer
relationships, providing accurate product/service knowledge, understanding
customers’ needs and at the end ensuring customer satisfaction. In t@%r's
competitive retail environment, an effective selling process is im.pg@nt to
retain customers and ensure loyalty from them. \‘,\/

THERE ARE VARIOUS STEPS INVOLVED IN RETAIL SAL OCESS

1. Know the Product/Service: This is the first stgp, the retail sales
process. It is very important for the salesperson t0Be aware about the
product with which he is dealing. An incompletQQwareness may create
doubts and confusions among costumers.\Before interacting with
customers, the salesperson should kn Re features of product in
detail, benefits which the product @n deliver, pricing, and even
alternatives of the product. \,

N
Example: A mobile store \éperson must be aware of the
specifications of all avail?gl-e phone models, their prices and

comparisons.

2. Create Positive Impr&é&ion: The first impression plays a crucial role
in building trust and rapport. The salesperson is the person one with
whom the customsr interacts once he enters the store. The customers
should feel th u are happy seeing them and they are welcomed. The
simple anq& ctive ways to create positive impression are:

. G% stomers with a friendly attitude.
L

QMaintain eye contact and show genuine interest.

s professionally and maintain good body language.

QGJ Tip: A smiling face and polite tone can make the customer feel
welcomed and comfortable.

3. Greet the Customers: Greeting the customers is the best way to
initiate the interaction. The customers can be greeted in different formal
ways.

Example: Good morning! How may I help you? The goal should be to
open the communication channel and make the customer feel
comfortable and acknowledged.

72



Retail Sales Executive Grade 12

4. Listen to the Needs of Customers: Generally, customers visit store for
their specific needs. It is important for the salesperson to identify the
needs and provide solution to that. It can be achieved by asking the
questions like “What are you looking for today?” or “What challenges
are you facing?”. Once it’s done, the salesperson should give attention
to what the customer is asking for, it is important to Listen to them
attentively and take mental notes.

suitable products or services. Multiple options should be presen to
match the requirements and budget of customers. The featu@s and
benefits of products/services must be explained and hm@ﬂey are

5. Show Alternatives: The next step after need identification is to suéist

addressing the problems of customers. If possible, allow customers
to compare. Q
Example: If a customer needs a laptop for gami ow them models

with good graphics cards, memory, and processess.

6. Negotiate & Handle Objections: Customers<often have objections and
questions related to price, features, or . The salesperson should
handle objections and queries wit cts and a positive attitude.
Negotiation can be done be offeriflg value instead of discounts e.g.,

extended warranty, free accessog{ etc. It is important to be calm and
confident during negotiations K’Jﬂne better negotiation starts with active

listening and persuasive @unication.

7. Close the Sale: This s\:t e decisive step where the customer makes
final decision to pur e. The sale can be closed with the words like
“Shall I pack this? ou?” or “Would you like to pay by card or cash?”.
The salespers %s ould try to provide assurance about their decision.

Reminder: ,@, uccessful close often depends on how well the earlier
steps w xHandled.

8. Billi his is done when the customer has made the final decision to

R ﬁase. The salesperson can help the customers by completing the

ﬁig process quickly and accurately. The customers should be

GJ explained the details of invoice, warranty, return policy and offers, if

Q any. The salesperson should also ensure the product is packed safely
and correctly.

9. After-Sales Service: Building a long-term relationship with the
customers is just as important as making a sale. Follow up and
feedback play a significant role in customer retention. The retail stores
can provide service support or help with installations. The goal should
be to convert one-time buyers into repeat customers and brand
advocates.
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IMPORTANCE OF GREETING AND WELCOMING CUSTOMERS

As discussed above, first impression matters the most in generating retail
sales. Greeting and welcoming customers with warm smile and respect can
become the reason for a positive shopping experience of customers. A friendly
greeting can make a customer feel more valued and more open to interaction.
The salesperson should show some welcoming gestures like offering a basket
and making eye contact. These gestures not only all contribute to a customer-
centric atmosphere but also create a friendly environment in the stores.

Elements of Professional Communication <

Communication is process of transfer of information, ideas, e s and
thoughts from one person to another. A person can commun'mn@:\é through
words, gestures, signs and expression. It is the backbone ofg?&'y successful
business and organizations. In retail selling also, Communi@t on plays a vital
role. The final sales and customer loyalty depends ¥)the experience of
customers with the salesperson and the store. Com ication includes both
verbal and non-verbal elements. Let’s undergtand the meaning and
importance of verbal and non-verbal communi%é‘r;a

Verbal Communication: Verbal communi(@on refers to the use of words
and language (oral or written) to share imformation. Tips of effective verbal
communication: QJ&

e It should be clear, polite, a Ipful.
e Jargon or overly technic;&lénguage should be avoided.
* Always maintain a r ctful tone and be attentive to customer queries.

* Professional gree@gs may include: 'Good morning! How may I assist
you today?', ' ome to our store!', or 'Let me know if you need any

help ﬁndir@omething.’

Non-verbal C%lmunication: Non-verbal communication is the way of
expressin& thout using spoken or written words. It includes facial
expres@gs, posture, gestures, and attire (Fig. 2.1).

)
P
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A A

N/
Fig. 2.1: Non-verbal Comm§@tion

Tips of Effective Non-verbal Communicat'@l
¢ Communicate with a smile. \,

* Maintain eye contact while expkg@mg a product.

* Keeping a calm and open §é§‘re.

* Dress neatly to create @ essional image.

Communication is importaftin retail industry as the industry is customer
centric and it affects thire shopping experience of customers.

Identifying Custo Needs

Every custome )@g’ts a retail store with specific needs sometimes obvious,
sometimes hid . It is important to understand the needs which result into
effective s . The role of the retail executive is to uncover and identify those
needs through observation and interaction. Even if the customer does not
stat needs clearly, it is the duty of the retail salesperson to uncover it.

LQ@understand the two effective ways of identifying customer needs:

1. Through Questioning: Open-ended or close-ended questions can be
asked. Open-ended questions allow customers to give detailed
responses and help the salesperson to understand customer’s intent.
Example: What is the occasion you are shopping for? Or what exactly
are you looking for? Close-ended questions require a specific answer
like yes/no? These questions are useful for narrow down the choices.
Example: Do you prefer cotton or linen fabric?
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Other than open-ended and close-ended questions, probing questions
can also be asked to get further details. Example: You said laptop; you
want laptop for gaming or just office work?

In E-Retailing: E-commerce platforms use filter-based questionnaires
or chatbots dialogues that start with questions like what’s your budget
range for the laptop.

2. Through Observation: Observation includes watching the customer’s
behavior and understanding their needs. It is important to understand
both physical behavior and body language. Observing h@?&al
behaviour includes checking which section the customer goqs$ focus
on price tags etc. If a customer is repeatedly watching earance
section, means he is price sensitive. While obseéei@ the facial
expressions, smiling may indicate interest of custorers towards a
product and furrowed eyebrows indicate confusio@ﬁd doubts, Quick
exit means disinterest. Q)

In E-retailing, it is easy to find the interest of con ers with the help of Al
and behavioral analytics. If a person clicks on ticular product, the social
media platforms start showing him the similar)products and persuade him to
make purchase. When a customer leaves\aypage immediately means he has
less or no interest in that product. é'\,

leading to a better customer ience and increased sales. Overview of
Product Knowledge: This iscon€ of the important parameters of creating
successful retail sales. A wel”informed salesperson can confidently brief the
features, advantages, 'genefits of a product. Product knowledge helps the
executive to match r‘% cts with customer needs and to answer their queries
effectively. \;8

Identifying needs allows sales exec:gf&%s to recommend appropriate products,

. Featureﬁ‘réfer to the physical or technical specifications of a product
(e.g.,@een size, material, color).

. ahtages include what qualities makes a product better (e.g., faster,
re durable, eco-friendly etc.).

Q@ Benefits answer the question: ‘How will this help the customer?’ (e.g.,
saves time, enhances comfort, and improves productivity).

It is important for a salesperson to know answers of all the above to build
credibility and enhances the sales pitch.

Methods of Selling

At a retail store, situations are not always same, and that’s why Different
situations call for different selling techniques. Even the customers are also
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not the same, for every customer, the salesperson apply different pitching
technique for the final sales. Key methods include:

* Suggestive Selling: Suggestive selling refers to offering complementary
products (e.g., suggesting a phone case with a mobile purchase).

* Cross-Selling: Cross selling means recommending related products
from other categories (e.g., suggesting a laptop bag with a laptop).

e Up-Selling: Up-selling is a concept where the salesperson encourages
a customer to buy a premium version of the selected product (ég.,
selling a car model with extra features at a slightly higher pricgbe

These methods not only increase sales value but also improvts.cc stomer
satisfaction by providing them complete solutions. O

Products Placement in Store: The retail stores arran g the products
strategically to influence the customer buying behavio oducts placed at
eye level attract the customers’ attention more and carryresult into sales. The
related products (e.g., noodles, sauces, and olive oiQ:éﬁould be kept closer to
help customers find them easily. The layouts s Gld be clean and logical.

An organized and pleasing store encourages @ger visits and impulse buying.
Segmenting the Products .\,(b\/

Product segmentation means stra @'é division of products into different
categories or segments; the basig @f division can be certain characteristics.
This is done to target specific gr&of customers more effectively. It also helps
in catering to the varied nee&\of customers. Retailers divide products based
on factors like age group, @ce€asion, price range, or usage.

Examples include: Q
. Price-basecb%gmentation: budget friendly (under Rs. 499) vs.

premiur@sﬂons.

* Cus @er-based segmentation: Children’s clothing/Men/Women etc.
. ]&{}d-based segmentation: festive vs. daily-use items etc.

% eature-based segmentation: Clothing Size(S/M/L/XL), technology
Q (4G /5G/touch enabled)

* In E-retailing also, clear segmentation is done to make the shopping
easy.

Example: Myntra allows shoppers to filter women clothing into sub-
categories as western, ethnic, winter etc.

Segmentation allows stores to create personalized displays, offer targeted
promotions, and improve customer experience within the store. Segmentation
helps to optimize sales in physical as well as online stores.
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Identifying Products Responsible for Sales

In retail, all products do not contribute equally to revenue. Some products are
top sellers; some products attract customers but may not convert into high
value purchase. Therefore, it is important for the retailers in physical stores
as well as online stores to identify the products that are responsible to
generate more sales. This identification allows the retailers to optimize
inventory, promotions, and staff focus.

Fast-moving products also called FMCG should be placed in prominentsand
easily visible locations. In E-retailing, customer reviews, and purchase history
also help in identifying bestseller products. )

The companies nowadays are using offline techniques like S@s reports,
physical observation and online tools like sales data soft or customer
feedback forms, Alto track product performance accuratel%

Summary ~O

Retail selling is both an art as well as science. A su%:)ééosful salesperson must
greet customers warmly, communicate profes%@lly, understand customer
needs, should have strong product knowledge, and use effective selling
techniques. Product placement and mon'}te g product sales data are also
essential to drive performance. Q-

Oy
PRACTICAL EXERCISES \?f’

Activity 1: Role play on Profes@al Customer greeting and welcoming.

Materials Required: Nar}gs}'tags, Retail counter setup (if possible),
Observation checklist. Q’(,

Procedure: ﬁ
1. Take studel;J\t}Q'o activity area/classroom.

2. Divide t% students into two groups, one group is salesperson and
an(ﬁ is customers.

3. @one customer to enter in the classroom and ask one salesperson to
qgttend him with warm greeting.

Q . Each pair will perform greeting using polite body language and correct
phrases.

Other students will observe each group when they perform.
Students will note down the feedback.

At the end, Class will share peer feedback using observation checklist.

® N o O

Discuss key elements like smile, eye contact, tone, and personal
attention.
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9. Teacher will share the feedback of each group of students.

10. Students will incorporate the feedback and make a final report and
submit it to the subject teacher.

Activity 2: Role play on identifying customer needs through probing
technique.

Materials Required: Retail props (laptop, phone, watch etc.), observation
sheets, offer cards.

Procedure: @b’
1. Take students to activity area/classroom. . GT,Q
2. Divide the class into groups. “Q\'
3. Assign different roles: Salesperson and customer. Qo'
4. Provide a pre-decided scenario to the assigned roles)
5. Ask the customers to act as per the scenario 26(9 let them share their

needs. Like: A mobile phone under Rs, 6@;000 with good camera
quality.

6. The salesperson uses his questionir;i@hnique to identify the needs.

7. Based on response, the sales@&'on should start suggesting the
suitable goods. \JQJ

8. Other students will obse ch group when they perform.
9. Students will note dov&éthe feedback.

10. At the end, Classﬁﬂ(bs:hare peer feedback whether the salesperson is

able to identify % eeds correctly or not.
11. Teacher will e the feedback of each group of students.

12. Student@ﬂl incorporate the feedback and make a final report and
sub it to the subject teacher.

Actiw: Dramatize the resolving customer objections with confidence and
respect

B%@rials required: Pre-written objection scenario cards, Role tags
(Customer, Salesperson), dummy products (optional), Chairs, table (for
setup), Observation checklist or notebook, Timer/clock.

Procedure:
1. Take students to activity area/classroom.
2. Divide the class into groups.

3. Assign different roles: Salesperson and customer.
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4. Provide a pre-decided scenario to the assigned roles.Example: It’s too
costly, I've heard this brand isn’t reliable or I need to check with my
family.

5. Give each group a scenario with a specific customer objection.

6. Ask the customers to act as per the scenario and let them share their
objections.

7. The salesperson uses his skills to handle the customer objections with

positive body language and respectful tone. @b’
8. Other students will observe each group when they perform. %{}
9. Students will note down the feedback. \‘\'

10. At the end, Class will share peer feedback whether t]leesperson is
able to identify the needs correctly or not.

11. Teacher will share the feedback of each group o%?dents
12. Students will incorporate the feedback andgééke a final report and

submit it to the subject teacher. %O
CHECK YOUR PROGRESS ©
A. Fill in the Blanks ,\,@,

1. The process of offering comp{i%lentary items during a sale is called

2. is a met of identifying and understanding customer
preferences by watchipg their behavior.
3. Better Q skills build strong customer relationships.

4. Product is important to showcase how a product works.
B. Multiple C@ee Questions

1. Whi the following is a technique to identify the needs of customer?
a servation
1t&/c}uessing
) Ignoring
d) Avoiding

2. Which strategy focuses more on increasing customer loyalty?
a) Selling
b) Promoting
c) Greeting
d) Post sales Follow-up

3. Product demonstration is important for the customers to:
a) Walk away
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b) Be more confused
c) Understand usage
d) Ignore features

4. What is cross-selling?
a) Selling cheaper items
b) Selling complementary items
c) Offering discounted items
d) Avoiding needs

(e

5. Which is an example of non-store retailing? <
a) Mall , a}\’
b) Department store e
c) Myntra A%

d) Supermarket Q\}

C. State whether the following statements are True bﬂgalse

1. Listening to customers helps in identifying theliggeeds.
Product Placement is not useful in retail O\/
Providing personalized service helps i]@lcreasing sales.
After-sales service is very importarx@h retail business.
Observation is a key method Q@g\c,ierstand customer buying behavior.
Positive greeting and acti@i@fening discourages customers.

52 O 90 k& Wb

D. Match the Columns ;{},
O

S.No. COWIA S.No. Column B
v

1 Cross—&:lj'ng

2 U@”&%ﬁ'ing
I~ ~

Higher value version offered

Identifying customer needs

Complementary product

£ i .
i 4@9ost sales service suggestion

Customer retention

eI o N @ I I v i s 2

»AC&)\’ Observation
=/

Follow-up support

Q‘) 5 Loyalty program
E. Short Answer Questions
What is the importance of greeting a customer positively?
Define up-selling with an example.

Explain the role of questioning in identifying customer needs.

A

Write tips to handle objections in sales process.
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F. Long Answer Questions

1. Describe various techniques to identify customer preferences in a retail
store.

2. Explain the importance of segmentation of products in retailing with
examples.

3. Discuss the impact of effective non-verbal communication on sales

performance.
4. Describe the process of retail sales in detail. @6
G. Check Your Performance . g{r\r
1. What are the key differences between cross-selling an p-selling?
Make a chart with examples. Q
2. Differentiate between verbal and nonverbal com ation. Prepare a

chart with examples.
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SESSION 2: SALES MAXIMIZATION TECHNIQUES OF RETAIL

Introduction

In today’s competitive retail environment, the companies aim to not only
attract customers but also to maximize the value of each sale. This can be
achieved by a variety of sales techniques and strategies that target consumer
based on different behaviors and preferences. From providing discounts to
conducting demonstrations, retailers must be strategic in how they present
and sell their products. This Session will discuss the comprehensive
techniques used to increase sales and how demonstrating a @ct
effectively can influence customer buying decisions.

&
O
O

Retailers are using a wide range of approaches to increase @e quantity and
value of sales (Fig. 2.2). Let’s understand these approac%@n detail:

Sales Maximization Techniques in Retail

e Up Selling- This technique includes encouraging a customer to buy a
more expensive and premium version of the gE‘uct they were planning
to buy. For example, a customer who is@?ﬁg to buy a basic mobile
phone may be shown a model with be féatures and higher cost. This

will not only result in improving the\gustomer's overall experience but
also increases revenue for the retailer.

* Cross Selling - This approackgf selling involves suggesting related or
complementary products t e customers. For example, if a customer
buys a sunscreen, the Kl? erson may recommend a night cream, anti-
ageing serum or whit g cream. This strategy increases the total bill
amount and providittg added value to the customer.

* Bundle Prici This approach refers to combining several products
and offer at a discounted price compared to buying them
individuglly~ It attracts the customers and encourages them to buy. For
instagﬁ, a combo of shampoo, conditioner, and hair serum might be
off at a less price, encouraging customers to buy more.

. E.écounts and Offers — Discounts and offers always attract customers
in physical and online stores. Time-bound discounts and attractive
deals like 'Buy One Get One Free' or 'Flat 50% Off' create urgency in the
minds of customers, pushing them to make quicker purchase decisions.
Such strategies are very effective during festival season or clearance
sales.
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Fig. 2.2: Sales Maximization Techniques in Retail »\()\‘/\'

Loyalty Programs — This strategy encourages customers to isit the stores
and in building loyal customers. This reward systemg gives customers
incentives like points, cashback offer, or gifts for hi%?%lume or repeated
purchases. X

e Personalized Recommendations — Pers éi&zed recommendation has
its significance in offline as well as on@e tores. This can be achieved
through detailed data analysis customer profiling by using
software. Based on the results of a@sis, retailers can offer customized

product suggestions. For ex e, if a customer frequently buys
organic products, retailers suggest new organic arrivals which
enhances the shopping e ience of the customer.

Positive Client Relationship: As retail industry is customer centric, a
positive client relationship, Helps in building long term connection between
retailer and customer. is based on trust, consistent service, personal
attention, satisfacti % and effective communication. Maintaining positive
relationship witkksgstomer is also important to increase the number of repeat
customers anc@ uilding brand reputation.

Positive @ﬁonship can be built in following ways:

1. ’(ﬁ}’ﬁrst and foremost thing is to deliver consistent and excellent
%%ervices to the customers. In physical stores, the salesperson can go an
Q extra mile by simple ways like helping them to carry items or guiding
them on usage of product. Online stores can use chatbots or 24*7
customer service support to maintain positive relationship and enhance
customer experience.

2. After purchase, follow up calls to take feedback are very important.
Information regarding newly launched products can also be shared
during the call. Email marketing and push notifications help in
maintaining positive relationship with customers in E-retailing.
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3. Soft skills should be taught to the salesperson like active listening,
empathy, polite conversation and positively handling customer
complaints.

4. Celebrating customer’s special days like birthday, anniversary etc. Also
helps in maintaining a healthy and positive relationship between
retailer and customer.

Sales Promotions

Sales promotions are short-term activities and tools that aim at cre%ng

urgency and boosting sales. These activities are used to boost sale ract
new customers and retain existing customers. Customers are en;‘{@ ged to
buy a product or service immediately. \&Q
Objectives of Sales Promotion Q

1. The first objective of sales promotion is to increas@@e volume of sales
by offering discounts and special offers. Q)

2. To attract potential buyers who have never 8&rchased before.

3. To introduce newly launched products%y offering free samples or
introductory pricing.

4. To encourage repeat purchase %{@’roviding loyalty rewards or next-
purchase coupons. &@

Techniques of Sales Promotio$®'

The commonly used sales pro{ﬁo ion techniques are as follows:

1. Discounts: Disco§{?ﬁre temporary reduction in price of products to
attract customershand persuade them to purchase immediately (Fig.
2.3). For exa@"gy: Flat 40% off on all products till 30th June, BOGO
(Buy-one-getoone) Offer. In E-retailing, online discount codes are
providec@p the customers like SAVE40.
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Fig. 2.3: Discounts
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2. 1 at checkout counters.
Summary of Key Learning

* Sales maximization is about increasing both the number of
transactions and the average value of each transaction.

* Retailers use various techniques like up selling, cross-selling, bundling,
and promotions to encourage purchases.

* Product demonstrations offer a powerful tool to convince customeré’by
showcasing a product’s real value. %8

* Products placement enhances product visibility and improv@%e in-

store shopping experience. «()\’

* Promotional campaigns boost sales in the short teIQ nd enhance
customer loyalty and engagement. 4

* Sales Maximization Techniques in Retail. ONO

* Use of Customer Profiles to Provide Personaliged Services.

* Stragies to maintain positive client relat@?ip and build loyalty.
PRACTICAL EXERCISES \,©
Activity 1: Role play on Cross-Selling 1@ Up-Selling in Retail.

Materials Required: Role cards Qcomer & Salesperson), Product props
(phones, pair of clothes, shoes Dummy offers, Display Cards (Flat 50%
off), Feedback sheet. g{&

Procedure: '(,@'
1. Take students tq altivity area/classroom.
2. Divide the cl into groups.

3. Assign @% group a sales scenario. Examples: A customer buying
sho cross-sell shoe polish or socks, a customer interested in a
g/ phone — up-sell a model with better features etc.
4 0

ups will perform their role play one by one in front of the class.
Q . Other students will observe each group when they perform.
6. Students will note down the feedback.

7. At the end, Class will share peer feedback whether the salesperson is
able to suggest include complementary products or upgrades.

8. Teacher will share the feedback of each group of students.

9. Students will incorporate the feedback and make a final report and
submit it to the subject teacher.
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Activity 2: Role play to demonstrate the use of customer history to tailor a
personalized recommendation.

Materials required: Dummy Customer profile/history cards (with past
purchases, preferences, and feedback), dummy product(optional), Role tags
(Customer, Salesperson), notebook for observer.

Procedure:
1. Take students to activity area/classroom.
2. Divide the class into groups. @b’

3. Assign each group a sales scenario with customer profile. %mple:
Name: Ritu Chouhan, Past Purchases: Herbal shampoo fate-free
conditioners, Preferences: Eco-friendly, chemical—free@@ Feedback:
Prefers light fragrance.

&
Groups will perform their role play one by one in fioht of the class.
Other students will observe each group Whel;{f)ﬁcoy perform.
Students will note down the feedback. O

N o o ok

At the end, Class will share peer feec@ck whether the salesperson is
able to recommend a new persghalized product that suits their

preference. @,{\/
8. Teacher will share the feedbq\ﬁ)i? of each group of students.

9. Students will incorporate%e feedback and make a final report and
submit it to the subjeég'éeacher.

Activity 3: A Field ViSif@Sdentify the characteristics of product.
Materials Requiredégbservation Sheet/Checklist, Notebooks and pens.
Procedure: \',Q'
1. Pre-visit is to be given by the teacher.
2. Pr@ie a checklist to note down the following product characteristics:
»~'Brand
Q% * Price
*  Quality
* Packaging
e Shelf life
o Utility
* Features (e.g. eco-friendliness, portability, etc.)

* Appeal and presentation
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3. Select at least 5 different products from different categories (e.g., food,
electronics, apparel, personal care, etc.).

4. Encourage students to interact with retail salesperson to understand
product characteristics.

5. After the visit, students need to share their experience and findings in
small groups or classroom presentation to discuss the product
characteristics.

6. Students will write a report summarizing the products observed énd
their characteristics. \(/\,6
S

7. Teacher will share the feedback of each group of students. \‘,\.

8. Students will incorporate the feedback and make a Q@O report and
submit it to the subject teacher.

Activity 4: A field visit to learn techniques of sales Pronietion.
Materials required: Observation Sheet/ Checklist,{l/&gbooks and pens.
Procedure: O

1. Teacher briefs students and distribt{hecklists.

2. Students visit retail stores/ malls,\,(bv

3. Students will observe discoufdt” offers, bundling, samples, loyalt
OJ{J g p yalty

programs. Q-
4. Students will record e ﬁs of each promotional technique.

5. After the visit, studeéa need to share their experience and findings in
small groups or c@sroom presentation to discuss the sales promotion

offers. bﬁ

6. Each stu@'t will prepare summarizing the sales promotional
techni they observed during the visit.

7. Te will share the feedback of students.

8. @ents will incorporate the feedback and make a final report and
% bmit it to the subject teacher.

&ECK YOUR PROGRESS
A. Fill in the Blanks

1. refers to suggest a premium version of a product to the
customer.

2. pricing technique encourages customers to buy more by
offering a combo pack at a lower price.

3. BOGO is a type of used in sales promotion.
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4. Personalized recommendations require analysis.
5. Sales promotion is a -term strategy to boost sales.
B. Multiple Choice Questions

1. What is the main objective of up-selling in retail?
a) Give discounts
b) sell low-cost products
c) Sell a premium version of a product
d) Give free samples b,

2. A combo pack of shampoo, conditioner, and hair serum sold ower
price is an example of: \‘,\.
a) Cross-selling \&Q
b) Loyalty points Q
c) Discount <
d) Bundle pricing ~O

3. A “Buy One Get One Free” offer is an examplﬁjo%’:o
a) Personalized recommendation %O
b) Cross-selling @
c) Sales promotion \,
d) Product Placement ',\,(D’

4. Which of the following is usq;@ in both online and offline retail for
maintain customer profile: o
a) Guessing
b) Observation %"
c) Data analysis Q’(,

d) Invoice
C. State whether ﬁﬁollowing statements are True or False
1. Cross—seﬂ%';'{g reduces the overall value of a customer’s purchase.
2. Dis&ﬁvﬁs and offers create urgency in the mind of customers.

3. (e%, onalized recommendations to customers are only used in offline
tail stores.

QA. Loyalty programs for the customers help in increasing repeat
customers.

D. Match the Columns

S.No. Column A S.No. Column B
1 Sales Promotion A Offering multlple
products in a combo
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2 Cross-selling B Short-term
3 Bundle Pricing C Related .1tem
suggestions
4 Discounts and Offers D Custom} zed product
suggestions
Personalized .
5 Recommendations E Creating urgency to buy
E. Short Answer Questions b’
1. Define cross-selling with one example. \Q’QJ
2. What is the main purpose of bundle pricing in retail? "\G"

S

3. How do loyalty programs help in customer retention? .0

4. Why are personalized recommendations important il@e—retaﬂing?

F. Long Answer Questions ONO
1. Describe various sales maximization technigues used in physical retail
stores. O

2. Explain the role of product demons@tion in influencing customer
buying behavior. (b\/
G. Check Your Performance < >
1. Which sales technique wowléd)you apply if a customer is purchasing a
laptop? Why?

2. How can bundle pricir@,&be used effectively during a festive season sale?
Make a chart dep@&g Advertisement.

3. If you were m nzging an online store (App), how would you use data to
offer persoq@éé services?

X

4. Amit wo%ls in an electronics store. During a festive season sale, he
noti @ustomers coming in for budget smart phones. Instead of only
Fﬁ ng them to basic models, Ravi uses demonstration techniques to

wcase a new mid-range Smartphone with better battery life, camera,

nd exchange offer benefits. He also offers a combo deal with Bluetooth

earphones at a discounted price. His approach results in more
customers opting for the higher-value product.

Questions:
1. What sales maximization techniques did Ravi use in this case?

2. Identify one cross-selling and one up-selling instance in this scenario.
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SESSION 3: PERSONALIZED SERVICES

As we have already discussed the importance of identifying customer needs
to provide better shopping experience, once the needs are identified, the
retailers provide personalized service to their customers.

Personalized service refers to customize the customer experience based on
their preferences, behavior, and purchase history. This involves identifying
the customer’s needs and offering specific and exclusive solutions or
products. It helps in building trust, increases customer satisfaction, 6pd
encourages repeat purchases. \Q@
Example ’\/@

A bookstore sending a recommendation to an existing custom(;ssgsed on his
previously purchased books is a type of personalized service. ilarly, a retail
salesperson remembering a customer’s size and oﬁ(&s@ag them clothes
accordingly is personalized service in physical retail stefe.

Standards associated with Customer Service X,

Customer service standards are definite mle@gd expectations that retail
salesperson needs to follow to ensure Custor@ satisfaction. These standards
define how customers perceive the ng# of service and influence their
buying decision. @»(\/

Important Standards Associate§@th Customer Service are (Fig. 2.4)

etail refers to physical environment of the

1. Tangibility: Tangibility i
%ﬁaff, communication material and overall

store, including th
atmosphere. Reti} ?Q;es should be clean and well-maintained. The
attires of sales staff should be professional, branded packaging and
appealing vis display should be there. In E-retailing, high quality
product i s and videos should be uploaded; easy navigation should
be there@ websites and Apps to help the shoppers to buy quickly.

2. Re],&gfl‘ity: Reliability is the ability of retailers to deliver what has been

/\mised to the customer. It can be achieved through accurate billing,

filling commitments, products availability as per the display etc. In

Q E-retailing, timely delivery and quality assurance are two important
parameters through which retailers can show their reliability.

3. Responsiveness: Responsiveness is the willingness of salesperson to
assist customers and provide prompt service and response. The
salesperson should give immediate attention and waiting time for billing
and trial room should be short. Live support should be given in case of
E-retailing.
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Fig. 2.4: Important Standards Associatedg} h Customer Service
4. Assurance: Assurance refers to knowled%-ad ability of salesperson to
create trust and confidence among custorners. The salesperson needs
to have detailed knowledge of the p&@ct so that he can explain it to
the customer confidently. He sho @also clearly state all the terms and
conditions of return or exchang¢, In E-retailing, Apps and website must
provide secure payment( @ateways, verified seller badges gives
confidence to the shoppe@Example: A beauty consultant confidently
explaining the benefit%f skincare products in a store or a “pay later”
or “Cash on deli options in E-retailing give assurance to the
shoppers.

5. Empathy: E hy refers to the ability of salesperson to understand
the emo‘%q?} needs and expectations of customers and to treat them
carefully with personalized attention. Example: If salesperson can
re er the names and preferences of repeat customers, or if he

help to disabled or elderly customers, these small gestures enrich
experience of customers.

S%% Involved in Personalized Sales Support

1. Customer Profiling: The first step to provide personalized service is
gathering customer data on purchase history, preferences, and
feedback.

2. Data Analysis: After collecting the relevant information, identifying
pattern of purchase is the next step.

3. Personalized Recommendations: Once the pattern of purchasing is
identified, it is the responsibility of salesperson to suggest products to
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the customers based on analysis.

4. Follow-up: The last step is to take feedback and follow up through
reminders, warranty checks etc. Example: Online retail stores keeps
track of the user interest and offer discounts on the wish list items.

Importance of Effective Listening and Timely Assistance

Listening attentively helps the salesperson understand what the customer
truly wants, allowing for a more personalized experience. Timely assistance
increases trust and satisfaction. b,

Example: In a jewelry store, if a customer says they are shopi%@for a
wedding gift, the salesperson should quickly suggest options in th’a\ ategory,
demonstrating attentiveness and understanding. O

Basics of Client Confidentiality and Data Protection Practiees: As we have
already discussed the importance of identifying custom eeds and for that
data collection is the first step. Data collection is not©nly the responsibility
of retailers but to protect customer data has gaine@/ uch importance. As in
today's competitive environment, every organiz i8d craves for data and try to
get it at any cost, so it's the whole sole respensibility of retailers to protect
customer data. The data may include con% number, address, and buying
preferences etc. N

Data can be protected from any fn%@} in the following ways
e The customer informatio uld be kept secure.

* The data should only%’used for the purpose for which it has been
collected. S

* The customer d @should not be shared with any other organization
without the C(@:nt of customer.

Example: E—c@merce platforms like Myntra and Amazon use encrypted
systems and;privacy policies to protect shoppers' data.

Meani gd Benefits of Specialist Products

Spe t products are goods that are unique and high in prices. These

cts usually fulfill specific needs of customers and require more efforts
in*buying decision as they are costly. Specialist products are not purchased
frequently.

Benefits

* Specialist products give a higher level of satisfaction to the customers
as they offer premium quality and unique features. Example: Bose noise
cancelling headphone.
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e Customers of specialist products generally remain loyal to the brands
because there are less substitutes to these products. Example: Apple
Macbook, Sony DSLR Camera etc.

* Specialized knowledge and in-depth information are required to sell
such products. Expert guidance and consultations are also required
while selling specialist products. Example: A salesperson selling
musical instrument should be aware of the tone woods and pickups etc.

PRACTICAL EXERCISES b,
<

Activity 1: Role play to learn the personalized customer service. \(/\,

Materials Required: Name tags for role-play characters, Sam product
catalog (if available), dummy product.

