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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?
WIll 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 experier%\&
involvement in productive work in an educational setting will malke “one
appreciate the worth of social life and what is valued and appngia ed in
society. Work involves interaction with material or other people (mostly both),
thus creating a deeper comprehension and increased practioe@@?owledge of

natural substances and social relationships. O

Through work and education, school knowledge ca &;‘ easily linked to
learners’ life outside the school. This also makes a d ture from the legacy
of bookish learning and bridges the gap b n the school, home,

community, and workplace. The NCF — 2005 also emphasizes Vocational
Education and Training (VET) for all thoge ehildren who wish to acquire
additional skills and/or seek livelihood \%‘ugh vocational education after
either discontinuing or completing thei&s"c ool education. VET is expected to
provide a ‘preferred and dignified’ cl;&@e rather than a terminal or ‘last-resort’

option. (&,

As a follow-up, NCERT has at ted to infuse work across the subject areas
and also contributed to thé& development of the National Skill Qualification
Framework (NSQF) for t untry, which was notified on 27 December 2013.
It is a quality assura ramework that organizes all qualifications according
to levels of knowle skills, and attitude. These levels, graded from one to
ten, are defin n terms of learning outcomes, which the learner must
possess regarc&s of whether they are obtained through formal, non-formal
or inform% rning. The NSQF sets common principles and guidelines for a
nationa@ recognized qualification system covering Schools, Vocational
Ed ion and Training Institutions, Technical Education Institutions,
C q@é, and Universities.

@hder 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

Q 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
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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 pare @
which would help us to further improve the quality of the materi &
subsequent editions.

<

Dr. Dme% Prasad Saklani

Director

National Council of Educational R(;search and Training
O New Delhi

é November 2025
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ABOUT THE MODULES

The modules on Retail Sales Executive is a comprehensive guide developed to
empower learners with the foundational knowledge and practical skills
necessary for a successful career in the retail sector. Designed for senior
secondary level students, this book integrates essential concepts, real-world
practices, and skill-based learning to prepare students for diverse roles within

the retail industry. It not only equips learners with core competencies but alsg®

emphasizes customer-centric approaches, ethical conduct, and professi

growth. O

This material is structured into five well-organized modules, each a@lressing
a key area of retail operations. The first module, Introduction to Retailing, lays
the groundwork by familiarizing students with the fundamen@ of the retail
sector. It explores the scope, functions, and types of retailingWhile introducing
learners to current trends and technologies shapiftg modern retail
environments. It also highlights the importance of fro e staff, such as sales
executives, in building brand reputation and cust r loyalty.

The second module, Process of Payment in il, focuses on the different
methods of processing payments at the poigt of sale (POS). Students learn
about cash handling, card transactionsy @bile wallets, and digital payment
methods. The module also emphasizes '\e'ty measures, fraud prevention, and
issuing accurate receipts. It includ(?pérfocedures for verifying transactions,
maintaining financial accuracy aigd following organizational policies related
to payments. @

The third module, Retail ﬁs Transactions, delves into the practical aspects
of handling sales. It gﬁ’rs key steps such as initiating a sale, product
demonstration, ups€lliig and cross-selling techniques, and closing a sale
effectively. Learners”understand the importance of customer interaction,
communicatio @ills, and active listening to meet customer needs and
enhance satisfaction. This module also stresses the importance of handling
complaint&and refunds ethically and professionally.

The feurth module, Process of Customer Orders, explains how to manage both
in e and online customer orders. Students are introduced to inventory
% ems, order documentation, product availability checks, and delivery
imelines. They also learn how to handle returns, replacements, and
cancellations in line with retail policies. The module highlights the significance
of confidentiality, data protection, and maintaining trust during customer
transactions.

The fifth module, Help Customers Choose the Right Products, is focused on
providing product knowledge, personalized assistance, and guidance to
customers. Learners develop the ability to ask the right questions, identify
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customer preferences, and offer suitable options. The module also emphasizes
how to build rapport, suggest complementary products, and support informed
buying decisions, thereby improving customer experience and increasing sales
potential.

RAS/NO115 - To process payments b'
RAS/NO111 - To follow point-of-sale procedures for age-restricted products Z,
RAS/NO0116 - To process cash and credit transactions , é\g\v
RAS/NO117 - To process returned goods A
RAS/NO113 - To process part exchange sale transactions "<)
RAS/NO112 - To process customer orders for goods O

RAS/NO0126 - To help customers choose the right products Q

RAS/NO0125 - To demonstrate products to customers <

Throughout the module, students are exposed to practi activities, role
plays, case studies, and assessment tools designed ¥ enhance critical
thinking and hands-on learning. The book encourages field visits, interactions
with retail professionals, and scenario-based exe@ to make the learning
process engaging and job-oriented.

In conclusion, Retail Sales Executive servexaﬁ@oth an instructional manual
and a career-building tool. It is aligned wi ational occupational standards
and industry expectations, making it a {mable resource for students aspiring

to enter the retail domain. By the e the course, learners will possess not
just theoretical understanding %also the confidence and competence to
perform effectively in real retai tings.

@%’Q/
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Retail Sales Executive Grade 11

MODULE 1: INTRODUCTION TO RETAILING

Retailing is the final step in the distribution chain in sale of goods and services
directly to the end user for personal use. It involves activities make products
available to customers in convenient locations, at the right time and in the
desired quantity. Retailing plays a crucial role in connecting manufacturers

and wholesalers to the final customer, often involving product display, ,\O¢
promotional activities and customer service. Nz,

Retailing can be store based or non-store base and digital online fos@ S
include supermarkets, specialty stores, online websites and app ni-
channel models.

The retail industry in India is one the fastest growing sector Q@Ké economy,
playing a crucial role in the country’s development. It encompasses a wide
range of business, from traditional local grocery (kira,Q/ stores to large
organized retail chains and modern e-commerce platfongys. With India’s large
population and increasing urbanization the retail s foF serves as a bridge the
producers and consumers, offering a wide variety oods and services across
urban and rural markets.

Digital revolution and e-commerce bo have transformed the retail
landscape in India. Online retailing thro platforms like Amazon, flipchart
and jio-mart etc., has seen tremendo owth, especially post-pandemic, due

retailers have adopted Omni chatyg€l strategies combining physical stores with

to increased smart phone usage a Sinternet penetration. Many store-based
online presence to stay competﬁfﬁ?

Retail Sales Executive pl %Ké' vital role in the day-to-day operation of a retail
store by directly interao@?g(with the customers and completing the sales. They
are often the first nt of contact for shoppers, responsible for greeting
customers warmlyl, understanding their needs and helping them finds suitable
products. Th&ain goal of retail sales executive is to provide a positive

shopping ex@fienee lead to customer satisfaction and repeat business.

The pre@t module on introduction to retailing has been divided into four
sess@s. First session discusses the current scenario of retailing in India, the
cond session covers different forms of retailing, the third session deals with
O’ﬁ;e skills required for retail sales executive and the last session explains duties
6 and responsibilities of retail sales executive.

Q@
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SESSION 1: CURRENT SCENARIO OF THE RETAIL SECTOR IN
INDIA

Retailing is selling of goods and services to the end user of the product and

services for their personal and household consumption. It is the process that b’
involves the activities right from purchasing the products from the
manufacturer or wholesaler and all the efforts focused on making the products ,\O¢
and services available to the end user in smaller quantities. .'\’@

Retail Industry in India ~<')\'

The Retail industry in India is one of the rapidly growing sectors in t@@%ntry
and significantly contributes to the Indian economy (Fig.1.1).

In 2010 the market value of the retail industry was $500 bi‘L@n, it crossed
$900 billion by 2020 and now in 2024 the market value W@ reach over $1.5
trillion and expected to reach $2trillion by 2030. X

) Fig. 1.1: Retail Industry

The key r&% drivers of Indian retail industry are as under:

Risin dle Class and their Disposable Income: The Indian middle-class
po ion is expanding with increasing disposable income. In 2005 the
iddle-class population was 80 million with 20% share in total population; in
20 it was 350 million with 25% share, in 2024 it was around 450 million
with around 30% of the total population and expected to reach 600 million
with a share of around 40% of the total population by 2030.

The average annual disposable income per household in 2015 was 2.5 lakh
rupees, it reached 4.2 lakh rupees by 2020, in 2024 it was around 6.0 lakh
rupees and expected to reach around 9.0 lakh rupees by 2030. (Source: NITI
Aayog reports, world bank estimates, Pew Research, ICE 360 Surveys)
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Digital and E-commerce Boom: India is now considered as 3rd largest online
retail market after China and US. The Penetration of smart phones and
affordable internet facilities led to rapid rise in online shopping. E —commerce
business houses like Flipkart, Amazon and Meesho with their optimized
mobile experiences changed the customer purchase behavior from traditional
stores to the E-commerce apps.

Moy

Growth in Consumption in Tier 2 and Tier 3 Cities: Now in these days’v

retail stores expansion beyond the metro cities like Delhi, Mumbai, Chem@
into the cities like Indore, Lucknow, Coimbatore, Warangal etc. "<)

Importance of Retail Industry in India: The retail industry in 1a is of
immense importance to the country’s economy, society, and develppment. The
following are some of the importance factors that explain ths@nportance of
the Indian retail industry. O

Contribution to the GDP: The retail industry is orﬁlo the most crucial
sectors in the Indian economy. It contributes appro i@ ely 10% to the Indian
GDP.

Employment Opportunities: Indian retaﬂ@mustry is second largest
employer after the agriculture sector. The re@ﬂ industry employed 40 million
people directly and many more indirec@@hrough supply chains, logistics,
warehousing and delivery services. '§

Support to Rural and Urban Eco‘bémies: Now in these days’ retail outlets is

available in every corner of %ﬁ
metropolitan malls to rural kirana stores. Retail sector provides livelihood to

rural as well as urban peoﬁé"of India.

in one and other mode retail form from

Encourages Entreprer[g@;ship: Retail sector is an easy entry point for small-
scale entrepreneur cluding women, youth and self-help groups. Online
businesses like,Aamazon, flipkart etc., creates a platform for local
manufacturer@r ders and services providers.

Develop of Infrastructure: Growing retail industry boosts the
infrastr re facilities like retail malls, parks, logistic hubs, warehouses and

sup,@chains etc. With development of these infrastructural facilities helps
thér al estate and transport sectors also.

pport to Agricultural and FMCGs Supply Chains: Retail industry provides
final link in the chain for form produce, processed goods, and FMCG goods.

Significance of Marketing in Retail

Marketing is a vital function in the retail sector as it acts as a bridge between
the retailer and the consumer. It helps in identifying customer needs,
expectations, and purchasing patterns, which enables retailers to plan
product assortment, pricing, and inventory effectively. Through market
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research and customer analysis, marketing ensures that the right product
reaches the right customer at the right time. Retail marketing also creates
awareness about products and services through advertising, promotions, and
digital platforms, thereby increasing store visibility and footfall.

The importance of marketing in retail lies in its ability to build a strong brand
image and competitive advantage. Visual merchandising, in-store displays,
packaging, and promotional campaigns influence customer buying decision
and enhance the overall shopping experience. Marketing supports custon\e,'\'
acquisition as well as retention by introducing loyalty programs, perso ﬁ@ed
communication, and value-added services. It also helps retailers r d to
changing market trends, seasonal demands, and consumer p1§e
ensuring flexibility and relevance in the market. &

rences,

Additionally, marketing contributes to sales growth ands profitability by
encouraging impulse buying, cross-selling, and up—selling&? assists retailers
in launching new products successfully and managintg product life cycles.
Feedback and customer interaction through mark activities help retailers
improve service quality and address customer concerns effectively. Overall,
marketing in retail is essential for sustaining c@omer satisfaction, increasing
market share, and achieving long-term '\gusiness growth, making it a
cornerstone of successful retail operatiof

Components Involved in the Reta&/@upply Chain

move products from manufa rs to end customers. Retail supply chain is
a crucial system that ens%@s product availability, efficiency and customer
satisfaction. The compon@n s of retail supply chain discussed below.

The retail supply chain involve; e@'the activities and stakeholders that help

Manufacturer/Sup, 's': The first stage in retail supply chain is manufacturer
or supplier of the goods and services from whom the supply chain starts.

Procurement: curement is sourcing or purchasing of products or raw
materials i&raﬂy managed by the retail buyers or the middle person who
negotia@ ces, quality and delivery terms on their behalf.

Wa?using/ Distribution Centers: Warehousing and distribution centers
important and it ensures the products and services available close to final
nsumers.

Logistics and Transportation: Logistics and transportation includes the
movement of goods from the manufacturer to warehouse and warehouse to
the store/customers through road, rail, air, sea and pipeline modes.

Inventory Management: Inventory management in retail is the process of
ordering, storing, tracking and selling goods (inventory). Inventory

Moy

o



C

Z
<2527

Retail Sales Executive Grade 11

management ensures the right products are available at the right time and
right place. It also ensures the goods not overstocked or running out.

Retail Stores/Online Platforms: These are the final selling points where
customers come to purchase the goods. These retail stores include the small
kirana shops, supermarkets, retail malls and also E-commerce platforms like
flipkart, amazon and meesho etc.

Point of Sale: Point of sale is the system used to complete the sale transactio@

in a retail store. It helps in billing, stock updates and customer data collection.

Customer Delivery: Delivering goods and services to the customer_at)heir
place is also one of the components of retail supply chain. Especiglly in e-
commerce platforms and some of the home delivery stores custafer delivery
is critical for speed, reliability and customer experience.

Reverse Logistics: Reverse logistics includes handling of @rns, repairs and
exchanges. These are very important for customer satigfaction and inventory

recovery. ? (@)
Technology and Data Analytics: Supply chain.software, Al and block chain

etc. improves the visibility and decision maki And it also helps to forecast
demand, optimizing the routes and monito rformance.
PRACTICAL EXERCISES '(»

Activity 1: Prepare and presenta&%@/of report on growth factor of the Indian

retail sector. @

Material required: Noteb@}(, pen or pencil and computer with internet

access.
/a
<

Procedure:
. Divide the %ugents into small groups

—_

2. Assign e group a specific growth factor.
3. A% student to collect real data from online sources.
4

.. Ask’the students to prepare a small presentation on how given specific

j@%ctor contributed to retail growth in India.

Economic Growth and Rising Incomes

a. Impact of higher disposable income

b. Emergence of middle class as major consumers
6. Urbanization and Lifestyle Changes

a. Migration to cities

b. Changing consumption patterns and demand for modern retail

<
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7. Demographic Advantage
a. Young population and working professionals
b. Influence of women and dual-income households on retail demand
8. Technology and E-Commerce
a. Internet penetration and smartphone usage v
b. Growth of online retail and digital payments D
9. Government Policies and Reforms
a. Foreign Direct Investment (FDI) in retail QO
b. GST implementation and ease of doing business <&
10. Infrastructure Development ~<)
a. Growth of malls and shopping complexes K/O
b. Improvement in logistics, warehousing, and @ﬁﬂply chain
11. Globalization and International Brands
a. Entry of multinational retailers @
b. Changing consumer preferences @ard branded goods
12. Innovation in Retail Formats @‘
a. Organized retail, superm ts, and hypermarkets
b. Emergence of omni—a@nel retail (online + offline)
13. Financial Inclusion &ffd Digital India Initiatives
a. Expansion of ,{Qi{ing, UPI, and digital wallets
b. Boost to ¢ ess transactions in retail
14. Cultural Social Influences
15. Inﬂue@e of media, advertising, and celebrity endorsements
16. F@val—based sales and discount culture

1lgéBiscuss and finalize the presentation
’\' . Submit the report before the class and note down the suggestions.

QOActivity 2: Group discussions on the significance of retail industry in India.

Divide the students into small groups and ask the students to prepare well on
significance of retail industry in India participate actively in group discussion.

Material required: Notebook, pen or pencil, Chart paper/markers etc.
Procedure:

1. Divide the student into small groups.
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2. Ensure a mix of students in each group to encourage diverse
perspectives.

3. Ask the group to note down key points on the significance of the retail
industry in India, such as:

a) Contribution to GDP

b) Employment generation

c) Linkage with farmers, manufacturers, and consumers '\,'\'
d) Growth of organized and unorganized retail O@

e) Support to small businesses and entrepreneurs Q

f) Impact of technology and e-commerce @6

g) Role in improving consumer choices and lifestyleso

X

h) Influence on rural and urban development X,

4. Each group sits together and begins the dis@ on.

5. Encourage students to: @
a) Share their prepared points. '\
b) Listen carefully to others. "\,@'

c) Build upon each other’s idﬁ'/@/instead of repeating.
6. Respect different opinion @’
7. The teacher will act as ﬁderator and observe group discussions.
8. Ensure every stud éjets a chance to speak.
9

. Provide prom 'gf needed, e.g., “How does retail industry impact rural
economy?” orY “What role does retail play in India’s employment
generatioy’

10. After L@diseussion, ask each group to summarize their discussion

11. A@)up leader or spokesperson can present the consolidated ideas to
the class.

4&. Conclude with a short reflection where students discuss:
OxiS. What new points they learned.
@6 14. Why retail industry is important for India’s economy and society.
‘Q 15. How the retail industry might change in the future?
16. Ask the student groups participate actively.
17. Maintain order and fairness.

18. Summarize key points at the end and ask the students to note down.
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CHECK YOUR PROGRESS
A. Fill in the Blanks

1. Retailing involves selling goods and services to the for
personal and household consumption. b’

2. In 2024, the retail market in India reached over trillion <
dollars in value. é‘(y

3. India is the largest online retail market after China an~d<;@’

US. '\}

4. The Indian middle-class population is expected to reach g

million by 2030. <
5. Retail sector contributes around % to India’s &P.
6. Logistics refers to handling product reéfurns, repairs, and
exchanges.
, : . o
B. Multiple Choice Questions é

1. What was the estimated market value @he Indian retail industry in

20107 \'

a) $100 billion N4
b) $500 billion &6

¢) $900 billion éf&'
d) $1.5 trillion

X
2. Which of the follov& is not an e-commerce platform in India?

a) Amazon ‘
b) Flipka %P
c) Reli éé ower

d)/l?\)&e
@ average household disposable income in 2024 was around:
4 a) 22.5 lakh
O b) 4.2 lakh

@Q c) 6.0 lakh

Q d) %9.0 lakh
4. What is the last step of the retail supply chain?
a) Warehousing

b) Procurement
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c) Point of sale
d) Customer delivery
5. Which component ensures goods are available near end customers?
a) Manufacturer b,
b) Distribution center “0’6
c) Procurement '\-’,»@
d) Reverse logistics '\<)
6. Which government initiative contributed to digital growth in Qa@
a) Atmanirbhar Bharat ]
b) Make in India ~<)
c) Digital India K/O
d) Swachh Bharat O&'
C. State whether the following statements are%e or False.
1. Retailing only deals with bulk sale of go@ to businesses.

Retail industry is the third largest, era}oyer in India.

2.
3. Retail sector supports both mr%’é«nd urban economies.
4. Flipkart and Amazon helpec}?(ve India’s e-commerce boom.
5. Procurement is the ﬁnal@p in the retail supply chain.
6. Retail industry has impact on logistics or warehousing.
D. Match the Column /a
S. &{umn A S. Column B
No. 6% No.
lr&k’g/erse logistics A Entry point for entrepreneurs
6 Middle-class in 2024 B Inventory ordering and
‘& tracking

0 3 Retail Entrepreneurship C Rs. 6.0 lakh average income

4 Inventory Management D Return and repair handling

5 Retail GDP contribution E 10% of the total GDP

6 Retail supply chain F Manufacturer or supplier
start
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E. Short Answer Questions
1. What is retailing?
2. Name any two key factors that have contributed to the growth of the

retail industry in India. b’
3. What is the role inventory management in retail? <
F. Long Answer Questions. ,'\é(y
1. Explain the importance of the retail industry in India? ,\<)

2. Describe the key growth drivers of the retail industry in India?g»\}’

3. What are the main components involved in the retail supply chain?

G. Check Your Performance "<)
1. Make a chart which contains the factors inﬂuencin&@ retail growth.
2. List out the components involve in the retail su chain on the
Presentation slides. é

10
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SESSION 2: FORMS OF RETAILING

Retailing can be categorized in to various types based on type of product, the
target market, the sales channel used, ownership etc. The following is the one

of important classification of forms of retailing.

1. Store based retailing. @b’
2. Non-store retailing. . é\C}'

3. Franchise retailing. ~<) 04

4. Specialty stores. D

1. Store Based Retailing: Store based retailing is selling goods to the
consumers through physical retail outlets. (Fig.1.2) I Cétore-based
retailing customers can visit the store to have a glancé& at the goods
available at the store before making a purchase. T, Qollowing are the
some of the important store-based retailing modc{s/ available in India.

<O

Fig. 1.2: Store Based Retailing

a. Kira ores: Kirana stores are most common retail outlet in India.
Th@ are local grocery shops available at every corner of India
ring groceries, snacks, household items, personal care etc.

. Supermarkets: Supermarket is a self-service shop offering a wide
4 variety of food and household products organized systematically into

O aisles. These supermarkets are generally medium to large format

Z
Q@

offering groceries, packaged foods, beverages, personal care etc.
(Fig.1.3).

11



Retail Sales Executive Grade 11

Fig. 1.3: Super Market

c. Department Stores: A Departmental store is a ¥etail establishment
offering a wide range of consumer goo Xin different product
categories known as departments. De ents are made as per
different types of goods to be sold. It.requires a lot of capital to
maintain different department and Y@e stock of goods. Shoppers
stop, Lifestyle, Central and Wf‘j‘}side are some of examples of
department stores (Fig.1.4). '("'\

Fig. 1.4: Departmental Store

4 d. Hypermarkets: A hypermarket is a retail store that combines a
Ox department store and a supermarket. Often a very large

establishment, hypermarkets offer a wide variety of products such as
appliances, clothing and groceries. Lulu hypermarket and Spar
hypermarket are popular examples of hypermarket.

e. Convenience Stores: Convenience stores are small sized stores
located in residential areas, open for long hours and offer a limited
line of convenience products like eggs, bread, milk and vegetables
etc.

12
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f. Retail Mall: A retail mall is a large shopping area/building
containing multiple stores offering wide range products for sale,
these retail malls often include restaurants, food courts and gaming
area, and entertainment venues. Retail mall is a place to shop, dine
and entertainment under one roof. DLF mall, in orbit mall, Ambience b,
mall, Orion mall and VR mall etc. are best examples of Retail malls <

in India.
X

2. Retailing Procedure of Store based Retailing: The retailing proced@%&

R4

N
&
Q

serving the end use customer. The step-by-step retailing pr re in

in store-based retailing involves a series of steps from planning SE to
store-based retailing discussed below.

a. Market Research and Planning: Market researc d planning
includes identifying the target market and customeg profile, study of
purchasing power and local demand and selectitig Tetail format. The
main objective of this is to understand the customer needs
completion and location preferences.

b. Store Location and Layout Design: i@re location and layout design
involve purchase or lease of a retail"space in high footfall area,
designing store layout like entra &’product shelves, checkout zones
etc., and ensuring accessibili ',\safety and visibility. Store location
and layout design is to c e a strategic location and design an

attractive, function retgi]@tore.

c. Procurement and entory Management: Procurement and
inventory manageéiment comprise the activities of selection of
suppliers, stoc%ods—based customer demand and installation of
inventory gement software to track stock levels.

d. Store Setup and Merchandising: After procurement store setup and

éllsmg is to be done. Arrangement of products attractively

es (visual merchandising), use of signage, price tags and

motlons and organization of product by category or brand. The

ain objective of this step is to create an appealing and organized
shopping experience.

merc

e. Staff Recruitment and Training: Hire and train the employees to
deliver good customer service are comes under this step. This step
involves Selection of sales force, cashiers, stock handlers, security
personal etc. and training them in sales techniques, product
knowledge and store policies etc.

f. Sales and Customer Service: Sales and customers service involves
assist customers in product selection, process payment via cash,
card and UPI etc. and handle returns, exchanges and queries. This

13



Retail Sales Executive Grade 11

is all about selling products and providing excellent customer
experience at the store.

g. Billing and Checkout: This billing and checkout includes use of POS
systems, applying discounts or loyalty rewards and providing
receipts and packaging to the customers.

h. After Sales Service: After sales service helps in building customer
trust and long-term relationships. This stage involves accept f9
product returns and complaints, offer warranties, repair&
exchanges and collect feedback. '\}'

i. Marketing and Promotion: Marketing and promotion is much
important to attract and retain customers with the stor¢’/It includes
in-store promotions, banners and seasonal sale@Qoffer loyalty
programmes, SMS campaigns, organizing/particigating local events
(Fig.1.5). oY

;‘ Market Research |

. and Planning

Store Location
and Layout
Design

Marketing and \ ~
Promotion / —

Procurement
and Inventory
Management

After Sales

Service o

Retailing Procedure
of Store based
Retailing

Billing and
Checkout

Store Setup and
Merchandising

Sales and
Customer
Service

@ Fig. 1.5: Retailing Procedure

.”Non - store retailing: Non-store retailing is selling of goods and services
0 in other than the traditional retail store environment. It includes direct

Staff Recruitment
and Training

selling, Tele Vision shopping, catalog sales and online retailing (e-
@@ commerce).
Q a. Direct Selling: Direct selling is selling to consumers directly at their
home or office through personal demonstration. Best example is
Tupperware.
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b. Television Shopping: Television shopping showcases the features of
the goods and order mechanism on TV channels and customers place
the orders via phone or online. Goods will be delivered through post
and other delivery channels (Fig.1.6).

Fig. 1.6: Television Sh@pi g

c. Catalog Sales: Printed catalogs sentto the customers via mail and
other means customer orders thg%ds from the received catalog and
goods are sent by the post Witk er modes of delivery (Fig.1.7).

&

O’\,
Fig. 1.7: Catalog Sales

d. Online Retailing (e-commerce): Online retailing or electronic
commerce (e-commerce) includes a wide range of online modes for
selling of goods and services. These includes online websites, mobile
apps like Amazon, flip kart, Meesho etc., and food delivery service
apps like zomoto, swiggy etc., (Fig.1.8).
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Fig. 1.8: Online Retailing (E-Comme@

4. Retailing Procedure of Non-store Retailing: Ndf-store retailing refers

to selling goods and services outside the Qitional physical store
format, using channels like e-commerce websites, telemarketing, mail
order, television shopping, mobile apps, and direct selling. The
procedure generally begins with ider?{}fying the target customers and
promoting products through digit direct channels instead of a shop
visit. Customers browse prod details online or through catalogs,
place their orders using phorfe; internet, or sales representatives, and
make payments through @ﬁre gateways such as cash on delivery,
credit/debit cards, or &d wallets. The retailer then processes the
order, arranges packdging, and ensures safe delivery to the customer’s
doorstep. After-s;ge@f service, return policies, and customer feedback
also form an ntial part of the Non-store Retail procedure. This
method provi@convenience, wider reach, and flexibility while reducing
operatio osts compared to store-based retailing (Fig.1.9).

&

KA 4

N
&
Q
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Customer Targeting .] i ' 6
y i

and Market Research Logistics and Delivery

Platform Selection 2 7 Customer Support

and Setup and Communication

r I Retailing 6
Product Listing and | Procedure of 5 Returns and Refund
Information Non-store - Management

are
Retailing
Order Management 4 A A 59 Promotion and
System 7 < 3 Marketing O
Payment Processing 5 | 0 Eat:bA”Eklyﬁcs and
¢ | eedbac

N/
Fig. 1.9: Retailing Procedure of Non-Store )Ef)&iling

a. Customer Targeting and Market Resear l@Retaﬂing procedure in
non-store retaining starts with identifying customer needs and
preference. It includes the activities @nalysing of online shopping
behavior and digital trends, segtqyenting the audience based on

demographics and interest -,»@'

b. Platform Selection and Setup: Choosing a right channel for non-
up it is a crucial aspect. It involves
platform to offer our products and design
for the customers to access and browse the

store retailing and setti
developing or registeri
user — friendly interfa
products and a Qe’%‘ure payment system for finishing transaction.
Types of platf S available are given below

i. E—cc@wroe platforms: Website and mobile app (e.g., Amazon,
Flipkart etc.)

ii. Shopping / Telemarketing: Naaptol, Teleshop etc.
fiv Social Media Commerce: Instagram, Facebooks shops
iv.  Direct Selling: Amway, Tupperware

4 c. Product Listing and Information: It involve the activities of upload

O'\' high quality images and videos on product features, benefits,

6 specifications, usage etc., display of product price and reviews, and

6 use Search Engine Optimisation (SEO) friendly descriptions for
Q better visibility.

d. Order Management System: Order management system is to track
and process customer orders. Integrating order tracking tools,
notifying customers at each stage like order confirmation, shipping

17



Retail Sales Executive Grade 11

delivery etc., and update of inventory in real time, are the activities
involved at this stage.

e. Payment Processing: Ensuring smooth and secure transaction is
very crucial in non -store retailing. It includes offer multiple payment
options such as Unified Payment Interface (UPI), debit card, credit
card, wallets, Cash on delivery (COD) etc., use of secure gateways
and send digital receipts and payment confirmation. . y

f. Logistics and Delivery: Delivering the ordered goods in time i
much important in non-store retailing. The activities such as ner
with logistic/courier firms, offer tracking and informing<gstimated
delivery time, ensure proper package and safe handling@re the part
of logistics and delivery. «<)

g. Customer Support and Communication: Bgilding customer
support system such as chatbots, email and, help line system are
some of the important activities of this sta is customer support
and communication helps in buildirérust and retailing the

customers. @

h. Returns and Refund Managemeﬂ% The activities of providing easy
return request options, pick up-&@éturned goods, process of refunds
and update customer on ref status are part of this stage.

i. Promotion and Marketjz’é.’ Run ads, offer discounts, flash sales,
loyalty programs and fic
part of the promotion‘and marketing.

ations on new offers and launches are

j- Data Analytics &%Feedback: Data analytics and feedback system
helps in im ing the performance using data insights. The
activities ales tracking, conversion rates, customer behavior,
collectionl of feedback and rating are part of this step.

5. Omni &'nnel Retailing: Omni channel retailing is a seamless and
integ}?e’d approach to retail which provides customers with a unified
S ping experience across store based (physical) and non-store based
@;ﬁgital) channels of retailing. Here, customers can move smoothly
between the store based and non-store- based form retailing during

O‘\’ their shopping.

@ Tata CliQ, Reliance Retail, Nykaa etc., are the examples of Omni channel
@ retailing. These stores integrated with their offline stores, customers
Q can check store availability, order online, pick up and return / exchange

at nearby store (Fig.1.10).
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Fig. 1.10: Omni Chan O

6. Franchise Retailing: Franchise retailingi$)a retail business form where
a brand owner (Franchisor) gives @ission to another person
(Franchisee) to run a retail outlet \¥1g the branch name. Products,
systems and support is bein '\prov1ded by the franchisor and
income/profit shared accor 1@ to their agreement. Bata, Archies,
Raymond’s, Domino’s Piz @c are the examples of franchise retailing.
(Fig.1.11) and (Fig.1.12

Fig. 1.11: Franchise Retailing
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Fig. 1.12: F 3 ise Retailing

7. Specialty Stores: Specialty)e@res are retail outlets that focus on a
specific product category. @ering a deep assortment of products in
category along with exp@nowledge and personalized service.

Manyavar stores Sp%alized in ethnic wear, Tanishq stores offer gold
and diamond jewellery, Appolo pharmacy provides specialized products
in healthcare @’%’Or etc. are the examples of specialty stores (Fig.1.13).

4
@"Ob
@
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)
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° ‘0’
Fig. 1.13: Speéhaty Store
PRACTICAL EXERCISES K/@

Activity 1: Presentation on fo of retailing.