Q«}'
Procedure: e

1. Take students to activity area/classroom. ONO

2. Divide the class into groups. \,\/

3. Assign each group a sales scenario wi stomer profile. Example:
Name: Ritu Chouhan, Past Purchase erbal shampoos, sulfate-free
conditioners, Preferences: Eco—frieri‘elly, chemical-free, Past Feedback:
Prefers light fragrance. ,&\,

Groups will perform their rol%ﬁgéy one by one in front of the class.
Other students will obse ach group when they perform.

Students will note doyé)éfhe feedback.

N o o ok

At the end, Clas ﬁ[ share peer feedback whether the salesperson is
able to reco%end a new personalized product that suits their

preference. O
8. Teacher@?‘ share the feedback of each group of students.

9. St @s will incorporate the feedback and make a final report and
/hpnit it to the subject teacher.

@y 2: A Field visit to identify the Personalization of services to

Ac
o@ mers.

Materials Required: Observation Sheet/Checklist, Notebooks and pens.
Procedure:
1. Pre-visit briefing should be given by the teacher.

2. Checklist should be distributed to students, containing items like:

S. No. Things to be noted down QD
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Staff uses customer name

Customized product recommendations

Special discounts or loyalty points

Offers on birthdays/anniversaries

Personalized greetings

Customer service follow-up

Use of past purchase history for suggestions

o

. Visit any departmental store, electronics store, or fashion outl own

for customer service (e.g., Reliance Trends, Croma, Shopper'ﬁg?op etc.)

. Ask the students to interact with salesperson during thg\gglt and take

note of the behavior of salesperson.

. After the visit, ask students to discuss what pers‘@g‘iized service they

observed. \/O

Activity 3: Recording information to demonstrat w to maintain accurate
and confidential client records.

Materials Required: Customer record for%@omputer system/register.

1.
2.
3.

5.
6.
7.

&

9.

Procedure: A
S
x&

O

Divide the class into groups.
Provide a pre-defined for to enter customer information.

Provide dummy cust r data to the students and ask students to
record the informatidn.

. Students canbugﬁ either paper or digital forms (if computer system is

available). O
Demonsﬁzé%e safe storage (locked file/password).
Dis&@importance of confidentiality to the students.

@her will check the entry of customer information, whether the
udents have recorded correctly.

Teacher will share the feedback of students.

Students will incorporate the feedback and make a final sheet and
submit it to the subject teacher.

Activity 4: Poster making activity on Creating Advertisement.

Materials required: Drawing sheets or chart paper (A3 size), Sketch pens,
crayons, colored pencils, markers, Glue, Old magazines/newspapers (for
cutting pictures), Ruler, eraser, chits of different products in a bowl.
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Procedure:
1. Divide the class into groups.
2. Each group will be asked to pick a chit from bowl.

3. Chits will have different product category like mobile, toothpaste,
laptop, shoes, watch etc.

4. Students will prepare an attractive advertisement poster. The
advertisement must include pictures, logo, tagline, offers etc.) b’

5. Posters will be displayed on classroom boards.
6. Each student (or group) explains their poster briefly. \‘,\/

7. Classmates and teacher will share their feedback.

CHECK YOUR PROGRESS <
A. Fill in the Blanks ONO
1. helps identify customer purchase beQ)éGior.
2. refers to the physical environme%gf a retail store.
3. involves actively listening a{@sponding to customer needs.
4. Personalized service increases cu er
5. Secure payment gateways in eg,@tail provide to customers.
B. Multiple Choice Questions@

1. Personalized service i}g'é’tail business includes:
a) Mass advertising<
b) Providing the same product to every customer
c) Customizi %roduots based on individual preferences

d) All of th@bove

2. Whic g%e following is a standard related to customer service?
a) ggn
&Empathy
Delay
d) Ambiguity

3. Which is the first step in personalized sales support?
a) Data analysis
b) Follow-up
c) Data Collection
d) Feedback

4. Which term refers to the ability to understand customer emotions and
needs?
a) Tangibility
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b) Assurance
c) Empathy
d) Reliability

5. In E-retailing, what ensures safe transactions for customers?
a) Verbal communication
b) Store location
c) Advertisement
d) Secure payment gateways

(e

C. State whether the following statements are True or False 4

s

1. Personalized service means offering the same product to alL\

customers. NQ
2. Customer profiling helps in understanding individual @??cjrences.
3. Assurance refers to appearance of physical retail s@gé
4. Follow-up is a part of personalized sales suppo@
5. Responsiveness in service is about quick t@%tion to customer
queries. @%
D. Match the Columns N
[ ] m
S.No. Column A "No. Column B
xp
‘o
1 Tangibility @ A Willingness to help customers
X
N .
. Physical appearance and
2 Reliability A,(,@' B ambience
3 Responsifieness C Unde.rstandmg customer
85 emotions
4 A?s’c@:g'nce D Delivering as promised
~ Buildj trust  through
I~ uilding rus roug
5‘\< .@mpathy E knowledge

N
E. Sh@\nswer Questions
% hat is the meaning of personalized service in retail?
QQ. Define customer profiling and its importance.
3. List two elements of customer service standards.
4. Why is empathy important in retail customer service?
F. Long Answer Questions
1. Explain the key steps involved in providing personalized sales support.

2. Describe the five customer service standards with examples.
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3. How can effective listening improve customer satisfaction in retail?

4. Explain the importance of data protection and confidentiality in retail.
G. Check Your Performance

1. How would you assist a customer who is upset with a delayed delivery?

2. Share an example of personalized service you experienced or observed.
3. Why should retailers avoid jargon while speaking with customers?
4

. If you were an online seller, how would you ensure customer @ta
privacy?
e
0
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SESSION 4: MAINTAIN POST-SALES SERVICE SUPPORT IN
RETAILING

Meaning of Post Sales Service: Post-sales service is the support that the
retailer extends after the purchase done by customer. Post-sale service has
gained much importance in the last few years when the competitors in the
market are increasing day by day. These activities help in retaining customer
by satisfying them with support and solving their issues. This helps in
building customer loyalty also. A happy customer spreads positive wordbf'or
the company and the product which help in gaining new customers. ¢,

There are different types of post service support can be provj{égqo the
customers: O

1. Free Installation Support: Not all the products need@stallation, but
if a product needs installation service, the retailer @aust provide free
assistance to its customers in setting up the produrct.

2. Warranty and Guarantee: If any manufactu{.ijég defect is there in the
product, the retailer should either repair %@place the product in given
time frame. Example: 1-year Warranty@l ir Conditioner.

3. Return or Replacement: In case Of defective or damaged goods, the
retailer should provide return ice to its customers. Example:
Replacement for faulty mobﬂ@phone, online retail stores generally
provide 7 days’ replaceme o

maintenance and s ce. Example: Car servicing. Few companies
provide Annual M@l enance Contracts (AMC) for appliances like Water
purifier.

5. Product De@?ﬁstration and Usage Training: Complex products need
proper @ ing to use them effectively; retailers should take

rt;sg@bﬂity to educate their customers. Example: Product

4. Maintenance or S(}ég&'}i‘ng: There are products which need regular

d stration on its usage if a customer buys a gyming machine.

6 dback and Reviews: Retail sale process does not end without
Q) aking regular feedback. Retailers should gather customer opinion on
Q the experience of product. Example: Few retail stores take feedback at
billing counter, In online stores, written feedbacks and ratings are
taken from customers.

7. Complaint Resolution: Post service support is also needed when a
customer has a complaint for any product. Immediate redressal of
grievance is needed to enhance the experience of customer.

For post-service support, it is important to contact customers, each company
has its own set of policies and defined rules for contacting customers. These
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policies clearly state how, when, where and for what objective the company
should contact the customers. The retailers can contact customers for
collective feedback and reviews, service reminders, new product launch
information and even complaint resolutions.

The companies generally follow a set of procedure to collect information:

1. Data Collection: Post service support needs customer details and the
retailers should follow the instructed guidelines by the company to
collect data. More the data is accurate, more better results can be
achieved. The customers can be requested at physical stores to provide
their information, in online stores, the data is automatically éﬂmred

by online forms. \,\'
0

2. Create Customer Record: Basic information like na@f customer,
mobile number, address, email address are collecte%a the first level.
Further record can be kept identifying the need¥ and preferences of
customer. \/O

3. Choose Mode of Contact: Different mo e@&an be chosen to gather
data, it depends on company’s policies,and sometimes customer’s
preference too. The different modes (@ be over phone calls, SMS or

WhatsApp, E-mail etc. " Qr
N .
4. Record the Response of Cuémer: Once the mode of contact is
finalized, the next thing i record the response of customers.
Nowadays it is done orfli only, excel sheets are used to record
information, few retaﬁérs have their software’s also to keep the
information of cust rs.

address issu ated to product usage or can share their experience
with the r@ct, the caller should immediately try to resolve the issue,
if it does%)t happen at that moment, he should schedule a call.

5. Resolve the 15@ While interacting with the customer, they can

6. Clos& e Call: The call must be closed with a positive message as it
&bds trust and confidence between caller and customer. Example:
ank you for sharing information! Have a nice day!

Q’ while contacting customers
1. Keeping confidentiality
2. Active listening
3. Create rapport with customers
4. Positive talk with customers
Dont’s

1. Don’t argue and interrupt

100



Retail Sales Executive Grade 12

2. Don’s use jargons

3. Don’t be over friendly
PRACTICAL EXERCISES
Activity 1: Role Play on post sales service.

Materials Required: Dummy product boxes (e.g., a mobile phone, Steam iron,
clothing item), Dummy invoice/receipt, Return/exchange form, Feedback

form, Notepad and pen. b’
Procedure: \Q’QJ
1. Divide the class into groups. "\,G*’

2. Ask customer to enter with a complaint about a defe t@? product or
seeking installation help. (Give a situation) Q

3. Retail salesperson greets the customer and activel}Jistens to the issue.

4. Ask the salesperson to check the invoice, and‘&alid, fill an exchange

form. @)
5. Provide compensation to the Custor@‘,ésuch as replacement, free
service, or refund. \,

6. Collect feedback from the custor@&;bout the support experience.
7. Other students will observe qgvp note down their observations.

8. At the end, Class will sh peer feedback whether the salesperson is
resolving the issue.

9. Teacher will shar: feedback of each group of students.

10. Students willainacorporate the feedback and make a final report and
submit it to subject teacher.

Activity 2: h@)}'e a flow chart on Company’s policy and procedure for
contactin @nts.

Materi &Required: Chart paper / A4 sheets, Colored markers or pens,
Stic tes (optional), Sample customer contact policy (if possible to provide).

@%dure:
1. Make 4-5 groups in the class.
2. Define the purpose of contact to all the students.

3. To each group, provide different scenario (Taking Feedback, informing
discounts and offers, new product launch etc.)

4. To each group, give different modes to contact (Via E-mail, call etc.)
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5. Give the students a standard script and ask the students to record their
interaction.

6. Teacher will check and share the feedback of each group of students.

7. Students will incorporate the feedback and make a final record sheet
and submit it to the subject teacher.

Activity 3: Skit on Positive talk with clients.

Materials required: Role cards (Customer types and Sales Executive rog’s),
Sample customer scenarios, Notepad and pen for script preparation. %8

Procedure: .\/GSQ
1. Divide the class into groups. O

2. Each group receives a scenario card that outlines: the@pe of customer
and the issue or need. The different sample scena,(@@can be.

Scenario 1: A customer is confused between two ty of smartphones. The
salesperson must use polite and helpful language tQ guide them.

Scenario 2: A customer is upset about a dela@ product delivery. The staff
must respond positively and resolve the iSSL@Nith empathy.

Scenario 3: A first-time shopper wantg\t@ now about available discounts.
The executive explains in a cheerful, ndly tone.

1. Each group drafts a shor minute skit using: positive greetings,
helpful tone, courteous\'‘responses, encouraging body language
(nonverbal communication).

Each group will m their skit.

Other studen ill observe and note down their observations.

At the end@ass will share peer feedback.

. Teacher will share the feedback of each group of students.
CHEC URS PROGRESS

A. %%gd the Blanks

support is needed when a product needs technical setup after
purchase.

a & LN

2. allows a customer to return or replace defective goods in a
given time period.

3. Annual Maintenance Contract is also known as
4. Customer is collected to maintain records.

5. builds trust and helps solve product issues.
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B. Multiple Choice Questions

1. Which of the following is not a type of post-sales service?
a) Free installation
b) Warranty
c) Advertising
d) Maintenance

2. What is the basic purpose of post-sales service?
a) To reduce costs b’
b) To offer discounts
c) To retain customers and ensure satisfaction
d) To void customers

S

3. Which type of post-sale service involves fixing defectinﬁ&‘ns?

a) Product Demonstration <
b) Warranty and Guarantee O
c) Personal selling \/O

d) Segmentation O\,

4. Annual Maintenance Contract (AMC) is aﬁxample of:
a) Product Servicing
b) Installation . (b’\,
c) Feedback 6\’
d) Offer X0
o

5. Feedback and reviews he@étailers to:
a) Ignore customers &<
b) Improve productx’%d service
c) Reduce servic
d) Improve p ct placement

C. State wheth e following statement are True or False
1. Returm and replacement is a part of post-sales service.
2. Co@laint resolution helps in building customer trust.
3 ailers should avoid negative feedback of customers.
Q@ Post-sales service starts once the product is delivered.
5. E-retailers use forms to collect post-purchase feedback.

D. Match the Columns

S.No. Column A S.No. Column B
1 Free installation A Scheduled servicing
2 Warranty B Setup support
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3 Return/Replacement C Customer opinion collection
4 AMC D Return of damaged products
5 Feedback E Coverage for defects

E. Short Answer Questions
1. What is the meaning of post-sales service?
2. What are the different ways retailers can collect customer feedba@
3. Why is data collection important in post-sales service? . NQ’

F. Long Answer Questions «()\"\/
1. Explain the different types of post-sales service suppoQ&‘Eh examples.
2. Describe the procedure of contacting customers f@(ﬁst—sales support.

3. How does post-sales support help in buildinngustomer loyalty and
trust?

O
G. Check Your Performance %

1. Think of a product you purchased 5Q,c ntly. Did you receive any post-
sales support? Explain. ,\,

2. Suggest two ways to improve &&’t—sales services in online retail.
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MODULE 3: RETAIL CUSTOMER SERVICE AND
CONCERNS

As you know customer is a king in the present day cut-trot competitive
market. A retailer or shopkeeper should know the importance and value of
customers. Retailing is called completed and successful only when customer
comes and visited retail store and buys goods from retail store and satisfied
with the product and services provided by retailer. Retailer will also get
benefited in form of profit and high margin. b,

Customers expect almost all retailers to provide certain services lﬁ@' good
appearance and behavior, be in identify customer expectations and’able to
recognize customer needs. Customer Service is act as the pi e by which
customer fulfill their needs and satisfied it. The retail A}/Bemerged as
important sector and provider of employment opportunitie§,

Problems handling is an essential activity of every custemer. It also provides
a platform to identify the cause of service failure. I{} a good chance for any
organization to recognize areas of progress. It is véry likely that a complaining
customer can transform to loyal, enduring customer when the problem is
determined quickly, effectively and efficiently~"The way that retailers respond
and handle a customer complaint will h irect impact on the business and
any future interactions with that par@'&ar customer. It is certainly not easy
to deal with a customer service i sg#g:’ When customer has a complaint or an
issue to be solved, he/she wa olutions, not excuses. If any retail store
provides brilliant customer K@ility and follow processes, complaints will be

rare. &(b'

Before anyone begins c@lve a customer’s problem, consider the fact that he
or she may not rea@évant to “solve” the problem. In some cases, a person
simply wants t%\&cape frustration or to hear. Therefore, listening and
patience is nec€Ssary for sales executive. In many cases, customer will often

have a sol in mind when he or she calls or comes in. The best practice
is that loyee must simply listen and offer to assist the execution of
sug answer.

Cg@nuous and regular complaints can hamper the brand image of the retail
stdre. For overcoming this issue, management should review and find out the
root causes. Even if it is a customer complaint between co-workers, immediate
and significant action should be taken. For customers, a careful and reliable
pursuing of grievances and procedures reflects the level of skill and conveys
a message to them that their grievances are taken seriously. Problem handling
can be taken up on a case to case basis. However, if these are a standards
operating procedure it reflects the management concern for customers.

It empowers employees to handle circumstances very positively, competently
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and effectively. After careful listening, negotiating and reassuring customers;
the retailers or the sales executives should provide feedback with in a period
and discuss problems as desired. It will be necessary for developing a solid
bonding of trust between customer and retailer.

The present module “Retail Customer Service and Concerns” is divided in four

sessions the first session describes the retail customer services and concerns,

the second session identify the problems arising in customer service concerns,

the third session deals with handling the customer complaints and the fourth

session discusses resolve the retail customer concerns. 6%'
&

0
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SESSION 1: RETAIL CUSTOMER SERVICES AND CONCERNS

We can understand the difference between two terminologies customer and
consumer through a situation in our day-to-day life. For example, a housewife
buys some household goods from the store. She is a customer to retail outlet.
When she reaches home, other members of family also use products, though
they haven’t purchased it. All the family members including the housewife
who have utilized the products for their personal use are consumers.

In marketing, it converts and increases our customers into the consu S.
Satisfied consumers will not only become customers but also prom&@) the
marketer and his product and services. G
IDENTIFYING CUSTOMER’S NEEDS AND BEHAVIOR “{)\’

~A
Need is necessary for organisms (customer) to live healthy life. Customer

needs can be objective (e.g. physical needs like food, shelter, clothing, etc.) or
subjective (includes emotional, moral, intellectual, gpfi\ g‘siritual needs, e.g.,
good behavior, self-esteem, fairness, etc.). Customer’s needs vary with place
and age group. Q)
Customer’s needs are the stepping stone to@ﬁodern marketing concepts.
The manufacturer has to give due at‘b@n ion, importance and care in
understanding and assessing or identy'y@'g the needs of consumers to gain
competitive advantage. Marketer should use all their efforts and strategies to
identify, emphasize, and satisfy customer needs. Retailer must understand
the needs or demands of the co@mer.

X
Based on type of product;b%customer’s needs to be divided into two types,
this is demand for tangi nd non-tangible products.

a) Tangible pro s, which can be touch and feel (Fig. 3.1).
b) Intangibl%‘p?oducts which cannot be touch but feel.

@C’é@
e
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\&;
Fig. 3.1: Tangible Products O

BASIC NEEDS OF CUSTOMER &\'

Following are the basic needs of the custom%;o

i. Warm welcome: The sales person@s to welcome the customer
warmly and greet him/her gr sly. Customer shouldn’t feel
neglected when he/she approach@@’ the retailer or sales executive.

ii. Understanding: Marketer r@gd to understand and appreciates views,
expressions, and circu nces, feelings without any criticism or
judgment for satisfacti@é»of the customer.

iii. Fairness: every mer wants to treat fairly. Customers get very
much annoyed an® dissatisfied when they feel they are not given due
attention in t tail store.

iv. Controlgﬁrol means the customer’s perception to meet his demand
at theearliest with positive outcome.

v. O f&ns and alternatives: option and alternatives are available for

@fomer want to accomplish and satisfied. Customers must be

@ ducated about variety of products. They own to purchase desired
Q product and services available in store.

To identify the customer needs, retailer must do these three things:
1. Communicate effectively with the customers and satisfy their needs.
2. Different ways to record customer feedback and use it effectively.

3. Effective use of feedback and other information to take effective decision
regarding marketing, buying, merchandising and selling.
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There are many employees in the retail organization who mainly work for
customer satisfaction, called customer service representative. In every stage
of buying process retail organization provide the customer service before
purchase, during purchase and after purchase.

ROLE OF CUSTOMER SERVICES IN RETAIL

In today scenario each and every retailer are trying to make the casual
customer into loyal customer through bonding between retailer and customer.
Through customer service marketer is able to understand the customer
feeling and emotions with particular products and also able to undergtand
the buying habits of customer so that marketer suggest accordinglye

In this module we try to focus role of customer service in retaﬂA()\’

A successful and effective customer service results in incre@e of customer’s
value for the store. @6

\/O

* Building dynamic relationship with the cusgmer.

A good customer service should focus on-

* Making customer service as key element uild customer loyalty.
* Building competitive advantage. N
(0,%

Through effective customer service retailer cam maintain the strong
relationship with customer and convert the customer into loyal customer.
Loyal customer plays important role in continuing revenue. This is the basic

~e-\ 7

reason; many retailers work hard to increase the level of customer
satisfaction. (5,\'

ELEMENTS OF CUSTO@,BQR SERVICES

The basic elements e@ustomer services which make it good are as follows:

a. Commu% ions skills: Salesman initially greets the customer.
Thro%#h t the entire interaction, customer forms opinion and attitude
tow, etail store as per customer service is concern (Fig. 3.2).

o
)
P
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' 9
Fig. 3.2: Communicate with Customer *\}'

b. Effective "Face-to-Face" Interactions with Customers: In many
retail store, of course, employees deal "face—to—fac@with customers in

each and every business day (Fig. 3’.& Unlike telephone
communications, in which customers use onlyone sense organ (sound)
to evaluate retailer and its apparent attitttde toward customers, these
personal encounters offer customers t@use of at least two more of five
senses, i.e., sight and smell, upon }%}ich to form their opinions.

o o S > P G

¢
1

4@ :
C} Fig. 3.3: Effective Face-to Face Interaction with Customer

he Art of Listening to Customers: Effective communication isn’t
simply a one-way proposition. Communication directed toward the
customer is important, but communication from the customer is
probably even more important.
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Fig. 3.4: Listening the Customer View '\}'

Salesman should know what a customer really wants? Many times it’s
really as easy as listening to what the customer says (or doesn’t say).
Obviously, to accomplish this feat one mus velop good listening
skills (Fig. 3.4). O\/

d. Handling Customer’s Grievances Smoothly: Inevitably, sales person
in retail store is bound to encounter ustomer who is angry, upset,
and unreasonable, unusually de a’%ing, or all the above. Any effective
customer service programme w'm%clude methods of dealing with this
type of customer (Fig. 3.5). (0)5/

: q ' I\

Fig. 3.5: Handling Customer Grievances

e. Adopting a New, Different Perspective: Customer service is a "team"
effort. In a company dedicated to good customer service, whatsoever for
an attitude of "that’s not my job" (Fig. 3.6).
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Fig. 3.6: New Perspectives SS&p Layout

f. Monitoring and Measuring Effectivene% There are several informal
ways to conduct monitoring and measurement for effective customer
service (Fig. 3.7). Ask customers ¢t selves how well they think retail
store doing. This can be acc }lished by using such basic tools
customer satisfaction surveg#.rds, exit interviews with customers, etc.

-
1

.
-
-

1

Q Fig. 3.7: Monitoring and Measuring Effectively
ADVANTAGES OF CUSTOMER SERVICE
The advantages of providing customer services are as follows:
* Serve Customer better
* Increase customer revenues

* Acquiring new customers
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* Sale products more effectively

* Help sales staff to close deals

* Developing or enhancing the value proposition offered to customers
* Enhancing customer loyalty and

* Retain customers to increase profits

* Focused customer delivery & support based on customer's Segment

Designing strategic solutions for enhancing effectiveness of promotiorér&

loyalty programs for customers is most important aspect in t etail
environment. \;\‘jﬂ
Effective Customer Service ,\‘S,O

Always remember that a satisfied customer contributes ggre in retail for
years, through purchases and recommend and refer to 6thérs. Now let us try
to understand various aspects of an effective custom@ervice (Fig. 3.8).

] L

L .
\ —-— -

3
)& Fig. 3.8: Effective Customer Service
Deal Effec;ég)e@ with Customers
A

e

In order to deal with your customer effectively, need to;
Y
. é«frelop knowledge of merchandise sold.

Acknowledge/approach customers ideally within one minute of their
entering the department.

* Be friendly and enthusiastic while welcoming customer.
* Ask customers appropriate questions to determine needs.
* Offer merchandise to customers, describing features and benefits.

e Sell related merchandise in addition to customer’s selected item,
wherever possible.

113


file:///D:/Recovered%20Data%20on%2025_09_2019/Dr.%20P.%20Veeraiah/DR.P.V/P.%20VEERAIAH/pv/WGMs/WGMs%202017-18/Final%20Material_27_03_2018/Final%20Material_Retail_26_03_2018/Billing%20and%20Cash%20Management/Images%20%20of%20BCM/39_Effective%20Customer%20Service.JPG

Retail Sales Executive Grade 12

* Deal with customers’ complaints in accordance with retail policy.
* Place customer special orders.
e Carry out all methods of payment.
* Handle complaints courteously and sympathetically.
Effective Ways to Build Customer Rapport

Retailer should know that rapport building with customers is important to
provide good service or increasing sales. Here are some tips for build customer

rapport.
7
1. Be Adaptable: Retailer should define store approach for building

rapport.

2. Pace and Lead: This is another way to build rapport. When a customer
got angry or over excited for some issues. Sales person must show the
concern in customer matter and solve it on first priority with pace and
lead toward good customer services.

3. Allow them for Get It All Out: When an angry customer comes at retail
store and let them speak their problem. Allow the customer to get out
all things. So that he feels relax and then solve their problems.

4. Repeat Back: Once customer speaks out the issue, repeat sentences
or important details back to the customer, saying “Okay, just to
recap...” This reassures customer that concern person is paying
attention.

5. Get Customer Name First: Before starting the conversion with
customer first ask the name of customer rather than complaint
number. Sales person should use customer name while discussing the
issue with customer.

6. Make Customer Problem Retailer Problem: Retailer should treat
customer problem as their own problem. A good relationship between
customer and retailer leads to come back the customer again.

7. See It from Customer’s View: Encourage customer service executive
to put themselves in the customer’s shoes. If they are struggling to show
empathy, think like customer is their close friend or family member.

A

8. Share Their Priorities: Customer has a list of priorities. Retailer also
make customer as their priorities and addressing on first priority by
taking care of them.

9. Remember Value of an Apology: Every retailer should know the value
of apology. Even those who are dealing with complaints all the time still
they should be very careful about the time when they apologize to
customer.
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10. Retailer Doesn’t Have to Have ‘Things in Common’: Some retailer
does not have anything in common with their customers and will
therefore be unable to build rapport.

11. Don’t Rush: Sometimes retailer can identify issues on regular basis
and then rush to rectify the problem quickly.

12. Smile: Salesperson is always interacting customer with a smile. The
customer will notice.

13. Personal Interest in Customer Benefits: Retailer can build rapport
with customer by showing personal interest in the customer benefits.

14. Show Good Listening Skills: Every retailer should show their listening
skill by assuring customer that you are listening by repeating what
customer says.

15. Keep Focused: Stay full focused on customer and do not distract him/
her.

16. Not All Customers Want to Chat: Remember that angry customers
don’t want building rapport. They just want to tell you what the problem
is and for you to fix it.

17. Avoid Assumptions: Do not assumptions, about what customer is
telling — actively listen!

18. End On a High: Always ask the customer if there is anything else to do
for customer before they leave. This shows that your priority is giving
good service, not just getting the call over with.

19. Smile Through the Complaints: Sales person need to always smile,
even when the customer is complaining. They don’t want to hear that
the sales person is having a bad day — they only want to know whether
retailer will able to solve the issue and then in turn make the customer
smile.

20. Beware of Inappropriate Jokes: Everyone must careful with humor.
Sometimes there is risk of a jokey comment.

P ICAL EXERCISES

Activity 1: Field visit to understand customer needs and customer
expectations in the retail store.

Materials required: pen/pencil, notebook and checklists.
Procedure:
1. Visit a retail store near by your home.

2. Meet the executives on retail and greet.
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3. Write about body language of sales persons and gestures when
customer entered the store.

4. Meet few customers and write their expectation.
5. Try to list out the reasons for such gestures and expectations.

6. Write them in your notebook, prepare report and submit to subject
teacher.

Activity 2: Observation of effective ways to build customer report.

Materials required: pen/pencil, notebook and checklist.

Procedure: \‘,\/
1. Form a group of four students. \S'O
Ask them to visit retail store nearby stores. @Q
Meet the store manager and greet him. O

O
Tell him the purpose of visit and take permis,&i:én for visit the store.
Observe how the retailer is concentratin%@consumer.
Examine the ways followed by retailer@ build customer rapport.

Prepare note on your observation-.,\,@'

® N o 0 &> b

Discuss the observation in KQ@ class and submit the report to the

subject teacher. @@
CHECK YOUR PROGR
A. Fill in the Blanks '(,(b'

gmers will not only become customers but also

1. n
promote th%éﬁl store.
2. 1s necessary for organisms (customer) to live healthy life.
<
3. Cu@)ﬁrs need to be and informed about variety of different products
rvices.
é@esigning solutions for enhancing effectiveness of
Q promotions & loyalty programs.

5. Always remember that a customer will contribute to your
business for years.

6. building with customers over the phone is so important
to providing a good service or increasing sales.

B. Multiple Choice Questions

1. Customer’s needs to be divided into
a) Two
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b) Three
c) Four
d) None of the above

2. Tangible products are
a) Soap
b) Electronic gadgets
c) Bicycle
d) All a), b) and ¢)

3. Customer service is the provision of service to customers <
a) before . GSQ
b) during \‘,\

0

c) after a purchase

O
d) all a), b) and c¢) Q

4. which is not the elements of good customer servic'}@@
a) Communications skills \/O
b) Art of Listening to Customers XU
c) Monitoring and Measuring Effectiven O
d) Argument with customer @

5. Which is not the advantages of pnopg}ing customer services
a) Serve Customer better K
b) Decrease customer reven%t"s

c) Acquiring new custorn%,
d) Sale products moreceffectively
C. State whether the follg@ing statement are True or False

1. Customer, who ha¥consumed or utilized any product or services for his
/ her person uirement or need.

2. Customer’Suneeds are the stepping stone to all modern marketing
concepts.

3. C\.@mer’s needs to be divided into three types.

4 e businessman has to extend a warm welcome to the customer and
Q@ greet him /her graciously.
5.

Companies have not worked hard to increase their customer
satisfaction levels.

6. All customers should be approached using the same style.
7. When the customer is angry, allow them to vent without interruption.
D. Short Answer Questions

1. Define customer and consumer.
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2. What is customer service?

What is the role of customer service in retailing?

What are the elements of good customer services?

What are the advantages of customer service in retailing?
What are the basic ways to build rapport with customers?
What is effective customer service?

What should be done to provide effective customer care service? E}

o X N o g & W

How to deal with customers? %(,\’
10. What are the effective ways to build customer rapport? «O\'
E. Check Your Performance Q

1. Demonstrate the elements of customer ser;(@gé and find its
significance. o

2. Demonstrate the effective ways to build custemers rapport.

3. Role play on obtaining feedback by intera@ng with customer and retail
store.
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SESSION 2: IDENTIFYING AND LISTENING TO CUSTOMER’S
PROBLEMS

There is a popular saying: “A satisfied and happy customer shares their
experience with a few friends, but an unhappy customer tells the whole
world.” Whether or not this holds entirely true, it is a fact that acquiring a
new customer requires much more effort and expense than retaining an
existing one. Losing a loyal customer is therefore a significant setback for any
business.

O

Even a single incident of poor communication, rudeness, unreliable\ﬁ&#ice,
or neglect can drive a customer away to a competitor’s store. When ¢@stomers
do not receive efficient and prompt service, they are likely to c ain. This
raises an important question: What problems are we trul ing for our
customers? If we were to ask them directly, what would they”say? And if we
asked them to rank their difficulties, would the results f€ally surprise us?

The key lies in listening attentively to customers’ pro’&@ms and guiding sales
executives with clear instructions to prevent 1@)&'{ issues from recurring.
When retailers genuinely address customer cerns, it not only boosts
customer morale but also enhances their sa@faction levels.

Ultimately, this leads to greater customerfyalty and retention—both of which
are crucial for the growth and long-t success of a store. Therefore, every
retailer must pay careful attenti customer issues, and take corrective
measures wherever necessary té{mimize complaints.

DO’S AND DONT’S FOBb%ENTIFYING PROBLEMS

Do’s: Identifying the pr Shs of the customers is not an easy task. It requires
knowledge of unde nding the customers’ psychology and their actions.
Following points @seful for sales executives to identify the customers’
problems. The sales executives, therefore, should;

. Off@t to customers.
e 1 fy and try to solve the right problem.
%dopt courtesy by offering a seat, a glass of water and tea/coffee.

Q' Aneffortistoresolveaproblemsothatcustomerunderstandshowimportant
he is.

* Make the customers feel that he/she is getting importance by listening
to the problem.

* Collect any documentation or other background information available.

* Simply listen and offer to facilitate the execution of the recommended
solution.

119



Retail Sales Executive Grade 12

* When the sales executive, jointly with customer, solves a problem, the
customer feels ownership that a good decision should be by customer
himself.

* In some situations, ask an open-ended query that suggests a solution.
For example, suppose that a buyer wants a product X’ that retailer does
not have in stock. Instead of saying, “l am sorry, that product is out of
stock,” sales executive could ask a question such as, “How do you think
product-Y—would work as an option?” Sales executive as now cleyerly
made a suggestion without saying, “You could use product —Y’- in d,
serve the same purpose.” \(/\/

* Always try to know that customers might often have a SOlI&SG}I in mind
when customers call or come in. Q,\‘}

* Have the sense of intuition for predicting the fu8~9problems faced by
customers.

* Identify the cause of customer’s problems.

e Have the ability to understand the probl%@ieﬁned by customers.