Material required: Chart er, Notebook, pen or pencil and computer with
internet access, projectga., nd screen (if use of digital tolls available and
permitted).

o
Procedure:

1. Divide the @nts into small groups.
a) Grov@z Department Store

b) Gretp 2: Convenience Store
4 roup 3: Online Retailer (E-commerce)
'\' d) Group 4: Direct Selling (Door-to-door or MLM)

2. Ask the student to collect real data from online sources on different forms
retailing.

a) Ask students: “Where did you shop last week? Was it from a store,
online, or through any other channel?”

b) Write their answers on the board under headings: Store Retailing, Non-
Store Retailing.
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c) Each group acts out a short sales interaction.

3. Students create posters showing examples of store-based retailing
(supermarkets, specialty stores) and non-store retailing (telemarketing,
online platforms).

a) Show retail brand logos (e.g. Walmart, Amazon, Big Bazaar, Flipkart, 66’

Amway). «{)

b) Students identify which form of retailing each represents. "\,@
c) Provide a short case: “A customer wants groceries quickly at nig “@

d) Students decide whether convenience store, supermarket,@ online

retailing would be best. <
4. Prepare quick questions: ~<)
a) Which retail form uses catalogs? )Q/O

b) Which form is best for emergency shopping? O&/
c) Which is growing fastest today?
5.“Store Retailing is better than Non-Store Ret@ng.”
a. One team supports store-based, tl}e&er supports non-store retailing.

b. Students survey family/friends: @ﬁieh type of retailing do you prefer
and why?” )g/@

c. Share findings in the nex (Qgs.
3. Ask the students to pre@e a small presentation.
4. Discuss and finalize t@presentation
5. Submit the repo ore the class and note down the suggestions.
Activity 2: Prepafie a chart on franchise retailing.
Material req d: Chart paper, Notebook, pen or pencil, color pens, adhesive
plaster, tc.
Proc 1%:@

ivide the students into small groups (4-5 members each) to encourage
O‘\, teamwork and collaboration.
2.

@6

Q 3. Begin the activity with a brief explanation of franchise retailing (e.g.,
“Franchise retailing is a business arrangement where a retailer operates
under the brand name and business model of an established company
by paying fees or sharing profits”).

Assign each group the task of preparing one chart on the topic Franchise
Retailing.
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4. Show a few examples such as McDonald’s, Domino’s, KFC, Reliance
Trends, etc.

5. Instruct each group to design their chart using the given materials.
6. The chart should include:

a) Definition of Franchise Retailing

b) Features of Franchise Retailing Nz,

c) Types (Product Franchise, Business Format Fran@
Manufacturing Franchise, etc.) O

d) Advantages and Disadvantages Q

&

e) Examples of well-known franchises in India and abrg@

7. Encourage them to use diagrams, logos, pictures, @i flowcharts for
better presentation.

X
8. Each group presents their chart to the class En@explains the content.
t

9. Other students can ask questions or add@oi s to the discussion.

10. After all groups have presented, summarize the key points on franchise
retailing (definition, features, import;zg e, and examples).

11. Highlight the role of franchise %ﬁing in modern business and retail
growth. LY

12. Ask students to write d@%e summarized points in their notebooks
for future reference.

Activity 3: Create a ﬂoxb&aart/ poster on retailing procedure of store-based
retailing. ,g
Material required: Ghart, pen/pencils, color pens, adhesive tape, gum etc.
Procedure: b

1. Divi{e/\a‘{e students into small groups of 4-5 members each.

2. A@%n each group to work collaboratively on one stage of store-based
tailing (e.g., procurement of goods, display and merchandising, selling
process, billing, or after-sales service).

O 3. Ask each group to select any one stage of the store-based retailing

Z
Q@

procedure.
4. Example stages:
5. Purchasing from wholesalers
6. Receiving and stocking goods
7

. Displaying merchandise
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8. Customer service and selling
9. Billing and payment

10. Handling complaints/after-sales service

11. Instruct students to prepare a flow chart or poster showing the step-by- b,
step procedure of their chosen stage. <
12. Encourage them to use arrows, boxes, diagrams, pictures, or symbqls/;('»
to make the chart more attractive and clearer. '\',\'
13. Example: For “Billing and Payment” — “Customer brings it —
Scanning/Manual Entry — Total Calculation — Payment Co@ction -
Receipt Issued.” <

14. Within the group, students should discuss the conteﬁ@ design, and
presentation of their chart/poster. O

X
15. Finalize the chart by ensuring all steps are arranged in logical order.
16. Each group presents its chart/poster in fro the class.

17. Group members explain the process ar@ﬁghlight key points of their

stage in store-based retailing. '\

18. After every presentation, other s @nts can give suggestions or ask
questions. &

19. The teacher summarizes thesiniportant points of each group’s work.

20. Students are asked to e down the key suggestions and finalized

flow/procedure in tl%(,notebooks for revision.
Activity 4: Demonstra{@’ of non-store retailing procedure.

Material required:@ndmade charts, paper screens, digital slides to create
mock online stor

Procedure:

. DP?V the students in to small groups
@s the student groups select a platform for online retailing.

5

Ask the student groups prepare charts, papers screens, digital slides

O required and create the online retailing environment for their select

@ online platform.
@ 4. Ask the student groups to demonstrate the retailing procedure such as
Q product lilting and details, payment process and customer support etc.

5. Each group demonstrates one part of the retailing procedure:

a) Group 1: Product Listing and Display (arranging and labeling
products, providing details).
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b) Group 2: Payment Process (billing, scanning/manual entry, payment
collection, issuing receipt).

c) Group 3: Customer Support (handling queries, returns, complaints,
after-sales service).

6. Allow 10-15 minutes for each group to plan their role play: 66’

a) They can design small props like price tags, receipts, or customer"{)
feedback slips to make it realistic. ,&\,@

7. Each group comes forward and enacts their assigned retail procedtiwre:

a) Students act as sales staff showing product details (featuses, price,
discounts). <

b) Customer brings items — cashier scans/records ité}Q — payment
made (cash/card/digital) — receipt issued. K/O

c¢) Handling a complaint (e.g.,, damagedX  product), offering
exchange/refund, or guiding the custome

8. Other groups observe the demonstration earefully.

a) After each act, the teacher and sttxgents discuss what went well and
what could be improved. . QO

&
9. Teacher highlights the importa@" of each stage in building a smooth
retailing experience. X

a) Emphasize accuracyﬁbﬂling, politeness in customer support, and
clarity in product %t S.

10. Students write do %he summarized steps of the retailing procedure in
their noteboo reference.
11. Summarize I@f:lcept and ask them to note down.
CHECK YOUR PROGRESS
A. Fill 1% Blanks

1. stores are the most common local grocery shops in India.
Q.EA is a combination of a supermarket and a department store.
O\' 3. In retailing, goods are sold without using a physical retail
@ store.
@ 4. retailing involves shopping through both online and offline
Q channels.
5. retailing uses a licensing model where a franchisee runs a

business using the brand name of the franchisor.
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6.

stores specialize in one product category and offer expert
knowledge.

B. Multiple Choice Questions

1.

S
@@

Q .

. What is an example of a department store in India?

Which of the following is a feature of a convenience store? b’
a) Located inside malls <

b) Open for limited hours s é\gy

c) Small in size, located in residential areas ,\<)

d) Offers only clothing items QO

a) Tanishq "C)
b) Lifestyle &O
c) Apollo Pharmacy X

_ O
d) Domino’s é

. What is a key feature of franchise retaili@

a) No brand supports &
b) Ownership is shared »
c) Brand owner allows use offgdme and system

d) Products are manufac d locally only

. Which platform is best associated with non-store online retailing?

a) Shoppers Stop, ()

b) Amazon Q
c) Kiran S%ore
d) Sp@éy‘permarket

. W‘?‘( of the following is a specialty store?

) D-Mart
b) Archies
c) Tanishq
d) Inorbit Mall
Which of the following is an example of omni-channel retailing?
a) Only online store
b) Only physical store
c) Tata CLiQ
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d) Catalog sales

C. State whether the following statements are True or False.

1. Retailing only deals with bulk sale of goods to businesses.
2. Retail industry is the third largest employer in India. b,
3. Retail sector supports both rural and urban economies. @,6
4. Flipkart and Amazon helped drive India’s e-commerce boom. -,\’@
5. Procurement is the final step in the retail supply chain. '\C)
6. Retail industry has no impact on logistics or warehousing. O
D. Match the Columns ]
AN
S. Column A S. Column'B
No. No. ,(Q
1 | Hypermarket A | Integrated oﬁQi/ne' and online selling
2 | Kirana Store B | Mail-bas roduct selection and
orderin
3 | Franchise Retailing C Spe@)ty healthcare retail store
4 | Appolo Pharmacy D ement to use brand and
;A stems
S | Omni-channel @'\' Combined supermarket and
Retailing ./,,5/ department store
6 | Catalog Sales “V F | Local grocery shop
E. Short Answer Questio s
1. What is store-bas etailing?
2. Define non-s retailing with two examples
3. What is a‘%chise retailing?
4. What pecialty stores?
F. Lon wer Questions

&5
c}f
@6 .

xplain the types of store-based retail formats in India.
Describe the procedure involved in non-store retailing?
What is Omni-channel retailing and how does it benefit consumers?

Compare store-based and non-store retailing with suitable examples?

Q G. Check your Performance

1.

Prepare customer support system such as chatbots, email and help line
system
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SESSION 3: SKILLS REQUIRED FOR RETAIL SALES
EXECUTIVE

The retail sales executive is a front-line employee in a retail store to attend the
customer. The role of a retail sales executive in a retail store is crucial for
driving sales, ensuring customer satisfaction and maintaining smooth store
operations. The nature of retail sales executive job role in a retail store is very
dynamic, customer centric and performance driven. The detailed overview.}?
given below (Fig.1.14). '\,

O“O

<

/

Customer—Facing Target—Oriented
Role Job
Product & Skills Required :
System for Retail Sales Shift=Based
Knowledge Executive Work
Team Oriented but Physically Active
Independent Job Role

Fig. 1.14:Roles and Skills Required for Retail Sales Executive

1. Custom acing Role

Re a@%les Executive directly interacts with the customers on the store

ﬂé. He requires good communication, listening and interpersonal

@.{ills to face the customer. And retail sales executive must be polite,
friendly and helpful to the customer all the times.

O\' 2. Target-Oriented Job

6 Retail sales executive job often have daily, weekly or monthly sales
Q@ targets, incentives are offered for achieving or exceeding the targets and
they should focus upon up selling and cross selling.
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3. Shift-Based Work

The retail sales executive job typically involves rotational shifts
including weekends and even holidays. The working hours of the job can
be long, especially during festivals, holidays or sales seasons.

4. Physically Active Job Role @b

The job of retail sales executive requires standing and moving around "O’
the most of the shift. It also requires physical tasks such as arranggn’g@
products, stocking shelves and assisting customers physically. ~<)

5. Team Oriented but Independent

The job role of retail sales executive is part of a sales team ynder a floor
manager. And one must able to handle the job independ@t y when it is

required.
x O

Retail sales executive must stay updated or%@uct details, offers and
inventory. And should know how to operate the point of sale system and
handle and complete the transactions.

6. Product and System Knowledge X,

Skills required for Retail Sales Executiv&

A blend of soft skills, technical know—ﬁ?ﬁr and customer-oriented traits are
essential for a retail sales executive)@%: 1.15).

@@'

C)(

Teamwork
Customer
Service
O skills
X Skills required
6 for Retail Sales
Executive
4 5 Problem

Solving Sales and

O Ability Persuasion Skills

@@ Product
Knowledge

Fig. 1.15: Skills required for Retail Sales Executive
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Communication Skills

Clear and polite verbal communication skills are needed to receive the
customer, active listening skills essential to understand the customer
requirements and ability to explain products and offer effectively to make the
purchase the products, are every much required.

a) Verbal communication: Clarity and commanding in explaining the

product features, benefits and offers to the customers are requh%@

Speaking in a polite, professional and engaging manner is very %

required. ?3,
b) Body Language: Maintaining good posture, eye contact an riendly
smile and use of gestures are very necessary for a retail sal@ executive.

Customer Service Skills O

Retail sales executive must be friendly and with appg(gchable attitude.
Patience in handling complaints or difficult customegs is also very much
required. Positive attitude like greeting custom @ith a smile, showing
enthusiasm is also required skill for retail sales eXecutive. Empathy towards
customer is essential to understand and res the customer feelings and
concerns. The main focus is on delivering 't\positive shopping experience to
the customer. Q

N
Sales and Persuasion Skills @‘

for a retail sales executive. Ski n up selling and cross selling will help the
retail sales executive in ac]i;?/i g their targets. High confidence levels are also
required for meeting or e ding sales targets.

X
The ability to influence purcha§ @ecisions of the customer is very essential

a) Up selling: E ‘&raging the customer to bury higher end or upgraded
model of a pr@ct which they are already considering to buy. The main

purpose p selling is to increase the transaction value and provide
better e or quality product to the customer.
Exa es:

i uggesting a fresh arrival model with more storage and battery and
44/ other features for the smart phone buying customer.

ii. Recommending a premium range of product instead of the basic
model.

iii. Promoting the extended warranty or service plans in addition to the
existing of standard plan available with the product.

b) Cross-selling: Encouraging the customer to bury related/
complementary/ accessories related to the product in addition to the
main purchase. The purpose is to increase total sales and enhance the
customer’s product usage or satisfaction.
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Examples:
i.  Suggesting socks or shoe polish for the who customer buys shoe.
ii. Recommending a screen protector or a case with a mobile phone.
iii.  Offering a matching belt with a pair of trousers. b,
Product Knowledge ,\O,Z/

Product knowledge such as features, usage, benefits and technic&@

specifications etc. is required for retail sales executive. Having awaren

latest stock, offers and new arrivals is also very much important. Thg\?b lity
u

to compare different products and recommend products also h I in
successful completion of the transaction. &
Problem Solving Ability O

Smooth handling of customer objections or issues and(&ick thinking to
resolve queries are very much essential for the retaik sales executive. Key
aspects of problem-solving ability.

a) Identifying the customer problem: aéent listening skills are
essential to understand the concerns or‘¢émplaint.

b) Analyzing the Situation: Assessin e root cause most important to
find a solution. Retail sales execu@ e has to find out the reason causing
the problem to the customet&l'/@e any product defect, billing error or

delay in service. Qr

c) Finding a Solution: &r suitable alternatives such as product
exchange or disco etc. after careful consideration of company
policies. It is als'ﬁ@nportant to provide clear and honest explanations
to the custo

d) Maintaining a positive attitude: Retail sales executive must stay calm,
patient %)rofessional and he has to reassure the customer and tune
negatj@/experience into a positive one.

Teamw@&

Coofdinhation skills required to work with team in managing floor duties and
ing of responsibilities is also important to meet the store targets. The
O lowing are the some of the important teamwork skills.

@ i. Communicating openly and respectfully.
Q® ii. Being reliable and responsible with the tasks.
iii. Helping the colleagues when they are overwhelmed.

iv.  Accept the feedback from the fellow team members and give constructive
suggestions to your colleagues.
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v. Celebrate team success.
Basic Computer and Point of Sale Handling Skills

Basic computer skills to operate billing procedures and systems, point of sale
handling skills and handling of digital payment are required (Fig.1.16). b’

Fig. 1.16: Computewnowledge

a) Basic Computer Skills A
1. Use of MS-Excel, Word an%ﬁbentory systems.

2. Basic internet skills s s E-mailing and browsing.
3. Quick and accuratiat ing skills.

4. Operating barc scanners and printers.
b) Point of Sale '&dling Skills
1. Billing and scanning of products.

2. Pr())\r?e’éfng payments.

3 %ﬁp ying discounts.
gj. enerating receipts and maintain transaction records.
i Management

xioritizing tasks during busy hours is essential for a retail sales executive.
Timely restocking is also very important. The following are some important
@ tips of time management for retail sales executive.

Q a) Start the day with a to-do-list.
b) Use slow hours to prepare for peak times.

c) Avoid distractions during customer interactions.
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d) Use digital tools such as POS system, Inventory apps efficiently.

e) Take short, planned breaks to stay refreshed.
Physical Stamina

Retail sales executive must have ability to stand for long hours, and sufficient b,
physical strength for lifting and stocking the products in time. The following €
are some important tips which help in improving or maintaining physical

"o

stamina (Fig.1.17). ,\:\,

J
O Fig. 1.17: Physical Stamina for RSE

a) S )%/g hydrated and taking balanced meals.
l@lear comfortable clothes and shoes.
é) Take short breaks to stretch and relax.
@ d) Do exercise regularly to build endurance.

&

Q PRACTICAL EXERCISES

Activity 1: Field visit to retail store to observe and learn the role and nature
of retail sales executive

e) Get sufficient rest and sleep.

Material required: Notebook, pen or pencil
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Procedure:
1. Divide the students into small groups.
2. Organize a visit to a nearby retail store.

3. Ask to the students in to groups to observe the following activities
performed by the retail sales executive.

a) Interaction with the customers. s é\gy
b) Handling billing and POS system. '(')\:»
c) Organizing and managing products in shelves. QO

d) Team work

4. Ask the students to collect information from the retail’*@es executive
and store supervisor information regarding the s@s targets, shift
timings etc.

X,
5. Ask the students to prepare and submit @a(brief report based on
observations and information collected. Q :

Activity 2: List out skills required to perfo@ the job role of retail sales
executive.

Material required: Chart paper, Notebgék, pen or pencil, color pens, adhesive

laster, gum etc.
p gu &@

Procedure: Qr
1. Divide the students intcﬁall groups.

2. Organize a visit to é, arby retail store.

3. Ask to the s@'gnts in to groups to observe the following activities
performed b e retail sales executive.

a) Recei@ the customer
b) ing and cross selling
C)@escribing Product features, specifications etc.

@) Handling the POS system.

O‘\, 4. Ask the students to collect information from the retail sales executive

Z
Q@

and store supervisor information regarding tips on time management,
customer service, team work, workouts to stay fit and active throughout
the shift etc.

5. Ask the students to prepare and submit a brief report based on
observations and information collected.
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CHECK YOUR PROGRESS
A. Fill in the Blanks

o

>

1. Retail Sales Executive is a employee who directly attends
customers in a store.

2. and are important sales techniques used to <
increase transaction value.

3. The job of a retail sales executive is and dri\(\ebf\:»

4. A retail sales executive must have knowledge about operatj@ the

system for billing.

5. stamina is necessary as the job involves s‘%ﬁﬁg for long
hours.

6. skills help in resolving customer complaints and turning
negative experiences into positive one. O’Q/

B. Multiple Choice Questions é

1. Which of the following is a key feature o@retail sales executive's job?
a) Back-office management &
b) Field marketing only e

3.

c) Direct customer interactioff,

d) Only online operations

. What is upselling? ¢x,

a) Recommending/¢heaper alternatives

b) Selling un@ted products

c) Prom ‘rx% a higher-end product to a customer
d) Avoidihg customer suggestions

W@& of these is not a part of teamwork skills?

) Communicating respectfully

4 b) Competing against teammates

&
Q

4.

c) Helping overwhelmed colleagues
d) Accepting feedback

A POS system is used for:

a) Security and surveillance

b) Product manufacturing

c) Billing and transaction processing
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d) Social media promotion
5. What does cross-selling involve?
a) Selling an upgraded version of a product
b) Encouraging unrelated purchases
c) Suggesting complementary products “C’
d) Offering free samples D
6. Which of the following helps maintain physical stamina?

a) Skipping meals QO

b) Working non-stop <
c) Wearing uncomfortable footwear ~<)
d) Taking regular short breaks K/O

C. State whether the following statements are Trl.@)%’r False.

1. A retail sales executive’s role is purely technical and does not require
customer interaction.

2. Cross-selling means offering a higher:priced model of the same product.
3. Sales executives often work in sh.(t}, including weekends and holidays.

4. Body language and verbal co unication both play an important role
in customer service.

5. Retail executives are nﬁxpected to know anything about product
specifications. X

6. Empathyisav h@a%ie trait for handling customer concerns.
D. Match the ColuQs

Ve

S. lumn A S. Column B
No. O No.
]0;<“Upselling A | Accepting feedback and cooperating
P g‘, POS system B | Identifying and resolving complaints
4V3 Physical stamina C | Knowing features, benefits and
‘\, specifications
O 4 Teamwork D | Suggesting premium or upgraded
6 products
Q@ 5 Problem solving E | Used for billing and receipts
6 Product Knowledge F | Needed for standing and stocking

E. Short Answer Questions

1. What is the role of a retail sales executive?
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2. Define upselling with suitable example?

3. Why is time-management important for retail sales executive?

4. What are the basic computer skills required for a retail sales executive?

5. Mention any two physical stamina tips for retail sales executive? b,
F. Long Answer Questions ,\c\,@

1. Describe the role and nature of retail sales executive? D

2. What are the skills required for retail sales executive?

G. Check Your Performance QO

1. Practice communication, listening and interpersonal skill§’to face the
customer.
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SESSION 4: DUTIES AND RESPONSIBILITIES OF RETAIL
SALES EXECUTIVE

Retail sales executive is very crucial in smooth functioning of a retail store,

he/she directly engages customers and completes sales. The primary duties b’
include greeting customer warmly; understand their needs, and assisting

them in selecting suitable products. Retail sales executive is responsible for«(}
proving detailed product information, recommending products and also to ablé”>
handle billing payment processes. The key duties and responsibilities of retai

sales executive are discussed below. '\}'

Greeting and Assisting Customers in Product Selection Q

Greeting customers in a retail environment is one of the moskb@ortant first
steps in building a positive shopping experience. A warm,” friendly and
professional greeting sets the tone and can inﬂuer)Q the customer’s

willingness to buy (Fig.1.18). X,
N

%

@ Fig. 1.18: Greeting Customers

O 1. It creates a welcoming atmosphere.
2. A welcoming greeting makes customers feel valued and respected.

3. If customer greeted properly customer open up for further
communication and assistance.

4. It also helps in building trust and loyalty.

5. Proper greeting increases chances of making a sale.
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Steps to Greet the Customer in Retail

Greeting customers is the first step in creating a positive shopping experience.

The process begins with making eye contact and offering a warm smile as the
customer enters the store. The salesperson should then greet politely with
phrases like “Good morning” or “Welcome to our store.” Using the customer’s b'
name (if known) or a friendly tone makes the interaction more personal. The Z,
next step is to help without being pushy, for example, “How may I help yo v
today?” or “Is there something specific you are looking for?” Maintainirrg;&
professional, approachable attitude and open body language helps cust(')\@rs

feel comfortable, valued, and more willing to engage, which sets the for a
successful retail interaction. Few steps to greet the customers:

A. Eye Contact: Eye contact makes the customer feel ack@gfedged.

B. Genuine Smile: A friendly expression with pleaganht smile makes

Y

X
C. Friendly Greeting: Greeting with polite wordé rhdkes customer open up

for further conversation. Examples of propergreeting are given below.

customer feel comfortable.

)

. Good morning! Welcome to “store n 7.

a
b. Hi! How can I help you today? , (a}

x
Good morning Sir / Madam! é‘&t me know if you need any help.

o

e

Hello sir / madam! we })é}ef got some great offers going on — can I
show you something

D. Personalize if Possible: If the customer is regular to the store use his
name while greeti m and also try to mention past purchases.

Steps in Assisting omer in Product Selection

and guiding t toward the right choice. The process begins by listening

carefully to@e customer’s requirements and asking relevant questions to

clarify Sférences such as budget, quality, size, or brand. Next, the

salesper§on should present suitable options, highlighting key features,

be s, and differences between products. Demonstrating the product or

ing samples, if possible, helps the customer make an informed decision.

O$is important to answer questions honestly, address concerns, and provide

comparisons without pressuring the customer. Finally, the salesperson should

@ confirm the customer’s choice and ensure they feel confident and satisfied with
Q their selection, creating trust and building long-term relationships.

Assisting customg‘s in product selection involves understanding their needs

The Steps involved to assisting customers in product selection are as under:

a) Understand the customer by asking open — ended question like what
occasion are you shopping for?
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b) Pay close attention to their preference, budget and requirements and
suggest products based the customer requirement.

c) Try to explain the differences between similar products to help them
choose right product.

d) Encourage the customer touch, feel, test or try the product if the store
norms permit. «4\

e) If customer hesitates, clarify the doubts and handle the custop%;,
objection patiently.

f) Suggest the customer about the related items or accessories t%ﬁ?&ross
selling.

g) Finally respect the customer decision and let the Cust\s@er make the
final decision without pressure. O

X

Do’s éb)on’ts

Smile and try to make eye contact | Never I@re customers or look

distr%ﬁd

Do’s and Don’ts
X

Be polite and respectful %C;?{ Be too aggressive or pushy
Listen attentively @’Avoid interrupt or talk over the
é customers

Adjust tone for different &é‘fomer Avoid use of slang or overly casual
types 0 language

Maintaining Pro %;\/Dlsplays and Stock Levels

Maintaining a ive displays and accurate stock levels is very essential in
retailing toaafsure product visibility, promote sales and create a smooth
shoppi &perlence. Maintaining Product Displays involves the following

acti%i/es.
é .

)" Visual Merchandising: Visual merchandise is arranging the products

O neatly and attractively with a motive of getting immediate customer

Z
Q@

attention while entering the store.

b) Proper Labeling: Price tags, product names and related offers should
be properly displayed.

c) Follow layout guidelines: Layout guidelines set by the store
management or brand must be obeyed while organizing the shelves and
products.
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d) Clean and neat organization: Regular cleaning of shelves, folding the
cloths and keeping the display tidy is required.

e) Update Displays: Displays should be updated upon festivals, offers and
seasons to attract customer footfall.

f) Highlight Promotions: High margin products and promotional @b’
products should be placed in prime location. '\Qv

Maintaining Stock Levels includes the following tasks: "\,@

a) Shelf Replenishment: It is important to refill shelves and racks en

N

stock runs low. ?
b) Stock Rotation: First-in-First-Out principle should be@l owed to
prevent product expiry or obsolescence. '\<)

c) Inventory Checks: Regular checks should be dépe by means of
counting of items and reporting the missing, dang%ged or expired stock.

d) Reporting Low Stock: Report to superviso\f_ﬁ@ use of system alerts
when stock needs to be reordered.

e) Receiving Deliveries: Retail sales exec@ve should help in unloading
the stock and Check the stock agi@invoioe while receiving the new
items arrive. Delivery is also very itgfortant and helps in unloading the
stock. <

f) Backroom Operation: Ke @g the store room neat and label the goods
for easy access. &

Achieving Sales Target J@r Product Promotions: Achieving sales targets
and promoting the prod@ets are crucial duties of the retail sales executive.
These activities dire pact the revenue and customer shopping experience
and overall success 0f the business. Understanding the sales targets such as
daily, weekly §§monthly sales targets is very essential for a retail sales
executive. B e of up selling and cross selling techniques the retail sales
executiv & maximize the sales. Promoting the new arrivals and offers are
also veré‘nportant duty of a retail sales executive. In-store promotions like
us banners, posters and display stand can be used to promote the
ucts. Verbal promotion like explaining the offers to the customers and

O er suggestions can also be used to promote the products.

Providing product information and recommendations: One of the key
responsibilities of the retail sales executive is to provide accurate product
information and offer useful recommendations. This is very much required for
building trust and boosting sales. Product feature such as size, color weight,
material used does and don’ts should be explained as quick possible. The key
benefits of the products can also be described; demonstration of usage
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instructions can also be done. Informing the customer about the price and
relevant offers such as discounts on going promotions is also important.

Handling Billing and Payment Processes: Handling billing and payments is
an important responsibility of the retail sales executive. It is the duty of the
retail sales executive to ensure a smooth checkout experience, builds
customer trust. The following are key tasks involved in this.

Preparing for Billing: Checking the items, scanning the barcodes and®

applying the discounts and promotional offers are comes under this %
preparation category. O

Processing Payments: Payment processing is a crucial task of the @aﬂ sales
executive. Payment may be in cash, by use of cards, digital and EMI/Finance
options. In case of cash transaction, proper care is to be tak'}@to count the
cash received and return correct change. Customer (fhay pay using
credit/debit card, in this case, the tasks of swip ir&ert of card, OTP
verification or entry of PIN are to performed to omplete the transaction.
Generate the QR code/send payment link or re t to the customer if the
customer wants pay through UPI and other waltets. Care should be taken in
preparation of proper documentation accqrding to the requirement of the
partnered banks or apps to complete tra.ngé\cﬁon in EMI/finance mode.

Generating Invoices and Receipts: | ?ssential to provide proper invoice to
the customer for his purchase. ¢ generating the invoice ensure that
invoice should include the folﬁ%&@f

ties

a) Product names and qua

K

c) Discounts ap 6’0
d) Taxes (GST \%2)
e) Paymen@'rﬂhod

‘%&};’nact details.

b) Product details

f) S
Handling Returns and Refunds: Handling returns and processing the
refi is also an important duty of the retail sales executive. Store policy
% t be followed while processing returns, verifying the receipt and payment
ndition etc. are most important in this regard. Refund may be in the form of

@ Return of amount in original payment mode or issue store credit/voucher. And

Q@

finally maintaining the records of all the returns and refunds is also is duty of
the retail store executive for further reporting purpose.

End-of-Day Duties: At the end of the day retail sales executive has to reconcile
the cash register, generate daily sales reports, and deposit the cash as per
protocol and report discrepancies if any to the supervisor.
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Managing Customer Feedback and resolving complaints: Retail sales
executive must listen patiently respond politely and resolve the issues
efficiently. Always encourage the customers to give feedback, ask the
customers at checkout on their shopping experience with the store. Listen to

the customer attentively even the feedback is negative. Record the feedback b,
and report to the manager and acknowledge the feedback. At the time of ¢,
resolving the customer complaints retail sales executive should stay calm and "O’
polite. Listen attentively to understand and identify the problem and proxgg
possible solutions to the customer. Follow up and keep update the cust@l T

until it’s resolved. Apologize sincerely for the inconvenience caused. O

Keeping Records of Sales and Inventory: Retail sales executive plays a key
role in maintaining proper documentation of sales transaction'\sdzd inventory
levels to ensure the smooth operations of the retail store.

PRACTICAL EXERCISES ’Q/O

Activity 1: Practice greeting and assisting customersih product selection
Material required: Notebook, pen or pencil and dummy products etc.
Procedure:

1. Divide the students into small pa@' as customers and retail sales

executives. ‘
2. Ask the students to select a ticular category such as mobile phone,
cloths, grocery and cosmehic¥ etc.

S~ W

. Ask the students ractice active listening, product explanation and

. Ask the students to E{Q,et the customer using eye contact, smile etc.
offer suggestio@ﬁtc.

. Each pair gselécts a product category (e.g., mobile phones, clothes,
grocerie% metics).

Provi mall cards indicating the role and scenario (e.g., “Customer
lo@ g for budget mobile” or “Customer searching for skincare cream”).

Ul

o

@rrange the classroom like a mini retail store with dummy products
displayed on a desk or shelf.

O 8. The sales executive practices greeting the customer warmly using eye

@ contact, a smile, and polite words.
Q® 9. The sales executive politely asks how they can help the customer (e.g.,
“How may I assist you today?”).

10. The customer describes their need, and the sales executive listens
carefully without interrupting.
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11.

12.
13.

14.

15.

16.

17.

18.

19.

The sales executive asks follow-up questions (budget, size, preferences,
and brand choice).

The sales executive shows suitable products from the selected category.

Each option is explained with features, advantages, and differences in b’
simple language. &
The sales executive allows the customer to compare products and"{)
provides honest suggestions. ,i'\,@

The customer raises a concern (e.g., price, quality), and the es
executive addresses it politely. ’\}

The customer makes a choice, and the sales executiV@reconﬁrms
satisfaction with the decision. ~<)

After 5 minutes, students switch roles (custo%/@ becomes sales
executive and vice versa) and repeat the activity.&/

The teacher highlights good practices ob%@d (greeting, listening,
explaining, handling concerns) and asks students to note down key
points for improvement.

Summarize the points and ask the s@ents to note down.

Activity 2: Presentation on maintainin }fe product displays and stock levels.