Don’ts: @

e Sales executives should not poirrb,\the fingers at other employees,
policies, or procedures. \’

¢ Sales executives should @t with customer.

* Sometimes, customers bel100% wrong but fighting on the issues
will only aggravate coéz aint.

* Do not permit the )conversation to result in an argument with any
customer at oint of time.

SOURCES OF IQ&‘&TIFYING THE CUSTOMER’S PROBLEMS

There are s sources to find out the customers’ problems. They are as
follows: g

® feedback from customers either in writing or in verbal form.
@G*Bake feedback from sales executives.
Q Take feedback from the cash point.
* Take feedback from public like media, social groups, social activists etc.
* Customers Suggestion box (regular check required).

* The tools for identifying customer’s problems is important to getting the
right information may be a challenging task; sales executive should
prepare tools like questionnaire to gather the necessary information.

120



Retail Sales Executive Grade 12

The questionnaire can consist open - ended questions as well as closed
ended questions or both.

a) Open- Ended Questions: Open-ended questions are good for defining
issues, clarifying, gathering information and getting involvement. These
questions are requiring multiple answers. Answers might be short
sentences or somewhat longer. These questions frequently start with a
what, how, where, when, and why (Fig. 3.9) For example, "What are the
factors influencing the customer when buying a vehicle?"

Open- Ended Questions

» How did you feel about our product?
» What is your opinion about the after sales services?

N
Fig. 3.9: Open En %uestions

By collecting the information by asmpg this type of questions, retailer
can find out a true picture of vari customers’ problems in detail.

b) Close-Ended Questions: C d-ended question comprises a short
answer. Closed-ended qu§g ns are sometimes valuable for getting a
quick response, minimal involvement, controlling the
conversation, Verlfyl formatlon and clarifying or confirming points
as shown in ( Flg.@ . For example:

Is your daug using this product? (Yes or No).

How manyctithes have you used our services? (A specific number) Do
you pre he blue or red one? (A choice between two items).

S
Cb% Close-Ended Questions

Q * How much time do you spend studying?
A) 1-8 Hours, B) 9-18 Hours, C) >18 Hours

Fig. 3.10: Closed Ended Questions

The significant objectives of asking questions are to identifying the customer’s
true concerns and solve his/her problems. For example, customer arrives at
store and wants to return a laptop because it does not work. By asking
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questions, sales executive may help the customer to solve the problem without
the added expense of shipping or having a service technician call on the
customer. Customer care executive or sales executive may ask for background
information about the laptop and then ask some specific questions about the
problem. Questions such as the following might be appropriate:

e What model sit?
* What is the problem?

* Does it have OS problem or starting problem? @6

e
o

* Have you checked to see the power cord firmly attached o,(ao

* Is there a battery problem or it does not get charged?

* Have you tried using a different electrical outlet? A
* Have you checked to make guaranteed power stri%ﬁrned on or not?
GUIDELINES TO ANTICIPATE CUSTOMERS PROB](’EMS

Anticipating customer problems is an im ant activity of sales
person/executive /executives. He/ she have to p in attention the following
guidelines in anticipating and identifying Cu@mer problems:

1. Before sales executive can decide, @n”a course of action, he/she must
first know the nature and possi%’ﬁa}y of the problem being faced. Often,
a customer does not reco how to enlighten the problem well
especially speaking in co nication-linked disability. In such cases,
the sales executive has to do a little detective/predictive work. He
should ask the ques{@'ls or assess the information available.

2. Begin the journe@o reduce difficulties by make an apology for the
inconvenienc e customer wants somebody to be responsible. A
simple “I sorry for inconvenience; how can I help you?” such
convinci@ attitude of the sales executive will go a long way in
stab'l@hg good relationship with customers.

3. t}ss executive should take the responsibility for the problem, even if

/she actually has not caused it. It should be noted that in the

Q customer’s eyes, sales executive or person in front line represent the
store. Therefore, that person is “chosen” to be responsible.

4. Sales executive should not point-out the fingers at other employees,
policies, or procedures.

5. Let the customer know that any person who is interacting at retailer’s
counter, is sincerely regretful that the problem has occurred and will
do whatever possible quickly and effectively to solve it.
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6. Learn more about the problem and start speaking directly to the
customer, whenever possible.

Dealing with several types of customers can be frustrating, but it may also be
very satisfying. Many times, sales executives deal with different external and
internal customers, including those who are angry, dissatisfied, indecisive,
demanding, dominating, talkative, or rude. Retailers’ goal in all their efforts
should be to work harmoniously with all customers to cool down their anger
or rudeness. b,

Process of Spotting Customer Service Problem <

Customer service is the provision of service to customers in the prespirchase
stage/post purchase stage. Customer service comprises the%brity that
business organization assigns to consumer service (Fig. . To provide
excellent customer service retail firms should have to inve% oney for giving
training to their staff members. In this way, staff mem¥ers get trained and
skilled to handle the customers. Quality service m&l@s positive impact on
customers. If customers are getting extra care agd services from the retail
outlets, they can become a loyal customer al customers by way of
spreading good by word of mouth will bri ore business. Increasing the
sales level reflects the increase of revenu(;g}o the firm.

Identifying Selection If case, the

problem is

Opti
ption not resolved

of Option

Fi ﬁ.l 1: Handle Customer Service Problem
Identifying Oné%ns
Here is @)ﬁthing that has to be useful for any customer support
\Y

represe e: a direction that sales executive has to comply with to offer
plea answers to customers.

I,Q&n-lify Other Option

There are various types of customer problems. By dividing customer problems
into categories, retailer or sales executive can easily resolve problematic
situation of the customer.

Confirm the Option

The retailer evaluates problem with in a short pan and confirms the option as
to how to solve the problem. Here are seven-steps for an effective problem-
solving process.
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* Identify the problem.

* Understand where the problem lies.
* Understand every one's interests.

* Find out suitable solutions (options).
e Evaluate the options.

e Choose the option/options.

* Document the agreement (s). @b’

* Agree on possibilities then comes monitoring and evaluation. G:Q
Selection of Option «()\‘r\’

Selection of option is very important point for company or Qice provider
because it plays an important part in problem solving of any, customer. It can
make the work easy for service provider.

\/O
If case, the problem is not resolved

In case if the service providers are not able to s%g@problem then they should
go for these few steps: @

* The service provider should underqu*ﬂd the problem.

* The service provider should cha@ée the product if the service could take
their time to solve it.

* They should forward the %lem to their seniors.

* The service provider ld confirm customer option so that they could
easily understan@ ir problem and

* They could s (7% their problem in no time or could solve their exact
problem 1n®o ime.

IDENTIFY %ATED CUSTOMER SERVICE PROBLEM

Someti es&f ntline staff assumes that someone is taking care of it. Frontline
staff i t ready to communicate with other staff members and sales
exe g@zes about the customer feedback. They are dealing daily to the
c? mers thus they are more familiar with the customer problems. They

deéntified the problem but not communicate it to the organization. Many
times, information about customer problem is not disseminated to the
management. Agents or employees are not powered to identify and solve
customer problems. Sometimes agents/employees are not empowered to
identify the customer problem. All staff needs to work by taking their own
decision towards customer service. Develop culture of communication to
identify and solve customer problem. There is need to develop culture of
communication to identify customer problem. Various methods of
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communication should be adopted by the organization to identify customer
problem, for example suggestion box, written complaint letter, online
complaint etc.

Support staff to communicate well with the customer. Effective
communication plays a vital role to provide customer service. To improve the
process of customer service it is necessary to improve communication
between staff members. Companies should have idea how to communicate
with their staff members and in what way service provider talk with the
customer. If company cannot convince customer about their service,e n
customer move ahead to the other options. \(/\/

Communication happens on different levels from ads to hoardi ,emails to
messages, and social media sites. There is need of few unication
concepts that all organizations can use to communicate efé?\?ely with the
customer. Organizational staff needs to be patient to sol stomer problem.
Sometimes customer is angry and confused. Many émes, a great deal of
patience is required for understanding customer’s ,Qf%rblem. Information flow
in the organization must be at all levels of managefient. It is the responsibility
of the manager to communicate accurate info ion at all levels. Staff should
be proactive in approach. When a custom @called to get an issue resolved
it is likely that the resolution takes m févc'\fime than required then in such
situation when customer waiting f@'& response, proactive and keep the
customer informed of the progr \Attentiveness helps a lot to deal with
customers. When the employee us on customer’s problem than half of the
problem is resolved. Listenifig customers carefully is very helpful to make
good relation with them. omer can be enquired anything it is the duty of
the sales executive an@t er staff members to provide all the information
about products an ices to the customers. They can do this only if they
have complete k ledge about products and services offering by the
organization. sty is the best policy to win trust among the customers.
Regular co Unication with the customer is very important to make
custome K%Bp?y and solve their problem time to time.

PR@ICAL EXERCISES

ity 1: To improve learners’ skills set in handling customer complaints,
try this activity with your students.

Material required: Pen/pencil, notebook, check list and trouser.
Procedure:

Student treated as the manager of a menswear retail store and a customer
has just returned one of the trousers that were part of last week’s order. The
customer returned the trousers because the stitching was loose. This is the
fourth trousers from this store that has been returned since they put on
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display. When the customer returned the item, she/he made an offhanded
comment about the sales executive being “quite abrupt” when he/she initially
purchased the item. Upon investigation, you have determined that the initial
sales executive was Mr. Aman, who has only been with the company for
several weeks and this is the second complaint made about his abrupt nature.

a) What problems have you identified that are influencing the business
negatively?

b) How would you use this information to make positive changes tob’he
business?

Activity 2: Visit a nearby retail store and observe how Customer’si,@plamts

are lodged? O
Material required: Pen/pencil, notebook, checklist and tro@r.
Procedure: «QQJ

Form a group of five to six students. O

Tell them to visit retail outlet.
1. Meet the outlet manager and greet hlr@h r pohtely
2. Tell him the purpose of visit and tallg»consent for visit.
3. Ask the retail store staff follow1$»questlons

a) What is the mode used by @ustomer to lodge a complaint about goods
and services?

i. Email (gg&
ii. Telephone Q
iii. SMS 0’&
iv. Pepsbnal
?other
l&/@w does the retailer record customer’s complaints?
% Complaint Book
Q% i.  Voice recording
iii. Video
iv.  Provided proforma
V. Suggestion box
Vi. Any other

c) Analyse the complaints and prepare a report.
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4. Note down the answers in the note book
5. Prepare a report based on your observation.

Activity 3: Visit a nearby mall and examine the various sources that are used
by Retailers for identifying customers’ problems.

Material required: Pen/pencil, notebook and checklist.

Procedure:
1. Form a group of five to six students. b,
2. Tell them to visit retail outlet. \(/\,6
3. Meet the outlet manager and greet him. \’,\6

4. Tell him the purpose of visit and take consent for visit \}'
5. Ask the retail sales executive following questions. ¢,

a) What are the sources of identifying prob]@ns of customers by
retailer? Y

X
i. Feedback of customer %O
ii. Feedback of sales executive @

iii. Feedback from public -,\,(D'

iv.  Arranging customer’s mQ@z

O

b) Prepare a report on%e basis of your data analysis.

v. Suggestion Box

&2
Y

a
)

A

6. Note dox@\he answers in the notebook.

7. Pre @a report based on your observation.

Activi@-: Visit a nearby retail outlet to enquire about the tools used in
ide @ing customer’s problems and their personal experience with usage of

s@ tools.

Material required: Pen/pencil, notebook and checklist.
Procedure:

1. Form a group of five to six students.

2. Tell them to visit retail outlet.

3. Meet the outlet manager and greet him.

4

. Tell him the purpose of visit and take consent for visit.
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5. Ask the retail sales executive following questions.
6. What are the tools used in ‘identifying customer’s problems?

a) Open ended Question

b) Closed ended question @b,

Ca
A~

"

N
Y
7. Prepare a report based on your findings. <

8. Present the report in the class and discuss withstudents.

X
CHECK YOUR PROGRESS %O
A. Fill in the Blanks @
1. Sales executive should to hgstomer’s complaints carefully.

2. If the customers’ problems are p@é’attention by retailer, the morale and
satisfaction, level of custome;b’g, ould.

3. If sales executive, jointly witlf customer, solves a problem, the customer

feels. %.«

4. The questions are wo types, which are open ended, and.

any point.

5. Sales executé\ﬁ never permits the conversation to erode into
an A t
A

B. Multiple Cﬁé&ée Questions

1. CR ocused to
anagement
Customer

@ c) Creditors
<

d) All of the above

2. Which one of these is not a source of identifying customer problem by
the retailer?
a) Feedback of sales executive
b) Customer meet
c) Social group
d) Executives meet

3. The retailer should not point their fingers at other
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a) employee
b) customer
c) creditors
d) None of the above

4. Open-ended question is good for defining issues classifying, and
gathering.
a) Knowledge
b) Criticisms

c) Information @b’
d) All of the above \(/\/
.\'6

5. Closed ended question encourage a short or an
a) Two word 0,
b) Three word Q
c) Single word ,\OQJ
d) None of the above

xO
C. State whether the following statements are ’Okne or False

1. Sales executive should recognize the ri difficulty by asking right
questions and perceiving.

2. Sales executive should point—Ot\,fD\ﬂ—Le fingers at other employees,
policies, or procedures. <

3. Open-ended questions are for defining issues, clarifying, gathering

information and gettin%? lvement.
4. Closed-ended questi@@s inspire a short answer.

5. Sales executive s@,ﬂd fight with the customer even the customer is
100% wrong. b'

D. Match the &q@’nns
~

S.No. @ Column A S.No. Column B
A
t}' hen sales executive solves a| A |Do you Prefer the
% problem with customer, the customer blue or red one
le” feels the
Q 2 | Giving yes or no reply is related to B | Argument
3 | Question related to what, when C |Close ended
Questions
4 | Where and why are called as close D | Both
S | Do not permit the conversation turn| E | Ownership
in to an
6 | The Questionnaire consists of open| F |Open-ended
ended, close ended and Question
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E. Short Answers Questions
1. What do you mean by open-ended question?
2. What do you mean by close-ended question?
3. State the source of identification customer problem.
4. Give five close-ended questions.
F. Long Answers Questions

1. What are the benefits of listening carefully to the problemé’of
customers? \(/\,6

2. What are the different sources of identifying customers’ pro'é@yms?

3. Discuss about do’ sand don’t sin dealing with ‘%Qproblems of
customers.

&
4. What are the guidelines to identify the problems O}Qustomers?

5. Discuss about the open ended and closed—,gr}ﬁ'ed queries along with
suitable examples. %O

G. Check Your Performance
1. Have you identified the problems .ir@acting retail business? Listed out.
2. Draw a chart containing sourc%'%}the customers’ problems.

3. Track out the different so s of collecting information on customer
complaints and grievan% retailer.

4. Propose the tools foi" tifying customers’ problems.

5. Demonstrate how@lstomer’s complaints are lodged Andre solved.

130



Retail Sales Executive Grade 12

SESSION 3: ORGANIZATIONAL PROCEDURES TO DEAL WITH
CUSTOMER PROBLEMS

Customers’ problems give an opportunity to the retailers to identify issues or
potential problems in business. The most successful sales executives are who
find persuasion of customer difficulties and ensure tore solve the mina
manner that is suitable, with low cost and within a short period of time. A
critical success factor is how to market service provider’s problem-solving
abilities so that potential or existing customers know what service provider
can prepare for them and how they can save time, money or effort by &ng
service provider’s solutions. S

: : : S
Is Sharing a problem by a Customer with the Service Provider oa?etaﬂer an
opportunity or threat?

All organizations, which deal with customers directly, §hould realize the
following points to test whether the problem is a he&c?g%he or them or an
opportunity to rectify their fault and build trust — X0

1. Receiving problems is either: O
- A painful and uncomfortable situa@n.
- A chance to satisfy Customers.\,(b\./

\?f'

-  Wants compensation. a4

2. Above all, a problem:

- Gives important ang{@seful information.
3. Sales executives a %
- Self-protecti Qﬁut complaints.
- Open to plaints.
4. Sales ex@ives tend to:
- 1ft blame elsewhere.
Q&ecognize the needs of non-satisfied customers.
Q@%roblems are resolved:

- With solving techniques.

- With a systematic process linked to a continuous improvement
practice.

6. Problems, which may be come complaint:
- Must be reduced.

- Are encouraged and welcomed.
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In short, a problem gives retailer an opportunity to increase customer trust,
build long-term relationships (Customers will use retailer services another
time if they trust complaints welcomed and addressed), rectify service failures
and engage customers as advocates.

CUSTOMERS PROBLEMS
Some customers arrive at retailer’s outlet because-

e Their expectations towards product, service or ambience has not been

met. b,

¢ The product has some problems. “(,\/

e It releases their anger after dissatisfaction. \‘\'

e The gap between standard and actual service cla1medQ'}gf

e [t helps improve the service of that retailer. &

e It shows Concern for others who also use the §Q®ioe of that retailer.

¢ Retailer gives wrong information. O

* Retailer provides poor customer serv1c %

¢ Retailer overpriced the product/s or\s,ervme /s.

¢ They lack adequate information. '{\/

e There is some delay in actt&téiﬂke cash point, changing process etc.
roviders.

e The non-responsive serv){,

However, not all custom who have problems, come for lodging their
problem at retail store. e of them could not reach there because—

¢ They think it Sg)ot a matter to complaint sit needs the time or effort.
e They furt 'thmk that no one would be concerned about their problem

or its
J §;§ not know where to go or what to do.

CU%&I}RS’ PORTRAY WHEN THEY ARRIVE WITH THEIR PROBLEMS
IN

\&en customers have problems, they reach to complainant retailer’s outlet
with one or more of the following postures-

a) Harshness
b) Lack of cordial social skills to communicate properly
c¢) Uneasiness

d) Very exciting
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e) Lack of understanding about retailer’s limitations
f) Rudeness
g) Unreasonableness

HANDLING CUSTOMER PROBLEMS

At some point, each person in business should deal with are distressed
customer. The issue is to handling situation by using a technique, which
leaves the customer to think that the retailer works for a reputed company.
When dealing with a customer’s problems on hand, the following ts
should have kept in mind — G:Q

* The sales executive should address the customers with re% t.
e The communication must be in first person. Like “I anQ’?;'ry” not “we”.
¢ Give the customer the complete attention and cr%@/eye contact with
him.
O
* Summarize customer’s problem in his/her personal words to govern
whether the customer has correctly und food the situation.
e Try to understand the answer to cust(@er’s problem.

e (Call back the customer, even for- &e purpose; the customer was not
able to get satisfactory answer @gt en.

X0

* Make the customer fragmént the resolution not fragment of the
problem. Do not try to be d€fensive with the customers on any occasion.

e Be composed at all timae .
¢ Do not take critic@ls personally.

e Offer an apolo@o the customer even if the ill service is not the retailer’s

fault. \5}'
e Show athy with customer by using such phrases as: “I can
un and your feelings”.

%e the customer what can be done and what cannot be done.

% ind out what it will take to turn customer’s dissatisfaction into
Q satisfaction.

If customer agrees to a solution, act quickly before he/she change
his/her mind.

¢ Keep a follow up.

¢ Inform the customer about the progress of the solution of his/her
problem.

¢ Never try to win an argument with any customer.
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RULES FOR HANDLING PROBLEMS

The way retailers should follow the six rules for handling customers’ problems
in an organized manner are as follows:

1. Have a Strategic Plan: The retailers should have a clear, flexible,
welcoming and open procedure on problems. A problem is a gift once a
customer provides up his/her time to assistance you improve the
organization.

2. Train Sales or Front-Line Staff and Management in Probl%:ns
Handling: Retailers should give sales staff the confidence to coggf the
problematic customers and upkeep in their movemen rilliant
complaint management is not an easy task. The managéht should
approve its significance in providing customer service 't@'satisfaction.
For this purpose, retail organizations should provideéh training to the
sales people (Fig. 3.12) for effectively handling of\Clistomer problems.
During the training period the sales pers@s will observe and
concentrate on the sales people how to greet the customers, how to treat
the customers, how to convince the cust s for closing the sale, how
to handle customer service problems a@ how to resolves the problems.

p — — —
I I .
1 -
| C T
\ .
|

@)
P

Fig. 3.12: Training to Employees

3. Provide Sufficient Priority and Authority for Complaints Handling:
Employees should be attentive that complaints remain a top important
item for their operation, and anybody who contacts them it is essential
to have necessary authority to regulate them completely.

4. Getting to the Root: Once the customer's problem is taken care of one
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should find out why it happened. If it is a retail organization policy, one
should look in to altering that. If it is policy procedure that is essential
to fine-tuning, take cognizance of that. Ask any involved sales executive
and managers for effort and take note of it.

5. Ensure to Process the Problems from all Sources: Here are four main
ways to lodge the problems in person, through telephone, through
email/internet. Organization must handle all problems efficiently.

6. Analyze the Problems and Share with Everyone: Organizations must
acquire a lot of information about problems with internal procé¢sSes,
training, specific employees/managers (Fig. 3.13).

/\

\J

@ Fig. 3.13: Analyzing and Sharing Problems
4 Source: https://bit.ly/2KKBzGK

%%CIJO DEAL WITH CUSTOMERS’ PROBLEMS

tively dealing with customers’ complaints provides a golden opportunity
to turn unhappy customers into dynamic promoters of any business. The
customer-oriented steps, which help to deal with customers’ problems, are as
under:

1. Listen cautiously to what the buyer has to say, let him allow to
complete: Sales executives are advised not to be defensive while
dealing with customers. The customer is not confronting personally;
remember the customer has a difficulty and is distressed. Repeat back
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what sales executive is hearing to display that he/she has listened.

2. Ask interrogations in a gentle and concerned manner: The more
information sales executive can get from the customer; the better sales
executive will understand customer’s perspective.

3. Empathies with one another: A business owner’s aim is to solve the
problem, without any argument. Hence both the parties the customer
and the sales executive empathize with each other.

4. Apologize without blaming: When a customer minds that %Les
executive is sincerely apologizing, it usually spreads the conditie®. Do
not blame other person or section. Just say, "I'm regretful for

5. Ask the customer, "What can be an adequate sol idn to the
problem?”: The customer distinguishes what a res@c?a'ble solution
can be; it is better to suggest more than one sg&pn as options to
lighten his or her discomfort. Therefore, the saleés executive should
become a partner through the customer in regﬁﬁing the problem. The
retail buyer is not continuously right and h@ eans just that resolving
the difficulties are often more significant\fhan who is correct. If retail
organization can solve customer’s I@lem without blaming itself or

others, it will reduce stress of cu ers as well as sales executives,
everybody’s impression will be b}tter and It will result in customer
satisfaction (Fig.3.14). X0
a4
S
,(,‘b'
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—_ Listen carefully

— Collect information

Empathy

— Apologize

Provide solutions

<
Fig. 3.14: D@@)&i’ith Customer’s Problems

X
RESOLVE CUSTOMER S@ECE PROBLEMS

firms, which is, sta . When a customer presents a complaint to the sales
executive keep i -ajtention that, the problem is not individual; he/she is not
aggressive on @es executive directly but some what the circumstances at
hand.

. I@en well. Let the irate customer blow off steam.
%Cknowledge the problem.
QO Get the facts.

How to handle custo%&omplaints is a very important aspect in the retail

¢ Offer a solution.
To resolve the customer problem, follow the guidelines given below:

Discuss with customer about solution: The service provider should always
discuss the solution, which has made by him/her so that the customer gets
satisfaction for their problem and they will be happy after listening that the
problem has been resolved and it makes the customer believe in the customer
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support system.

Implement the Selection: It is important for the service provider to
implement the selection of option which customer wants to make to resolve
the problem and make the customer happy and supportive to keep connected
with the company and their product. Satisfaction of customer is very
important for company.

Inform Customer about Action: The company should inform their customer
about the action which they have used for solving their problem so that
customer can have a brief information about the service, which has¢béen
provided by the company service person and is it valid for long peri

Check the Solution with Customer Satisfaction: The com}@\‘i\gf should
always take a feedback from their customer about their satis n about the
service, which was provided to them. Every company éhould take this
feedback from their customers that they are satisfy withithe service provider
solution, which was provided to them. \/O

Provide Reasons if Not Satisfied with Solution: AlYe company should check
the reasons from the customer for his dissatisfaction. The company should
take the all steps to make their service good @i satisfy customers so that the
customer will buy more product from th e retail shop repeatedly.

Companies struggle to identify Variés customer problems. Management
teams spend money and time o tomer surveys, customer focus groups
and consultants instead of tal to their frontline agents. Frontline agents
faced customer whole the daj\They know most of the customer problem but
ignoring the information Ha insight of the frontline agent has a negative
impact on morale (Fig. ).

—

e

Bul

Fig. 3.15: Dealing with Customer’s Problems
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A METHODS OF DEALING WITH CUSTOMER SERVICE PROBLEMS

There are various methods to solve customer service problem. Customers
interact with the service provider in a variety of ways. Method of dealing with
customer service should be adopted according to situation and the problem
type. Methods of dealing with customers are:

1. Public multi media-method is the fastest method of resolving customer
problems. It has reach of millions of people. Social media is using widely

by the organization to resolve customer problems b’

e Advantage: It is the easy and cheap method of communicati ith
the customers. They feel happy when they interact as&,@riendly
manner with the service provider. O

¢ Disadvantage: In the rural areas, there is no facilit@) internet. It is
difficult to communicate with the customers gg/to poor internet
facility. Some people do not know how to opelat online multimedia.

2. Meet with the customer directly and solve@?éblem immediately for
serial problem. For the serial compla%@it is necessary to meet
t

customer directly. To keep trust on mers, it is essential to help
them and show sincerity. If the cusQ er already made complaint 2-3
times and the problem is not res , then it is better to meet him/her

and inform how their problem (@jr e resolved quickly. Take immediate
actions by Communicatin§ em to the management.

e Advantage: customer) develops faith towards organization. If
customer is angry then he/she becomes cool down by looking service

provider in froq im/her.

¢ Disadvant %z his serial problem must be minimized. It is time-
consumi

3. Solve pr@%ms by providing telephone number/toll free number. Many
orga tions are providing facility to ask anything about products and
sexviees on telephone. Customer can contact directly to ask anything

ut the organizational services.

Q) e Advantage: quick and easy method. Customers can ask anything
Q about products and services of the organization.

¢ Disadvantage: This method is not useful to solve machinery repair
complaint. And it is not useful for delivery of services.

4. Taking Customer feedback stands a marketing term that defines the
process of procurement a customer’s opinion about a business, product
or service. Customer feedback stands for a marketing term that defines
the process of procurement of a customer’s opinion about a business,
product or service Customer feedback is so important because it

139



Retail Sales Executive Grade 12

provides sellers and business proprietors with insights to progress their
business, products, services and complete customer experience.
Analyzers and data specialist provide all kinds of information regarding
customer’s perception about products and services. However,
sometimes retailers could not get answers straight from his customers.
That is what customer feedback is all about.

WHY FEEDBACK ON SOLVING CUSTOMERS’ PROBLEMS IS IMPORTANT?

At the last stage of resolving customer’s concern, the customer agrees with a
solution. Sales executive briefly apologizes for the problem and now r&er
can fix it and close the case, right? Unfortunately, it is not th mple.
Sometimes retailer or service provider’s solution will not resolv cause of
the problem.

A
Suppose that customer has problem with the submis 'og and solution
provider suggests resuming the device. This may resolvé{he difficulty, but it
is more probable that customer will come back to retailer’s service center. It
is more probable that customers become upset x&&cn the retailer’s solution
does not work well.

While at work in customer service, service ;@viders hardly find any time for
a halt and asking its employee to fo up the customer’s problems.
Nevertheless, here are some positiv&’\points of disbursements a bit of
employee’s time on communicatin se customers back -

¢ Retailers or service p ers show that they truly care about
customers’ concern and‘create a remarkable experience.

¢ Retailers or sewiﬁ‘;(g\'/iders make sure they would not get a call from
an energetic Cu%to er.

¢ Retailers or &s%'ce providers check if their solution worked and will be
sure of i time

If, retailer serv1ce providers do not have time to make any calls or send
any em 1r team can practice for a spontaneous survey that will express
Joyful the customer is if they helped to resolve his/her problem.

l@ TO ASK CUSTOMERS FOR FEEDBACK ON SOLVING THEIR
PROBLEMS?

Growing a successful business depends on repeat customers and they
comeback only if they are enormously happy with products/services provided
by the retailer. The situation may be worst if retailers have no concern with
their customers’ problem or if they are concerned with them, it might be
possible that they did not take the feedback on solving customers’ problem.
It should understand that retailer’s initial focus should be on providing an
excellent product or service. Once retailers have that solid foundation, it is
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time to focus on the second part of generating repeat business, which is
possible when they are please most of their customers even persons who have
their problems resolved.

Retailers’ or service providers’ existing customers possess valuable
information that can not only help them solve more of customer’s problems
and increase.

sales, but also give retailers ideas about what else they can be doing to attract
new business. The only way to get this information is to ask their customers
questions and listen to answers even though retailers resolved the problems.

WHAT QUESTIONS THE RETAILERS ASK THE CUSTOMERS? ,\G,J

There are several different questions, which retailer can ask a c mer to get
feedback (Fig. 3.16) on retailer’s products, services, Customer%wice (problem
solving ability) and overall business. “06

0000

FEEDBACK
18888 ¢

Q(O Fig. 3.16: Feedback

Some of the basic questions that can be raised a replaced below:
¢ Why did customer choose that organization as his/her service provider?
e What service did retailer/service provider perform for customer?

e If any problem or number of problems customer faced, whether they
would get appropriate solution or not?

e How would customer rate the post problem service he/she received?
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(Provide a rating scale)?

In what areas did retailer meet or surpass customer expectations by
resolving his/her problems?

In which areas can retailer/service provider improve?
Would customer recommend retailer to others?

Whenever retailer asks for customer’s feedback to solve their problem,
he/she should make sure to ask the correct questions to procgl’ce
valued feedback. %8

Too many questions should not be asked, as there is risk of ncg?mtting
right answers. “Q\'

Retailer may also need to consider contribution an incenti @ concluding
the survey on solving customers’ problems. The incentive%o fered may be a
coupon or discount, free service etc. O

METHODS TO GET FEEDBACK ON SOLVING CU{’I‘&ERS’ PROBLEMS

Retailer/service provider can ask in a few Wayﬁgir customers for feedback
on solving customers’ problems. Here are SO@ deas to get the feedback-

<
P

Start a Conversation: Customer back procedure can remain as
simple as email communicationwith queries sent to their customers,
or an individual phone call. @s technique is fast and easy. When
employee of retailer/servi rovider takes the casual approach to
customer feedback, there ts risk that the communication will be put
aside and eventually placed in the mix up. In addition, if feedback
in an informal m r by using open-ended questions, it can stop any
kind of uniformity’across all customer surveys. Lastly, feedback taker
must manual alyze the information collected to make it useful.

Create Kgvlline Survey: If retailer’s/service providers use a set of
norm%;q%estions to their customers, they can take the casual format
oqét p additional and create a uniform survey. Retailers/service
@ iders can generate an endangered for mina computer-oriented
pplication, a PDF usage, oriform that will submit through their
website. This design takes more time to generate, but it permits
employees to have one usual survey sent to all customers (Fig. 3.17).
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%
§>

Fig. 3.17: Online Survefvo

e Use a Hard Copy Questionnaire: Depe%@g on the kind of business
retailer’s/service providers have, a l@ copy questionnaire can be
mailed to their customers to purs% esolving customers’ problems.
Retailers/service providers shoul'ck@tnd an address written, stamped

envelope to sort it easier for tomers to coming back the survey
forgetting feedback. The er’s/service providers should have a
system for entering the rmation into Excel or different software
consequently that th ould collect, analyze and run reports on

information Collectec(}(b'

The key to customers’feedback on resolving their problems procedure is not
just gathering the iajo mation, but gaining insight to use in their business
and publish i arious syndicate research agencies, stakeholders,
media/ public,%dustry report etc. They can get appreciations from stake
holders t ild loyal customer and get trust and more customers from
references.

W TO CONDUCT A FEEDBACK ON SOLVING CUSTOMERS’

% LEMS

The greatest time to conduct feedback on solving customers’ problems is as
soon as the experience is fresh in retailer and customer's minds. The response
may be less correct if retailer/service provider waits. Customer may forget
some details, or respond about a later event, coloring his/her answers due to
confusion with other visits.

Customer Feedback Tools

Day by day developments in technology, increasing intensity of competition
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and the evolution of digital age etc., gave chances to third parties like software
providers or social media builders to provide excellent tools. Now modern, well
managed, easy approachable and understandable to customers, cost effective
and widely reached tools are available in the market. A few tools are as
follows-

e Suggestion Box: Suggestion Box is suggestion-putting box, which help
the management system. A Suggestion Box can be installed on retailer
location where customers can make Suggestions for retailer’s company
without its consent (Fig. 3.18). O

Q&’ Fig. 3.18: Suggestion box

e Get Satisfac@ﬁ}: Get satisfaction shapes online communities that
permit pr ctive conversations among retail outlets and their
consumers. Get satisfaction guides a focused atmosphere for retail
outl @and customers to request questions, part ideas, report
@lties and give compliment. Again, it is not free service to the

iler /service provider.