Material required: Chart paper, Notebook, pen or pencil, color pens, adhesive

plaster, gum etc. or computer@@’ctor and screen etc.

Procedure:
LY

1.
2.
3.

&

O’\,

Z
Q@

4.

5.
6.

Divide the studentpa&fto small groups.

Assign each @ a type of retail product.

Ask them to| prepare a chart or PPT including the following.
a) She rangement

b)?&sonal and promotional display planning.

abeling and pricing

d) Inventory checks

e) FIFO rotation.

f) Stock replenishment and reporting low stock.

If possible, encourage the students to prepare and present small mock
displays.

Ask each student to present their chart or PPT.

Ask the student groups to note down suggestions.
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7.
8.
9.

10.

Student will show the notes to the teacher.
Teacher will narrate the suggestions to the required group.
The group will incorporate the necessary changes in the presentation.

Present the final presentation to the subject teacher.

CHECK YOUR PROGRESS

ey

X

A. Fill in the Blanks A2
1. Greeting is a gesture for customers. "<)
2. Eye contact makes the feel acknowledged. Q
3. Regular checks should be done by means of ofiitems and

reporting the missing, damaged or expired stock

. Maintaining attractive displays and accurate stock iQle is very

essential in to ensure product visibilty.

. In case of transaction, proper Careé be taken to count the

cash received and return correct change@

B. Multiple Choice Questions '\

<

&
Q

1.

4.

What is the first step in creating (bositive shopping experience in a
retail store? <

a) Billing X

b) Greeting the customer 0

c) Stock checking é

d) Product labeling &)Q,

. Which of the foll g is an example of an open-ended question?

a) Do you wa is item?

b) Is this your Size?

c) What sion are you shopping for?
d) Do Z’} ike this colour?

X
. Fl? stands for:
) Fast In Fast Out

) First In First Out
c) First In Final Out
d) Final In First Out

Suggesting related items to a customer is known as:
a) Billing

b) Advertising

c) Cross-selling

d) Stock rotation
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5. Which of the following is NOT a payment method used in retail stores?
a) Cash
b) Credit card
c) UPI
d) Attendance register

6. What should a retail sales executive do at the end of the day?
a) Rearrange displays

b) Reconcile cash register ',\'@
c) Change store layout ,(')\'
d) Close customer accounts O

C. State whether the following statements are True or False. Q

1. Greeting customers warmly helps in building trust andi@gty.
Retail sales executives should interrupt customers to(Save time.
Visual merchandising helps attract customer att@tion.
Returns and refunds do not require any rec Qeeping.
Upselling and cross-selling techniques }@ increase sales.

Using slang language is recommende@vhile speaking to customers.

2 O 9 & Db

D. Match the Columns '\0

P 4

S. Column A s, Column B

No. A%o.

Y
1 Visual &&, A | Polite and personalized greeting

merchandisi
e e .
2 Upsellr@ B | Arrangement of product attractively
3 Bié@ C | Encourage purchase of premium
O product
@ Greeting D | Handling returns and complaints

‘ S 4
4 QS Customer Support E | Scanning products and applying

O&' offers

@6 6 | Stock rotation F | First in first out method.

Q E. Short Answer Questions
1. What are the key benefits of greeting a customer properly?

2. Mention any two steps a retail sales executive should take while
assisting a customer in product selection?
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3. Define visual merchandising and its importance in a retail store?
4. Why is handling customer feedback important for a retail store?

5. What is the procedure for end of the duties to be conducted by retail
sales executive?

F. Long Answer Questions

1. Explain the responsibilities of a retail sales executive in maintainip%«gy
product displays and stock level. '\',\'

2. Discuss the role a retail sales executive in managing cg\sgogier
complaints and feedback.

G. Check Your Performance <

1. Practice managing customer feedback and resolving c&nplaints.

X
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MODULE 2: PROCESS OF PAYMENT IN RETAIL

The retail payment process, whether in a physical store or online, is a complex
yet highly efficient system designed to facilitate the secure transfer of funds
from a customer to a merchant for goods or services. At its core, it begins when

a customer decides to make a purchase and presents their chosen payment
method, which could range from traditional cash or credit/debit cards to
modern digital options like mobile wallets or UPI apps. This initial interaction®>
happens either at a physical Point-of-Sale (POS) terminal in a shop or thro

an e-commerce platforms secure checkout page. The retailer's syst Q
promptly captures this payment information, immediately encrygl?
sensitive data to safeguard it from potential threats.

g any

Once the payment details are captured, the transaction emba'\@s on a rapid,
intricate journey through various financial intermediaries, The encrypted data

typically first reaches a payment gateway, which act a secure digital
bridge, routing the request to a payment process his processor then
forwards the transaction to the relevant card net (like Visa, MasterCard,

or India's RuPay) or the Unified Payment I face (UPI). From there, the
request reaches the issuing bank- Which is the-¢tstomer's bank. Here, crucial
checks are performed: verifying the card's dity, confirming sufficient funds
or credit, and executing real-time frau '\}etectlon analytics. Based on these
assessments, the issuing bank app @s or declines the transaction, sending
this decision back through the sa ;éetwork chain to the retailer's system, all
usually within a matter of sec@ The final step in this streamlined process
is the immediate display of an horization or decline message. If approved,
the transaction is succes%& y completed, inventory records are updated, and
a receipt is generated he customer. Subsequently, the funds are settled,
moving from the i g bank to the merchant's account at their acquiring
bank. This settlemment can be near-instantaneous for UPI transactions, or take
a day or two fo@d-based payments. Should the transaction be declined, the
system typio@by provides a clear reason, allowing the retailer to politely inform
the cus and suggest an alternative payment method. This sophisticated,
yet 1 gtg invisible, coordinate between various components ensures that
ret payments are processed securely, efficiently, and with full
@lg)untability, forming the essential backbone of modern commerce.

Ci‘his module focuses on process of payment in retail. The first session covers
6 concepts of payment processing in retail, their types, authorization and
Qe verification. The second session deals with retail payment management which
includes - refund and exchange payment procedures, security protocols and
fraud prevention, comparison between traditional and modern payment
process the third session focuses managing retail payment procedures and the

fourth session imparts about Recordkeeping and Documentation.
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SESSION 1: INTRODUCTION TO RETAIL PAYMENT
PROCESSING

Retail payment processing is a vital function in retail operations, enabling the

smooth exchange of goods and services for money. It involves accepting b’
payments through various methods such as cash, debit cards, credit cards,

digital wallets, and online transfers. Efficient payment processing ensures
accuracy, speed, and security at the point of sale, enhancing custom«;i@
satisfaction and trust. It also helps retailers maintain proper financial re%@g,
manage cash flow, and comply with legal and organizational standard ith
the advancement of technology, modern retail payment sys(g%S‘s are
increasingly automated, integrated, and customer-friendly, supwr ing both
in-store and online retail environments. «<)

Meaning of Payment Processing in Retail O

In retail, payment processing refers to the entire system and sequence of
actions that securely facilitate the transfer of fu Ofrom a customer to a

merchant for goods or services. It encompasses the steps from when a
customer initiates a payment to when the mon@s actually deposited into the
retailer's bank account. \

This process involves several key players, &nd technologies working together
seamlessly, usually in a matter of %Y ds, to ensure a secure and efficient
transaction. It's the "behind-the-sceles magic" that allows a retail business to
accept various payment me%&? like credit cards, debit cards, mobile
payments, and digital Walle‘)t(s etc., (Fig.2.1).

I

’

Fig. 2.1: Payment Processing in Retail
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IMPORTANCE OF RETAIL PAYMENT PROCESSING

The retail payment process is not just a necessary step in a transaction; it's a
critical component that can significantly impact a retailer's success. Its
importance stems from various factors, touching upon customer experience,
operational efficiency, financial security, and business growth. Here are some

more details regarding importance of retail payment process: "Q’
1. Enhanced Customer Experience and Satisfaction Nz,
In today's retail environment, the payment process profoundly i
customer experience and satisfaction. A robust payment syste ers

customers convenience and choice, allowing them to use theigpreferred
methods like credit cards, mobile wallets, or "buy nows pay later"
options. This flexibility makes completing purchases significantly easier.
Beyond choice, speed and efficiency at checkout crucial; quick,
seamless transactions, whether online or in-storeXprevent frustration
and reduce abandoned carts. Furthermore, a s less Omni channel
experience ensures consistency across all s ng channels.

2. Increased Sales and Revenue
An effective retail payment process i c@:ial for increasing sales and
revenue. By offering a variety of prgf@%d and efficient payment options,
retailers can significantly redu “eart abandonment, particularly in
online environments where cysfomers might drop off if their preferred
method isn't available or h@process is too cumbersome. Moreover, a

swift and effortless pay experience encourages impulse purchases.
When the friction to complete a transaction is minimized, customers are
more likely to follo rough on spontaneous buying decisions.

3. Improved Se@ﬁy and Fraud Prevention
The retail paywient process is fundamentally important for improved
security fraud prevention. Advanced payment processing systems
employ, &ust measures like data protection through encryption and
tokenization, safeguarding sensitive customer financial information
fr@ potential breaches and misuse. This proactive security helps build
ustomer trust and protects their confidential data throughout the
transaction lifecycle. Furthermore, these systems are equipped with
'\, sophisticated fraud detection tools that meticulously analyze
QO transactions for any suspicious activity.

6 4. Operational Efficiency and Cost Savings
Q Efficient retail payment processing significantly boosts operational
efficiency and provides substantial cost savings for businesses. Through
automation, manual tasks like data entry and financial reconciliation
are drastically reduced, minimizing human error and saving
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considerable time, particularly beneficial for retailers with multiple
outlets or high transaction volumes.

5. Valuable Data and Analytics b'
The retail payment process is a valuable source of data and analytics, Z,
offering crucial insights that drive strategic business decisions. Payme_n‘é\cy
data provides a wealth of information, revealing customer spend&@
habits, preferred payment methods, transaction patterns, an '\@en
peak shopping times. By analyzing this rich dataset, retailers ake
informed decisions on critical aspects such as inventory management,
tailoring marketing strategies to specific customer segme optimizing
product offerings, and even refining store layouts, Yall of which
contribute to maximizing sales and enhancin&@zerall customer

satisfaction. X,
TYPES OF PAYMENT METHODS O
In retail, customers can choose from various p ent methods depending on

convenience and availability. The most CQQ n method is cash payment,
which is simple and widely accepted. C payments using debit or credit
cards allow secure and quick transactions, often supported by swiping
machines or contactless system ith digitalization, online payments
through mobile wallets, UPI (U li;( Payments Interface), and net banking
have become popular for theiréd and ease. Buy Now, Pay Later (BNPL) and
installment plans are also )@f ed for high-value purchases. Some retailers
accept cheques or gift vc@%hers, though less commonly today. Each method
has its own benefits in(tétms of security, speed, and customer convenience,
making flexible pa@ent options an important part of modern retailing.

(Fig.2.2).
a3

@ Types of
.5 Payment

Methods
[
\' I T T 1 T T 1
Cheques and Credit and debit Mobile and i G, 7Y Loyalty/.reward
Cash payments L vouchers, and Later (BNPL) point
Demand Draft card payments digital wallets . :
E coupons services redemption

Fig. 2.2: Types of Payment Methods
1. Cash Payments
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While the broader concept of retail payment processing often focuses on
electronic transactions, cash payment remains a fundamental and
integral part of the retail payment process, particularly in brick-and-
mortar stores.

The process for cash payment in retail is generally straightforward,
beginning with the customer handing over notes and coins at the point
of sale (POS). The cashier counts the cash, verifies the amount, an
provides any necessary change. The transaction is immediately record@
in the retailer's POS system, which updates sales records and inve

After the immediate exchange, the cash is then securely storedA cash
register till during operating hours.

Despite the rise of digital payment methods, cash retaln&éyse{mportance
due to its universality, immediacy, and often perceiyed privacy and

tangibility by consumers. However, it also intréduces operational
challenges related to secure handling, nterfeit detection,
reconciliation, and transportation, which itates robust internal

cash management procedures.

©

For consumers, cash offers several distir@dvantages. It provides a tangible
sense of budget control, as individ are limited to spending only the
physical money they possess, w@; can prevent overspending often
associated with credit. Cash @' offers a high degree of privacy and

Importance of Cash Payment System

anonymity, as transactions t leave a digital trail that can be tracked or
analyzed. Crucially, cash otes financial inclusion, serving as an essential
payment method for 1nd1 als who are unbanked or under banked, or those

in areas with limit 'gzccess to digital infrastructure or reliable internet.
Furthermore, cash&mversally accepted and reliable, working even during
power outages system failures when electronic payments might not be
possible. b’

For bus%ﬁaes, especially small and local retailers, accepting cash comes with
significant benefits. Perhaps the most impactful is the absence of transaction
fee at are typically charged by credit card companies and payment
essors, directly increasing profit margins on cash sales. Cash provides
mediate settlement, meaning funds are available instantly without waiting
for bank processing times, which improves a business's cash flow. It also
carries a lower risk of fraud chargeback’s compared to card payments,
reducing potential losses.

Challenges in Cash Payment System

While cash payment is simple and widely used, it presents several challenges
in the retail environment. Handling large amounts of cash increases the risk
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of theft, robbery, or mismanagement. Counting and managing cash at
counters can be time-consuming, often leading to errors or delays in billing.

Fake or counterfeit currency is another major concern that can cause financial

loss to retailers. Storing and transporting cash securely also requires strict

safety measures and additional costs. Moreover, cash payments limit b,
customer convenience compared to digital or card options, especially for <
higher-value transactions. These challenges make it important for retailers to "O’
adopt proper security practices and gradually promote safer, cash]@@
alternatives. ,\<)

a. Security Risks and Theft: The most prominent challex@*\k’ the
inherent security risk. Businesses that handle large volumes of cash
become targets for external theft (robberies) and arw@nerable to
internal theft or employee fraud. Managing and transporting cash from
the till to the safe, and then to the bank, @ates numerous
opportunities for loss. X,

b. Operational Inefficiencies and Labor Cos%&%nual cash handling is
a time-consuming and labor-intensive process. Tasks such as counting
cash, verifying amounts, preparing dep , reconciling tills at the end
of shifts, and investigating discrepa'\g}es consume valuable employee
and management time. This d'&(ﬁ's staff from more productive,
customer-facing activities. &

c. Lack of Traceability Accountability: Unlike electronic
transactions, cash payr@s leave no inherent digital trail. This lack of
traceability makes it difficult for businesses to maintain detailed
financial records, t I&(‘ individual transactions accurately, or conduct
thorough audits,glééan complicate financial management, budgeting,
and tax rep g, as manual record-keeping is prone to errors and
oversights.

d. Count léi ing and Fraud: Despite security features on banknotes, the
risk 6;}’ accepting counterfeit currency is a constant concern for
b esses. Staff need training in counterfeit detection, and some
usinesses invest in detection technology, adding to training and
equipment costs. If a counterfeit note is accepted, the business bears

O’\, the full loss.

Z
Q@

e. Hygiene and Public Health Concerns: Especially heightened during
and after the COVID-19 pandemic, there are public health concerns
associated with the physical handling of cash, which can carry germs
and viruses as it changes hands frequently. This can impact employee
and customer comfort and lead to additional hygiene protocols.

2. Cheques and Demand Drafts Cheques
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A cheque is a written, unconditional order addressed by a bank account
holder (the drawer) to their bank (the drawee), instructing it to pay a
specified sum of money to a named individual or entity (the payee) or to
the bearer. In retail, cheques were historically used for larger purchases
or for transactions where a direct bank transfer wasn't feasible (Fig.2.3). b,

”
A BANK NAME LI
oD MMY ¥ Y OY

PAY OR BEARER

SUM OF

Acc. Mo,

Please Sign Above

"S5 78890 P1f3LS5BE7AR00 I

Fig. 2.3: Dem n@rafts
Demand Drafts . QO

A Demand Draft (DD) is a prepaid ﬁr@tial instrument issued by a bank on
behalf of a customer, instructing er bank or a branch of the same bank
to pay a specified sum of mone a named payee. Unlike a cheque, a DD is
guaranteed by the issuing b because the customer pays the amount
upfront to the bank when @uesting the DD.

Importance of Chequ@@r'ld Demand Drafts

Cheques provide a Qcial paper trail for transactions, aiding accounting and
audits, and ar uaeful for high-value purchases where digital limits might be
a concern. T ba so facilitate post-dated payments for instalments, offering
flexibility. retailers, accepting cheques means no direct transaction fees,
which be cost-effective, and ensures accessibility for customers less
co able with digital methods. Demand Drafts (DDs), on the other hand,

:;q@ramount for guaranteed payment. Since the bank collects funds
’&pfront, DDs cannot bounce, eliminating the risk of dishonour for the retailer.

his makes them highly secure for very high-value transactions, offering a

@ formal, bank-backed assurance of funds. Institutions often mandate DDs for
Q critical payments, ensuring their continued relevance in specific retail
scenarios.

Challenges in Cheques and Demand Drafts
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Although cheques and demand drafts are considered safe and traditional
modes of payment, they come with several challenges in modern business
transactions. The primary drawback is the time delay, as both instruments
require bank clearance before the amount is credited, which can take several
days and slow down business operations. Cheques are prone to dishonour due
to insufficient funds, overwriting, or signature mismatch, leading to loss of ¢,
trust and additional legal or recovery procedures. Counterfeit or forged "Q’
cheques and drafts also pose a risk of fraud. Moreover, the process of issui%k
collecting, and depositing these instruments involves paperwork and phygical
visits to the bank, making them less convenient compared to digital pa nts.
Demand drafts, though prepaid, require customers to pay extra c@)é?:s for
issuance and can be lost or misplaced, causing inconvenience. @th the rise

of fast, secure, and paperless digital payment options, cheque%@qd drafts are
increasingly viewed as outdated and inefficient, creating (@ﬂlenges in their
continued use.

a. Risk of Dishonour (Bounced Cheques): If @E‘/tomer’s account has
insufficient funds, the cheque will "bouré' This not only delays
payment but also incurs bank charge r the retailer and requires
additional administrative effort for fol&Q,w—up or legal action.

b. Processing Time and Delays: %@@s are not immediately available;
they must be deposited and th@ ndergo a clearing process. This can
impact a retailer's cash flow, X

c. Fraud Risks: Cheques ﬁnill vulnerable to fraud, including forgery of
signatures, alterati amounts, or identity theft if sensitive
information falls ir‘%;}%{e wrong hands.

d. Administrati ﬁurden: Handling cheques involves manual tasks like
verification, stical deposit, and reconciliation. This adds to
operatio aﬁcosts and staff time, making them less efficient than
autom tlé' igital transactions.

e. S ayment Risk: A customer can issue a stop payment order on a
cheque, even if it's legitimate, creating uncertainty for the retailer who
ight have already released goods.

'\4. Decline in Acceptance: Many retailers and consumers are moving
away from cheques due to the prevalence of faster, more secure digital
options. This limits their usability and makes them less convenient for
customers.

Challenges with Demand Drafts (DDs)

Demand Drafts (DDs), though considered more secure than cheques since
they are prepaid instruments, also present several challenges in practice.
Obtaining a DD requires physically visiting a bank, filling out forms, and
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paying issuance charges, which can be time-consuming and inconvenient
compared to digital payment options. If a DD is lost, misplaced, or damaged,
the process of getting a duplicate is lengthy and requires formal procedures
such as indemnity bonds, adding to the customer’s burden. Clearing and
encashment of DDs can also take time, especially if they are payable at
outstation branches. Fraudulent or fake DDs, though less common, still pose
risks, and banks need to verify authenticity before processing. Additionally, "{}’

DDs are not flexible for urgent or high-value payments since they inv;l\@

manual handling and delays, making them less attractive in today’
paced, technology-driven financial system (Fig.2.4). O

a‘

. Non-Transferability: DDs are typi;sll

Inconvenience and Time-Consuming Issuance: For the glstomer,
obtaining a DD requires a physical visit to a bank branc%‘@ﬂess online
issuance is available) and filling out forms, which is significantly more
cumbersome than making a digital payment. X

. Issuance Charges: Banks levy a fee for issuing , which varies based

on the amount and bank policies. This a@ cost makes DDs less
attractive for routine or smaller transacti@s.

issued to a specific payee,
meaning they cannot be easily endo or transferred to another party,
limiting flexibility. "\'

Still Physical: Like cheques, Qgé are physical instruments that can be
lost, stolen, or damagei&@énsit, necessitating reissuance processes

that can be time-consuffiing and costly.

Processing Time fi &ncashment: While payment is guaranteed, the
retailer still needs ‘& physically deposit the DD, and it may take some
time for the A@ﬂs to clear and reflect in their account, similar to
cheques, albeit'with less risk of dishonour.

@’“Ob
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Fig. 2.4: Challenges with D@nd Drafts (DDs)

N

3. Credit and Debit Card Paymeni;é\

Credit and debit cards are )ngong the most widely used payment
methods in retail due to @’ convenience, security, and speed. Debit
cards allow customer pay directly from their bank accounts,
ensuring immediate Xsettlement of transactions, while credit cards
provide the benefit %urchasing on credit and repaying later, often with
added perks 1i ward points, cash back, or EMI options. Both types
of cards reducdethe need to carry cash, minimize the risks of theft, and
enable a.?less transactions at point-of-sale (POS) terminals and
onhne E[ rms. However, they require proper infrastructure like card
machines or digital POS systems and depend on network
ect1v1ty for authorization. Overall, credit and debit cards have
Q}ansformed modern retail by making payments easier, faster, and more
4 reliable for both customers and retailers.

@Eblt Card Payments

When a customer uses a debit card, the funds are directly withdrawn from
@ their linked bank account. The transaction essentially acts as an electronic
Q check, with the money typically debited in real-time or very quickly. Many
debit card transactions involve a PIN (Personal Identification Number) for
authentication, making them generally lower risk for both the customer and

the merchant (Fig.2.5).
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Fig. 2.5: Debit Card K/O
Credit Card Payments X
A credit card transaction involves the customer rowing funds from the
issuing bank (the bank that issued the credit card) up to a pre-approved credit

customer then repays the issuing bank, ally with interest if the balance
isn't paid in full by the due date. C - card transactions often rely on
signatures or online security featureg/like CVV (Card Verification Value) and
AVS (Address Verification Servici) authentication (Fig.2.6).

limit. The issuing bank pays the merchant Sn alf of the customer, and the

Credit card

1234 4568 1234 4568

1234

vare 0D /00

NAME SURNAME

Fig. 2.6: Credit Card
Importance of Credit and Debit Cards System

Credit and debit cards are fundamental to modern retail for numerous
reasons, beginning with customer convenience and preference; the vast
majority of consumers favour cards for their ease of use, security, and
rewards, meaning retailers who don't accept them risk losing sales. This
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preference, combined with the fact that customers aren't limited by physical

cash, leads to increased sales and average transaction value, encouraging

larger purchases and impulse buys. Beyond sales, card payments offer
enhanced security through encryption and fraud detection, reducing theft

risks for retailers. They also provide improved efficiency and automation, b,
streamlining sales recording and financial reconciliation, and delivering faster <
cash flow compared to checks. For online businesses, accepting international "O’
cards ensures global reach, while the transaction data offers valu .lg
customer insights and analytics for informed decision-making in mar a\g
inventory, and strategy.

Challenges in Credit and Debit Cards system Q

a. Transaction Fees: Retailers incur various fees each card
transaction, including interchange fees (paid to the issuing bank),
network fees (to card networks), and processor mark-ups. These can
significantly impact profit margins, espé&ally for low-value
transactions.

b. Infrastructure and Compliance Challenges: A significant challenge for
retailers accepting credit and debif cards lies in ensuring robust
security. Businesses are mandated rotect sensitive cardholder data
by adhering to the stringent P nent Card Industry Data Security
Standard (PCI DSS), a comple€/and often costly endeavour requiring
ongoing audits, system u d@es, and security measures. Furthermore,
maintaining the necess&echnical infrastructure presents its own set
of hurdles; reliable S” terminals, stable internet connectivity, and
seamless integrati &ith payment processors demand substantial
upfront investm &(nd continuous maintenance to prevent transaction
failures and e@lre a smooth customer experience.

c. Evolvin ?reats and Technological Demands: Retailers accepting
credit ebit cards also face ongoing challenges related to fraud risk
and rapid pace of technology evolution. Despite existing security

res, card-not-present (CNP) fraud in e-commerce remains a

@gniﬂcant concern, compelling retailers to continuously invest in and

employ robust fraud prevention tools to mitigate potential losses.

O 4. Mobile wallets and Digital Payments

Z
Q@

Mobile wallets in India typically function in three primary ways:
(Fig.2.7).

Pre-loaded Wallets

Users can add money to their digital wallet from their bank accounts,
credit/debit cards, or other sources. This stored value can then be used for
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transactions. Examples include older iterations of Paytm Wallet or PhonePe
wallet.

<

Fig. 2.7: Mobile Wallets and Digital Payments :
5. UPI-linked Payments X

This has become the dominant method. Ap s@)gé BHIM, Google Pay,
and PhonePe Pay etc., These apps leverage o link directly to a user's
bank account. When a payment is r@e, the funds are instantly
transferred from the customer's bank account to the merchant's bank
account, without the need to pre-lo wallet. Merchants display a QR
code (often generated by their p@?ment app) or their mobile number
(linked to their bank accoun @ustomers simply open their UPI app,
scan the QR code, enter e@mount and authorize the payment with a
PIN or biometric authe ion. This real-time, bank-to-bank transfer
is highly efficient an

NFC (Near Field Comm catlon)

Peculier for Indiam@ il, this allows for "tap-and-pay" transactions. If both
the customer's s tphone and the merchant's POS terminal are NFC-
enabled, a sim ql;p completes the payment (Fig.2.8).

’Q«
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Fig. 2.8: Near Field Communication
Importance of Mobile Wallets and Digital Paymécs>

Mobile wallets and digital payments have pro dly transformed the Indian
retail landscape by fostering greater financial inclusion. This shift also delivers
immense convenience and speed for cu@amers, eliminating the need for
physical cash or exact change, and 11(@1 ing checkouts instantaneous and
seamless. These benefits collective ﬁéad to increased sales and reach for
retailers, as they can cater to g bypader customer base who prefer cashless
transactions, and the sheer e of payment often encourages impulse
purchases. X,

operational efficien retailers. They automate record-keeping, reducing
manual errors, cuttitrg down time spent on cash handling and reconciliation,
and providing ﬁ%time visibility into sales data. From a security standpoint,
the reduced iance on physical cash minimizes risks like theft and
counterf i(}z;rency, while digital payments themselves are fortified with
encryptidn, tokenization, and multi-factor authentication for enhanced
secv@y. Finally, every digital transaction leaves a valuable data trail,
iding retailers with rich insights into customer behaviour and sales
tterns, enabling more informed business decisions. This whole
transformation has been actively supported by the Indian government's push
and incentives for digital payments, emphasizing transparency and moving
towards a less-cash society.

Beyond customer-facig@“ enefits, digital payments significantly boost

Challenges in Mobile Wallets and Digital Payments:

a. Digital Divide and Cybersecurity Threats: Despite their rapid
adoption, mobile wallets and digital payments in India face ongoing
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challenges, notably concerning digital literacy and adoption. While their

reach is widespread, significant segments of the population, particularly

in rural areas or among older generations, may still lack the necessary

digital skills or trust to fully embrace these payment methods. Coupled

with this, the increasing volume of digital transactions brings a b,
heightened fraud and cybersecurity risk. <

b. Infrastructure and Setup Costs: The expansion of mobile wallets an '\O'
digital payments in India is still challenged by underlying infrastruc
requirements. Reliable Smartphone penetration, consistent inﬁ@let
connectivity, and uninterrupted electricity are crucial for qe&dess
operations, and while these are steadily improving nationwide,
inconsistencies in certain regions can still act as a signi{g‘f barrier to
widespread adoption. Furthermore, although basic QR cdde setups are
economical, some retailers face the additional hl.j{/ of the cost of
devices and setup, which might involve investng in more advanced
smart POS devices or securing more robust inteffiet connections to fully
leverage digital payment capabilities. %

c. Operational Glitches and Support N@s: Despite their efficiency,
mobile wallets and digital payment tems face challenges regarding
transaction success rates. While ‘génerally high, occasional technical
glitches, network issues, or k downtimes can lead to failed
transactions, causing signifi Yant frustration for both customers and
merchants. This directb@ to the complexity of customer support for
digital payments; resolang failed transactions or disputes can be
intricate, demandi obust and responsive support systems from
payment provider @7 effectively address issues and maintain user trust.

6. Gift cards, v@hers, and coupons

Gift Cards: These are prepaid instruments loaded with a specific

monet alue, allowing the recipient to purchase goods or services

fron’& articular retailer or a group of affiliated retailers. In India, gift

c@& are increasingly available in both physical (plastic cards) and

@igital (e-gift cards) formats. Digital gift cards are gaining significant
traction due to instant delivery, ease of sharing, and seamless

’\, redemption via mobile apps and online stores. They are popular for
@O personal gifting, as well as corporate incentives and employee rewards

@ (Fig.2.9).
<
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Fig. 2.9: Gift Cards, Vouchers, and Coklﬂls

a. Vouchers: Vouchers in retail are versatile instfuments, often similar
to gift cards in representing a pre-paid v , but they can also be
highly specific, tying to particular products, services, or promotions.
Their utility spans various forms, in ing discount vouchers that
offer a percentage or fixed amoun’f\gff a purchase, service vouchers
redeemable for specific treatm ike a spa day or car service, and
experience vouchers for uni ctivities such as a weekend getaway.
These vouchers are adaptakle in format, available as physical paper
slips or convenient di @f codes and QR codes, making them a
flexible tool for both &nesses and consumers.

Coupons: Coupons, Vitagé'motional tools in Indian retail, are strategically
distributed through a diverse array of channels to incentivize purchases and
drive customer traf rimarily used for promotional purposes, coupons offer
a discount or a special deal on a product or service. They are designed to
incentivize im iate purchase, drive traffic, or introduce new products.
Traditional thods include newspaper inserts and flyers, alongside
placeme‘é&n magazines that target specific product categories (Fig.2.10).
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GIFT CARD O

@
Fig. 2.10: Gift V ucgiés

7. Importance of Gift cards, vouch and coupons

Gift cards, vouchers, and cou '& are indispensable tools for revenue
generation and boosting sa '&;&retaﬂ. They directly lead to increased
sales by drawing in nex@lﬁomers, often resulting in purchases that
exceed the card's initial value, while coupons and vouchers effectively
incentivize immed&; transactions. Beyond direct sales, they
significantly enh& brand awareness and loyalty, with branded cards

acting as i ure ads and targeted offers encouraging repeat
business, gspecially during peak seasonal sales like Diwali or
Christm %

Mor , these tools are highly effective for customer acquisition and
e ement. Gift cards also offer the benefit of personalized gifting,
iving recipients the flexibility to choose exactly what they want, making

4 hem a preferred gift option.
&allenges in Gift cards, vouchers, and coupons

a. Operational and Security Hurdles: Implementing and managing gift

card and voucher programs in retail presents significant challenges,
particularly concerning technical integration. Alongside this, security
and fraud prevention remain constant hurdles.

. Financial and Regulatory Complexities: Managing gift card and

voucher programs in Indian retail also involves navigating complex

64



Retail Sales Executive Grade 11

financial and legal intricacies, particularly regarding breakage
management and regulatory compliance. Furthermore, the issuance
and redemption of prepaid instruments like gift cards are rigorously
regulated by the Reserve Bank of India (RBI), necessitating strict
adherence to Know Your Customer (KYC) norms and other guidelines. b,

c. Management and Operational Hurdles: Effectively managing gift Z,
cards, vouchers, and coupons in retail presents several operationa Q
challenges, particularly in tracking and reconciliation. Accura
monitoring their issuance, redemption, and outstanding baﬁ@es
across diverse channels like online and offline stores can q\&‘lghly
complex and error-prone without robust systems. This compleXity often
leads to increased demands on customer support, aaﬁ@ilers must
efficiently manage queries related to lost cards, expired vouchers,
redemption problems, or balance checks. X

8. Buy Now Pay Later (BNPL) Services X

"Buy Now Pay Later" (BNPL) services haé rapidly emerged as a
significant payment method in retail, rticularly gaining immense
traction in India. BNPL allows consu er@o purchase goods or services
immediately and pay for them in .iry;llments over a set period, often
interest-free if payments are Qe on time. BNPL providers, often
fintech companies, partner wi;{‘f@etaﬂers (both online and offline) to offer
this flexible payment option@t he point of sale.