Q«@ Kampyle: Kampyle stands a widget for gathering feedback on product
sheets, in product exploration field sand in clothes shopping cart.
Kampyle offers utilities to customers and useful to work advise
adaptation rates. It is also a paid service.

e User Voice: User Voice, a paid service, offers a forum for retailer’s
customers to acquiesce and poll on feedback. Online comments allow
users to deliberate and improve ideas, making it calm for people to stake
and results prioritized.
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¢ Feedbackify: Feedbackify is a website widget to receive feedback from
website visitors. Retailer/service provider can create its personalized
form, copy and paste code in to its site’s HTML then start receiving
feedback. It is again a paid service.

e User Echo: User Echo a paid service is a response collecting widget to
gather customer responses and thoughts. From site leaves via the
widget, retail consumers access an opportunity to give feedback, vote
and select the top ideas.

e Facebook: It is free social site and can be used to receive fee@?c'k.
Retailer/service provider status update is a great instrument \%itiate
a dialogue with its followers. In addition, through Facebo \evelopers
stage, it can connect with Comment Box on its we $> providing
customers with an instant space to provide feedback{ As customers
need to lodge interested in a real Facebook versic;@@hey cannot stake
anonymous content. Q)

X
ACTIONS WHEN FEEDBACK ON SOLVING CUSTOQMERS’ PROBLEMS

First, retailer/service provider needs a respons% customer’s feedback. Here
are some ideas to give a reply:

e If a customer is requesting for a duct’s feature which is now not
compatible to other accessorieg; offer to give him/her early access in

arrival for extra feedback %ﬂ@&then.

e Aimed at bugs and tec oblems, connect them straight to support
engineers to solve the-CuStomers’ problem.

e Ask for an extra led explanation of what customers were trying to
complete. Thi z&g’ll benefit to build the right solution.

e Give them ematic instructions as to how to use a different/updated
feature @ﬁ‘ solving their problem to achieve the desired results.

e Ret service provider should appoint someone on its team to accept
esponsibility of replying to each piece of feedback within a few days.

s%referably, send answers within 24 hours.

EFITS OF FEEDBACK TO SOLVE CUSTOMERS’ PROBLEMS

Following are the benefits of feedback to solve customers’ problems, which
are:

1. Referrals: Word of mouth recommendations by those customers, who
have solutions from the company, bring new customers free and that
helps their business grow. Therefore, retailers need to check the
existing customers who were coming with their problems and got
solutions from the company.
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2. Repeat business: Satisfied customers, who got the solutions from
company’s effort wish to come again for next purchase.

3. Loyalty: Retailers need to find out any issues immediately and fix them
straight away, so that they are bowled over by great service. It will
certainly increase the customers’ loyalty towards the retailer.

4. Retention: By taking feedback after giving services or solutions of
customers’ problems, retailer can retain most of his/ her customers.

5. Reputation: After asking the feedback of their solutions whiche}he
customers got, they share with others like friend circle, ves,
neighbors etc. This will certainly increase the status of the any.

6. Sales opportunities: If the customer gets attention and olution to
his problem, certainly, the sales will increase and ret&r can increase
the product lines, depth and width. <

7. Improve products and services: Feedback @es the responses to
improve the products and the services. X,

8. Customer satisfaction: Feedback help%tge retailer to improve the
products and services so that Custom@ get satisfied.

9. Helps in taking business decisiona\.:’Feedback helps to take decisions
regarding products and service%é?’retail business.

10. Gives good customer e &1'ence: Feedback gives good customer
experience after the imp ment in the products and services of the
retail business. gé'

SOLVING REPEATED OMER SERVICE PROBLEM

It is challenging to with repeated customer problem. The key to deal with
customers is to m hem feel happy. Here following tips are discussing to
deliver exceller@gustomer service:

J Lis@o customer attentively: To build relation with the customer it
i & essary to listen them carefully.

o ologize when something goes wrong: It is the duty of the employees
Q to say sorry if they do any type of mistake. Sometimes they delayed to
solve customer query or resolved any problem then also they have to
say sorry and after this, they do not need to repeat mistakes. Assure

that problem will not come again.

* Take seriously: It is necessary to make customers feel important and
appreciated. Customers are very sensitive and they want to know
whether organization is caring them or not. Take seriously repeated
problems otherwise organization can lose customers.

¢ Be Polite: Employees need to be polite. If the customer is angry then
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also employees has to deal politely.

Identify needs: Most of the customers are emotional thus, the more
employees know about them the better they can anticipate needs.
Regular communication is also required to communicate well with the
customers.

Suggest solutions: Whenever customers are coming with problem
employees need to understand it and suggest possible solution for it.

Be available Always: Organization need to provide customer éi.re

facilities. To solve customer service problem, employees ne be
available all the time. Nowadays customer service is ust on
telephone or face-to-face but also online services availablao
PRACTICAL EXERCISES <
Activity 1: Visit a mall to understand customer probf@% related to retail
shopping. \.»O

Material required: Pen, pencil, notebook, chec%ié&/

Procedure:

1.
2.
3.

6.
7.

<

8.

10.

Take the students to any mall with anotebook and pen.
Find out a departmental store. QJ{\,

After having permission fi ré,&the concern department of that store,
stand at the customer department for one hour and see the

activities. 5{/&

. Note down the %go?e'nt types of customers’ problems and watch

conversation b%ﬂ n customers and customer care executive/s.

Ask the stu to think about what they would do when they are in
place of omer and in place of that customer care executive.

Wr@wn the reactions.
’&,a so what different types of problems customers carried and how
cutives respond to them. Write down main contents of each

conversation.

Next day students will share their list and views with the subject
teacher and classmates and discuss the probable solutions.

. Use the results of this discussion to develop strategies for dealing with

customers’ problems.

With the feedback given by the teacher prepare a report and submit.

Activity 2: Visit any retail organization and find out the problems reported
and the mode in which consumer’s problems are solved.
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Material required: Pen, pencil, notebook, checklist.
Procedure:
1. Form a group of five to six students.
Tell them to visit retail outlet.
Meet the outlet manager and meet him/ her.

Tell him/her purpose of visit and take consent for visit.

S

Ask the retail store staff/sales executive the following questions. b’

a) What are the problems reported by customer? %(,\’
5

i, mememee- O
il.  ---m-—-- Q\}'
&

1 e
iv.,  ———————- \/O

N — v

b) What techniques are used tore solv@&problem?

A &
i'ii. -------- ®@,
vi: ———————— Q

Activity 3: R K-play to learn how to handle customer problems. Ask the
students to@pare a script based on the activity procedure.

Materi equired: Pen, Pencil, notebook, brochure/pamphlet of
Sma ne

I&dure:
1. Make a group of three students.

2. One student performs as sales executives, one as a manager and one
as a customer.

3. Customer: Complaint customer problem on smartphone and submit it
to the sales executives.

4. Sales Executives: Starts discussion with the customer to handle the
problem and convince. If customer is not convinced, he/she can meet
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the manager.

5. Sales executives: Meet the Manager, inform the problem, and take the
time to resolve it.

6. Sales Executives: Convey the message to the customer regarding
repairing of smartphone and give time.

7. Customer: After sometime customer, again visits the retail store and
ask about smartphone.

8. Sales Executives: Handover the repaired smart phone to the cust@&r,
thank him and ask him to visit again. %{}

9. Customer: Collect smart phone and say thanks. NO\'

10. Teacher observes verbal and non-verbal CommunicatioQé%les of all the
participants. <

Activity 4: Write down and discuss practical exp Qees about service
interaction and problems of products purchased by{fﬁe customers.

Material required: Pen and paper, 6chairs. %0
Procedure: @

S

1. Make a group of 5 students eachp\,(bv

2. Ask to write down personal riences about any kind of customer
service interaction they h§®ad.

3. Write down some nam y{g
customer service proby S.

mpanies and in what way they resolve their

4. Then start grou@wcussion and demonstrate how companies are
handling thei@%stomer service problems.

5. Present th@Scussed service interaction by each group.

6. Ask rie€s by other group members and teacher.

7. C!@y the query by the group members.

8 pare a report on service interaction and submit to the teacher.

ivity 5: Visit a retail store and identify repeated customer service
problems, methods of dealing of customer service problems and its
advantages and disadvantages of method of customer service problems.

Material Required: Pen, pencil, notebook, checklist.
Procedure:
1. Form a group of five to six students.

2. Ask students to visit a retail organization or a shop.
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3. Meet the retail manager and greet him/her politely.

4. Tell the purpose of visit and take the permission for visit and meet sales
executive.

a) How to identify the customer service problems?

b) What are the different methods to deal with customer service
problems?

c) What are the advantages and disadvantages of different method to
deal with need of customer service problems? %8

d) Explain the best method dealing with customer service pr ms.
5. Note down the answer and confirm with sales executive at@fall store.
6. Make a report on visit and submit to subject teacher. Q
Activity 6: Case study on identifying and resolving Cusb@%r problem.
Material Required: Pen, pencil, notebook, checklis‘c)\,O
Procedure: O&

A retailer sold a smart mobile handset to ?aman one month back. The
warranty of this set was one year from thé@ate of selling by retailer.

At the time of purchasing Mr. Raman»@?d not ask about the service centre
location, a she purchase da repute and mobile handset. After one month,
the handset has some problenjév, ts touch screen. Mr. Raman reached at
retail outlet and lodged comp, 8{1;1 . The retailer told him that the service centre
of that company is not locatpd in this city and it should be sent to its service
centre, which is about ilo metres from this place, and it will take about
one week to repair q%t get back from service centre. Now Mr. Raman was
upset. He has glv set and got it after one week.

Prepare a fee )%k form forgetting information from this type of customers
and also sl@est the probable solutions to rectify this type of problem and
does not,\ ur in future.

Acti 7: Collecting feedback for solving the customer problem.
BQ@rial Required: Pen, pencil, notebook, checklist.
Procedure:

1. Prepare a questionnaire.

2. Visit the retail store and greet the manager.

3. Take permission from the manager for collecting the feedback from the
customers.

4. Distribute the questionnaire to customers and collect feedback on
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getting the services from the retail while buying the products from this
retail outlet.

5. Collect the information from the customers.
6. Tabulate record, analyse and interpret the collected feedback.
7. Make a report on the customer feedback.

Activity 8: Handling customer complaint by sales executive at mobile retail
shop.

Mr. Amarnath bought a mobile handset from a retail outlet. Sales exe&utive
told him that scratchproof cover of that set is available in market. By when
Mr. Amarnath visited and searched the cover in all markets city, he
could not find any cover for his mobile hand set. In the meantiae, he opened
the packing, used this mobile handset, and got a scratch b is handling of
that set. Now Mr. Amarna this worried about his expengive mobile handset
reached at that retail outlet, and met the same executive who sold the set.

o
a) If you are in place of Mr. Amarnath, what @)Wﬂl do?

b) If you are in the place of Sales Executive,'what can you do?

©

CHECK YOUR PROGRESS ~
A. Fill in the Blanks 6(’\,

1. A problem might give (b’éﬁailer an opportunity to increase
customer

2. Retail store/sales exqggéive should solve the customer’s problem in a
mode that is cony, nt, , or timely.

3. When dealin vsd%h a customer, who has some problems on hand, sales
executive sh éﬂ address the customers by

4. Once th@%ﬁstomer’s problem is taken care and found out why it
hap d, if it is a retail outlets policy, look into that.

S. &Word of mouth recommendations by those customers, who got
% utions from the company, bring new customers for

. The product’s features are now not compatible to other accessories,

proposal to give them in coming back for extra feedback from
them.
7. Growing a business depends on repeat customers.

8. The customer/service provider’s take time for discontinuity and asking
its employee to his/her customer’s problems.

B. Multiple Choice Questions

1. Some customers arrive at retailer’s outlet having some problems
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because .

a) Their expectations towards product, service or ambience have not
been met

b) To release their anger after dissatisfaction

c) The gap between standard and actual service claimed

d) All of the above

2. When customers have problems, they reach to complain at retailer’s
outlet with one or more of the following postures-
a) Harshness @b’
b) Lack of cordial social skills to communicate properly \(/\/
c) Uneasiness \‘,\,
d) All of the above \,}

3. The following is/are not included in steps in dealing w1gthe customers’

problem —
a) Pay attention cautiously to what the custor@r has to say and let
them resolve &

b) Make an apology with blaming

c) Ask questions in helpful and troub anner

d) Request the customers, what so would be suitable to them?
4. refers to word of &uth recommendation by those

customers who gets solution %@ﬁelr problems.

a) Retention Q-

b) Reputation @

c) Referrals

,{/fb'

d) Loyalty
S. g%?mal site.
a) Faceboo%'

b) Emai
c) Te
d) Q the above
6. remains a widget for gathering feedback on product sheets.
Kampyle
Q b) User voice
c) Feedbackify
d) None of the above
7. Can be installed in retailer’s site where customer can offer
suggestion.
a) User echo
b) Suggestion box
c) Feedbackify
d) All of the above
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8.

The feedback helps to the customers.
a) retain

b) loose

c) Botha &b

d) None of the above

C. State whether the following statements are True or False

1.
2.

6.

7.

The retailers have an unclear, tight and close policy on problems.

The more information sales executive can get from the customer;t}he
better sales executive will understand his or her perspective. \Q’

. When dealing with the customers’ problem, the goal of bus& owner

is to argue on problem and not finding the solutions. \S'Q

. Staff must be conscious that grievances are a highest priority element

for their operation and someone who contacts s@ must have the
power to decide them completely. Q)

. Retailers need to find out any issues immedi&tely and fix them straight

away, so that they are bowled over by at service. It will certainly
increase the loyalty of customers towa@s retailer.

Retailers or service providers shoWb}lat they really do not care about
customers’ concern and create %i%xperience.

The greatest time to condugtfeedback on solving customers’ problems
is when the familiarity is in retailer customer's minds.

D. Match the Columns (0%)&
X

S.No. Qéolumn A S.No. Column B

1 Custorrg%arrive at retailer’s outlet to A Eye contact
realise #heir
2 Cusfother posture when they come B | Personality
_Wwith a complaint is

3 ’< stomer should be given full C Six rules
,\Q\‘ attention and criticising

AN &7 | Do not take criticizing D | Anger

(<5 | The retailer should follow E | Phrases
Q 6 Show empathy with customer by using F Harshness

E. Short Answer Questions

1.
2.

List out the postures of customer when he/she lodges complaint.

List out the six rules of controlling customer problem in an organized
way.

. What do you mean by put yourself in customer’s shoes?

. Why customer does not lodge a complaint with retailers?
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5. What are types of feedback?
. What is feedback?
. What do you mean by referral?

. What is hard copy questionnaire?

O 0 N O

. What do you mean by loyalty of customer?
F. Long Answer Questions
1. When do you consider customer’s problems as compliment? @b’

2. What are the various factors leading to customers’ problems? G:(,\’

3. Demonstrate the body language and different types of reao@rs\’ of those
customers who have some problems on hand.

4. List out the steps and rules in dealing with customegs’ problems.

Ul

. Why the customer approach retailer to repreS@t their problem with
them. LY

X
. Explain why feedback on solving custorn%gmplaints is important.
Explain the various methods to solve @tomers’ problem.

. Discuss the various tools used in-@ting customer feedback.

© ® N O

. What action need to be taken %Ken customer problem start coming into

retailer? y
10. Discuss the benefit of %}i g feedback from customers.
G. Check Your Performar(,&'

1. Identify the usga@customer problems with retailers and prepare a
chart.

2. Perform %&away in which customer problems are resolved.
3. Noti e rules adopted for solving the problem of customers.

4§'§F¢rentiate problem of customers with organized and unorganized
ailers.

Q . Demonstrate the process of collecting the customer’s feedback.

6. Operate the various tools used to collect the feedback in a given
situation.

7. Prepare a chart on various methods for collecting feedback.
8. Trace out the benefit of feedback solving customer’s problems.

9. Prepare a questionnaire on consumer’s feedback and apply for
collecting feedback.
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SESSION 4: NEGOTIATE TO REASSURE CUSTOMERS

Negotiation skills are the soul to sales executive’s job role. It refers to a process
in which individuals work together to solve the issues on a common
agreement. According to Thompson (1990), ‘A party to a negotiation comprises
a person or group of persons. Negotiation skills are active listening and
effective communication. It is a discussion between two or more people or
parties reaching an agreement.

“It is important to reassure customers and store their confidence thrﬁgh
adequate information instead of making them insecure by statgzt at

‘nothing has been found”. Many problems, questions and uncertainties weigh
on customers’ minds. The customer wants more feedback and_ Afxformation
from service provider. A

ORGANIZATIONAL GUIDELINES/STEPS TO RESPOND CUSTOMERS

It is not easy to deal retail customer service issue. It is 'Nfg'l)cult for the retailer
to deal with frustrating problems of the custo &rs. Customer is king.
Customer is always right. Sometimes, solving (Customer service problem
becomes difficult for the retailer. If retailer provides excellent customer service
and follow procedures customers become%l'i y. To respond customers, it is

necessary to listen, acknowledge, solve argl’give them a solution fast.

1. Solve customer problems @'& sufficient authority: For handling
customer service problemg (@F is necessary to train staff. To solve
customer problem, it is ne€essary to give authority to the employee who
is dealing with it. Auth&éfy flows from top to bottom and it explain show
a superior gets w %one from his/her subordinates. They explain
clearly how to deﬁfith customers. Authority should be accompanied
with responsipility so that work can be completed successfully. Thus,
customer pé@g ems can be solved quickly.

2. Work 1% others: For solving customer’s problem, it is necessary to

éﬁnﬂy. It is necessary to take care of customers by all the
oyees of the organization. The service provider is interacting with
customer. Involvement of all the employees is required so that
customer is always happy.

WO

3. Inform customers about actions: It is necessary to inform customers
about the actions taken by the organization. Customer is first priority
of the organization. Thus, it is the responsibility of the organization to
inform customers regarding products, services, organizational policies,
organizational system etc.

4. Check whether customer is comfortable with actions: Whenever
sales executive tells any products/services to the customer, he/she
needs all the information about it. Sales executive need to focus on
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selling and how to make customer comfortable with the products and
services. To make customer comfortable is not one-man job.
Organization need to give proper guidelines to all of the employees
regarding how to provide prompt services to customers. Whenever any
problems occur to customer’s organization need to set up proper
mechanism to solve the problem.

5. Provide services to the customers: Customer service is the most
important part of maintaining good relation with the customers.
Training the executives is required in a proper way to resolve cus er
complaint. It is necessary to understand customer problem a@a top
priority. First and foremost, thing is to listen to customergrcarefully.
Customer’s time is precious hence manage time and WRe a timely
process tore solve all types of their problems. Always &e affair deal
with the customers. Organizational team is always re@dy to provide ease
of services to customers with following steps (Fi,«:éS 9).

Solve customer Problem with

sufficient authority

Inform Customer about Actions

Check whether customer is
comfortable with actions

— - - — ]

C} Provide services to the customers

Q Fig. 3.19: Steps to Respond Customers
BENEFITS OF NEGOTIATION

Negotiation is required when sales executives are handling customers. Sales
executives may be responsible for correcting administrative errors, following
up delivery mistakes, replacing damaged goods, or preparing and sending
acknowledgment letters. Benefits of negotiation are both for personal and
professional progress of individual and the organization which are as under:
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1. Professional Growth and Career Advancement: By learning the
negotiation skills, one can develop and evolves into a better employee
having good future prospects.

2. Conflict Resolution: Active and patient listening by customers will
resolve conflicts with customers.

3. Problem Solving: It develops problem solving skills tore solves the
differences amicably. One becomes solution seeker in different
conflicting situations. b’

4. Satisfaction of Customers: Customers feel satisfied that som@&ie is
giving attention and listening to their problem.

5. Develops Customers Loyalty: Customers become 1 and get
personally attached to the product/services thr@l continues
negotiation with the customers.

6. Improve the Communication: Through t)la? regular negotiation
aspects communication will be improved xan it takes place and
connects/bond is created. O

7. Persuasion: The ability to persua@ gets enhanced with skillful
negotiation. It benefits both the %};ties in attending to customer’s
problems and arrives at a solutiqe\,

The customer needs tore cognizevwhat sales executive/customer care
executive is doing to settle thelissue and acquire things back on track.
Remember that some cust rs judge the quality of retailer’s customer
service and way retailer s [&iustomer’s problems. Any retailer is able to

satisfy customers and elop customer loyalty through sorting out their
difficulties efficientl d effectively. Occasionally a customer facility problem
benefits as an opp ity to make an impression a customer fashionable in

a manner tha not have been likely if the whole thing had gone easily.
There are t%t pes of customer handling:

1. Co@laints where sales executives are responsible: Sometimes it
pens those sales executives are responsible for the complaint made
GJ y the customer for example billing mistake, delivery mistake etc.

QZ. Complaints where sales executives are not responsible: Sometimes
customers are filing complaint due to their own mistakes. In such
situation, sales executives are dealing very patiently.

It is beneficial to know the type of complaints that need an expert or someone
more senior in the organization to decide. Examples are thoughtful
complaints connecting to discrimination, safety of a specific product etc. It is
also important to whom a complaint is to be referred, if it is external sales
executives, area of concern matter.
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Generally, most of the complaints received may narrate to the organization’s
products and services. The more sales staff recognize about these, it will be
easier for them to arrange for clarifications to customers and retain an eye on
complaints.

NEGOTIATE TO SOLVE CUSTOMER PROBLEMS

The sales executives of retail outlet should negotiate with and encourage
customers in resolving the problems. Therefore, the sales executives should:

* Be aware of implications of a change of policy structure, produc‘@,or
services for the retailer’s business. \({\,

* Be conscious of the implications of other relevant aspects‘@%ﬁis /her

organization. \S'Q

* Understand the industry, organizational and profesSional codes of
practice and ethical standards, which affect cts or services
he/she deals with. \/O

* Understand any contractual agreements thaf\customers have with the
store relevant to their area of operations:

¢ Understand the services of store, Wg@an be relevant to the customer
service role. Follow the guidelines laid down by the store that limits the
job. 6’&

* Handle organizational targgt§)relevant to the job role ingathering them
and the effects for the storey’if those objectives are not met.

* Identify store’s procedures and structures for dealing with customer
service problems.

* Manage the fruifful resolution of customer facility problems.

« Underwriteadustomer loyalty through outside customer and better
Working@airs with the internal customer.

e Un g?and in what way to negotiate and reassure customers to solve

@’\; difficulties.
)

ﬁEPS IN VOLVED TO NEGOTIATE WITH CUSTOMERS

Customer service problems can be relatively frustrating customer, which puts
force on the organization. While customers are working through this
procedure, retailer’s duty is to reassure that the problem will be resolved and
negotiate the possibilities of the outcomes. While negotiate with customers
one can maintain the steps by prepare/arrange the products as per their
needs, guide/provide suitable information regarding the products, convince
him/her with suitable selling techniques, bargain with the negotiating prices
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of the products and close the sale with customer satisfaction. The ways of
under taking this are:

1. To see customers, whether they are angry or calm. Let them speak their
heart out and let them voice their concerns. Sales executives should not
divert and should focus on the customer, be it over the phone or face to
face. That itself will resolve half the problem. It will help them calm
down. Sales executive should have the eye contact with customer and
indicates that he/she understands their concern.

2. To express sympathy with them, if it is a serious anxiety. Em @Qi'ze
with them for all the problems that have occurred or they had @ ut up
with sales executive. Sales executive should speak polite should
not be loud. Sales executives should speak to customers irhan approach
that makes them feel that the problem has been solved$already.

3. If employee make the customer wait while on the?@)%ile, it is better to
ask the customer for permission before doing s@and acknowledge the
customer while returning for waiting. This g\,assuring customers that
executive gives value and respect them.

4. The sales executive should ask q@tions to clarify points and
summarize the problem, so that t ustomer thinks that he/she was
listened to and that retailer is e%g,ér and willing to help.

5. The sales executives sho IQ@‘EH customers that they recognize the
problem, which they wan‘& help them resolve it. They should further
reassure the customefsi\that something will be done to resolve their
problem. In case, t &tetailer has proposed something he/she could
inform the custo and seek his/her opinion if they are happy with

that. @

6. Take not@@ all the problems and everything that the customer
express Record those on the customer’s database for future
refe

7. @ customer a time scale within which the problem shall be resolved.

épqlzeep the customer informed with each stage/progress. This will
Q indicate that retailer is working on their problem.
9.

The sales executives should maintain professional language and
pleasing body language.

10. Be flexible and reply to all the customer queries promptly and aptly.

11. Maintain a balance between the requirements of customer and the
procedures and policies of the organization.
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RESOLVE CUSTOMER COMPLAINTS

Whatever a customer lodged as a complaint, sales executive or someone else
in store should try to decide the complaint so that the customer accepts the
decision. For example, 1 will make sure this does not happen again, Mr.
Kumar. In the meantime, I will show you a new copy.

Are you happy with that?’ If the complaint involves investigation that may
take some time, keep the customer informed at every step initiated to resolve
his/ her complaint. Even if sales executive is having some trouble,athe
customer should feel solution is in the process. Sometimes customers &k
that nothing done about their complaint. Customers will appreciate %Q' sales
executive keeps them informed of progress. \‘,\/

S

Negotiate the outcome of a complaint with a customer to fi Qolution that
suits both the customer and store. This means the solutio& as to be within
the restrictions of the retailer’s policies and procedur®s) Sometimes sales
executive will not be able to meet a customer’s need%@l.

This may be because the retailer’s policies and Kc’edures prevent him/her
from doing so. For example, a customer whe, intoxicated is complaining
because attendant would not serve any n@e alcohol, a manager has to
explain that this would be illegal. In sitgyations like this, it does not matter
how much the customer insists; exec&iﬁﬁe has to follow policies, procedures
and legislation. X0

In such cases, negotiation is n ossible. Try to be tactful and sympathetic
as a sales executive can be. s executive should fully explain the situation
to the customer so they erstand the matter is out of their hands. It is
always better to assureess and deliver more, somewhat than the other way

round. &)

Take ownershipcof complaint and empower a colleague, enlighten the
customer b municating to them. Sales executive should make the
customer%épy with the recommended actions. Ask the customer if anything
further d be done at this stage to help them. At the end, as a courtesy
and t the confidence of customers reassure them, with a complete and

e@ te decision.
PRACTICAL EXERCISES
Activity 1: Demonstrate the organizational guidelines and steps to respond

to customers in given conditions.

Material Required: some products (electronic products, FMCG goods), paper
and pen.
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Procedure:

1. Ask the students to demonstrate the organizational guidelines to
respond to customers in the following conditions.

a) Customer ‘A’ purchased mobile phone from a retail shop. He found
some problem in the mobile phone and reached the retail shop to
solve his/her problem.

b) Customer B’ purchased laptop and he found no software available
in the laptop. He went to retail shop. b,

c) Customer ‘C’ purchased laptop two years back from a shop“@% /she
found some technical problem then he/she went to s \g\ resolve
his/her problem.

2. Ask the students to demonstrate above all situationQand show best
method to resolve above problems. O

Activity 2: Presentation on the benefits of negotiati%@
Material required: Drawing sheet, pen, paper, é@&r color paints.
Procedure:

1. Ask the students to prepare a note (8‘ beneﬁts of negotiations.

2. Ask the students to prepareej'& power point presentation or oral
presentation. %

3. Ask the students to present'it in the class.
4. Teacher evaluates th dents’ performance.

Activity 3: Role play C@negotiating with customers and convince them to
resolve the Complairgﬁs

(Take a situatio like a customer want to upgrade antivirus software. Interest

based negotiatign for Win-Win approach. In this activity, acting as customer
Mr. Robin Mr. Rampal acting as a sales executive. The name of retail shop
is Zenx

d{\Requlred Paper, pen, CD, laptop or computer.

%dure

. Customer (Robin) visited Zenx shop and asked to sales executive
(Rampal) to upgrade antivirus software in his laptop.

2. (Rampal) recommends his customer (Robin) to upgrade his antivirus
software from best to premium plan.

3. Robin agreed. He asked cost of upgradation.

4. Sales Executive (Rampal): Cost of up-gradation was Rs.15000/-.
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5. Robin was not satisfied with pricing and cannot afford to pay this
amount. He can afford to pay just Rs 5000/- due to budget issues.

6. Rampal suggested that the customer can pay Rs. 15000/- in two
instalments by relaxing the one-time payment option. In this way
Rampal considered Robin issue rather than having a fixed payment
option.

7. Robbin got what he wanted and Rampal did not have to reduce the price

of the software. This is win-win approach. b’
8. The deal closed by win-win approach. \(/\,@
CHECK YOUR PROGRESS \'}?’
A.Fill in the Blanks A
1. The more urgent the more important the ré8olution.

2. If the complaint involves investigation that ma§5a e some time, keep

the customer of step sales execq{i are taking to resolve
their complaint. %\10

3. Sales Executive should be conscious the implications of a change
of. , products or services fcﬁ\hls /her organization.

4. To exchange with reassure cusé&aers, the first phase is to
customer. X0

5. Sales Executive should get, he/she should focus on

his/her customer, be if{/fwer the phone or face to face.
6. Authority flows fr
7. For solving cﬁmer problem, it is necessary to work
8. Always ma deal with the customer.
B. Multipl é&ice Questions

1. A iler can impress customer and build customer by

g out their problem.
% ) Brand loyalty
b) Loyalty
c) service loyalty
d) All of the above

2. Sales Executive are responsible for correcting follow up
mistakes.
a) Delivery
b) Rectification of
c) Promotional
d) None of the above
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3. Sales executive are not responsible for complaints relating to

a) Replacement of damaged goods
b) Sending acknowledgement letter
c) Specific product complaint

d) All of the above

4. Understand the limit of own when sales executive need permission from
other.

a) Responsibility @b’

b) Rights \(/\,
N2

c) Power .

d) Authority \,S'Q

5. The first in negotiating with customer is to chem whether
they are angry or calm. ,\OQJ

a) Listen O
b) Appeal Y

X
c) Respond %O
d) All of the above @
C. State whether the following statemeﬁ\;s are True or False

1. Sometimes sales executive will né;xbe able to meet a customer’s needs
at all. X0

2. Sales executive should n ve customer aperiodic scale within which
the difficulty will solves{/&

3. Sales executive s@‘@advise to check that customer is cheerful with
the recommendgi ctions as sales executive has committed.

4. Sales execu\fz@' sks questions to clarify points and summarize the
problem at the customer knows that concerned executive has
listened and that he/she is eager and willing to help.

5. Saﬁgexecutive should not maintain a balance between the desires of
%@3 omer and the procedures and policies of the organization.

%@;&tch the Columns

S.No. Column A S.No. Column B
1 | Sales executive should be familiar with type | A | Language
of
2 | Sales executive have to record customer | B |Target
complaints on
3 |Sales executive have to maintain | C |Complaints
professional and pleasing body
4 |Sales executive have to understand | D | Service
organizational
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5 | Sales executive receive most of the problem | E |Data Base
on product

E. Short Answer Questions
1. What do you mean by reassuring customer?
2. What complaints the sales executive is responsible for?

3. Why sales executive has to express sympathy with customer when
complaints are lodged?

4. Give two instances of resolving complaints. @b'
F. Long Answer Questions .
1. How the benefits of exchange by retailer will reassure cu ers?

2. How can you identify that the customers’ problems argdue to mistake
of sales executive or from other sources? O

3. Discuss how knowledge of organizational Rjﬁicy helps the sales
executive working in that organization. O’&,

4. Define steps of exchange and reassure customers.

5. Discuss how to resolve customers’ QQ, laints.

%

G. Check Your Performance ,é‘\,
<

1. Classify the complaints wherfb’fsales executives are responsible and
not responsible on the c

2. Identify the products oit’éehe chart, which have customer’s problems
and listed out. ¢

convince the resolve the complaints with role-play.
%\J
R\
o
K=
<

3. Demonstrate thggps to be taken to negotiate with customers and
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MODULE 4: SPECIALIST SUPPORT TO CUSTOMERS

In this module, students will learn how to create happy customers, keep them
coming back and make a business better. This module is all about
understanding how to support customers, build trust, and improve the way
they serve them. Sales executives are about to unlock the secrets to creating
happy customers and making businesses flourish. This module is all about
learning how to attract people with amazing service, keep them coming back
for repeat purchase, and help a store or company grow stronger. Picture
yourself as the friendly retail sales expert who helps customers piok,the
perfect product or turns a customer’s frown into a smile, that’s t.h% nd of
impact the students learn to make. Sales executives also disc how to
guide customers to buy with confidence, improve services by c@; y listening
to what they need, and build friendships that make them lo¥al to the brand
and spreading word of mouth. Through exciting role pl egroup chats, and
hands on activities, Sales executives practice real-life s@lls like closing a sale,
handling feedback, and using tools to stay conn féd with customers. Get
ready to step into the world of retail, where Sale§)executives learn to create
joyful experiences and become a true custor@ rvice champion. Let’s study
further to excel as retail sales executive. \,

The present module “Specialist Supé'gr&to Customers” is divided in four
sessions the first session describes,& specialist support to customers for
facilitating purchases, the second g@ssion promote continues improvement in
services, the third session deals'With organize the delivery of reliable services
to the customers and the gfg rth session discusses build the long-term
customer relationship foQ&f?s'ing the sale.
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SESSION 1: SPECIALIST SUPPORT TO CUSTOMERS FOR
FACILITATING PURCHASES

Understanding Sales Closing Techniques

Sales closing techniques are structured approaches used to successfully
finalize a sale by influencing customers for making a purchase decision (Fig.
4.1).