Importance of Buy Now Pay er Services

For retailers, Buy Now Payﬁé‘fer (BNPL) services offer substantial benefits that
significantly boost sale &nd improve customer relationships. By reducing the
upfront cost barrle ionsumers BNPL leads to increased sales and higher
average order va es encouraging customers to complete purchases and opt
for more exper@ items. The ability to split payments dramatically reduces
cart abando t, making larger purchases more accessible.

For co )%iers Buy Now Pay Later (BNPL) services offer considerable

ages in terms of financial flexibility and affordability. They enable

im %ﬁate acquisition of desired products or services by spreading costs into

ahageable, often interest-free instalments, thereby making high-value

urchases more accessible. Furthermore, BNPL provides easy access to credit

through simpler and faster approval processes, often involving "soft" credit

6 checks that do not immediately impact credit scores, which is especially
Q beneficial for those with limited or no credit history.

Challenges of Buy Now Pay Later Services

a. Merchant Fees: While retailers receive upfront payment, they pay a
transaction fee to the BNPL provider, which can be higher than
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traditional credit card processing fees. This can impact profit margins,
especially on lower-value items.

b. Potential for Over-Reliance and competition pressure: Retailers
might become overly dependent on BNPL to drive sales, potentially
attracting customers who are more price-sensitive or financially b'
vulnerable, which could have long-term implications. The BNPL market Z,
is highly competitive and rapidly evolving, requiring retailers _tq@v
constantly evaluate and potentially integrate multiple BNPL provider&vw
meet diverse customer preferences.

O
c. Risk of Over-indebtedness: The ease of access and ”inth’g?—’free”
marketing can encourage impulsive buying and lead consumers to take
on multiple BNPL loans simultaneously, potentially@ccumulating
unmanageable debt. O

d. Lack of Traditional Consumer Protections a:;i)%inancial Literacy
Gaps: In some jurisdictions, BNPL services gy hot be subject to the
same stringent consumer protection regulatidns as traditional credit
products, potentially leaving consumers with fewer avenues for redress
in disputes. Many consumers, espec'all@t
new to digital finance, may not fullymriderstand the terms, conditions,
and potential repercussions of BN{D, leading to poor financial decisions.

AUTHORIZATION AND VERIFICAT(gﬁ PROCEDURES

irst-time borrowers or those

In retail, the authorization %’ erification procedures for payments are
critical steps to ensure that a thansaction is legitimate, that the customer has
sufficient funds or credit, géd that the merchant will receive payment. These
procedures vary signiﬁ@ly depending on the payment method and whether
the transaction o in a physical store or online. General Flow of
Authorization an%v ification: (Fig.2.11).
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CREDIT/DEBIT CARD
TRANSACTION FLOW

CUSTOMER INITIATION

The customer starts a payment by
entering card details or tapping/swiping
the card

MERCHANT/GATEWAY \'/\?
O

CAPTURE

The merchant or payment gateway O
collects transaction details securely
and forwards them to the acquiring bak Q

AUTHORIZATION '
REQUEST

The acquiring bank sends a request to the
card network (e.g. Visa, MasterCard) for
approval

ISSUER VERIFICATION
AND DECISION

The issuing bank verifies card validity,

available balance, and potential fraud
indicators, then approves or declines
the request

VERIFICATION STEPS
Authentication methods like OTP. PIN, or

biometric verification ensure transaction

Fig. 2.11: Authorizati‘z}é'nd Verification Procedures

a. Customer Initiation: customer presents their chosen payment
method (card, mobili@wce, etc.) at the Point-of-Sale (POS) terminal or
enters details onlir@v

b. Merchant/ G@ay Capture: The retailer's POS system or e-commerce
payment g%i y captures and encrypts the payment information.

c. Authori n Request: The encrypted data is sent to the payment
proce@r (or acquirer), which then routes it to the relevant card network
(e KVisa, MasterCard) or payment network (like UPI).

Issuer Verification and Decision: The network forwards the request to

4 the issuing bank (the customer's bank). The issuing bank verifies the

‘\, card's validity, checks for sufficient funds/credit, assesses fraud risk,
@O and then approves or declines the transaction.

@ e. Response Back to Merchant: The approval or decline message travels
Q back through the network, processor, and gateway to the retailer's POS
system or e-commerce platform. This entire process typically takes mere

seconds.
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f. Verification Steps: Throughout this flow, various verification steps are
performed, ranging from checking physical security features on a card
to digital authentication like PINs, OTPs, or biometrics.

Validating cards and digital payments

Validation broadly refers to checking the basic integrity and format of the @b’
payment information provided. '\Ov

For cards, this includes checking: &\,

a. Luhn Algorithm (Mod 10 Check): A mathematical formula app to
the card number to verify its mathematical validity. This e s the
number is correctly structured and isn't a random sequence.

b. Card Length and Prefix: Checking if the number of digé@ matches the
standard for the card type (e.g., 16 digits for Visa/Mastercard, 15 for
Amex) and if the initial digits correspond to a knowtheard network (e.g.,
'4" for Visa, 'S' for Mastercard). K/

c. Expiration Date: Ensuring the card is stlllﬂad and has not expired.

d. CVV/CVC (Card Verification Valuelc@e). For online transactions,
checking this 3 or 4-digit code verifi@that the customer has physical
possession of the card.

For digital payments, validation often@,%olves

a. Format Check: Ensurin @ mobile number, UPI ID, or wallet ID is
correctly formatted. &

b. Account ExistencelGheck: A preliminary check to see if the linked
bank account or et exists and is active.

c. PIN/Blomety@ ormat: Ensuring the authentication method used
(e.g., UPI PIL ngerprint) is correctly entered.

Authorizatio is the process where the retailer's payment system requests
approval f the customer's bank (the issuing bank) to deduct funds or use
credit fc@ transaction. This is a real-time request that checks:

ﬁ}\coount Status: Is the card/account active and not blocked or
fraudulent?

0 b. Funds Availability (Debit): Is there sufficient balance in the linked bank
account?

c. Credit Availability (Credit): Is there enough available credit on the credit
card?

d. Transaction Limits: Does the transaction fall within daily or per-
transaction limits set by the bank or customer?
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e. Initial Fraud Screening: The issuing bank conducts its own automated
fraud checks based on spending patterns, location, and other risk
indicators.

The issuing bank's response is an authorization code (approval) or a decline
message.

Verification: It refers to additional layers of security and authentication used
to confirm the identity of the legitimate cardholder or digital payment use&@
thereby preventing fraud. This can happen at various stages:

a. PIN Entry (Cards): For EMV chip card transactions, the mer
enters a PIN, which is verified either online with the 1ssu1ngb
offline by the card itself.

ank or

b. Signature (Cards): Less common now, but still used ;omeumes for
credit card transactions, comparing a written signa against the one
on the card. X

c. Biometric Authentication: Increasingly q?qg)n with mobile wallets
(e.g., Apple Pay, Google Pay) and bank@% pps, using fingerprint or
facial recognition to verify the user's'\identity before authorizing a

payment.
d. One-Time Passwords (OTPs): Wi@e\y used in India for UPI transactions
and 3D Secure for online car yments, where a unique code is sent

e. Address Verification ice (AVS): For online card transactions, the
billing address prov1% by the customer is matched against the address
on file with the 1ss®ng bank.

to the customer's registergd@obile number or email for verification.

f. Tokemzatlo@ensmve card data is replaced with a unique, encrypted
token for each transaction, reducing the risk if data is intercepted. This
is funda@tal to contactless payments and mobile wallets.

g. Beh vi}ural Biometrics: Analyzing user behaviour patterns like typing
S , mouse movements, or device handling to detect anomalies that

g)’ught indicate fraud
ing Declined Transactions and Payment Failures:

andling declined transactions and payment failures is a critical operational
aspect in retail, directly impacting customer satisfaction, sales conversion,
and a retailer's reputation. While frustrating for both parties, effective
management of these situations can salvage a sale and preserve the customer
relationship.

A. In-Store (Physical Retail): In-store retail focuses on direct customer
interaction, visual merchandising, and personalized service. An
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attractive store layout, well-trained staff, proper product placement, and
a pleasant shopping environment help build trust and enhance the
customer’s buying experience, leading to repeat visits and brand loyalty.

a. Communicate Discreetly and Professionally: Avoid announcing
the decline loudly. Discreetly inform the customer of the issue (e.g.,
"It seems your card did not go through," or "There was an issue
processing that payment.")

b. State the Generic Reason (If Known/Safe): If the POS provjﬁk
clear, generic decline code (e.g., "Insufficient Funds," " ot
Honour"), you can softly suggest it, but avoid technical j%on. For
"Do Not Honor" (a general bank decline), simply say,'"The bank
declined the transaction." «<)

c. Suggest Alternatives Politely: Immediatelg/@ffer alternative
payment methods: "Would you like to try a ({f/fe ent card, cash, or
perhaps a mobile payment option?" O

d. Avoid Assumptions or Blame: Neveﬁake the customer feel
embarrassed or imply they don't h@ funds. The issue could be
technical or bank-related. '\

e. Troubleshoot Basic Issues: é@@s a card, try re-swiping or re-
inserting the chip. Check if @e card seems damaged.

f. Provide a Reference: If @e customer needs to call their bank, give
them the exact time amount of the attempted transaction.

g. Offer to Hold Ite If the customer needs to sort out their payment,
offer to hold th tems while they do so.

. Online (E-co}% rce): Online retail enables customers to shop anytime

and from a ere through digital platforms. Easy navigation, secure

paymen ions, detailed product information, quick delivery, and

efﬁcie@zcustomer support are key factors that influence customer
isfaction and increase online sales.

S
@. Clear and Informative Error Messages: Provide specific, but non-

technical, reasons for the decline. Instead of "Error 403," say "Your
bank declined the transaction. Please contact your bank or try a
different payment method." or "Incorrect card details. Please check
your card number and expiration date."

b. Prompt for Re-attempt or Alternative: Allow the customer to easily
re-enter details or select a different payment option on the same

page.
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c. Prominently Display All Accepted Payment Methods: Ensure your
checkout clearly shows all available options (credit/debit, UPI, net
banking, wallets, BNPL) to guide the customer.

d. Provide Customer Support Contact: Make it easy for customers to
reach out via chat, phone, or email if they can't resolve the issue b'
themselves. <

e. Implement Abandoned Cart Recovery: For online declines, u y
automated emails or SMS to remind customers of their aban &
cart and help or alternative payment options. O

f. Optimize Payment Gateway Settings: Work with the@yayment
gateway to fine-tune fraud filters to minimize "falg§é positives"
(legitimate transactions incorrectly declined).

General Best Practices for Retailers: Retailers should )Q/Qntain consistent
quality, understand customer needs, use technology effectively, ensure ethical
practices, and focus on customer satisfaction acro @Al channels. A balance
between in-store experience and online converﬁce helps retailers stay
competitive in the market. @

a. Staff Training: Train all custome '—}&cing staff on common decline
codes, polite communication, and alférnative payment options.

b. Monitor Decline Codes: R rly review decline reports from the
payment processor to idefitify patterns (e.g., specific card types
frequently declined, ce times of day, or particular products) that
might indicate a largey issue with the processor or customer base.

"ﬁpl

c. Diversify Payme tions: Offer a wide range of payment methods to
give customer ices and reduce the risk of a single payment method
failure leading%0 a lost sale.

d. Maintai stem Health: Ensure POS systems, internet connectivity,
and @@mmerce platforms are regularly maintained and updated to
i ize technical failures.

%Broactive Communication (for known issues): If anticipate system
downtime or known bank issues, inform customers via website, social
media, or in-store signage.

QCiJRACTICAL EXERCISES
6 Activity 1: Role Play on Digital Payments.

Material Required: Props: Office desk setup, headset (optional), notepads,
name tags for roles ("Customer Service Executive," "Customer," "Supervisor"),
Optional immersion: Smartphone for simulating UPI/Mobile Wallet app
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interface, Mock bill or invoice to represent transaction and Scenario cards:
“UPI Payment,” “Mobile Wallet Payment,” “QR Code Scan Payment,” etc.

Procedure:
1. Divide students into groups of 4-5. b’
2. Assign roles as Customer, Customer Service Executive, Supervisor. <
3. Hand over a scenario card to each group (e.g., paying electricity bill \;ie@
UPI, shopping bill through mobile wallet). '\',\'
4. The "Customer" initiates the digital payment while the "Exgcsgze”
explains step-by-step how to proceed. Q

5. The ‘"Supervisor" ensures process accuracy and{/ maintains
professionalism.

6. The "Teacher" notes body language, clarity, accun(v\g and customer-
handling skills. X

7. Students perform the role-play in front of t oup.

8. Encourage use of real-life phrases, e.g. lease scan this QR code” or
“Your payment has been successfully&geceived.”

9. Each group takes 5-7 minutes for'@@fbrmance.

10. Teachers provide constructivg/@edback on communication, technical
clarity, and professionalism@,

11. Supervisors summariz correct procedure at the end.

12. Rotate roles so eacﬁy)s’tudent gets a chance to act as Customer and
Executive. @'

13. Teacher high@ts key learning points.

14. Student psglect on errors made and ways to improve.

15. Stude@s note the main steps of digital payments in their notebooks.
Activity%K‘Role Play on Demonstration of POS System

Matérial Required: Props: Office desk setup, headset, notepads, name tags
"Lils omer Service Executive," "Customer," "Supervisor'), Optional
&mersion: Debit Card, Credit Card, some Cash, Mock bill/invoice and
Scenario cards: “Cash Payment,” “Debit Card Payment,” “Credit Card

@ Payment,” “Contactless Tap Payment.”

Q Procedure:
1. Divide students into small groups of 4-5.

2. Assign roles (Customer, Executive, Supervisor, Teacher).
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3. Provide scenario cards to groups, each representing a different POS
payment mode.

4. The "Customer" makes a purchase and approaches the POS counter.

5. The "Executive" explains the process: cash counting, card swiping, PIN b’
entry, receipt generation. &

6. If it’s a cash scenario, Executive demonstrates checking currency and "{)

2

returning change. ,\"'\,
7. If it’s a card payment scenario, Executive explains authorizati)& nd
receipt handover. Q
8. The "Supervisor" ensures procedure accuracy. <
9. Teacher notes clarity, speed, politeness, and professionaﬁgm.
10. Each role-play takes 5-7 minutes. )Q/O
11. Rotate roles so all students practice different scé*drios.
12. After presentations, each group explains h OS enhances accuracy
and security. @

13. Teacher discusses errors noticed and%prrects practices.
14. Supervisor summarizes importar;{bustomer—handling points.
15. Students note steps for POS txﬁsactions in notebooks.

Activity 3: Prepare a Flow M to Show Retail Payment Process at an
Identified Retail Store

X
Material Required: Dra\;{\ég sheet, pen/pencil, ruler, notebook, Rubber, color
pens for neatness and }g ple invoice template (if available).

Procedure:

1. Organiz 1d visit to a nearby retail store (supermarket/departmental

store) O

2. S@%nts go in groups and observe the payment counter.

olitely greet the Customer Service Executive and introduce the purpose
of the visit.

O 4. Note how customers make payments (cash, cards, UPI, wallets, etc.).

5. Ask about authorization of online transactions (OTP, PIN, network
verification).

6. Enquire about POS machine functioning, reconciliation, and receipt
process.

7. Take notes and confirm accuracy with the Executive.
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8. Back in class, students create a flow chart (e.g., Customer Purchase —
Billing — Payment Mode — Verification — Receipt — Feedback).