Sales closing techniques help transition a customer from being only interested
in a product to making a confirmed purchase decision. When exe ﬁed
effectively, these techniques show the salesperson’s competer@' and
significantly increase customer satisfaction. A seamless and respe closing
experience boosts the likelihood of repeat purchases. \S'Q

These techniques are essential for providing clarity, resolving‘ebjections, and
enabling customers to make confident decisions. also help in
establishing strong customer relationships and enh)g/@:ing overall business
outcomes.

X
Some commonly used sales closing techniques< Qude:
1. Assumptive Close @

This involves behaving as if the L@‘omer has already decided to buy.
For example, saying, “Would X&@J ike this item get packed?”.

2. Urgency Close s

This focuses on limitedstime offers to encourage immediate action, such
as, “This sale offer ii@ding today!”

3. Consultative Cl(@

The sales p recommends products based on the customer's

individualxgeeds. For example, “Based on what you've told me, this

brandﬁ d suit you best”.

4. Sq\
’ﬁé salesperson summarizes the key benefits of the product to reinforce

GJ ts value. For instance, “This phone has the high-resolution camera

with excellent sound quality you wanted and includes a two-year
warranty”.

5. Soft Close

ry Close

This low-pressure approach suggests trial or small decisions, such as,
“Would you like to try this size to see it’s fitting?”

166



Retail Sales Executive Grade 12

\ Assumptive
)
y Close

SALES
CLOSING
TECHNIQUES

Fig. 4.1: Sales Closin{@chniqnes

These techniques are selected depe@%g on the customer’s behavior,
preferences, and the sales environ@e t, whether it's in-store, online, or

hybrid. %QM
Significance of Sales Closing Téchniques

The significance of effecti{@'sales closing techniques in the retail context
includes:

* Driving reven@ﬂnd increasing profitability
* Enhanci Ustomer satisfaction
e Buil strong, long-term customer relationships and retention
. (@Mcoming customer hesitations or objections
C,I}nproving sales effectiveness
Q- Boosting the confidence and performance of employees
* Enabling adaptation in a competitive market
* Supporting strategies for upselling and cross-selling

Steps in Closing a Sale: Closing a sale is the final and most crucial stage of
the selling process, where the salesperson converts a customer’s interest into
an actual purchase. It involves carefully recognizing buying signals,
reinforcing the product’s benefits, and addressing any objections or concerns
the customer may have. Once the customer feels confident, the salesperson
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tactfully asks for the order, may suggest suitable add-on products, and then
efficiently completes the transaction through billing and payment. The
process concludes by thanking the customer, providing reassurance, and
offering after-sales support when necessary. An effective closing not only
results in a successful sale but also builds customer satisfaction, trust, and
long-term loyalty (Fig. 4.2).

(6

Explaining

Wrapping
up the sales

Seeking

confirmation the billing process

Fig. 4.2: Step in Clos'@ ;Sale

A. Seeking Confirmation (b‘\’
Ttforward questions to confirm the
, “Shall T go ahead with the billing?”

mindset to buy.

This involves asking polite, strai
customer's decision. Questions
help in assessing the custo

B. Explaining the Billing Pﬁ’éeess

Once the customer@ﬁes consent to purchase, the salesperson must
communicate the (total price value clearly, mention any applicable
discounts or offeéﬂand explain the payment options available (e.g., card,
cash, or UPI 0

C. Wrappi the Sale

The 1 step includes thanking the customer sincerely, providing
n @ary documents such as the invoice, warranty, and user manual, and
%%ing basic tips for the product. A courteous closing remark like, “Thank

Qyou for shopping with us,” reinforces professionalism and customer
respect.

Importance of Timing and Signals in Closing a Sale

Timing plays a crucial role in closing a sale. Sales staff must stay alert to both
verbal and non-verbal buying signals. Verbal signs may include questions
like, “Is this product available in other colors?” or “What’s the return policy?”
Non-verbal signs include positive body language such as smiling, nodding, or
touching the product frequently (Fig. 4.3).
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If a salesperson tries to close too early, it may come off as pushy and hamper
the decision-making process. On the other hand, delaying too long can result
in lost interest or hesitation. Interpreting these signals accurately and
responding at the right moment helps facilitate a confident and comfortable
buying decision.

TIMING & SIGNALS IN CLOSING

SIGNALS
TIMING Vertnl MATCHING TIMING &

Early vs Late e —— SIGNALS

Adjust pace Emotional

STEP1 STEP 2 STEP 3

Fig. 4.3: Timing and Signals in Closirl&g Sale
Maintaining Professionalism and Rapport A Q:losing the Deal

The relationship with a customer must cont@le even after the transaction is
complete. Continuing to demonstrate pr “fgssionalism after the sale is very
important to building customer trust r %'oyalty for long time. This includes
following up politely, handling compi@ﬂts or concerns on priority, and clearly
explaining policies related to ret or exchanges (Fig. 4.4).

Simple actions like expressi gratitude, offering after-sale service, and
always being available cr? a positive impression that encourages repeat
sales and positive word? outh publicity. Continued post-sale rapport can
significantly strengt the business-customer relationship over time.

S =
< Rl
o s

@)
P

Fig. 4.4: Maintaining Professionalism and Rapport After Closing the Deal

169



Retail Sales Executive Grade 12

PRACTICAL EXERCISES

Activity 1: Demonstrate the steps involved in closing a sale with clarity and
confidence.

Material required: Notepad, pen, pencil, Sample products, feedback sheets,
name tags for customer/salesperson

Procedure:
1. Briefly explain the importance of sales closing process and steps.
2. Divide students in the group’s customers, salespersons and o fvers.

3. Role play activity of identifying customer needs, pres@%?ng the
product/ service benefits, handling objections, Clo%’@ the sale,
thanking the customer and offering after sales serviceQ

4. Exchange the roles and repetition. \OQJ
5. One student observes and takes notes. \/0

6. Prepare a draft report. O\"

7. Report review & feedback by subject t@:ﬁer.

8.

Incorporate the feedback and make(gyxﬁcessary changes.
9. Prepare a final report and subn%&}f to the teacher.

Activity 2: Role play on exp i’@)}ﬁg/ informing customer about Billing,
Packaging, and after-sale process?

X
Material required: Prodqu,\props (mock items or sample merchandise),
notepad, pen, pencil, b@g slips/invoices templates, shopping bags, boxes
or gift wrap, after—salﬁ)s rvice, role tags etc.

Procedure: S
: ) o ,
1. Briefly e@am the billing, packaging and after-sales process.
2. Div@‘f‘-e students in groups.
3. @ Play performed by students.
%xchange the roles and repetition.

i

6. Prepare a draft report.

One student observes and takes notes.

Report review & feedback by subject teacher.

Incorporate the feedback and make necessary changes.

O ® N

Prepare a final report and submit it to the teacher.
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Activity 3: Group discussion on a scenario identifying verbal and non-verbal
buying signals and responding accordingly.

Material required: Flip-Chart Paper, Markers, Notepad, Pen, Pencil, Optional
props (sample products or catalogues.

Procedure:
1. Take students to retail lab.

2. Briefly explain the verbal and non-verbal signals d1sp1ayed83y
customers.

3. Divide the students in groups.

4. Give each group a scenario to work on. \"\
5. Silently read & brain storm all verbal & non-verbal cu@.

6. Exchange the roles and repetition. '\QQJ

7. One student observes and takes notes. \,O

8. Prepare a draft report. %O

9. Present it to the subject teacher. @

10. Report review & feedback by suble@b, acher.
11. Incorporate the feedback and n@fﬂ(e necessary changes.

12. Prepare a final report ands@fmt it to the teacher.

Activity 4: Role Play on giv, g{zg ccurate, clear specialist advice on Product
Use and Care to customerss))>-

Materials required: Qﬁple or Mock products (if available), product
specification sheetsjtele cards (customer, retail sales executive, observer),
notepad, pen, pe\n}@?%eedback forms.

Procedure:
1. Ta %dents to Retail Lab.

2, ief the importance of providing clear and correct advice regarding
@ roduct use.

. Divide Students in groups (customer, retail sales executive, observer)

. Execution of role play.

. One student observes and takes notes.

3
4
5. Exchange of role and repetition.
6
7. Prepare a draft report.

8

. Present it to the subject teacher.

171



Retail Sales Executive Grade 12

9. Report review & feedback by subject teacher.
10. Incorporate the feedback and make necessary changes.
11. Prepare a final report and submit it to the teacher.

Conclusion: The objective of this module is by mastering sales closing
techniques, understanding customer signals, delivering professional after-
sale service, retail sales executives can significantly enhance customer
satisfaction, drive loyalty, and contribute to continuous improvement in the

quality of service provided. b,
CHECK YOURS PROGRESS ) g(,\f@
A. Fill in the Blanks «Q\’
Complete the following sentences with the most appropriaterQc'i(s):
1. techniques assist customers moxg)ef'rom interest to
purchase. Q)
2. The . close is based on the ass&&ption that the customer
has already decided.
3. Explaining the process is@rt of closing the sale.
4. A close summarizes T{B\'Beneﬁts of a product.
S. Providing after ’Kl/@ sale helps in developing long-term

customer relationships. y
i

6. cues like
interest. ,(,@gv@

B. Multiple Choice Questions

ing or nodding can help identify a buyer’s

1. What is \})]'@' main purpose of sales closing techniques?

Is it to X0
a) Ad 61%6 products,
b) ize a sale,

’\Eix the pricing,
or just pack the product
Q@ Which of the following is an example of an Assumptive Close?
a) “Let me know if you need help.”
b) “Would you like this gift-wrapped?”
c) “This is accessible in three colors.”
d) “We are open up to 9 PM.”

3. Which closing technique focuses on the customer’s needs and
recommends the most suitable product?
a) Urgency Close
b) Summary Close
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c) Consultative Close
d) Assumptive Close

4. When trying to close a sale, what is the first essential step a salesperson
should take?
a) Providing the invoice
b) Seeking confirmation from the customer
c) Explaining the return policy
d) Gift wrapping available

(e

5. Why is maintaining professionalism after a sale important? 4
a) To pressure the customer to buy more )
b) To avoid handling customer feedback \,\
c) To build long term trust and loyalty ,\‘S,O
d) To reduce costs Q

C. State whether the following statements are True bﬂgalse
1. Sales closing techniques have no impact on cu’S%mer satisfaction.

2. The wurgency close involves generati%@ sense of limited-time
availability.

3. Closing the sale includes explaini%y%,the warranty and handing over
documents. ,&\,
<

4. Post-sale communication is gg@required once the billing is done.
S. A soft close puts big pressQre on the customer.

6. Verbal and non-verb ues can indicate a customer’s readiness to
purchase.

7. The summary. G%SC highlights the negative features of a product.
D. Match the C%}a@nns
CA

S.No. | ~ Column A S.No. Column B
1 Q"Q{ssumptive Close A Acts as if the customer already
r\’_\, agreed
"_,,\Q' Urgency Close B Highlights limited-time offers
‘_)‘/ 3 Consultative Close C Suggests product based on
Q customer needs
4 Summary Close D Recaps product benefits
5 Soft Close E Offers a low-pressure
suggestion
6 Explaining Billing F Tells about price and payment
methods

E. Short Answer Questions

1. What are sales closing techniques and why are they important?
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2. Define the consultative close with an example.
3. What is the significance of explaining the billing process?
4. How can a salesperson identify buying signals?
5. Why professionalism is important after the sale is completed?
F. Long Answer Questions
1. Explain different types of sales closing techniques with examples.

2. Describe the steps involved in successfully closing a sale. Discuss&}he
role of timing and customer signals in the closing process. »\Q,

3. How does post-sale professionalism contribute to business ‘s@ecess?

4. Describe how role-plays and group discussions help Qﬁ'\ers develop
sales closing skills.
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SESSION O2: PROMOTE THE CONTINUOUS IMPROVEMENT
IN SERVICES
Continuous improvement is always trying to do better listening to customers,
updating services, and working on how we meet their needs. It helps to stay

competitive and ensures customers feel valued, respected, and satisfied (Fig.
4.5).

This module teaches how to offer helpful advice, handle change effectively,
and build lasting customer relationships. b,

<

Let us understand how to promote continuous improvement in servié%

D
Flow chart-04

Satisfied Customers
Recommend
<.> WOrd-of-moué
. Reputation
boost
. New clients
attracted

Fig. 4.5: :%mote Continuous Improvement in Services

1. Procedure to)give customers relevant information and advice to aid
purcha decisions.

To @ customers make informed purchase decisions follow the
ing steps.

f;
%% Approach customer with a friendly and welcoming attitude using
Q open body language and eye contact. Ask open ended questions like
“How Can I Help You”.

e Listen carefully, customer’s preferences, needs, problems, and
responses. Ask probing questions like, “Are you looking for formal or
casual wears?

* Help customers by offering useful, timely, and honest information
about feature, benefits, price, warranty, and guarantee for products
or services.
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* Avoid forcing the customer- focus on helping not selling. Try to find
signals of buying decisions.

* Try to demonstrate the products and services along with highlighting
discounts and offers so that they can make smart and confident
decisions.

* Ensure your suggestions are genuine and not pushing the customer.
* Always thank the customer for their visit or purchase.
By following this approach, you can guide customers, improve @b’

2. Fostering Long-term relationships in retail: trust satisfac@l and
brand loyalty, leading to repeat purchase over time (Fi%}}ﬁ).

Trust is established by delivering consistent quality, prQﬁng right and
relevant information, transparent policy along with @rsonalize service
and attention. Always support to create positive QQ)pping experience,
leading to repeat purchase and word of mouth)Q/@olicity creating brand
loyalty. Always remember repeat purchase d’?«more cost effective than
creating new customers.

AN\

Brand Loyality

Build Long Term —
Trust + Satisfaction
Relationships

Repeat Purchases

QQ) Fig. 4.6: Build Long-term Relationship
3. @ﬁining Existing Customers.

%n retail and business retaining existing customers is widely recognized
as highly cost effective as creating new ones. It takes less time, effort,
and money to serve current customers than to find and convince new
ones. Also retaining old customer is easy because customer profile and
behaviour is already known to organization. For a new customer
everything has to be started from scratch which takes more time, money
and energy.

This leads to lower marketing costs, higher return on Investments (ROI),
shorter sales cycle, increased customer
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loyalty, positive word of mouth, sustainable growth to achieve higher
profitability and long-term success.

4. Happy and Satisfied long-term customers boost business through
referrals and reputation.

It’s said that “products are built in factories, while brands are built in
mind of the customers. Needless to say, that happy and satisfied
customers create positive perception and a strong brand recall in the
mind of the prospects, leading to boost business through refersals,
enhanced brand reputation, reduce acquisition cost of new cust@?e'rs

through word of mouth and publicity. )

5. Strong customer relationships bring consistent sales a@ valuable
feedback.
Building and maintaining Strong customer relatiofi§hip goes beyond
transaction by fostering trust, loyalty and mutu lue creating a win
situation for both customer and business. Strofig customer relationship
leads to consistent sales providing ing and Cross-Selling

opportunities, Lower marketing cost and competitive advantage for
continuous improvements.

6. Implementing the changes as p'e\;@srganizational guidelines.

To ensure consistency, corn@ance and effectiveness of Business
Changes in process se i@ or customer interactions must be
implemented as per or%ril ational guidelines.

To ensure a structurétlt’consistent approach helping maintain quality
standards, reduc€ BiSks and support continuous improvements. after
looking into Va%ious impacts, these changes are authorized to be
implemente éﬁ business. We must very carefully and diligently
impleme@‘éése changes and should not deviate from strategy.

7. Info @ng changes and their reasons clearly.

’X,nges are always made with good intentions and looking into overall
uirement of organization and customer experience. Employees and
Q) stakeholders are more likely to accept and support changes, when they
Q understand What is changing, how its changing and How it will affect
them. communicating changes clearly and explain the reasons behind
them creates better understanding, cooperations and accountability,
leading to more successful implementation. Always state the changes
clearly, highlight the benefits address possible concerns, provide a
timeline and use right communication channel to make it effective.
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8. Monitor Customer Responses.

For maintaining high service standards and ensuring continuous
improvement actively observe, collect and analyse customer feedback
and behaviour to assess the satisfaction.

Customer responses can be monitored through verbal and Non-Verbal
feedbacks, surveys and feedback forms, social medias and Online
reviews, customer service interactions, sales trend and return rates,
loyalty and complain tracking. This approach helps creating cust
focused culture, that drive loyalty and long-term success and maintain
a competitive edge by improving their services. )

5
Pay attention to how customers react—whether they @@’ satisfied,
confused, or need more support.

In the initial days when changes are implemented it B€come very crucial
to observe and analyse customer response, as_it*may be reason for
many customers to move away from brand aﬁgsome other group of
customers may be attracted towards. %O\J

9. Mechanism for Customer Inﬂuence@ etail and Services.

Understanding Customer 1nﬂuenceﬁ<gechanlsm is essential to become
customer centric, responsive a {Q'ompetmve (Fig. 4.7). this guides
improvement in product des1 erv1ce quality and customer policies.
this also influences stoc ﬁ@éepmg decisions, pricing strategy and
promotional offers, th her helps in building brand reputation,
customer acqu1s1t10r} ‘%& loyalty

Peer Past
Opinion Experience

Online

: Offers
Reviews

Fig. 4.7: Customer Influence Mechanism
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10. Customer Service Performance Meters.

A Customer Service Performance Meter is a tool or framework used to
measure, monitor, and evaluate how effectively a business delivers
customer service. It helps identify strengths, areas for improvement,
and ensures service quality aligns with customer expectations.

Track how well your service is delivered using tools like satisfaction
ratings, customer retention rates, and complaint tracking.

Benefits of Using a Customer Service Performance Meter: b,
* Tracks performance in real-time . G:QQJ
* Helps identify service gaps «()\"\
* Boosts accountability among staff Q’\}
* Supports training and development '\06

* Improves customer satisfaction and loyalty \/O

11. Collect and record customer feedback af%ﬁv Changes.
This is extremely important to collect a ﬁcord feedback after changes
to assess the effectiveness of the ch g@nd it’s impact on the customer
experience for strengthening Cust%r relationships (Fig. 4.8). This is
done through Surveys (Onlin@'&%MS, in-store), feedback forms at
payment counters, emails, cial media comments, direct verbal
feedback, online reviews oogle or facebook, instagram etc. For this
select the feedback ch els, ask specific, clear open ended questions,
use rating scales, re&&ufeedback systematically, analyze the data and

act.
A

D
EXY
=

Fig. 4.8: Collect Feedback after Changes
12. Analyze and interpret feedback after changes.

It is essential to analyze and interpret feedback data to find the
effectiveness of the change and identify further improvement areas. For
this (Fig. 4.9).
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1. Categorized the feedback based on type: product related, pricing or
policy, Staff attitude and behavior, service experience separately.

2. Calculate average satisfaction Score, positive vs. negative responses,
change in rating before vs. implementation of change.

3. Review comments and complaints.

4. What worked well and should be continued and what improvements
do customers suggest?

5. Create Bar graphs, charts or dashboards using digital tools. @6

This helps in understanding customer reactions to chal‘@\g and
provides valuable insights that lead to continuous impro\vé}fnts and

satisfaction.
Q«}

Identify Actionable Group

Trends Insights Suggestions

N/

(04'.9: Analyze Feedback
13. Advantages and Disa&éantages of Changes.
Change is essen@fy?c')r continuous improvements, innovation and
staying competitive’
Advantages anges:
1. Increéé}% productivity by streamlining operations and reduced
d s in services.

@ngher customer satisfaction.

%3. Adapting to changes as per latest market trends in line with

Q% technical advancements can help outperform competitors.

4. Brings innovation and growth.

5. Cost saving due to process automation by reducing manual efforts
and 24*7 service availability.

Disadvantages of Changes:

1. Employee resistance due to fear of uncertainty or disruption of
routine.
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2. Implementation cost of time, money, resources. Employees may
require training and support to adapt to new systems and processes.

3. Temporary drop of productivity during the transition periods due to
confusion or training time.

4. Customer dissatisfaction if not communicated properly through all
the channels and mediums available.

5. Risk of failure due to improper or poor planning and
implementation.

O
Change is always considered for good but change mwgring
advantages such as innovation, better services, .\‘%Chnical
advancement helping in automation leading to 24%7 business
continuity along with high customer satisfaction. Qa so may have
disadvantages like, employee resistance, cost %@otential risk for
successful implementation. O
14. Identify the opportunities for improveme:{g)ss.’
Look where the service can be improved&%@ed on customers repeated
complaints, suggestions for improvem@ts, low ratings and comments.
Conduct review and team discussidns with frontline staff who often
know what the customer str .g?é with. Also monitor customer
behaviour trends of decline i@»fepeat purchases, increased product
returns or and drop in offeﬁ% loyalty engagement programs.

15. Presentation of the a@ zed customer feedback after changes.

Use simple visual Q@i‘eports to present the findings from customer

feedback to your@am or supervisors. Evaluate customer responses

after recent nges (e.g., in service, product, policy), customer

satisfactio@q identify concerns. Address identified gaps with targeted
o

solution nitor feedback after secondary improvements and
com icate improvements to customers (“You said, we listened...”)
16. ges to improve service.

QEnhance staff training on customer service skills, product knowledge,
Q% and complaint handling. Keep focus on empathy, communication, and
problem-solving skills. Simplify billing, returns, and exchange
procedures and reduce waiting times by optimizing workflow and using
technology. Ensure popular products are always in stock. Empower
frontline staff to resolve basic issues without delay. Launch or enhance
loyalty programs offer exclusive deals, early access to sales, or birthday
discounts.
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17. Impact of changes in service on business.

Well planned improvements can increase customer satisfaction, loyalty,
sales, and brand reputation while poor changes may create confusion
or dissatisfaction. Customer feel valued and respected, increasing
emotional connection leading to positive word of mouth. This also gives
competitive advantage and increased productivity.

PRACTICAL EXERCISES
Activity 1: Group discussion on the various ways to enhance the cus@ler

loyalty. \(/\,

Materials required: Notepad, Pen, Pencil, White Board, Mar , Chart
paper. O
Procedure: Q
&
1. Take students to retail lab. O
- . xO

2. Divide Students in groups. X,

3. Brief them on customer loyalty, its impor Qe and impact on business.

4. Assign discussion topic to each group@

5. Engage students in group discussk@f.

6. One member to note down kexgbmts.

7. Prepare a rough draft of p discussion summary.

8. Present and review Witi{/%'ubject teacher.

9. Teacher is expect fo give feedback and make corrections.

—
o

Incorporate t es‘%eedback and make necessary changes.
11. Prepare a report and submit it to the subject teacher.
Activity 2:@@1’ Point presentation on the reasons of repeated customers

Materials~tequired: Lap top, LED and required Materials for presentation,
Pen ot pad

PQ@ ure:
1. Take students to computer lab.
Divide Students in groups.
Brief the students by customer revisit again to a business.

Ask them to present the PPT to the class.

a & e N

PPT will cover:

a) Who are repeated customers or Loyal customers
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b) Why are they important

c) Reason #1 Excellent customer service

d) Reason #2 Product Quality

e) Reason #3 Fair pricing or value for money

f) Reason #4 Consistency in Quality & services

g) Reason #5 Personal connection

h) Reason #6 Easy return/exchange policy b’

i) Reasons #7 Loyalty Programs & offers . GS(,\’@
6. Ask the students to prepare ab summary of the presentati \‘/\’
7. Submit the summary report to the subject people. Q\}'

Activity 3: Prepare a presentation on word -of - market{&

Materials required: Lap top, LED and required Ma@als for presentation,
Pen and Not pad.

X
O
Procedure: %
1. Gather the Students in the presenta&i@ room.

2. Make the students understand ‘5@& of mouth marketing (WOMM) and
it’s importance. \?J

3. Ask the students to prep&bower point presentation including:
a) Introduction to WOf@VI
b) Importance of M
c) Types of WOMM
d) How W@%orks
e) Str tecg?es to encourage WOMM
f) Q& al WOMM Channels
enefits of WOMM
@ h) Real-Life Examples
i) Challenges in WOMM

4. Make a report on the presentation and take feedback from the teacher.

5. Teacher will give the feedback and students will incorporate it in the
PPT.

6. Make final report and submit to the subject teacher.

Activity 4: Draw a Business Model.
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Objective: To help students understand and create Business Model.

Materials required: Chart Paper, Sketch Pens, Markers, Pencils, Rulers,
Glue, Colored Paper, Scissors.

Procedure:

1. Explain what a Business model is.
Divide students in groups.
Choose a Business idea. b,
Draw the Business model. \(/\,6
Ask to make Presentations. \’,\6
Teachers Feedback. Q\}'
Display the charts having models. <

® N o 0o & Db

Incorporate the feedback and make necessary C]e-snges.

9. Prepare a final report and submit it to the subject teacher.
Activity 5: Draw a Chart containing implemer@tion of changes.
Materials required: Chart Paper, Sketch %@, Markers, Pencils, Rulers.
Procedure: ,{\,{b’

1. Outline Stages of implement?bﬁoerjl of changes in business.

Identify the need for change.
Plan the change. (0%&
Communicate th@'l(émge.

Implement th@é}ange.
Evaluatméé'review.
Teac]@s eedback.

8. Di y the charts having models.

No o s e Db

é@qcorporate the feedback and make necessary changes.
Q Prepare a final report and submit it to the subject teacher.
Activity 6: Demonstrate the mechanism for changes in customer service.

Materials required: Notepad, Pen, Pencil, White Board, Markers, Props or
sample products.

Procedure:
1. Take students to retail lab.

2. Divide Students in groups.
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3. Brief them on mechanism for changes in customer services.
Assign roles to each group.

Engage students in role play.

One member to note down key points.

Prepare a rough draft of group discussion summary.

Present and review with subject teacher.

© ® N o g b

Teacher is expected to give feedback and make corrections. @b’
10. Incorporate the feedback and make necessary changes. . G:(,\’
11. Prepare a final report and submit it to the subject teacher\<)\‘>

Activity 7: Role play on customer service rendering Q?g' Count the
performance meters. <

Materials required: Notepad, Pen, Pencil, White BO@, Markers, Props or
sample products. X

X
Procedure: %O

1. Take the students to retail lab. @

2. Divide them in groups. &,\,@'
3. Brief them the scenario of rolq@Ay:

a) Roles for Role Play @(b’

b) Customer 5{}1

c) Retail Sales E 'ﬁrt(q\/ze

d) Observer ﬁ

e) Manager(optional)

4. One studeént acts as the evaluator for each round and fills the
per; ance meter sheet.

5. @} play on customer service rendering conducted.

C% raft report prepared and submitted to subject teacher.

7. Feedback received from teacher.

8. Incorporate what went well and what needs improvement.
9. Prepare a final report and submit it to the subject teacher.

Activity 8: Draw a chart on collecting, recording, analyzing and interpreting
feedback after changes.

Materials required: Chart Paper, Sketch Pens, Markers, Pencils, Rulers.
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Procedure:

1. Take the students to retail lab.

2. Divide them in groups.

3. Briefly explain importance of feedback after changes.

4. Brainstorming on how feedback collected, recorded, analyzed and
interpreted.

5. Draw the flowchart. b,

6. Display and Presentation done. . G:(/\,ej

7. Evaluate and feedback by subject teacher. O

8. Incorporate the feedback and make necessary change \S’O

9. Prepare a final report and submit it to the subject teacher.
Activity-9: Identify the changes to improve service in gygiven situation.

Materials required: Chart Paper, Sketch Pens,XMarkers, Pencils, Sticky

notes, Rulers. %O
©

1. Take the students to retail lab.
Divide them in groups. -,\,(D'

Briefly explain how to identify){/ﬁe changes to improve service.

s W N

Brainstorming on how ack collected, recorded, analyzed and
interpreted. ;{}_,
Draw the Chart. ,(,(b'

Display and Pre e@ation done.
Evaluate an é’edback by subject teacher.
Incorpm@é” the feedback and make necessary changes.

© ® N o o

Pre&@a final report and submit it to the subject teacher.
CHEC@Y OURS PROGRESS
% in the Blanks

1. is essential to maintain service standards and drive
continuous improvement.

2. Strong customer relationships lead to consistent sales and

3. A is used to measure how effectively customer service is
delivered.

4. A approach helps maintain quality standards during
changes.
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5. Happy and satisfied customers create in the minds of future
prospects.

B. Multiple Choice Questions

1. What is the first step in helping customers make informed purchase
decisions?
a) Offer discounts
b) Demonstrate product features
c) Use open body language and ask open-ended questions b’
d) Share feedback forms <
X

2. What does “continuous improvement” aim to achieve? A
a) Higher pricing O
b) More product returns Q\}'
c) Better services and customer satisfaction e
d) Lower inventory O
3. Which of the following is a disadvantage of imﬁie%enting changes
poorly? O\’
a) Increased productivity %
b) Stronger branding @

c) Temporary drop in productivity(b,\r
d) Improved service speed 6'{\’

4. What tool helps monitor a luate customer service performance?
a) Return slips é\
b) Service performaanﬁ/neter
c) Loyalty card ,(,(0'
d) Complaint bo

5. Which method\is)best to collect customer feedback after a change?
a) CCTV meaitoring
b) In-stofe announcements
c) F ack forms, surveys, online reviews
*gft coupons

a) Customer influence mechanisms
b) Employee training

c) Store lighting

d) Manager feedback

d
% at influences stock keeping and pricing strategies in retail?

C. State whether the following statements are True or False
1. It is better to create new customers than retain old ones.
2. Personalized service builds trust and long-term loyalty.

3. Employee resistance is never a problem during changes.
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4. Feedback can be collected using social media comments.
5. Changes made without explanation lead to better cooperation.
6. An effective CRM strategy reduces marketing costs.

D. Match the Columns

S.No. Column A S.No. Column B
1 Customer Service Meter A Measures service
effectiveness X

2 Word-of-Mouth B Customer talks O
Marketing positively about sqp&e

3 Organizational C Followed for Chq\;@?
Guidelines 1mplementatm

4 Customer Influence D Impacts p o@}ét and
Mechanism pricing dé¢isions

S Surveys & Reviews E Tools\ggollect feedback

E. Short Answer Questions \/O

1. What is continuous improvement in cus‘%&’service?

2. Why is customer retention more cost—@ ive than acquiring new

ones? . \,

Mention two benefits of happy, lafig-term customers.

What does a performance me(b,)éy in customer service do?

S

Why is clear communicatigh important during changes?

6. How can retailers monifor customer response to changes?
F. Long Answer Quest@ls

1. Describe the réé}of customer feedback in improving services.

2. What is % rocess of collecting and interpreting customer feedback
after

3. E:@m the role of strong customer relationships in business growth.
G. Céﬁ Your Performance
Q@ Explain the importance of continuous improvement in retail services.

2. Discuss the advantages and disadvantages of implementing changes in
service.
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SESSION 3: ORGANIZE THE DELIVERY OF RELIABLE
SERVICES TO THE CUSTOMERS

Customer service doesn't end once a sale is completed. True service excellence
is reflected in the ability to continually enhance the experience, support the
customer beyond the point of purchase, and build a trustworthy, lasting
relationship. This learning outcome emphasizes the importance of ongoing
service practices, thoughtful communication, and customer-friendly behavior
that not only encourages repeat visits but also inspires word—of—m%’th
recommendations. <

1. Techniques for Advising Customers on Product Usage e, and
Support. N&)\’

Customers who understand how to use and care for roduct tend to
feel more confident and satisfied with their purcliase. Service staff
should (Fig. 4.10):

O
* Clearly describe the product’s functiQQa ity, step by step if
necessary. O

* Provide simple and practical care @1 maintenance advice, such as
how to clean or store the item. °\

e Share important support &;}dls, including warranty coverage,
locations of service center@(\or customer care contact numbers.

For instance, when hel a customer who purchases an electric
kettle, it’s helpful to e&ﬁ{ain how to properly clean the appliance, why
it’s important not to@'n it dry, and where they can seek assistance in
case it needs repaiy

s L

PRODUCT GUIDANCE
TECHNIQUES

< T

EXPLAIN USAGE SHARE PRODUCT OFFER SUPPORT
CLEARLY CARE TIPS OPTIONS

Step-by-step > Do's & Don'ts 2 Warranty, Service
Simple language Maintenance Centre,Helpline

Fig. 4.10: Product Guidance Techniques
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2. Importance of Clear, Honest, and Relevant Information During
Final Interaction.

It should include:

e Clear communication — Use straightforward language that’s easy to
follow, avoiding complex or technical terms.

* Honest representation — Be transparent about what the product or

service can and cannot do. Avoid making exaggerated claims or
hiding drawbacks. 6

<
+ Relevant advice — Share only what’s useful and importa%(/\'o the
customer, based on their actual needs and concerns. \‘,\,

Why it matters: Providing accurate and helpful advice Q:f;g final stage
prevents confusion, ensures satisfaction, and stren%h s trust in the

brand. O

3. Customer Loyalty and Retention - Key D@rs and Behaviours
Loyal Customers Add Value. o O\J

EFFECTIVE FINAL INTERACTION

Honest Relevant

No false promises, Focused info,
Transparency. Customer needs
only.

o
\‘,,0' Fig. 4.11: Effective Final Interaction

Theygjg?educe marketing expenses and often bring in new customers
thr referrals. Key factors that build loyalty include:

Q Providing consistent, high-quality service
%% * Treating customers with respect and warmth
Q * Responding promptly to any complaints or queries

* Offering incentives for repeat visits, such as discounts or loyalty
programs

Customer-friendly behaviour: A genuine smile, remembering names,
showing appreciation, and listening carefully all go a long way in
making customers feel valued.
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4. Building Trust Through Post-Sale Communication and Service
Building Trust After the Sale

Maintaining trust doesn’t end once the purchase is made. Quality post-
sale service should involve:

* Reaching out with a follow-up call or message to ensure satisfaction.

* Providing useful guidance, updates, or reminders for taking care of
the product.

* Responding quickly and professionally to any concerns or questions.

Impact: This approach shows customers they matter even a@ouying,

helping to strengthen loyalty and increase repeat busines$0
~A

ﬁoo. ‘@ ﬁ-oo r..o 6 ﬂano
Friendly Consistent Quick Offers &

behavior service problem rewards
solving

Warm Same quality Encourage

greeting, every time Build trust repeat visits

Gratitude

‘o
Fn@$ 12: Loyalty and Retention Drivers

CONCEPT MAPPING

Calls, texts, thank- Care instructions, Maintenance, new Active customer
you notes FAQs offers support

S
Fig. 4.13: Concept Mapping

5. Handling Customer Feedback (Positive and Negative)
Constructively

Feedback Drives Improvement

Customer feedback is a powerful tool for growth. It should be managed
with:
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* Openness — treat all feedback, positive or negative, as meaningful
* Professionalism — stay calm and courteous; avoid being defensive
* Action — use insights to enhance products or services

Response to criticism: “Thank you for sharing your experience. We're
sorry for the trouble caused, and we're here to make it right.”

Feedback Handling

Positive Feedback Negative Feedback

Apply Feedback

Service
improvement and
team learning.

Acknowledge, thank, Apologize, listen,
and use for growth. and resolve.

Fig. 4.14: Feedba ﬁndling

6. Role of Retail Sales Executive ‘i{; Creating a Positive, Lasting
Impression ,é\

The Retail sales executive Fb’ esents the brand

In a retail setting, the ex ve leaves a lasting impression. Customers
often remember: %

* How they were omed and the overall interaction

* Your tone, ience, and genuine enthusiasm

* Yourc ence and understanding of the product or service
Promoting o@inuous Service Improvement

Improvi Q ice isn’t a onetime action it’s an ongoing mindset. It means
guidin@ d educating customers, actively listening to their needs, following
up r interactions, and demonstrating genuine concern. When retail

tives embrace these practices, they go beyond simply making a sale they
earn the customer’s trust, increase satisfaction, and help build a positive
brand reputation.

PRACTICAL EXERCISES

Activity 1: Demonstrate how to handle a customer who is hesitant or
undecided.

Material required: Notepad, Pen, Pencil, sheet, Role play tags, sample
product catalogue or prop.
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Procedure:
1. Take students to retail lab.
Divide Students in groups.
Brief them on how to handle a customer who is hesitant or undecided.
Assign roles and share scenario to each group.
Role play to be initiated.
One member to note down key points. b’

<
Prepare a draft of role play outcomes. G:(,\’
5

Present and review with subject teacher. O

N U -l o

Teacher is expected to give feedback and make CorrectQﬁz'.
Incorporate the feedback and make necessary cha@g@s.

—_
o

11. Prepare a final report and submit it to the subje/@ teacher.
Activity 2: Dramatize with a customer to reinfo (@&atisfaction.

Material required: Notepad, Pen, Pencil, t, Role play tags, sample
products or catalogue or prop, brochure e%

o
Procedure: N
o

1. Take the students to retail lab®

Divide Students in group

Brief them on how to %rx&force satisfaction with dramatic act.
Assign roles and @&e scenario to each group.

Role play to b@“é}

One me to note down key points.

Prep a draft of role play outcomes.

® N o g & 0N

P t and review with subject teacher.
ézzher is expected to give feedback and make corrections.
Qé Incorporate the feedback and make necessary changes.
11. Prepare a final report and submit it to the subject teacher.

Activity 3: Demonstrate the documenting and updating customer records
post purchase

Material required: Sample customer invoice or bill, customer record form,
Notepad, Pen, Pencil, CRM entry sheet, product box, Role play tags, etc.

Procedure:
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1. Take the students to retail lab.
2. Divide Students in groups.

3. Brief them on importance of interaction post purchase, documentation
and updating of customer records post purchase and steps involved.

4. Assign roles and ask for Role play.

5. Role play to begin to collect customer details, enter detail into record
system, offer confirmation, add customer to loyalty or service follow—bl’lp

list. %8
One member to note down key points. NQ

Prepare a draft of role play outcomes. \"\
Present and review with subject teacher. Qo'

Teacher is expected to give feedback and make Coﬁ@%ﬁons.

© ® N o

10. Incorporate the feedback and make necessary &&nges.
11. Prepare a final report and submit it to th @%’ject teacher.

Activity 4: Role play on customer @edback professionally and
empathetically. \,

Material required: Notepad, Pen, Pene(l\/Sample product or props, feedback
form or notepad, Role play tags, et?b’s,

Procedure:
1. Take the students to Fé)}ﬂ lab.
Divide Students 1@ oups.
Brief them on&%aortance of customer feedback and steps involved.
Assign r% nd ask for Role play.

S

Role @y to initiate by greeting the customer, feedback by customer,
hs actively and show empathy, offer solutions etc.

member to note down key points.
Qc’b%repare a draft of role play outcomes.
Present and review with subject teacher.
9. Teacher is expected to give feedback and make corrections.
10. Incorporate the feedback and make necessary changes.

11. Prepare a final report and submit it to the subject teacher.

Activity 5: Scenario on addressing a minor complaint to retain customer
trust.
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Materials required: Notepad, Pen, Pencil, notepad, complaint form, service
checklist, Role play tags, etc.

Procedure:
1. Take the students to retail lab.
2. Divide Students in groups.

3. Brief them on importance of addressing even a minor complaint
diligently to retain customer trust. b’

4. Assign roles and ask for Role play. <

5. Role play to initiate by greeting the customer, listening Kﬂz@ely the
complaint and shw high concern with assurance to addrﬁ) priority.

6. One member to note down key points. Q

7. Prepare a draft of role play outcomes. '\QQJ

8. Present and review with subject teacher. \,O

9. Teacher is expected to give feedback and &é corrections.

10. Incorporate the feedback and make n@ssary changes.
11. Prepare a final report and submit 1;% the subject teacher.

Activity 6: Demonstrate the techmqh@to reinforce a positive experience and
encourage repeat visits.

Materials required: Notepad )i Pencﬂ notepad, Name tags, Role play tags,
sample products, printed tl}éq. you notes, performance evaluation checklist

Q)Q

Procedure:
1. Take the stl.@ents to retail lab.
2. Divide S@ients in groups.

gﬂ em the techniques to reinforce a positive experience and
urage repeat visits.

(%) ssign roles and ask for Role play.

5. Role play to initiate by Thanking the customer, compliment the
customer for making right choice, after sales service details, offers,
loyalty programs, and ask for feedback politely.

One member to note down key points.
Prepare a draft of role play outcomes.

Present and review with subject teacher.

© ® N o

Teacher is expected to give feedback and make corrections.
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10. Incorporate the feedback and make necessary changes.

11. Prepare a final report and submit it to the subject teacher.
CHECK YOURS PROGRESS
A. Fill in the Blanks
Complete the following sentences with the most appropriate word(s):

1. A customer who receives good service is more likely to return and give

referrals. b,

2. Customer feedback, whether positive or negative, helps in §§J
service quality. \‘,\,

3. Retail executives should maintain a x@. during all
interactions. Q

4. Proper documentation after purchase includes a@aﬂs like customer
name and

5. A call can help the customer fe ]@&lued after the sale.

0. customers reduce marketi enses.

B. Multiple Choice Questions

1. Which of the following is an eff%ﬁ}'e way to build customer trust post-
sale?
%
a) Ignoring customer queﬁ’%s
b) Avoiding feedback
c) Sending follow- u& ssages

d) Delaying servi@
2. What is a keyfactor in customer retention?

a) Warm, re§pectful treatment
b) Inco@ ent service

c) High)prices
d 1ding complaints

at should you avoid during the final interaction with a customer?
@ a) Using clear language
Q b) Providing honest feedback
c) Making exaggerated claims
d) Offering relevant advice

4. What is the role of customer feedback in service improvement?
a) Ignored unless negative
b) Only collected once
c) Avoided in polite service
d) Used for continuous improvement
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5. Which of the following best shows customer-friendly behaviour?
a) Remembering customer names
b) Ignoring complaints
c) Giving robotic responses
d) Avoiding post-sale contact
C. State whether the following statements are True or False
1. Providing care tips for a product increases customer satisfaction.

. Feedback should only be collected from happy customers. @b’

. Word-of-mouth marketing often comes from loyal customers. %{}

. Clear and honest final interactions can confuse the custo \}

. Ignoring minor complaints helps save company re@@@tces.

2

3

4

5. A thank-you note post-sale is part of good customer SQﬁ}e.

6

7. Consistent service quality helps in building cu@ner loyalty.
.M

D. Match the column 4V
<O

S. No. Column A S. No. > Column B

1 Follow-up message AY| Builds long-term customer
L (7,,\/ trust
2 Honest final interaction NOUB Prevents customer
< confusion
3 Customer loyalty &(D" C Helps in repeat business
4 Product care adv’&éy D Boosts customer
confidence
S Customer feedback E Tool for improvement
6 Retail exéciifive F Represents the brand
7 Warn&g}ee’ting G Encourages positive first
A impression
8 %&ﬁrﬁlaints H Should be handled
o professionally
9 AQ:)Documentation I Helps in personalizing
A service
_ %ﬁ' Loyalty programs J Encourage repeat visits
r

EQ@ t Answer Questions

1. What are two ways to build customer trust after the sale?

2. Why is it important to provide honest and relevant information during
the final interaction?

3. How can retail executives handle hesitant or undecided customers
effectively?

4. What role does feedback play in service improvement?
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F. Long Answer Questions

1. Explain how post-sale communication can help build trust and retain
customers. Give examples.

2. Describe the techniques a retail executive should use to advise
customers on product usage and care.

3. Discuss the importance of customer loyalty and list at least four key
behaviors that encourage it.

G. Check Your Performance @b'
1. Describe how documenting customer records helps in improv.ir(gg\ervice
quality. O
2. List any three behaviors that promote customer loyale'O'
&
O
xO
X

198



Retail Sales Executive Grade 12

SESSION 4: BUILD THE LONG-TERM CUSTOMER
RELATIONSHIP FOR CLOSING THE SALE

1. Meaning of Customer Relationship Management (CRM).

CRM is about how businesses build good relationships with their
customers by understanding their needs and providing the right
products or services. When customers get good quality and consistent
service, they are happy to buy again and stay loyal (4.15). %’

v
o

; |

z{fé}i’g. 4.15: Meaning of CRM
Key highlights
e It helps ‘p\&}g'nesses know their customers better.
e« CRM @E);:Sﬁses on trust, satisfaction, and long-term connection.
. }Q&ﬁke a two-way relationship:
C}P’he business offers good service, the customer gives loyalty and

@% repeat purchases.
QL.

CRM uses tools like customer data, feedback, and communication
to improve service.

e It plays a big role in growing the business through happy, returning
customers.

2. Benefits of CRM

CRM is like a smart helping hand for any business. It makes it easier
to truly understand what the customer wants and how to serve them
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better. When a business uses CRM well, it doesn’t just sell it connects
(Fig.4.16). Here's how CRM helps:

* It helps businesses listen closely to their customers' needs, so they
can offer what really matters.

* It allows for personal touches like sending the right message at the
right time, making customers feel special.

* It ensures better service, fewer mistakes, and quicker responses.

* With happier customers, loyalty grows naturally, and they@ép
coming back. (g(,\’

* And in the long run, it leads to better sales and smooth%\%amwork,
because everyone knows what the customer wantso\’}r

Better customer understanding

Targeted communication

Increased loyalty

Higher sales

Improved service

@ Fig. 4.16: Benefits of CRM

3. Process@gM.

Procesé of CRM Building strong customer relationships doesn’t happen
o ight it’s a thoughtful journey. The CRM process follows five key
s that help businesses connect, grow, and stay in touch with their
% ustomers in a meaningful way:

* Identify the right audience - Understand who your ideal
customers are and what they truly need.

* Acquire new customers — Reach out with value-driven offers and
great first impressions to turn interest into action.

* Develop lasting relationships — Keep the connection alive with
consistent communication, care, and attention.
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* Retain loyal customers — Make them feel valued so they stay longer
and trust the brand even more.

* Support after the sale — Handle feedback, solve problems, and stay
available so that customers always feel heard and supported.

4. E-CRM (Electronic Customer Relationship Management).

E-CRM means using digital tools- like websites, emails, mobile apps,
and social media to manage and improve relationships with customers.
It helps businesses stay connected with their customers anyt@e,

anywhere. \Q’
With E-CRM, communication becomes faster, more persg%@%ed, and
more convenient. 0

For example, businesses can send updates through e&ils, respond to
messages on social media, or offer support throug@@atboats—making
the customer experience smoother and more Wrn.

5. Difference Between CRM and E-CRM O\,

CRM and E-CRM both help businesses build good relationships with
customers, but they work in differeg{ ysS:
N

How they work: N

* CRM is done mostly by iqgﬁd or in person (offline).

e E-CRM uses compl@s, internet, and mobile apps (online).
When and where: @%&

e CRM is limi o office hours or store visits.
* E-CRM be used anytime, anywhere—even from your mobile
phoneg!
&

Speed: %

Q M takes more time as people do the work.
* E-CRM is faster because it uses technology and automation.
%%ost:
Q e CRM can be costly due to manual work.
* E-CRM saves money by using digital tools.
6. Components of CRM

CRM has three main parts that help a business take care of its
customers:
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Operational CRM: It helps with daily work like handling sales, sending
offers, and giving customer support. It saves time by doing many tasks
automatically.

Analytical CRM: It looks at customer data like what people buy or what
they like and helps the business make better decisions.

Collaborative CRM: It helps all departments (sales, service, marketing)
share information so everyone works together to serve the customer

better. b’

7. Best Method of Communication to Meet Customer Expecta%'@{s

Every customer is unique. Some like personal interaction, Wb"}% others
prefer quick digital messages. To keep customers hap wCbusinesses
should use the method that suits the customer best. @re are ways to
communicate: <

* Face-to-Face Conversations: This is the mogtpersonal way to talk.
It builds trust and allows for clear unde@ nding. It's best when
dealing with important matters or bui Q strong customer bonds.

* Phone Calls: A phone call is a fast@l direct way to handle urgent
issues or explain something @arly. It's more personal than a
message and helps customersé 1 valued.

* Emails: Emails are great (g‘yzformal communication. They’re useful
for sending order c mations, receipts, policies, or detailed
information the cuWer might need to refer to later.

e WhatsApp or SMS¥These are perfect for short, quick updates—like
delivery statusy, special offers, or appointment reminders. They're

simple, fasb d easy for customers to check on the go.

* Socia ia: Platforms like Instagram, Facebook, or Twitter help
businesses stay connected with customers, answer questions, and
a updates in a friendly and engaging way.

8. @t Customer Expectations with Company Offers

ustomers today expect more than just good products they want
brands to understand their needs. That’s why businesses must design
offers that align with customer habits and preferences.

For example, working professionals may value quick delivery and easy
returns, while frequent buyers may respond better to reward points and
loyalty programs.

The goal is not just to attract customers but to engage them in
meaningful ways. When companies offer services and deals that solve
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real problems or make shopping enjoyable, customers naturally feel a
stronger bond with the brand.

9. Reasons Customers Do Not Meet Their Expectations

sometimes, customers don’t get what they expect and that leads to
frustration. This usually happens when the service is poor, or when the
product arrives late.

False promises in ads can also break trust, especially if the product
doesn’t match what was shown. Rude behaviour from staff or a Ia@of
support can turn customers away. And if the product is ged,
defective, or not as described, it creates a negative ,e rience.
Businesses must avoid these issues to keep customers h%}’and loyal.

10. Alternative Solutions Q
Alternative Solutions That Rebuild Trust «QQJ

When things go wrong, it’s not the end it’s a@anoe to make things
right. Great retailers know how to turn a baS‘eXperience into a positive
one by offering thoughtful alternatives.

* Product exchanges allow custO}{@ to quickly replace a faulty or
mismatched item without has% showing that the brand values
their satisfaction. 6&\,

* Refunds or vouchers (@ive customers financial reassurance.
Whether it's cash back2or store credit, it tells the customer, “We
respect your mone and your trust.”

 Extended warrdnties add an extra layer of security, helping
customers fe@l ore confident in their purchase, even after the initial
mistake.

. Apolévgifts or service upgrades are small gestures with a big
im@c . A discount on the next purchase or a free service upgrade
s&q turn frustration into gratitude.

%C}aster redelivery shows urgency and care. When a delayed or
% wrong item is quickly corrected, customers feel seen and prioritized.

Q These solutions do more than fix a problem they rebuild trust,
strengthen relationships, and often leave the customer more loyal than
before.

11. Cost and Benefits of Solutions

Every solution a company offers like refunds, exchanges, or service
upgrades comes with a cost. It might mean spending extra money to
replace a product or offering discounts or freebies.
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12.

13.

But these short-term costs are often worth it. Why? Because they help
build long-term trust. A happy customer is more likely to come back,
tell their friends, leave a good review, and become loyal to your brand.

So, while solving a problem might cost a little today, the benefits like
repeat business, a good reputation, and customer loyalty are much
bigger in the long run.

Negotiate and Agree Solutions with Customers

When a customer faces a problem, the most important thing a busi@ss
can do is listen with care and respect. Let them explain their is ully
without interruption this shows that you genuinely @E their
experience.

Once you understand the problem, offer a few clear \?éur solutions
like a refund, a replacement, a discount, or a s @e upgrade. Don'’t
push your preferred option; instead, let the cust T choose what feels
right for them. This gives them a sense of Con'&ﬁ-land shows that you
respect their needs.

Always speak politely, honestly, and %y during the conversation.
Avoid complicated terms or hidden cenditions. When you’re transparent
and kind, customers are more llke]@O feel satisfied, even if things didn’t
go perfectly.

In the end, finding a s %&@h together builds trust, improves your
reputation, and often tq{, a disappointed customer into a loyal one.

Satisfy Customers Actions

Solving a compla@t is not the final step it’s just the beginning of
rebuilding t SAfter you've resolved a customer’s issue, make sure to
follow up. AQuick call, message, or email to check if everything is now
okay sh@ that you truly care.

Alw eep the promises you make whether it’s a refund, replacement,
@Qster delivery. When actions match words, customers feel respected
d valued.

%Don’t forget to thank the customer for their patience and

understanding. Finally, ask them for honest feedback. This shows that
their opinion matters and helps your business improve.

When customers see that you act on their concerns and stay in touch
even after solving a problem, they’re more likely to trust you, return
again, and even recommend you to others.
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14. Meaning of Customer Retention

Customer retention means keeping your existing customers happy so
they stay with your business over time.

Businesses that focus on retention understand their customers’ needs,
offer consistent value, and provide great service again and again. When
customers are treated well, they come back, buy more, and often bring
others with them.

Retaining customers is also cheaper than constantly finding new o@s,
and it helps grow a strong brand reputation. In short, mer
retention is about turning one-time buyers into lifelong su&@ ers by
meeting their needs and exceeding their expectations. §

Q

&

Here’s why customer retention is important: O

15. Need for Customer Retention

It’s more cost-effective than finding new cu@mers

Getting new customers takes a lot of ti ,@%ney, and effort through
ads, promotions, or campaigns. But keeping your current customers
just means continuing to serve ther& 1, which is much cheaper and

easier. .\,(b,
Loyal customers buy more q{/

When people trust your %@fxess, they come back again and again.
They don’t need to be go inced each time. They already know your
quality and service, s ey’re more likely to make repeat purchases and
even try new pro

Happy custo s become brand promoters

A loyal customer doesn’t just buy from you they talk about you. They

tell thei@‘lends, share their experiences online, and bring in more

cus@prs through word-of-mouth. This free promotion is more
ful than any advertisement.

p
16&?5 to Retain Customers by Retailers

Q Customer retention doesn’t happen by chance it’s the result of
consistent care and thoughtful service. Here are some effective ways
retailers can retain their customers:

* Offer loyalty programs: Points, discounts, or special offers for
repeat buyers make them feel appreciated and valued. It creates a
sense of belonging and gives them something to look forward to.

* Provide excellent service: A smooth shopping experience, helpful
staff, quick support, and polite communication go a long way. When
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customers feel respected and taken care of, they’re more likely to
stay loyal to your brand.

* Seek regular feedback: Ask your customers how they feel about
your service or products. Whether through a quick survey or a
personal chat, their opinions help you improve and show them that
their voice matters.

* Personalize interactions: Use names in emails, remember past
purchases, and offer suggestions based on their interests.
Personalized service makes customers feel seen and understood, ike
they’re more than just a number. )

AANC

* Stay in touch with offers and updates: Do not let the connection
end after a sale. Send thoughtful messages, fes@reetings, or
exclusive deals from time to time. It helps you %1 on their radar
and strengthens your relationship. O

17. Efforts to Improve Relationship with Custoﬁu@rs

X
Creating a strong bond with your custor%@ioesn’t always require big

gestures small, consistent efforts can @ a big difference. Here are a
few meaningful ways retailers c 15\,1 prove their relationship with
customers: 3\,@'

* Respond quickly to queg@s: Whether it’s a question about a
product or a delivery i G, replying fast shows that you care. A
quick and helpful ris, nse makes customers feel important and
builds trust in yoqé' rvice.

* Celebrate bir &ys with offers: A simple birthday message with a
small disc t or gift can make a customer’s day. It shows that you
rememb%%ﬁ m and care about their special moments and that
mak ur brand feel more personal.

. ";‘Sy staff to behave professionally: Every customer interaction

pes your brand image. When your team is polite, helpful, and

Qrespectful, customers feel comfortable and valued. Good behavior
Q%% creates a lasting positive impression.

* Solve issues without delay: If something goes wrong, fix it quickly
and politely. Delays or excuses can damage the relationship, but fast
and fair solutions show responsibility and care.

e Show appreciation regularly: A thank-you message after a
purchase, a festive greeting, or a special loyalty offer these small acts
of appreciation remind customers that they matter. Everyone loves
to feel acknowledged.
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18. Meaning of Customer Expectation

Customer expectation means what a customer hopes for or believes
they will get when they interact with a business. It includes everything
they look forward to during their shopping experience from the quality
of the product to the speed of service, and even how well the staff
communicates and behaves.

For example, a customer might expect that their online order will arrive
on time, that the product will match the description, that the storexwill
respond quickly to any queries, and that if something goes wron e§ill
be fixed without stress. )
O

These expectations come from past experiences, w \Of—mouth,
advertisements, and promises made by the brand. If Kg&iness meets
or exceeds these expectations, the customer feels happy and satisfied.
But if the experience falls short, it can lead to di8&@ppointment or loss
of trust.

xO
19. Opportunities to Exceed Customer EX§@tion

Meeting customer expectations is good@.\t exceeding them is what truly
makes a brand stand out. When a bysiness gives customers more than
they hoped for, it creates surprisc{&elight, and long-term loyalty. Here
are a few ways retailers can do t:

* Offering surprise gifts: %@iall, unexpected gift like a free sample,
coupon, or token of appresiation can bring a big smile to a customer’s
face. It shows that t[;&rand values them and wants to make their
experience specia S

* Providing fa elivery: Customers usually expect delivery within a
certain time e. When a product arrives earlier than promised, it
builds e ment and shows that the company respects their time.

. Gi\gﬁ/personalized thank-you messages: Taking a moment to send
a k\ written note, email, or message with the customer’s name and a
@m “thank you” makes the experience feel personal. It shows that the

%%usiness sees them as an individual, not just a transaction.

QO. Reasons for Not Meeting Expectations by Retailer

When a customer walks away unhappy, it’s often because their
expectations weren’t met. This can happen for many reasons most of
which can be avoided with better care and attention. Let’s look at some
common causes:

e Lack of staff training: If employees aren’t properly trained, they
may not know how to handle customers politely, solve problems
quickly, or provide the right information.
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e Poor product quality: When a product doesn’t work as promised,
breaks easily, or doesn’t match what was shown, customers feel let
down. They expect value for their money and when quality is
missing, trust is lost.

e Communication gap: Sometimes, businesses don’t communicate
clearly whether it’s about delivery timelines, return policies, or
product details. Misunderstandings make customers feel ignored or
misled and that damage the relationship.

e Over-promising in advertisements: If ads make a prod or
service sound better than it really is, customers up
disappointed. Promising more than what you can dgk%ﬁ%‘ creates
false hopes and eventually, broken trust.

¢ Slow complaint handling: When customers rep%g problem, they
expect a quick and respectful response. “Delayed replies or
unresolved complaints make them feel unir@rtant and often drive

them away. O\,

21. Support in Meeting Customer Expectations
To keep customers happy, businessee@lould do a few simple things:

e Set realistic expectations: B .'\s ear and honest about what you can
offer. Don’t promise more t%@n you can deliver.

¢ Deliver consistent s e: Make sure your service is always good
not just once, but e@:y time.

e Stay in touch ‘k@' follow up: Check in with customers after their
purchase. A é{ message shows you care.

¢ Use feedb to improve: Listen to what customers say. Their
feedb o@elps you get better and fix any problems.

Building a aintaining long-term customer relationships is the key to
successful \s€lling. CRM not only helps understand and serve customers
better also supports loyalty, retention, and business growth. By
combifiing digital tools and personalized efforts, retailers can exceed
e@ tations and secure long-lasting trust.

PRACTICAL EXERCISES

Activity 1: Visit a retail store to understand CRM activities in retail store.

Materials required: Notepad, Pen, Pencil, observation checklist, ID or
permission letter.

Process:

1. Plan and choose a retail store.
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2. Observe customer interaction.

Ask about loyalty programs.

Check for data collection at checkout or payment counters.
Ask for feedback system.

Find out after-sales service standards.

Summarize and record your observations.

Prepare a draft report. b'

o X N o g & W

Report review & feedback by subject teacher. G:(,\’
10. Incorporate the feedback and make necessary changes. «()\‘/\'
11. Prepare a final report and submit it to the teacher. Q

Activity 2: Demonstrate the Steps Involved in CRM Pro‘;&.

Materials required: Notepad, Pen, Pencil, performar;g/@checklist.

Process: O\'
1. Take the students to retail lab. @é
2. Observe customer interaction. (D’\’
3. Divide them in groups. o N
4. Briefly explain Steps iny, in CRM process Identify potential
customer, gather custo information, record and store, build
relationship, provide ééer—sales support, collect feedback, retain the

customer. ,(,

Ask for Role Pla Q

One person ie notes.

Prepare %’i&faft report.

Re @eview & feedback by subject teacher.

9. @rporate the feedback and make necessary changes.

® N o o

1% repare a final report and submit it to the teacher.
lgtivity 3: Assess the cost and benefits to customers and inform them timely.
Materials required: Notepad, pen, pencil, feedback forms.
Procedure:
1. Take students to retail lab.

2. Briefly explain how to assess the cost and benefits to customer and how
to inform them timely.
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3. Divide students in the groups.

4. Role play activity by assigning roles, provide product options, assess
cost and benefits, communicate clearly and timely, help customer
decide confidently, close the interaction professionally on a positive

note.
5. Exchange the roles and repetition.
6. One student observes and takes notes.
7. Prepare a draft report. @b’
8. Report review & feedback by subject teacher. . GT,Q
9. Incorporate the feedback and make necessary changes. “{)\"\
10. Prepare a final report and submit it to the teacher. Q
CHECK YOUR PROGRESS “06
A. Fill in the Blanks \/O
1. CRM focuses on building , é@s"faction, and long-term
customer connection.

2. E-CRM includes tools like websites, \. , and mobile apps.
3. A customer retention strategy 84& rewards repeat buyers is called a

program. (D’S.o
4. gifts and fas delivery are ways to exceed customer
expectations.

Ul

. Listening and of@'{xg fair solutions to customers' problems builds

B. Multiple Choi@@mstions
1. Whatis @\f)rimary goal of Customer Relationship Management (CRM)?
a) I @asing advertisements
b ilding short-term sales
é/Building long-term customer relationships
% ) Offering discounts

2. Which one of the following is not a component of CRM?
a) Operational CRM
b) Analytical CRM
c) Visual CRM
d) Collaborative CRM

3. What makes E-CRM different from traditional CRM?
a) It uses only face-to-face methods
b) It is faster and uses digital tools
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c) It avoids data tracking
d) It replaces staff entirely

4. What is one-way retailers exceed customer expectations?
a) Ignoring feedback
b) Offering free surprise gifts
c) Delaying deliveries
d) Over-promising in ads

5. Which of the following is a reason customers stop trusting a brand&
a) Consistent service <
b) Proper product knowledge . GSQ
c) Over-promising advertisements NO\/
d) Good communication ,\‘),

C. State whether the following statements are True or Ea?ﬁe
1. CRM helps in building a one-way relationship with ‘customers.
2. Analytical CRM helps understand customer ke}révior using data.

3. Over-promising in ads builds customer @ty. Refunds and vouchers
can rebuild customer trust. @

4. Customer retention costs more tha&cquiring new customers.
D. Short Form Questions \,,@ >
What is the meaning of C simple terms?
Name any two digital to\ﬁ)l,s used in E-CRM.

What does ”custo?@(pectation” mean?

What is one req&g) businesses should focus on customer retention?

A

5. Name one\, activity you might see in a retail store.
E. Long Answ%Questions
1. Explaitf the five-step process of CRM with examples.

2. ﬁg&cribe at least five practical methods retailers use to retain

stomers.
Q%

3. Differentiate between CRM and E-CRM with examples of tools used in
each.

F. Check Your Performance

1. Discuss how alternative solutions like refunds or gifts help rebuild
customer trust.

2. What are some common reasons customers feel disappointed and how
can businesses avoid them?
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MODULE 5: MAINTAIN HEALTH, HYGIENE, SAFETY
AND SECURITY IN RETAIL STORE

Maintaining health, hygiene, safety, and security in a retail store is essential
for ensuring a positive shopping experience and a safe working environment.
With constant customer interaction, frequent handling of goods, and high foot
traffic, retail spaces are exposed to various health and safety risks.
Cleanliness, proper hygiene practices, and safety measures not only protect
employees and customers from illness and injury but also help in buil@ng
trust and maintaining the reputation of the store. Alongside hygiene, ing
security against theft, emergencies, and unauthorized access @ qually
important. By following standard procedures, using the right eqb@ ent, and
staying alert, retail staff can create a secure and healthy ivonment that
supports smooth and successful store operations. <

This module Consist of four sessions, the first session M&Qtaining Health and
Hygiene Procedures Describes the meaning and t¥pes of Health Hygiene
Procedures, the second session arrange the Saf @KRequirement in Retailing
explain the importance of identifying and rééting of the accidents and
Emergencies. Whereas the third session age Common Security Risks
Faces in the Retail Store list out the security risks. The fourth session Identify
the High Security Risks and Responding roperty describes the High security
risks and tracing out the actions to 1 with risks.
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SESSION 1: INTRODUCTION TO WORKPLACE SECURITY AND
SAFETY

Workplace security and safety refer to the protection of employees, customers,
property, equipment, and information from any kind of harm, loss, or danger.
It includes measures taken to prevent accidents, injuries, theft, fraud,
violence, and health risks within the workplace.

Workplace safety focuses on preventing physical injuries and health hazards.
It ensures that the work environment is free from risks such as fire, elect@;al
hazards, slips, falls, and exposure to harmful substances. Workplace s‘?’%‘rity,
on the other hand, focuses on protecting people and assets from i@ tional
harm such as theft, cybercrime, shoplifting, and data breachesA{)\’

In retail stores, shopping malls, offices, and service organiz&ons, workplace
security and safety are essential because employees interagt with customers,
handle cash and confidential information, and use difféerent machines and
tools. A safe and secure workplace promotes confiden8eamong employees and
customers, leading to better productivity and c§@ner satisfaction.

For example, installing CCTV cameras, irrg access control systems,
maintaining emergency exits, and training'.{, loyees in safety procedures are
important parts of workplace security a&@safety.

Thus, workplace security and safet@m‘e not only the responsibility of the
management but also of every e¥byee working in the organization.

Importance of Maintaining;{((; th and Hygiene

Maintaining health and h %ﬁe in the workplace is very important because it
ensures the well-bein employees and customers. A clean and hygienic
environment reduc “ge chances of diseases, infections, and accidents (Fig.

5.1). A
X
Good hygie%@ctices include:

* Regula¥ cleaning of workplace
. %dper waste disposal
Q@ ersonal cleanliness
* Use of sanitizers and protective equipment

* Safe food handling
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Fig.5.1: Follow Health and Safety Nce'}s)

The importance of maintaining health and hygieneXncludes:

1. Prevention of Illness and Infection: gienic workplace prevents
the spread of germs and infectior@ especially in places where
employees and customers frequent}} nteract.

2. Improved Productivity: Healt]@gemployees perform better, take fewer
leaves, and contribute mor: § #ectlvely to the organization.

3. Positive Image of Organi
create a positive i ssion on customers and improve brand
reputation. K

tion: Clean and hygienic stores and offices

4. Customer Saiﬁaction: Customers feel comfortable and safe in a clean
environmenb' ch increases their trust and loyalty.

5. Legal @pliance: Many health and sanitation laws require
orga tions to maintain hygiene standards. Failure to follow these
C sult in penalties.

rkplace Morale: Employees feel motivated and respected in a clean
Q@ and safe environment.

Therefore, maintaining health and hygiene is essential for both personal
and organizational success.

7. Role of Safety in Retail and Office Environment: Safety plays a
crucial role in both retail and office environments. It ensures smooth
operations, protects employees and customers, and prevents financial
and legal losses.

214



Retail Sales Executive Grade 12

In Retail Environment

Retail stores involve handling goods, cash, customers, and equipment. Safety
is important in:

* Preventing theft and shoplifting

* Safe storage and handling of products

* Managing crowds during peak hours b,
* Preventing fire hazards . GSQ@

* Handling electrical and billing equipment safely O

* Ensuring emergency exits are clear \S’O

For example, proper training in handling customers and segcurity risks helps
employees manage difficult situations.

In Office Environment \/\/O
Offices also require safety measures such as: %O

* Ergonomic furniture to prevent physi(@strain

e Safe use of electrical devices -,\,(D'

* Protection of confidential dataK?J

* Fire safety and evacuatio ns

* Maintaining clean andiﬁutter—free workspaces
Benefits of Safety in place

* Reduces acci ea;ﬁgs and injuries

Improves %@( efficiency
Buildét/%t among employees and customers

Pr s financial losses
. &‘sures legal compliance
, safety is an essential part of organizational culture.
Common Workplace Hazards

A hazard is anything that has the potential to cause harm. Workplace hazards
may be physical, chemical, biological, or psychological.

1. Physical Hazards
These include:

» Slippery floors
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* Poor lighting
* Noise
* Broken equipment
e Improper lifting
2. Electrical Hazards

These include:

* Exposed wires @6
* Overloaded sockets . %Q’
. >
* Faulty equipment O
* Lack of grounding QO
3. Fire Hazards «OQJ
Examples: \,0

* Flammable materials Q)
* Poor storage @é
* Blocked emergency exits N
* Faulty electrical systems 6&,\’
4. Chemical Hazards ®(b)§’
These inc.lude: %/
* Cleaning agents ,(’(b'
* Toxic chemica
* Improper @r ge of chemicals
5. Biologi%’&-lazards
The clude:

C}aoteria and viruses
% Poor sanitation

* Contaminated food
6. Psychological Hazards

These include:

* Stress

* Workplace violence

¢ Harassment
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* Work pressure

Identifying and controlling hazards helps in reducing accidents and
creating a safe workplace.

7. Importance of Following Manufacturer’s Instructions

Manufacturer’s instructions are guidelines provided by the producer of
machines, tools, chemicals, or equipment. These instructions explain
how to use products safely and effectively.

Following manufacturer’s instructions is important because: @b'

1. Ensures Safe Usage: It helps employees avoid accidents and*;%uries
while using equipment. «()\"\

2. Prevents Damage: Incorrect use of machines may cer breakdowns
and financial loss. <

3. Increases Efficiency: Correct operation impregeg performance and
productivity. &\/

4. Legal and Compliance Requirement?@rganizations must follow
safety standards and instructions to 9@1 legal issues.

5. Protects Health: For example, \s}ng cleaning chemicals without
instructions may cause skin irrit@}'on or breathing problems.

: : < . . .
6. Extends Equipment Life: }gvper maintenance increases the life of
machines.

For example, while usin %e extinguishers, electrical machines, POS
systems, or cleaning equi nt, employees must strictly follow instructions.

COMMON SECURIT@ KS IN WORKPLACE

Security risks in orkplace are situations or conditions that may lead to
harm, loss, mage to employees, customers, property, or business
operations.?ese risks can arise due to unsafe practices, negligence, lack of
awarene r criminal activities. In retail stores and office environments,
ident'f@ and managing security risks is very important because it helps in
ma%ning safety, protecting assets, and ensuring smooth functioning of the

0% ization.

Security risks can be both internal and external, and employees must be
trained to recognize and respond to them appropriately. Proper security
systems, policies, and employee awareness play a crucial role in reducing
such risks.
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Types of Security Risks
1. Theft and Shoplifting

Theft refers to the unauthorized taking of goods, cash, or property.
Shoplifting is a common type of theft in retail stores where customers
try to steal products without paying.

Shoplifting may involve hiding items in bags, changing price tags, or
leaving the store without billing. It can be done individually or in g&ps
and may cause significant financial loss to the organization. %{}

Impact of Theft and Shoplifting: \()\‘\'
* Financial loss Q\}
* Reduced profit &

O

* Increased product prices

xO

X
O
©$

e Loss of customer trust

* Stress for employees

Preventive Measures: \,
e CCTV surveillance 6'{\/
* Security guards (b)s’

* Electronic tagging of,& ucts
* Employee Vigilani@
* Proper billing @Cedures

Employees sl@ not confront shoplifters aggressively. Instead, they
must inf% e supervisor or security staff.

2. Frau

Fr ?ﬁ involves dishonest or illegal activities done to gain financial or
%;jsonal benefits. It can occur at different levels within the
@ rganization.

Examples of fraud include:

Fake product returns

* False billing

* Use of stolen credit cards
* Online payment fraud

e Identity theft
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Impact of Fraud:

* Financial loss

* Damage to company reputation
* Legal issues

e Loss of customer confidence

Preventive Measures: @b'

* Verifying customer identity . %(,\’
L : %

* Monitoring transactions O

* Using secure payment systems Q\}

* Training employees on fraud detection @6

Employees must follow company procedures W@e handling cash and
digital payments.

X
O
3. Fire Hazards %

Fire hazards are dangerous situati%@at may lead to fire accidents.
These can occur due to electricallfaults, overheating equipment, or
improper storage of flammable @'&terials.

Common causes include@@’
e Electrical short circuit

* Overloaded socke@@'

* Poor mainte e

. Imprope@rage of chemicals
Impact @‘ire Hazards:

. }ﬂ% or loss of life
C}Damage to property
@% Business interruption
Q * Financial loss
Preventive Measures:
* Fire alarms and extinguishers
* Regular inspection

* Proper wiring

Safe storage
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* Emergency evacuation plans
Employees must be aware of fire exits and emergency procedures.
4. Physical Assault

Physical assault refers to violent behavior or threats by customers,
outsiders, or sometimes employees. It may arise due to conflicts,
misunderstandings, or criminal intentions.

Examples include:

* Aggressive customers @b’

* Robbery attempts \,,\?SQ

* Workplace violence §

Impact of Physical Assault: @Q

* Injury and trauma O

* Unsafe work environment &\/O

* Reduced morale %O

Preventive Measures: @

* Security guards '\,(b'\,

* Conflict management traim’{%

* Panic alarms ®(b’

* Clear reporting pro&t&ures

Employees must id arguments and seek help from security staff.
5. Cyber and D ta%T eft

With the digital systems, cybercrime has become a major security

risk. It i@o ves unauthorized access, misuse, or theft of company or
cust r data.

l'?tc}mples include:
% o Hacking of POS systems
Q * Password theft
* Phishing emails
e Data leaks

This type of risk is increasing due to the rapid growth of digital payment
systems and e-commerce.

Impact of Cyber Theft:

e Financial loss
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* Loss of confidential information

* Legal consequences

* Damage to reputation

Preventive Measures:

* Strong passwords

* Regular software updates

e Data encryption b'

<
* Cybersecurity training . %Q’

Employees must protect login details and avoid shari@f\' sensitive

information. Q\}'
&

6. Internal Theft

Internal theft refers to stealing by employees. It eqn include:

* Taking products without permission Xy
* Misuse of company property %

* Cash manipulation \,©

e Data theft .‘\,(b'

This is a serious issue becygee employees have access to company
systems and resources.

Impact: %a
e Financial loss '</

e Loss of trugts

* Reduc m morale
Preve t@ Measures:
. @ar audits
QCCTV monitoring
Q«% * Background checks
* Segregation of duties
Ethical behavior and strong company policies can reduce internal theft.

Risks in Retail Environment

Retail environments involve continuous interaction with customers,
handling of goods, and financial transactions. Therefore, they are more
exposed to security risks.
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1. Unattended Cash Counters

Leaving cash counters unattended increases the risk of theft and fraud.
It may lead to:

* Cash loss

* Unauthorized transactions

e Customer complaints

Employees must never leave cash registers open or unattended. b’

2. Unlocked Stock Rooms «(/\,6
S

Stock rooms contain valuable inventory. If left unlocked, it‘%hay result

in: S5

e Theft Q

&
* Loss of goods O
\/O

* Inventory mismatch

Proper locking systems and restricted ao%@ are essential.
3. Poor Lighting @

Poor lighting creates an unsafe en@nment and increases the chances
of:

e Shoplifting @@’
* Accidents

* Safety hazards ,(,(b'

4. Lack of CC

Good lighting 1§§Qves visibility and security.

onitoring

CCTV c@e’ras help in monitoring activities and preventing crime.
Wit surveillance:

C«Cnminal activities may go unnoticed
% Evidence may be unavailable
Q Regular monitoring and maintenance of cameras are important.
5. Poor Hygiene Leading to Health Risks
Poor hygiene can lead to:
* Spread of infections
* Food contamination

¢ Customer dissatisfaction
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Maintaining cleanliness and sanitation is important for both security
and health.

Understanding common security risks helps employees take preventive
actions and protect themselves, customers, and the organization. Awareness,
training, and adherence to company policies play an important role in
maintaining a safe and secure workplace. Every employee must stay alert,
follow procedures, and report any suspicious activity immediately.

Maintaining high standards of health and hygiene is crucial in the rgtail
environment to protect both staff and customers. With the constant f@@ of
people and frequent handling of goods, stores must focus on Cleal;ﬂ%%s not
only for safety but also to maintain their public image. Clean pre@s are the
foundation of floors, shelves, restrooms, and counters sh@u@, e cleaned
regularly, with any spills or garbage quickly taken care of to pfevent accidents
and maintain a welcoming atmosphere. \OQJ

Equally important is the personal hygiene of employe@ Staff are expected to
wear clean uniforms, wash their hands frequently<(especially after handling
waste or using the restroom), and use hand sanitizérs. Those involved in food
handling should wear protective gear like  gloves, aprons, and hairnets.
Products especially perishable items must’be stored and displayed safely, with
regular checks for expiry and proper stgek rotation to keep items fresh.

Managing waste properly is also a q{ygiene practice. All garbage, including
packaging and food waste, sho e disposed of in designated bins that are

placed strategically and emlg%; regularly to prevent pests and bad odors.
Staff who feel unwell shouldreport it immediately to avoid spreading illness,
especially in areas lik cery sections or pharmacies. Health screening,
such as temperature chécks, may be conducted in such areas. In the post-
pandemic era, hygi has taken center stage, with frequent sanitization of
high-touch areé&e billing counters or door handles), use of masks during
outbreaks, encouragement of contactless payment methods. All these
practices e@re not only legal compliance but also employee well-being and
custo ?\sonﬁdence. Training and regular monitoring are key to making sure
thes% giene standards are upheld.

ifying and Following Health and Safety Requirements by Retailers
and Law

Retailers and their employees are both responsible for following health and
safety rules laid down by company policies and by law. Internal policies
usually cover practical matters such as keeping the workplace tidy, wearing
uniforms and protective gear, handling store equipment correctly, and
reporting hazards like broken shelves or wet floors. Employees are also
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expected to know what to do in emergencies, such as how to evacuate or use
a fire extinguisher.

On the legal side, regulations like the Factories Act or Shops and
Establishments Act require workplaces to be clean, well-lit, and well-
ventilated. Employees should not be overworked and must receive weekly rest
days. Shops must also provide access to clean drinking water, washroom
facilities, and first aid kits. Fire safety is another major area of concern, and
all retail outlets must be equipped with extinguishers, alarms, and evacuation

lans.
P QO

To follow these safety rules effectively, staff should participate ,il%%gular
training, adhere to safety checklists, and take part in eme %y drills.
Everyone must stay alert, even during busy hours, and r any safety
issues to their supervisors. Sharing suggestions for imiprovements is
encouraged and helps build a culture where safety is a s&éd responsibility.

Encouraging Colleagues to Follow Health and Saf@ Norms

Building a safe workplace isn’t a one-person jo @&equires team effort. One
of the best ways to get colleagues on board is leading by example. If you
follow all the safety practices sincerely, othe@are more likely to do the same.
Organizing training sessions, displaying r safety signs, and offering gentle
reminders can all make a big differen@%’. It’s also helpful to recognize and
reward coworkers who take safe eriously. Lastly, encourage an open
environment where staff can re};@g afety risks without hesitation or fear (Fig.

5.2). 5\)&

Fig.5.2: Encouraging Colleagues to Follow Health and Safety Norms
Understanding Risk and Its Types in Retail

In retail, the word risk refers to anything that might cause harm, injury, or
loss. Risks come in many forms. Physical risks include things like wet floors,
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broken shelves, or exposed electrical wires. Health risks may arise from poor
hygiene or spoiled food items. There are also security risks, such as theft or
unauthorized access to restricted areas. Fire risks like faulty wiring or blocked
exits must also be managed. Lastly, manual handling risks occur when lifting
or moving heavy boxes improperly, which can lead to back injuries.

Common Equipment and Materials Used for Health and Safety in Stores

To maintain a safe and hygienic environment, retail stores use a variety of
tools. Cleaning supplies like mops, brooms, and disinfectants help keepsthe
store clean. Personal protective gear including gloves, masks, apronsgand
hairnets protects both staff and customers. First aid kits are ess al for
dealing with minor injuries, while fire safety equipment ( \guishers,
alarms, fire blankets) prepares staff for emergencies. Stores use safety
signs to warn of hazards or guide customers and staff, and,waste bins for
proper disposal of garbage are placed throughout th@gfore to maintain
cleanliness. Q)

Taking Approved Actions to Deal with Risks O&,

When a risk is identified, it's important to act ckly and correctly. Start by
assessing the situation—what's the hazard, @i who could it harm? Clean up
spills immediately, remove dangerous ohjeets, and report unsafe conditions
right away. Always follow your storé?g safety procedures, especially in
emergencies. Use protective gear w needed, and never hesitate to inform
your supervisor if something off. In case of serious risk, follow the
evacuation procedure calmlycand head to the designated safe area.

Using Equipment as per @mfacturer’s Instructions

Using store equipment, the right way is essential for safety. Always read the
manual or follow t sage guidelines provided by the manufacturer. Don’t
misuse or overl@ machines like barcode scanners or ladders (Fig. 5.3).
Perform regul hecks to ensure tools are in good working condition and
report an& age right away. Only trained staff should operate specialized
equip t,”and no one should attempt to change or bypass built-in safety
feat 7 Responsible usage ensures long-term safety and prevents
1& essary breakdowns or accidents.
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Fig. 5.3: Using Equipment as per Manufacturer’s Ins@ion

Using equipment in retail stores according to the manuf: er’s instructions
is crucial for safety, efficiency, and long-term maint@ance. Whether it's a
barcode scanner, billing machine, weighing scale, feven a simple cleaning
device, every tool comes with specific usage guidélines designed to prevent
damage, avoid accidents, and ensure smoot@[ ctioning. Employees should
always read the manual or undergo traini ore using any new equipment.
These instructions wusually cover prq{ﬁ operation, safety precautions,
cleaning methods, and do’s and don’t or example, not overloading a trolley,
not using wet hands on electrical &chines, or storing devices in dry, dust-
free areas. Misusing or modi equipment, skipping safety steps, or
ignoring maintenance advice;égn not only lead to malfunction or injury but
also void warranties or viplgte store safety policies. Regular checks, timely
servicing, and reporti ny malfunctions help keep equipment in good
working condition. 8 itionally, only trained personnel should be allowed to
operate specialized™tools, especially those involving electricity or sharp
components. %\zrespecting the manufacturer's instructions and store
protocols, retail” staff contribute to a safer, more efficient workplace while
reducin@%time, repair costs, and risks to themselves and others.
P

CAL EXERCISES
@ity 1: Exploring Health and Safety Practices in Retail Stores.
Material required: Pen, Notepad, some props required for safety drill.
Procedure:
1. Take the students to retail lab.
2. Narrate them the safety policies set by retailer.

3. list and understand key health and safety policies set by retailers and
laws.
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4. Divide the students in small groups.
Create a scene of retail activity happening in a super market.
Ask the students to role play the hygienic and non-hygienic practices.

Teacher will observe the practices and give feedback.

® N o u

Students will observe real-world implementation of health and safety
practices.

9. Students will identify the equipment and materials used for healthgld
safety in a retail environment. <

10. One group will make a report and submit it to the subject t% er.
Activity 2: Identify Health and Safety Policies. \S'O
Material required: Pen, Notepad, Copy of Health and Safeg olicies.
Procedure: O

. - xO. .
1. In groups, students will research or ferview a retail store
supervisor/manager to gather informatic$®:

* Company-specific health and safet@u es.
* Legal requirements (e.g., Factories Act, Shops and Establishments

Act). '{\/
<
2. Students will list and cat@x’% the policies under:

¢ Store Internal Polic

X
* Legal Mandates. ,(,@v

Expected Output: Q

A

Policy Type () Description

Internal Polic&;&,}v Wearing ID cards, uniforms, and PPE (e.g., gloves)
Legal @ - Provision of first aid kit, weekly off, sanitation rules
Requir
Y
3&@ a report of the output got from the activity.
Q% Show the report to the teacher and take feedback.

5. Incorporate the feedback in the report and make final draft.
6. Submit the report to the subject teacher.
Activity 3: Field Visit — Observe Health and Safety Practices.
Material required: Pen, Pencil and Notepad.

Procedure:
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1. Arrange a supervised visit to a local supermarket, departmental store,
or retail chain outlet.

2. Provide students with an observation checklist (see below).
3. Ask students to note:
* Cleanliness of the premises

* Use of protective gear by staff

* Display of safety signs and instructions b’
* Waste disposal methods \(/\,6
: L : 9
* Any ongoing sanitization practices “Q\/
Observation Checklist Sample: Q\}'
Item Observed (Yes/No) «OQJ Comments
Clean and dry floors K,\/O
Employees using gloves/masks %O
Safety instructions displayed N
Waste bins placed and covered QJ&
L%
Hand sanitizers available ;0’

-
Expected Output: A shor&roup report or presentation with photos (if
permitted) and insights

Activity 4: Field Vi &% Identify Health and Safety Equipment.

Material required: Pen, Notepad, Copy of Health and Safety Equipment: Fire
extinguishers alarms, First aid kits, Safety signage (e.g., "Wet Floor",
"Exit"), PP e gloves, aprons, masks.

Cleani@squipment and materials
Pr re:

Ql. During the same or a separate visit, ask students to identify health
and safety tools or materials in use.

2. Guide them to locate and document:
* Fire extinguishers and alarms
* First aid kits
* Safety signage (e.g., "Wet Floor", "Exit")

* PPE like gloves, aprons, masks
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* Cleaning equipment and materials

Documentation Template:

Equipment/Material | Location Found Purpose
Fire extinguisher Near billing Used to control fire
counter emergencies
Wet floor signage Entry area Prevent slip accidents b’
First aid kit Supervisor’s cabin | Handle minor injurie.s g{}

Expected Output: A table/chart showcasing their findings ang’@fections
on their importance. Q

Post-Visit Reflection (Homework or Classroom Discuéé%'n):
Ask students to write a short reflection (150-200 Wog@ on:
* What surprised them during the visit. O\J
* What health and safety practice they would improve or implement?

* How these practices affect both em ee and customer well-being?

CHECK YOUR PROGRESS ef.’\’
A. Fill in the Blanks ﬁfb&’

1. Retail stores must ens?\, at , shelves, restrooms, and counters
are cleaned regularly(b,

2. Employees handl@ ood must wear gloves, aprons, and
3. The method o@%}aﬁng stock to keep items fresh is known as
4. In the p SGB'andemic era, payment is encouraged to reduce

Conta%.)
5. 4é checks may be used to screen employees for illness in sensitive

1@& ]l areas.

B @i&e weather the Following statements are True or False

Q1. Cleanliness in retail stores is only important for aesthetic appeal.
Staff should continue working even if they feel unwell.

Waste should be collected in designated bins placed strategically.

Wearing protective gear is optional for staff handling food items.

a & W N

Regular sanitization of touch points improves hygiene standards.
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C. Match the Columns

S.No. Column A S.No. Column B
1 FIFO method A Stock rotation
2 Disinfectants B Cleaning chemicals
3 Hairnet C Worn during food handling
4 Reporting illness D Helps prevent infection
S Hand sanitizer E Should be done immediat%
D. Short Answer Questions «(/\,ejv
S

1. Why is it important to maintain personal hygiene in retaﬂ?&\
Name two items that must be checked regularly for ex?@
What should an employee do if they feel sick during @,shift?

Mention one hygiene practice introduced post—C@V D

SR

What is the purpose of using gloves and ap18\'@s while handling food?
E. Long Answer Questions %

1. Explain the importance of malntalm{,@health and hygiene in a retail
environment. ,\,

2. Describe the personal hygien% asures expected from retail staff.

3. What steps should be tak&’ensure the safe handling and storage of
perishable items? X,

4. How should waste bg@ﬁanaged in a retail setting to prevent pests and
odors?

5. Discuss theb%igniﬁcance of wusing store equipment as per
manufac% s instructions, with examples.
F. Check y, erformance
1. Pe@m an activity on hygiene practice in retail store.

2 ntify the equipment and materials used for health and safety in a
Q@ retail environment.
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SESSION 2: SAFETY REQUIREMENTS IN RETAILING

Creating a safe and secure environment in a retail store is not just about
following rules it’s about protecting people. From customers and staff to
merchandise and property, safety is everyone’s responsibility. This chapter
guides you through essential safety practices that help ensure well-being at
the workplace.

Understanding Accidents and Emergencies

Accidents and emergencies are unplanned and unexpected events tha éay
result in injury, loss, or danger. An accident could be as simple as a c\@?ﬁmer
slipping on a wet floor or as serious as a shelf collapsing. Emer ’ny%—ies go a
step further they require immediate action, like a fire, suddef)illness, or
robbery. Knowing the difference helps in responding a@?ﬁiately and

promptly. )
Importance of Identifying and Reporting Accidentsdnd Emergencies

When accidents or emergencies occur, quick identification and reporting can
save lives. Whether it’s a minor injury or a seri ire hazard, every incident
should be reported without delay. Early reporting prevents the situation from
getting worse, allows for immediate help, a‘m(,:l ensures the store remains a safe
place for everyone. It also helps the orgagization improve safety measures by

learning from past events. \;6
Company Procedures and Le quirements
Retail stores are required to w certain laws and internal policies to handle

emergencies effectively. Thiése may include keeping an accident logbook,
conducting safety drills@stalling emergency exits and fire extinguishers, and

training staff on h o respond during emergencies. Legally, all incidents
must be recorded,4nvestigated, and reported to the concerned authorities if
necessary. St ust know the right steps to follow, including whom to

inform and@w to fill out an incident report.

Practici ontinuous Awareness for Safety

ning around them whether it’s a spill on the floor, an unattended bag,

uspicious person, or even the smell of smoke. This practice of being

“situational aware” helps in preventing accidents before they happen and
allows quick response if something goes wrong.

Saft (}b egins with awareness. Employees must remain alert to what’s
a i

Dealing with Accidents and Emergencies

When an accident or emergency occurs, stay calm. First, ensure your own
safety. Then help others, if safe to do so. Follow the store’s emergency
procedure, such as informing your supervisor, calling for medical help, or
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activating the fire alarm. Each team member should be trained on first-aid
basics, use of fire extinguishers, and guiding customers during evacuations.

Recognizing When Evacuation Should Begin Evacuation is necessary when
there is a threat that requires people to leave the store immediately. This
might include fire, gas leaks, structural hazards, or violent behavior.
Evacuation procedures usually start with a clear signal such as a fire alarm
or an announcement from management. Once the signal is given, employees
must assist in leading customers to the nearest exit calmly and quickly. b,

Evacuation Procedures: What to Do <

\>

During an evacuation:

* Stop what you are doing. 0
* Guide customers to the designated exit routes. Q
* Do not use elevators. '\Q

* Assist the elderly, disabled, or children. \J\/O
* Assemble at the pre-determined safe locatigr outside the building.
* Do not re-enter the premises until glv@clearance

All employees must be familiar Wlth\&e store’s evacuation plan and
participate in regular drills. QJ&

Fire Safety and Fire Symbols (b~

Fire hazards are among E\te most dangerous in retail environments.
Recognizing fire safety symlp s helps in locating emergency equipment and
understanding risks:

* Red sign with e: Indicates flammable materials.
* Fire extir?'}her symbol: Shows the location of extinguishers.
* Exit %ﬁl 7 Point to emergency exits.

.Au@

How, se a Fire Extinguisher?

@%mber the PASS technique:

Pull the safety pin.

ell: Indicates fire alarm activation points.

* Aim at the base of the fire.
* Squeeze the handle.
* Sweep from side to side.

Only attempt to extinguish the fire if it is small and you are trained to use the
extinguisher. Otherwise, evacuate immediately.

232



Retail Sales Executive Grade 12

Workplace Threats: Violence, Shoplifting, and Robbery

Retail environments may sometimes face threats like aggressive customers,
shoplifting, or even robbery. Employees should:

* Avoid physical confrontation.

e Stay calm and comply if threatened.

* Memorize key details (appearance, direction of escape).

* Inform security or call the police immediately. b’

<

* Use surveillance cameras and panic buttons if available. \(/\,

To prevent such incidents, greet every customer, maintain visibilit; ross the
store, and avoid leaving cash or expensive items unattended. 0,

Handling Money Safely e
Money handling is a critical task in retail and must be c?@e securely:
* Count cash discreetly, preferably in a closed,@)‘%g
* Don’t leave the cash drawer open. %O
* Use cash drops for large amounts dur@ the day.
* Be alert for counterfeit currency. -,\,(b'
* Keep money-handling protocoksgaonﬁdential.
Secure handling reduces risks eft, loss, or confusion.

Dealing with Irate Customer&/’&-nd Shrinkage

Sometimes customers ecome angry or aggressive. The best approach is:

e Listen patien ithout interrupting.
e Stay polite)&, calm.

e Offer §{1 ons or call a supervisor if needed.
e

Shrinka rs to the loss of inventory due to theft, damage, or errors.
Reduc@ rinkage by careful billing, regular stock checks, and responsible
cu er service.

Qfe Lifting and Handling of Goods

Lifting heavy boxes, moving merchandise, or using trolleys is part of everyday
work in retail. But it must be done safely to avoid injury.

Precautions before Lifting
* Check the weight and get help if needed.
* Clear the path you will walk on.
e Warm up if the work is physically demanding.
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Correct Lifting Techniques

* Bend your knees, not your back.

* Keep the object close to your body.

* Don’t twist your body turn your whole body to change direction.
Use of Equipment

* Always inspect equipment like trolleys or ladders before use.

* Do not exceed weight limits. @b’
* Follow instructions for using lifting equipment. . G:Q
* Report faulty equipment immediately. «O\'

Safety is not a one-time activity. It’s a habit a responsi Aﬁ% shared by
everyone. From staying alert to responding quickly, and frgm lifting correctly
to handling irate customers calmly, each step makes tl’?@retaﬂ environment
safer. When you follow these practices, you not only tect yourself but also
contribute to a trustworthy and professional shop@ﬁg experience for all.

PRACTICAL EXERCISES

Activity 1: Safety Audit of a Retail Store. \,

Material required: Pen, Pencil, Notepéﬂ‘»
X0

such as Reliance Retailor Big Bazaar and conduct a safety audit using

Procedure: Q-
1. Students will visit a rﬁetaﬂ store or imagine a store environment
a checklist.

2. Form groups -5 students and assign each group a retail store or a
hypotheticakjére layout.

3. Prepare %z%fety checklist before visiting the store, including emergency
and rity features.

4. rve whether emergency exits are available, clearly marked, and
sily accessible.

Q@ Check the presence, number, and condition of fire extinguishers and
their expiry dates.

6. Identify fire safety symbols, alarm systems, and emergency signage in
the store.

7. Examine whether floors are clean, dry, and free from hazards such as
spills or obstacles.

8. Observe lighting conditions, especially in aisles, stairways, and storage
areas.
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9. Identify security systems, including CCTV cameras, alarm systems, and
security guards.

10. Check whether employees are aware of safety procedures and can
explain evacuation steps.

11. Observe safe storage of goods, especially flammable or heavy materials.
12. Note whether lifting equipment, ladders, or trolleys are used properly.
13. Check availability of first-aid kits and medical support in the store

14. Identify customer safety facilities such as clear walkwaysCand
assistance for elderly or disabled persons.

.\'6
15. Prepare a report highlighting strengths, weaknesses, ar@ ks found
in the store. Q

16. Suggest improvements such as training prograrr%@etter signage, or
emergency drills. o)

Activity 2: Role Play on Emergency Response. O\/
Material required: Pen, Pencil, Notepad, and s@e props used for emergency

SCeEnes. @

Students will be divided into groups.-@'h group will perform a real-life
emergency situation in a retail store sé‘&h as D-Mart.

X0

Procedure: y
1. Divide students into g of 5-6 members.

2. Assign each group a,Q(@'mergency scenario:

* Fire emergen yQ
¢ Custome éry

. Shop%&lg

. A&géssive or irate customer

C}vacuation drill

%aoh group will select roles such as store manager, cashier, customer,
security guard, and first-aid provider.

4. Students will prepare a short script based on the situation.

Ul

. Demonstrate calm and professional behavior during emergencies.

6. Show the correct procedure for reporting incidents to supervisors or
authorities.

7. Practice guiding customers safely to emergency exits.

8. Demonstrate use of first-aid basics such as helping an injured person.
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9. Show teamwork and coordination among employees.

10. Highlight communication skills such as listening, reassurance, and
clear instructions.

11. Use safety equipment such as fire extinguishers or alarm systems in
the role play (simulation).

12. Demonstrate ethical behavior such as avoiding confrontation with

shoplifters.
13. After the role play, conduct peer evaluation and feedback. @b’
14. Discuss what went well and what could be improved. NQ
15. Reflect on how such training prepares employees for @Vorkplace
emergencies.
A. Fill in the Blanks “06
1. Accidents and emergencies are and une@cted events.
2. Early reporting helps in preventing the situéﬁ@n from getting
3. The PASS technique is used for operating
4. Shrinkage refers to the loss of inventq,ry due to theft, damage, or
5. During evacuation, employees sli@uld guide customers to the nearest
x&
N RN
6. While lifting heavy object nd your and not your back.

B. Multiple Choice Questiéé’

1. Which of the follo@% is an emergency?
a) Product di
b) Fire in th
c) Billin delay
d) C er inquiry
2. ngshould be done first during an emergency?
n away
@%) Stay calm
Q c) Hide
d) Ignore
3. The letter “A” in PASS stands for:
a) Alert
b) Aim
c) Act
d) Avoid

4. Shrinkage in retail means:
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a) Profit

b) Loss of inventory

c) Sales growth

d) Customer satisfaction

5. What is the safest way to handle cash?
a) Count in public
b) Leave drawer open
c) Count discreetly
d) Share information b'

<
6. Situational awareness means: GSQ
a) Sleeping during work

b) Ignoring surroundings 0,
c) Being alert and observant Q
d) Avoiding customers ,\06

C. State weather the Following statements are T%@or False
1. All accidents must be reported.

X
O
Employees should confront shoplifter %ically.

2.
3. Fire exits must be clearly marked.. N
4. It is safe to use elevators durir{/%éyxacuation.
5. Faulty equipment should be @gported immediately.
6. Awareness helps preve%/a cidents.
D. Match the Columns/_\ (/(b'
S.No. . g&dmn A S.No. Column B
1 P,LESS’OJ A | Inventory loss
2 %ﬁ‘i}lkage B Fire extinguisher
IS\\S’;)CCT \Y C Safety awareness
.CJ}' Evacuation D Surveillance
@CQ S Situational awareness E Emergency exit
Q« 6 Fire alarm F Alert signal

E. Short Answer Questions

1. Define accidents and emergencies.

2. Why is it important to report incidents quickly?
3. What is shrinkage in retail?
4

. Explain situational awareness.
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5. List any three fire safety symbols.
6. How should employees handle irate customers?
F. Long Answer Questions
1. Explain the importance of safety in a retail workplace.
2. Describe the evacuation procedure in a retail store.

3. Discuss how employees should deal with workplace threats like

shoplifting and robbery. b'
4. Explain safe lifting techniques and precautions. \(/\,6
5. Describe the correct method of using a fire extinguisher. .’\6

S,

6. Write about handling money safely and preventing fra@\ﬁ‘l retail.
G. Check Your Performance <

1. Identify fire safety symbols, alarm systems, andcszmergency signage in
the store. Y

X
2. Demonstrate use of first-aid basics suchécﬁelping an injured person.

3. Spell out the ethical behavior such@ avoiding confrontation with
shoplifters. .
S
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SESSION 3: SECURITY RISKS MANAGEMENT IN RETAIL

Retail stores are busy places, filled with people, products, and transactions
happening constantly. With so much activity, it's essential to maintain proper
security to ensure safety for both employees and customers, and to protect
merchandise and company assets. Understanding the different types of
security risks, the role of employees, and the company policies involved is key
to managing a secure and trustworthy retail environment.

Common Security Risks Faced Within the Store b,

Retail stores face various security threats on a daily basis. Some of ‘o@gﬁiost
common risks include: \‘,\

* Shoplifting: Theft of items by customers or even empl&z&?

* Employee Theft: Misuse of discount policies, éce ling cash, or
merchandise. 2 ®)

* Robbery: Armed or unarmed individuals atter&&mg to steal money or
goods.

* Unauthorized Access: People ente@xﬁrestncted areas such as
stockrooms or cash-handling zones

* Cybersecurity Risks: Breaches {A&lvmg payment systems, customer
data, or internal operations. \,6

* Vandalism and Propert@&mage Intentional destruction of store
fixtures or signage.

e Customer Aggressi&@' Situations where customers become hostile or
violent.

Employee Roles, Aéﬁority, and Responsibilities in Security

Every employe%lays a critical role in maintaining the store’s security. Staff
are not justthere to assist customers they are also the eyes and ears of the
store. E ees are expected to:

y observant: Watch for suspicious behavior, such as customers
%Qﬂngermg in hidden corners or frequently picking up and putting down
items.

* Follow store policies: Adhere to all access control, money handling,
and equipment usage protocols.

* Report incidents promptly: Notify supervisors or security teams
immediately if a risk is identified.

* Avoid direct confrontation: In case of theft or aggressive behavior,
employees should not attempt to intervene physically unless trained.
Instead, they should alert management or security.
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* Assist in maintaining records: Properly document any security
incident using the company’s reporting procedures.

Employees have the authority to ask for identification in restricted areas,
monitor surveillance footage if authorized, and deny access to suspicious
individuals when required by policy.

Company Policies and Legal Requirements in Handling Security Risks

Retail companies have clear policies in place to manage security threats.
These policies align with national laws and labor codes to ensure safetyénd
compliance. Some of the typical legal and company requirements in

e Mandatory incident reporting: Any security inciden\.,@ust be
documented accurately and submitted to the Conce@ authority
within the company. Q

* Data protection laws: Staff must follow guidelixgg“ on safeguarding
customer data and personal information. \/O

* Confidentiality clauses: Information about. store security systems,
alarm codes, or internal investigations not be shared.

* Cooperation with law enforcem n@Employees may be asked to
provide statements or evidence if.acdegal investigation is launched.

x
* Security audits and com @éﬂce checks: Periodic checks are
conducted to ensure staff fgligws all security procedures.

Types of Security Risks in {g(‘a orkplace

Security threats can vary nding on the size and location of the store, the
products sold, and the @Jme of foot traffic. Some types of security risks that
commonly arise inc :

* Physical ts: Such as break-ins, physical assaults, or suspicious
packagegb

e Int @ threats: These include theft by employees, misuse of
(@/\cpunts, or altering inventory records.

%C,External threats: Customers trying to deceive at checkout, use of
Q counterfeit money, or attempting to return stolen items.

* Digital risks: Cyber-attacks on POS systems, phishing emails targeting
staff, or malware on store computers.

* Inventory shrinkage: A mix of theft, human error, and damage during
handling or shipping.

Recognizing and categorizing these threats helps in taking appropriate
preventive measures.
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Company Policies and Procedures for Maintaining Security at Work

Maintaining security is not a one-time activity; it’s a routine that employees
follow throughout the day. Standard policies and procedures to ensure a
secure workplace include:

e Access control: Only authorized personnel may enter stockrooms or
staff-only areas.

* Cash handling protocol: Strict procedures for counting, transporting,
and depositing cash to prevent loss or theft.

* Surveillance system usage: Security cameras must be monit g@gj and
maintained regularly.

¢ Alarm systems and emergency exits: These SlQL@i be tested
periodically and kept accessible.

* Visitor management: Any non-staff member entﬂqg back-end areas
must sign in and be escorted.

* Security training and drills: Employees ; @Kfamed on how to respond

during emergencies like fire, robbery, or ent situations.

By following these procedures, employees&ontribute to a safer, more secure
working environment for everyone. N

Creating a Culture of Security \?J

Security in retail is a sharet@tsponsibility. When every team member
understands the risks and t the right actions, the store becomes a safer
place for customers and st&ff alike. Through awareness, training, and strict
adherence to procedur@ employees play a major role in preventing loss,
protecting lives, an eserving trust.

PRACTICAL EXERCISES

Activity 1: €oriducting a Workplace Safety Audit.
Materia@uired: Pen, Pencil, Notepad, fire extinguishers, and safety signs.
Pro e:
Q@ Divide students into small groups (3-5 members).
2. Provide each group with a printed safety audit checklist.
Explain the purpose of a safety audit.
Visit a nearby store/office or create a simulated classroom workplace.
Observe all emergency exits and check if they are clearly marked.

Check whether fire extinguishers are available and accessible.

No o s e

Inspect electrical wiring and plug points for damage.
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8. Observe if safety signs are properly displayed.
9. Check if floors are clean and free from slipping hazards.
10. Inspect storage areas for proper stacking of goods.
11. Observe CCTV cameras and security alarms (if available).
12. Interview a staff member about emergency procedures.
13. Record all observations in the checklist.
14. Identify at least 5 safety improvements. b’

<
15. Present findings to the class with suggestions. G:(,\’
5

Activity 2: Emergency Response Role Play O

Material required: Pen, Pencil, Notepad, MediQ\} emergency,
Theft/shoplifting, and Electrical short circuit <

Procedure: o
- . Y
1. Divide the class into 4 groups. O\,
2. Assign each group a different emergen@:

e Fire \
Medical emergency .‘\,(b’

Theft/shoplifting (b’s.o@

Electrical short circui

Provide 10 minutes preparation time.

Ask students to ify roles (manager, staff, customer, security).
Write a short rgency response plan.

Demons%a@faising an alarm.

Sho rrect evacuation procedure.

gﬁnstrate use of fire extinguisher (theoretical demonstration).
o

® N o g & O

w how to call emergency services.
Qé Practice crowd control techniques.
11. Maintain calm communication during the situation.
12. Complete an incident report format.
13. Perform the role play in front of class.
14. Teacher provides feedback on response quality.

Activity 3: Safety Sign Identification and Design
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Material required: Pen, Pencil, Notepad, Props of safety signs Prohibition,
Warning, Mandatory, and Emergency.

Procedure:

1. Explain types of safety signs (Prohibition, Warning, Mandatory,

Emergency).
2. Show examples of safety signs.
3. Ask students to list signs seen in their surroundings.
4. Divide students into pairs. @b’
5. Provide chart papers and markers. \,,\/GSQ
6. Assign each pair one category of sign. §
7. Research the meaning of assigned signs. @Q
8. Design at least 3 safety signs manually. O
9. Use proper color codes (Red, Yellow, Blue, G;Qéi?
10. Write the purpose of each sign below it. %O
11. Display the signs in classroom. @
12. Conduct a short quiz to match si ith meanings.
13. Discuss why improper signag@&@auses accidents.
14. Evaluate creativity and a cy.

15. Report and submit it t&(}he subject teacher.
Activity 4: Preparing a ident Report.
Material required: geﬁ, Pencil, and Notepad.
Procedure: ’(_,0'

1. Explaij & importance of documentation in workplace safety.
2. Pr @a sample incident scenario (e.g., customer slipping).
3 lgétribute blank incident report formats.
Q® Ask students to read the scenario carefully.
5. Identify date, time, and location of incident.
Record names of people involved.

Describe the incident clearly and briefly.

Mention possible causes.

o ® N o

Write immediate actions taken.

10. Suggest preventive measures.
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11. Attach witness statement (imaginary if required).
12. Review the report for clarity and accuracy.

13. Submit report to teacher.

14. Conduct peer review for improvement.

15. Discuss importance of timely reporting.

16. Make a detailed report and submit it to the subject teacher.

CHECK YOUR PROGESS ey
A. Fill in the Blanks \?30’
1. is the act of stealing merchandise by customers oémployees
2. Employees should avoid with shoplifters unle% rained.
3. Only personnel are allowed access to stos@%oms or restricted
areas. \/Q
4. Security cameras mustbe _ and ma&%@med regularly.
5. Customer data must be handled in acc @ ncewith __ protection
laws. @
B. Multiple Choice Questions &'\,@'

1. What is considered an intern(g\gécurity threat in a retail environment?
a) Customer aggression @
b) Employee theft ;{}
c) Robbery Q
d) Cyber attacks S

2. How should be:%ployees respond when they notice a suspicious
individual?
a) Physi confront them

b) Igxese them
C) éport to supervisor or security team
ake their photo
% hat is inventory shrinkage?

Q a) Sale of discounted products
b) Loss due to theft, errors, or damage
c) Increase in stock due to returns
d) Stolen items found and returned

4. Which of the following is a company policy for workplace security?
a) Open access to all store areas
b) Allowing cash to be kept overnight
c) Visitor sign-in and escort
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d) Sharing alarm codes with colleagues

5. What should employees do during an emergency like a robbery?
a) Argue with the thief
b) Try to lock the doors
c) Follow store emergency procedures
d) Run out of the store

C. Match the Columns

A

S.No. Column A S.No. ColumnB

1 Shoplifting A Confidentiality breagk”’

2 Phishing emails B | Attempted digital, théft

3 Surveillance footage C Employee resp@s’{bility (if
monitoring authorized) ')

4 Sharing alarm codes with D | External physical threat
outsiders A

S Break-ins E Theft by customer or

em ee

X
D. False State weather the Following statem are True or False
1. Cyber threats are not relevant in retai@lvironments.

2. Employees should physically int ne during aggressive customer

behavior. 6'{\’
3. All security incidents must roperly reported and documented.
4. Only security staff are {%ﬁsible for maintaining store security.

5. Surveillance syste&@ should be checked regularly for proper
functioning. Q

E. Short Answer Q@tions
A

1. List t\%&, common physical threats in a retail store.
Break-insrand customer aggression.

2. W should employees do if they notice suspicious behavior?
@port it immediately to a supervisor or security team without direct
onfrontation.

Q3. Mention one internal and one external security threat.
Internal: Employee theft. External: Use of counterfeit money.

4. Why is it important to control access to restricted areas?
To prevent theft, data breaches, or damage to sensitive items.

5. What is the role of surveillance systems in retail security?
They monitor activities, help in investigations, and act as a deterrent to
theft.
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F. Long Answer Questions
1. Explain the various types of security risks that retail stores face.
2. Describe the responsibilities of employees in ensuring store security.

3. What are the legal and company requirements for handling security
risks?

4. Discuss the importance of creating a culture of security in a retail store.

5. How can digital threats affect a retail business, and how should the@be

managed? '\(,\r@
G. Check Your Performance -,\/6
0

Q«}'

2. Conduct a short quiz to match signs with meanings.e

1. Demonstrate the physical threats in a retail store.
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SESSION 4: HIGH SECURITY RISKS AND RESPONDING
PROPERLY

Retail stores are vibrant environments with a constant flow of people,
products, and transactions. In such dynamic settings, ensuring the security
of both people and merchandise is essential. Effective security measures help
prevent losses, protect staff and customers, and uphold the store’s reputation.
To create a safe and trustworthy retail space, it is important to understand
the common security risks, the responsibilities of employees, and bt’he
company policies in place. <

Retail establishments face various security threats daily. These \%Clude
shoplifting by customers or even employees, misuse of discoui%??licies or
cash by staff, and robberies—whether armed or unarme ~Unauthorized
access to restricted areas such as stockrooms or cash h ing zones also
poses significant risks. Furthermore, breaches in digitd) security, such as
cyberattacks on payment systems or data leaks, ar&@ecoming increasingly
common. Other challenges include vandalismX_ property damage, and
customer aggression. Each of these incidents ead to financial loss and
compromise the safety and smooth function@ of the store.

Employees play a crucial role in retail s.e@rity. Besides their responsibilities
in customer service, they are also ex “ted to stay alert and monitor their
surroundings for suspicious behﬁé%r. This might include observing
customers who linger in concea%?feas or handle products unusually. Staff
must strictly follow store pr tocols related to access control, cash handling,
and equipment usage. If a e&urity threat is identified, they should report it
promptly to supervisor &the security team. It is important that employees
avoid direct confrontation, especially in theft or aggressive situations, unless
they are trained 9%ntervene. Instead, they should alert the relevant
authorities withiQ*the store. Employees may also need to help document
incidents preperly according to company procedures. In some cases, they are
authorize §)request identification in restricted zones, monitor surveillance
feeds, @/\cleny access to individuals behaving suspiciously.

Re F@rganizations have well-defined policies that align with national laws

ensure compliance. For instance, all security incidents must be
documented and reported promptly. Employees are required to protect
customer data and handle it according to data protection regulations.
Confidential details such as alarm codes and security procedures should not
be disclosed to unauthorized individuals. In legal matters, employees may
need to cooperate with law enforcement by giving statements or sharing
evidence. Security audits and compliance checks are conducted routinely to
ensure that policies are being properly followed.
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Security threats vary depending on the store’s size, product range, and
customer traffic. Common physical threats include break-ins, assaults, or
unattended packages. Internal risks may stem from employee theft or
manipulation of inventory records. External threats often come from
fraudulent customers attempting returns of stolen goods, using counterfeit
money, or committing checkout scams. Digital threats such as phishing
emails, point-of-sale system breaches, or malware infections also pose major
concerns. Inventory shrinkage—caused by theft, handling errors, or
damage—remains one of the most persistent issues in retail. Identifying t@se
different types of risks helps in developing targeted responses.

Security is not a one-time task but a daily responsibility shared 4 %11 staff.
Several procedures support workplace safety. Access to sensitiv “Areas should
be restricted to authorized personnel only. Cash handling follow strict
protocols to avoid theft or errors. Surveillance equipment@nust be regularly
checked and monitored. Emergency exits and alarm sys?t@ns need to be kept
functional and unobstructed. Visitors accessing no blic areas should be
logged and supervised. Security training session @’%1 emergency drills should
be conducted regularly so employees are péred to respond effectively
during critical incidents such as robberies o@res.

In conclusion, building a culture of se@t&y in a retail store requires active
participation from every team membe@'ﬁl\hen employees understand the risks
and consistently follow safety p )%‘ols, they help create an environment
where both people and propert: e protected. Through ongoing awareness,
clear communication, and figf adherence to policies, a retail business can
successfully manage riskséé build customer trust.

PRACTICAL EXE ES
Activity 1: Emer@y Response Role Play.

Materials Re@)}éd: Incident report format, Chart paper (for action plan),
Whistle/b @ptional), Dummy fire extinguisher image (if available).

Assess@nt Criteria (Rubric):
Pr re:

Ql. Arrange the classroom to simulate a workplace environment
(store/office /front desk).

2. Divide the class into 4 groups (4-6 students in each group).
3. Assign each group one emergency situation:

* Group 1: Fire outbreak

* Group 2: Medical emergency (customer fainting)

* Group 3: Theft/shoplifting
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* Group 4: Electrical short circuit
4. Provide 10-15 minutes for group discussion and planning.
5. Ask each group to assign roles such as:

* Manager

e Staff member

¢ Customer

* Security guard b'
.
* First aid helper . G:(,\’
6. Instruct students to prepare a short action plan for @%ling the
emergency.

7. Demonstrate how to raise an alarm properly (verbal @lert or emergency
bell simulation).

8. Practice informing emergency services (polic%ﬁ'fe brigade /ambulance)
using correct communication format. Q)

9. Show correct evacuation procedure (@mmg line, guiding customers,

avoiding panic). (b'\’

10. Demonstrate theoretical use of ﬁv’é\extinguisher (PASS technique — Pull,
Aim, Squeeze, Sweep). X0

11. Practice providing basic aid steps (theoretical explanation only).

12. Ensure students m ain calm body language and professional
communication. S

13. After handlin I%e situation, complete a written incident report format.
14. Each groug,:@erforms their role play in front of the class (5-7 minutes).
15. Teach r@aluates performance based on:
. @response
C;Veam coordination
% Communication clarity
* Safety compliance

* Documentation accuracy

16. Conduct a feedback and reflection session after all performances.
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S. No. Criteria Marks
Emergency Identification S
2 Correct Procedure Followed 5
3 Teamwork S
4 Communication Skills 5
S Documentation S
17. Prepare a Feedback report and submit to the subject Teacher b’
CHECK YOUR PROGRESS X
A. Fill in the Blanks D

1. Retail stores face various security threats such as Q‘\}' , misuse of
discount policies, and robberies.

2. Unauthorized access to or cash handlin%);&es poses a serious
security risk. X

3. Employees should report security threa;%@omptly to or the
security team.

4. threats in retail include pl}ghing emails and malware attacks.

5. Surveillance equipment must egularly and monitored to
ensure functionality. X0

O

B. Multiple Choice Questions

1. Which of the followm % a digital threat in a retail environment?
a) Shoplifting Q

b) Break-ins
c) Phishing e@ls

d) Vand
2. Wha g?%ld employees do if they identify a security threat?
a) {‘& ront the individual
nore the situation
%) Report to their supervisor or security team
Q% d) Take photos for social media

3. Who is responsible for maintaining daily security in a retail store?
a) Only the security guards
b) The store manager
c) All staff members
d) IT department

4. Which of these is considered an internal security risk?
a) Customer aggression
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b) Armed robbery
c) Employee theft
d) Digital payment breach

5. What should be done with emergency exits in a retail store?
a) Keep them locked at all times
b) Use them for deliveries
c) Keep them functional and unobstructed
d) Keep them hidden from customers

(e

C. Match the Columns \(\,@
S.No. Column A S.No. Column B.9”
1 Phishing emails A Customer aggressig}’and
vandalism =~
2 Access control B Limits entry to ¥estricted
areas AN
3 Digital security threat C | Unauthozized access to data
4 External threat D Suspictetis return of stolen
g00
S Physical security E @Veillance of store areas
challenge @

D. State weather the following statem@b True or False
1. Only security personnel are re)iér\{sible for reporting security threats.
2. Shoplifting can be comm@y both customers and employees.
1

3. It is acceptable for %9 yees to share alarm codes with trusted

customers. ,(,(b—
4. Regular security @iits help ensure policies are followed.

5. All security incidents must be documented and reported promptly.
E. Short Ans uestions

1. Wh @the importance of employee vigilance in retail security?

2. ﬁge any two digital security threats faced by retail stores.

gWhy should emergency drills be conducted regularly in retail stores?

Q4. What is inventory shrinkage and what causes it?

5. How can employee theft be prevented in retail?
F. Long Answer Questions

1. Explain the various types of security threats faced by retail stores.

2. Describe the role of employees in maintaining retail security.

3. How can digital security be strengthened in retail businesses?
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G. Check Your Performance
1. What are the key security policies retail employees must follow?

2. Discuss the importance of security awareness training in retail.

252



Retail Sales Executive Grade 12

ANSWER KEY

MODULE 1: POINT OF SALE (POS)

Session 1: Manage Point of Sale Procedure in Retail
A. Fill in the Blanks

Point of Sale (POS)

Cash b,

Wallets <
Crypto currency . 030
Buy Now Pay Later (BNPL) ~Q\}/

kW=

B. Multiple Choice Questions Q\}

d) All of the above QO
b) Buy Now Pay Later \,O

c) Bothaandb

b) Barcode scanner %O
b) Electronic signature pad

il

C. True or False \/
&P
False <

True (b)s’
False @
True %,

True ,{fb’

Rl e

D tch the Following

. Ma

-E A
X

-B

B2

-D

@
2 S

SQQ‘j%n 2: Age Restricted Products in Retail

ua P wWOND =

A. Fill in the Blanks

Verification
Businesses
Commerce
Biometric
Minors

Ak whN=
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B. Multiple Choice Questions

d

ahw =
AT o

C. True or False

True

False %{,\’@
True O
o

True

True Q’\}'

kW=

Session 3: Consumer Protection and Product Liabilitjo

A. Fill in the Blanks \/O

X
Damage %O
©

1.

2. Consumer Protection

3. CCPA \,
4. Manufacturer

5. Recall 6{\,

B. Multiple Choice Questmns@w
Q&
Q&
3

C. True or Fa]@\p’
1 Fal&@

HPob=
oo

Q%) False

Session 4: Maintain Payment Laws for Retail Products
A. Fill in the Blanks

RTGS (Real Time Gross Settlement)

RBI

2006
Maximum

el el S
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5. GST
B. Multiple Choice Questions

b

abhwN =

a
d
b
c

C. True or False

True D
o

True
False Q’\}'

True
7,

False O
MODULE 2: RETAIL SALES PROCESS &\/O
O

Session 1: Introduction to Retail Selling Process

kW=

A. Fill in the Blanks N
.x%
<
Observation (b)&
Communication @
S

Cross-selling

el

Demonstration

B. Multiple Choice ngﬂgbnls

D. Match the Columns
1-C
2-A
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apw
|
owm«

Session 2: Sales Maximization Techniques in Retail
A. Fill in the Blanks

Up-selling
Bundle
Offer e}

Data %{,\’@
Short D
NN

B. Multiple Choice Questions Q’\}'

Nk wh=

c
d
c
c

el

C. True or False @

1. False i

2. True 6{\,
3. False
4

. True %/@(b)&

. Match the Columns Q
-B '(’
“c Q
_A bﬁ

— E )(JO

-D %

Session @‘}sonalized Services

aphwNd—~g

Y
A. F% the Blanks
. Dat lysi
QQ? ata analysis

Tangibility
Responsiveness
Satisfaction
Security

ok w

B. Multiple Choice Questions
1. c
2. b
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C. True or False

False
True
False

True e}

True

Nk wh=

D. Match the Columns \‘,\,
1-B 0
2-D Q’\}'
3-A
4-E
5-C

xO
Session 4: Maintain Post-Sale Service Suppo té&Retailing

A. Fill in the Blanks @

S

Installation \,@‘
Warranty 6&
AMC

Data &
Complaint resolution

B. Multiple Choice Qu@fp s

%\J
b@

Cér False
e

True
False
. True
True

ahwN =

c
c
b

ahLOd=
o

kW

Match the Columns

whh~g
[
oo w
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4-A
5-C

MODULE 3: RETAIL CUSTOMER SERVICE AND CONCERNS

Session 1: Retail Customer Services and Concerns
A. Fill in the Blanks

Satisfied b,
Customer satisfaction
Properly

Effective \‘,\/
Satisfied '\O

Relationship Q\}'

ok

B. Multiple Choice Questions O

aua PP wWOND =
lopoNyeNo NN oy

e
C. True or False <

X0
True @@’
True %/

True ,{fb"

True

False Q

e S

X
Session 2: {gjﬁifying and Listening to Customer’s Problems

Noah L=

A. Fill @’\; e Blanks

~Listen

Q . Increase

3. Satisfied
4. Closed-ended
5. Argument

B. Multiple Choice Questions

W=
» oo

258



Retail Sales Executive Grade 12

4. c
5. ¢

C. True or False

True
False
True
True

False e}

.
. Match the Columns é(,\’

kW=

ooupwWwh+—g

E
_C
_F N
T <
B
D

Session 3: Organizational Procedures to Dea%éﬁ Customers’ Problems

A. Fill in the Blanks @

S

Loyalty \,@‘
Fair @'g
Name

Changing &
Business

Product

Successful Q’(,

Resolve

NGO R L=

B. Multiple Chom@%’uestlons

@

3
&
7. d
8. a
C. True or False
False
True

False
True

el S
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5. True
6. False
7. True

Match the Columns

D.
1-—
2_
3_
4 —
5—
6 —

NN I-wNvy

Session 4: Negotiate to Reassure Customers \‘,\,
0
A. Fill in the Blanks Q\}'

Problem
Informed ~Q

Policy \'0
Listen to OK"
Distracted %
Responsibility ©

Together N

Fair ‘{b‘
o
B. Multiple Choice Questions (b)&
Q&

&
>
C. True or Fa]%\‘zo'

1. Tqu@

2. Edlse

3%@
Q@ F:fsee
D. Match the Columns
]_ —

NG R LN

abh L=
P oD

gabwN
|
ol ONe!
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MODULE 4: SPECIALIST SUPPORT TO CUSTOMERS

Session 1: Specialist Support to Customers for Facilitating Purchases
A. Fill in the Blanks

Closing

Assumptive

Billing

Summary b,
Support <
Non-verbal %Q’

ARl

B. Multiple Choice Questions

ahw=
ooTooTo

C. True or False @

False AN
o

True

True

False Q(b’
False X,

True (b,g,x

False '</
QD

. Match the Colu@%;

_A ’(,Q'

_B %

_ C @

-D 4

_E Q\'

(%)

st ion 2: Promote the Continuous Improvement in Service

Nk L=

oOouphwWwhN—I

o)

A. Fill in the Blanks

Feedback

Loyalty

Customer Service Meter
Systematic

Trust

nhwh =
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B. Multiple Choice Questions

A
®OooTooo

C. True or False b’

False %Q’e
True O
o

False
True Q’\}'

False
<

True O

. Match the Columns \'O
_A X

ARl s

apPpwON~OD

B
C
-D
- E 'x(b,
: : : < . :
Session 3: Organize the Dehvx(ngehable Service to the Customers

Fill in the Blanks ‘(&

Positive '(,(b’
Improving Q
Polite

Contact nu r

Follow—%\a
LoyalQ)
B. Mul@é Choice Questions

oQukwbe=

o s Qg

NN @ N @ I

C. True or False
1. True

2. False
3. True
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False
True
False
. True

No o

=)

. Match the Columns

- <
- A\
&

&
0-J <

Session 4: Build the Long-Term Customer Relatio)z@ip for Closing Sale

S
Loyalty ©
Email
mai (0'\’

Loyalty A
Surprise eﬁ
Trust (b)’&

C
B
A
D
P O
F
G
H
I

— OO ~NOULP,h WN -

A. Fill in the Blanks

kW=

B. Multiple Choice Questiop&

&
S
>
S
. True @se
S

4. True
5. False

aArLbm=
0T T oo

MODULE 5: MAINTAIN HEALTH, HYGIENE, SAFETY AND SECURITY IN
RETAIL STORE

Session 1: Introduction to Workplace Security and Safety

A. Fill in the Blanks
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Floors

Hairnets

FIFO (First In First Out)
Contactless
Temperature

abhwN =

B. True or False

False

False e}

True

False %Q’e
True N
o

. Match the Columns Q’\}'

kW=

a b wONd~QAO

-A
-B
-C
-E
-D

Session 2: Safety Requirements in Retail@

S

A. Fill in the Blanks -\fb'

<
Shoplifting (b)&
Confrontation @
Authorized
Installed §<&,

Data Q’(,(b’

kW=

B. Multiple Choiceggestions
1. b %\}0'
2. ¢
3. b 4@
4§’/\,
5

Qﬁ}atch the Columns

D. True or False

1. False
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2. False
3. True
4. False
S. True

Session 3: Security Risk Management in Retail

A. Fill in the Blanks

Shoplifting e}
Confrontation

<
Authorized '\Q
Installed \’,\?
0

Data

ahwh =

B. Multiple Choice Questions Q

. b

u P W=
ol el onNe)]

C. Match the Columns :
1-E 6'(’\,
2-B (b’&
4-A

,(’
D. True or False ﬁQ
False &

False %\a

Segae}n 4: High Security Risks and Respond Properly

N

A. Fill in the Blanks

Shoplifting
Stockrooms
Supervisor
Cyber
Maintained

Gk w-
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B. Multiple Choice Questions

Sl
00000

C. Match the Columns

1-C 8
3-C NS
4-A \&O
5-E @Q
O
xO
&
©
>
,(,\r
x<
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GLOSSARY

Age-Restricted Products — Goods that can only be sold to customers above
a legally specified age (e.g., alcohol, tobacco).

Authorization - Official approval required before processing certain
transactions such as refunds or card payments.

Barcode Scanner — A device used to scan product barcodes and retrieve
item details automatically.

(e

<
Business License — Legal permission required to operate a retail K}@ss.

Cash Handling — The process of receiving, counting, recordi d
safeguarding cash.

&
Cash Point — The location in a store where customers make payments; also
called POS. X
X
Cash Register — A machine used to record sal nsactions and store cash
securely. @

Connectivity Issues — Network or inter,nq,\problems that interrupt POS
operations. @»{\/

Consumer Protection — Laws and‘Policies designed to protect customer
rights.
X

Data Breach - Unauthori@'acoess to confidential business or customer

data. Q

Data Privacy - Proté%on of personal and transactional information.

Debit/Credit %)}& Payment - Electronic payment made using bank-issued

cards. 4@

Digita ments — Transactions made through electronic systems such as
UPI @‘nobile wallets.

S

E-Cheque — An electronic version of a paper cheque used for digital fund
transfer.

Encryption — A method of securing sensitive data by converting it into
coded form.

Fraud - Illegal or dishonest activity intended to deceive or gain financial
benefit.
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Hardware (POS) — Physical components like barcode scanners, printers, and
terminals.

Inventory Management — The process of tracking and managing stock
levels.

IT Act, 2000 — Indian law governing electronic transactions and
cybersecurity.

Loyalty Program — A system that rewards customers for repeat purchas@

.
Mobile Wallet — A digital application used for making payments (e. g.;@'oogle
Pay). \‘,\,
0

MSMED Act, 2006 - Law regulating Micro, Small, and Medi nterprises
in India. e

NFC (Near Field Communication) — Technology enab@qg contactless
payments by tapping devices. \,\/

®)
Payment Gateway — A system that processes @’ine and card payments
securely. @

Payment and Settlement Systems Act{&’007 — Law regulating payment
systems in India. \,@&

PCI DSS - Security standard fo@s@{ecting cardholder data.

customer and retailer o

Point of Sale (POS) - T%zéisé'/ system where a transaction between

POS Software — A[) tion used to ProceEss sales, manage inventor Y, and
g
generate reports. 0,

X
Pricing DisQ')e ncy — A mismatch between displayed and billed price.
Receipé‘}% document that confirms a completed transaction.
Re@ — Returning money to a customer for a product or service.

Returns and Exchanges — The process of replacing or returning purchased
goods.

Security Procedures — Measures taken to protect cash, data, and
transactions.

Software Issues — Errors or malfunctions in POS applications.
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Standard Operating Procedures (SOPs) — Step-by-step instructions for
performing tasks.

Transaction — The process of buying or selling goods or services.

Troubleshooting — Identifying and resolving technical or operational
problems.

Underage Sales Prevention — Measures to stop the sale of restricted goods
to minors. b’

.
Workplace Safety — Practices ensuring a safe and secure work env1%&n ent.

ustomer Problem — Any issue, dissatisfaction, or complaint ra\%ﬂ v a
customer regarding a product, service, or experience.

Customer Complaint — A formal expression of dissatisfa@%n by a

customer.

Service Provider — A retailer or organization th ers products or services
to customers.

Customer Expectations — The level of qu&kty, service, or value customers
anticipate before purchase. {\,

Service Gap — The difference betw?g@ expected service and actual service
delivered.

Customer Dissatisfaction é" state where customer expectations are not

met. Q’(,

Customer Feedbac AQ)Information provided by customers about their
experience, used provement.

Customer Trust — Confidence customers have in a retailer’s reliability and
service q

Cust%gdr Relationship — The ongoing interaction and connection between
mer and a retailer.

Customer Advocacy — When satisfied customers recommend or support a
retailer.

Harshness — Aggressive or strong behavior shown by customers while
expressing problems.

Uneasiness — A feeling of discomfort or anxiety experienced by customers.

Rudeness — Impolite or disrespectful behavior during communication.

269



Retail Sales Executive Grade 12

Unreasonableness — Customer demands or expectations that are not
practical.

Excitement (Emotional State) — High emotional intensity, sometimes due
to frustration or anger.

Lack of Communication Skills — Difficulty in clearly expressing problems.

Empathy - The ability to understand and share the feelings of the
customer. b’

Apology — A polite expression of regret for inconvenience caused to %@

customer. N
O

Active Listening — Carefully hearing and understanding Cu@er
concerns. e

Customer Attention - Giving full focus to the CUStOI{/)@” uring interaction.
Problem Resolution — The process of solving a lé%omer’s issue effectively.

Follow-up — Contacting the customer after ;@Viding a solution to ensure
satisfaction. \,

Customer Satisfaction — Fulfillment @fﬁcustomer expectations through
service. Q

Complaint Handling — The R{Q§ss of receiving, managing, and resolving
customer complaints. Q
S

Non-Defensive Approa@— Responding calmly without arguing or blaming
the customer. b,

Positive Com ication — Using polite, respectful, and solution-oriented
language. @

Strategi an (Complaint Handling) — A structured approach to manage
cust problems effectively.

t-Line Staff - Employees who interact directly with customers (e.g.,
sales executives).

Training and Development — Programs designed to improve employees’
skills in handling customers.

Continuous Improvement — Ongoing effort to improve products, services,
and processes.
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Standard Operating Procedures (SOPs) — Predefined guidelines for
handling customer problems.

Systematic Process — A step-by-step organized method for resolving issues.

Service Recovery — Actions taken to correct a service failure and regain
customer trust.

Overpricing — Charging more than the perceived or fair value of a

product/service. b’
, . <

Poor Customer Service — Inadequate or unsatisfactory support pro%@td to

customers. \‘,\,

Delay in Service — Slow response or waiting time in service@ery.
Non-Responsive Service — Failure to respond to Customge(ﬁueries or issues.

Incorrect Information — Providing wrong or misle%d:ﬁqog details to
customers. O

Problem as Opportunity — Viewing custom@omplaints as chances to
improve service and build trust. \,

O

Customer Retention — Ability of a re@}er to keep customers returning.

Customer Experience — Overal@s(a%'ression formed by a customer during
interaction with a retailer. %,,

Conflict Management éfe(gdling disagreements between customers and
staff effectively. ﬁ
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