9. Use symbols (arrows, boxes, circles) to make it neat and professional.

10. Discuss in groups and finalize the flowchart. b’
11. Present the flowchart to the teacher for validation. <
12. Teacher provides corrections and suggestions. _'\’é\{)

13. Students refine their work based on feedback. ~<)

14. Groups present their flowcharts in class for comparison. g\}

15. Class discussion on common steps and best practices in re%l ayment.

Activity 4: Case Studies on Retail Payment Methods "C)
Material Required: Case study printouts on retail pay methods (Cash
Payment Issues, UPI Error, POS Machine Down, etc,{/and Worksheets for
analysis (problem, solution, learning points). O
Procedure: é
1. Divide students into small groups. @
2. Provide each group with a case ',\&
3. Instruct them to carefully read @'& situation.
4. Identify payment method 3@ in the scenario.
5. Discuss challenges fac y the customer and store staff.
6. Identify steps taken Qéfesolve the problem.
7. Note importan communication, verification, and professionalism.
8. Fill in the Woﬁheet (Problem — Causes — Solution — Learning).
9. Each grc@ﬂaresents their findings to the class.
10. Teac@aeilitates discussion, correcting misconceptions.
11. C@pare different payment methods in terms of speed, safety, and

liability.
»\‘é. Highlight challenges like network issues, fraud risks, and reconciliation

O problems.

@@ 13. Supervisor or teacher adds industry best practices.
Q 14. Students summarize their learning individually.

15. Teacher evaluates based on participation, accuracy, and creativity.

CHECK YOUR PROGRESS
A. Fill in the Blanks

74



Retail Sales Executive Grade 11

1. In retail, payment processing refers to the entire system and sequence
of actions that securely facilitate the transfer of funds from a customer
to a merchant for or

2. A robust payment system offers customers convenience and ,
allowing them to use their preferred methods.

3. The retail payment process is fundamentally important for improved«(}

and fraud prevention. .'\@
4. When a customer uses a card, the funds are directly withe\@’n
from their linked bank account. O
5. UPI-linked Payments leverage UPI to link directly to a useg
account, enabling instant transfers. ~<)
B. Multiple Choice Questions O

1. Which of the following is NOT a primary beneﬂ{/o an effective retail

payment process? ‘ O

a) Enhanced Customer Experience
b) Increased Sales and Revenue
c) Reduced Operational Efficiency. ()
d) Improved Security and Frau&rtvention.
2. What is the main security Ckyﬁfenge associated with cash payments?
a) High transaction fee
b) Lack of traceabili&&’
c) Risk of bouno{g@p'ayments
d) Non-transferability.

3. Which c@ cteristic primarily differentiates a Demand Draft (DD) from
a che :

a)@)Qp/rovides a paper trail.
@) It can be post-dated.
,\' c) It is guaranteed by the issuing bank.
d) It is primarily used for small transactions.
4. What is a key challenge for retailers accepting credit and debit cards?
a) Absence of transaction fees
b) Compliance with PCI DSS

c) Lack of fraud detection tools
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S. Column A @S. Column B
No @ No
1 | Cash Payment &K‘/ A | Guaranteed payment from a
bank
/\'g
2 | Cheque V B | Funds directly withdrawn from
6% bank account
3 /‘D@znd Draft C | Vulnerable to physical theft and
0 counterfeiting
,
qu/ Debit Card Payment D | Risk of "bounced" payments
0 S | Mobile Wallets (UPI-| E | Funds instantly transferred
linked) bank-to-bank via mobile app

Z
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d) Very slow processing times.

5. What is the mathematical formula applied to a card number to verify its

X

validity?

a) AVS

b) CVV/CVC

c) Luhn Algorithm (Mod 10 Check) _'»@
d) PIN verification. ,\<)

C. State whether the following statements are True or False. O
1. Payment processing only involves electronic transactions i%‘gail.

2. A swift and effortless payment experience can encO@age impulse
purchases. O

3. Cheques are generally considered less secure thae Demand Drafts due

to the risk of dishonor. O
4. Mobile wallets typically incur high trans@ioﬁ fees for consumers.

5. Authorization in payment processiq&f ers to additional layers of

security to confirm user identity. @,
D. Match the Columns R
/

E. Short Answer Questions
1. What do you understand by the payment processing in retail?

2. What is the primary function of a "payment gateway" in retail payment
processing?
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3. Name two key benefits of mobile wallets and digital payments for
customers in India.

F. Long Answer Questions
4. Discuss the importance of retail payment process. b’
5. Explain Handling declined transactions and payment failures: <
6. Elaborate Authorization and Verification procedures in retail paymen;c.é\gy
7. Discuss how to handle declined transactions and payment failure,gé\'
G. Check Your Performance »\}’
1. Draw a chart on the types of payment methods. Q

| A 2R
2. Spell out the types of payment methods in Retail a’f@g with their
importance and challenges. O

3. Draw chart on general best practices for retailers fg(/payment processing.

éO
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SESSION 2: RETAIL PAYMENT MANAGEMENT

In retail, refund and exchange payment procedures are essential processes
that define how money is returned or adjusted when a customer returns an
item or exchanges it for another. These procedures are crucial for customer
satisfaction, maintaining trust, and ensuring accurate financial records.

Refund Payment Procedures

The fundamental principle of a refund is to return the money to the custo

wies”

using the original payment method wherever possible. This is a best prﬁ@ce
for security, fraud prevention, and efficient financial reconciliation. Q

1. Credit and Debit Card Refunds

Credit and debit card refunds occur when the amd@t paid for a
canceled or returned purchase is credited back to th€)customer’s card
account. The refund is processed through the sam)ﬁ“payment gateway
used for the original transaction and may tak ew business days to
reflect, depending on the bank’s processingstitne. This method ensures
secure and traceable reimbursement.

a. Process: When a customer retur% an item originally paid for by
card, the refund is typically @essed as a 'return" or '"credit"
transaction through the POS!(; stem (for in-store) or e-commerce
platform (for online). This %@ates a reversal of the original charge.

b. Mechanism: The %@/ request goes through the payment
processor to the acquising bank, then to the card network, and finally

to the customer'ﬁSSuing bank. The funds are credited back to the
customer's or}&@al card account.

c. Timing: V@e the merchant processes the refund immediately, it
can take3-10 business days for the funds to reflect in the customer's
aCCO@ ue to bank processing times. Retailers must manage

cu,@mer expectations regarding this delay.

2. C%h Refunds

Q
N
@C/

Q@

cash refund is a process where a customer receives the return of
money paid for a product or service that has been canceled, returned,
or found defective. It is usually provided when the original payment was
made in cash, ensuring immediate reimbursement to the buyer.
Businesses typically verify the purchase receipt and product condition
before issuing a refund to maintain transparency and prevent misuse.

a. Process: For items originally purchased with cash, the refund is
generally given back in cash from the till.
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b. Considerations: Retailers often have policies on the maximum cash
refund amount they can provide. For very large cash purchases being
returned, a refund might be issued via bank transfer or cheque to
ensure security and traceability.

3. Mobile Wallet and UPI Refunds b'

Refunds through mobile wallets and UPI are processed digitally, where
the refunded amount is credited directly to the customer’s linked®
account or wallet. These refunds are usually quick, often compl
within a few hours to a couple of days, ensuring convenier@ nd
transparency for both buyers and sellers. Q

a. Process: When a payment made via a mobile wallgf) or UPI is
refunded, the money is typically credited directly back-to the source
from which the payment originated (i.e., the custofijer's linked bank
account for UPI, or their wallet balance for prf;(l/())%’ded wallets).

b. Mechanism: The refund transaction is ini€idted by the merchant,
and the payment network facilitates the éirect transfer back to the
customer's account/wallet. @

c. Timing: These refunds are often Xr-instantaneous, particularly for
UPI-linked bank accounts, ,t%%h is a major convenience for

customers in India. K,,@
d. Gift Card, Voucher, a dytore Credit Refunds

e. Process: If an item purchased using a gift card or store credit,
the refund is typi¢&lly issued back onto a gift card or as store credit,
not as cash or @a bank card.

f. Policy: R @ lers generally have a clear policy on this, as gift
cards /s%re credit are considered a form of payment specific to the
store.

4. Buy@ Pay Later (BNPL) Refunds

I PL refunds, when a transaction is canceled or returned, the refund
adjusted against the pending installment or credited back to the

4 customer’s BNPL account. The provider updates the repayment
O&’ schedule or reverses the billed amount to maintain accurate financial

6 records.

@ a. Process: When an item purchased via BNPL is returned, the
Q merchant processes the refund to the BNPL provider. The BNPL
provider then adjusts the customer's outstanding instalment plan.

b. Mechanism: This could mean cancelling future instalments, or
refunding payments already made, depending on the stage of the
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repayment schedule and the amount of the refund. The customer's
refund experience is managed by the BNPL provider, not directly by
the retailer.

Credit Note and Exchange Process

Credit Note: A credit note is a document issued by a retailer to a customer, b’
acknowledging that the customer has returned goods and is owed a certain '\Ov
amount of money from the retailer. Essentially, it represents a store credit that?

the customer can use for future purchases at that specific store or chai '

an alternative to a direct refund to the original payment method or asdirect
exchange for another item at that moment. The credit note provid@?a record

of a return, confirm the value owed to the customer, and act as axedeemable
instrument for future purchases. They can be physical pa agips, digital

codes, or loaded onto a store-specific gift card. They typic include details
like the credit note number, date of issue, value, originalyansaction details,
and an expiration date (if any). X

Exchange Process: An exchange involves a cust@r returning a purchased
item and immediately replacing it with anotheritem. This process can happen
with or without an accompanying credit nqte,depending on the value of the

items. . @,

a. Even Exchange: The customer rns an item and takes a new item of
the exact same value (e.g., s shirt in a different size). No additional
payment is required fro t@'customer, and no refund is issued. The
POS system simply rec&the exchange.

b. Exchange for a Higfé‘ Value Item:

The customer ret@% an item and chooses a new item that costs more.
The value of returned item is credited towards the new purchase,
and the customer pays the difference using any accepted payment
method &, card, UPI, etc.).

c. Exc@\?ée for a Lower Value Item:

The’customer returns an item and chooses a new item that costs less.
4@}16 value of the returned item is credited towards the new purchase.
,\’ For the remaining difference, the retailer will either:

i.

C

@6 ii. Issue a credit note for the difference, which the customer can use for
Q future purchases. This is a common approach when a direct refund
for a small difference is not practical or when the retailer's policy
dictates store credit for returns without a full exchange.

Issue a refund for the difference
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SECURITY PROTOCOLS AND FRAUD PREVENTION

Security protocols and fraud prevention are non-negotiable pillars for any
retail business accepting payments, whether in a physical store or online.
Given the continuous evolution of payment methods and fraud tactics, a

multi-layered, adaptive approach is essential. In India, with its significant b'
push towards digital payments like UPI, these measures are particularly vital Z,
(Fig.2.12). Q

Fig. 2.12: Security Protocol,&@d Fraud Prevention

Identifying Counterfeit Currency apd ‘Cards

Identifying counterfeit currency, @d cards is a critical skill for retail staff,
especially given the continu efforts by fraudsters to replicate genuine
payment instruments. Vig{@ce and knowledge of security features are key.

1. Counterfeit Curréhcy: The Reserve Bank of India (RBI) regularly

updates the ity features of banknotes. Retail staff should be
trained to ch for multiple features, as counterfeiters often only
manage plicate a few. (Fig.2.13). Such as:

Wate;@ark: A watermark is a faint design or text embedded in paper
o?’éﬂal documents to indicate authenticity.
It helps prevent duplication, forgery, and unauthorized use of

Q%portant documents. (Fig.2.13)

‘\, i. Check: Hold the note against a light source. You should see a clear,

O distinct portrait of Mahatma Gandhi and the denominational

@ numeral (e.g., 500, 100 etc.) in the blank space. The watermark
Q@ should have subtle variations in light and shade, not be flat or blurry.

ii. Counterfeit: Often appears as a simple print, blurry, greasy, or with
uneven thickness.
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Fig. 2.13: Identifying Counterfeit Currency @ Cards
a. Security Thread X
i. Check: Hold the note to the light. Qecurity thread should
appear as a continuous line embedded in the paper (not printed
@w "RBL," "#HRd" (Bharat in

on the surface). It should algo\{
ion (e.g., 'S00') that alternates

Devanagari), and the denomi@a
when tilted. ,{\

ii. Counterfeit: Often ﬁ&!@r{ted line on the surface, lacking the

continuous look a@ our/text shift.
b. Latent Image

X
i. Check: For ominations like 3200 and 500, hold the note

horizont at eye level (at a 45-degree angle). The
denomihational numeral (e.g., 'S00') should become visible in the
gr en%band near the Mahatma Gandhi portrait (Fig. 2.14).

ii. nterfeit: The image may be absent or not clear at the correct

Fig. 2.14: Latent Image
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N
&
Q

c. See-through Register

i.

ii.
d. Intaglio (Raised) Printing

i.

ii.

Check: On the left side of the note (above the flower motif for some
denominations), when held against the light, the denominational
numeral (e.g., '500') will appear complete, formed by the front and
back patterns aligning perfectly.

Counterfeit: The alignment will be poor or the image incomplete. '\Ov

7

Check: Run your fingers over Mahatma Gandhi's portraitihthe
Ashoka Pillar emblem, the guarantee and promise clau d the
RBI governor's signature. You should feel a distinct raised’texture.
This feature is also crucial for visually impaired indiyduals.

Counterfeit: Often flat, lacking the tactile feel. O
X

e. Micro-lettering X,

i.

ii.

Check: Use a magnifying glass to ins cOareas like between the
Mahatma Gandhi portrait and the §urity thread, or on the
security thread itself. You should@e tiny, clear text like "RBI,"
"INDIA," and the denominationéknumeral.

Counterfeit: Text will appe X lurred, illegible, or missing.

f. Colour-Shifting Ink (Opti&gl'y Variable Ink - OVI)

i.

ii.

i.

i.

ii.

ii.

Ry

Check: On the gg@’right side of the note (e.g., ¥500), the
e

denominational n ral (e.g., '500') is printed with OVI. When the

note is tilted, color of the numeral should change from green
to blue. Qr
Count it: The color may not shift or the change is indistinct.

g. Identéﬁ’%tion Mark (for Visually Impaired)

ck: Raised geometric shapes (circle for 500, triangle for R200)

X that can be felt by touch.

Counterfeit: Flat or poorly defined.

. Serial Number

Check: Serial numbers should be ascending in size from left to
right (for new series notes). All digits should be uniform in font,
spacing, and alignment.

Counterfeit: Uneven spacing, different font sizes, or misaligned
numbers.
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i. Paper Quality

i.

ii.

Check: Genuine banknotes are made from a unique paper that is
crisp, durable, and feels distinct from ordinary paper.

Counterfeit: Counterfeits may feel waxy, flimsy, or like regular
printing paper.

Moy

2. Counterfeit Cards: While electronic authorization handles much of the "O’

security, physical inspection of cards at the POS remains cru é@

especially for older magnetic stripe transactions or for identifying d@ d

cards.

a. Examine the Physical Card Q

D

<
Quality and feel, embossing (Raised Numbers), holog@ns, magnetic
strip, signature panel, check microprinting, and chi

ii.

Verify Printed Details: Card number, Car; \)}e/riﬁcation Value or
Card Verification Code, Expiration Datg, £dgos and Branding.

During Transaction Processing: Mismatch in card number on
Receipt, Signature Verification, Ufiexpected Declines, Suspicious
Behaviours

b. Ensuring safe digital transa%fy@é

Ensuring safe digital tran&gﬁons in retail, especially in a rapidly
digitizing market like @, requires a multi-layered approach that
addresses security the merchant's infrastructure to the
customer's devicg.dlere’s a comprehensive look:

1.

ii.

Payment Industry Data Security Standard (PCI DSS)
Compli and Tokenization: Any Indian retailer that accepts,
proce g stores, or transmits credit/debit card data must
co with PCI DSS. Tokenization for online transactions (as
dated by RBI for card-on-file) significantly reduces the scope
PCI DSS for retailers by ensuring sensitive card data never hits
their systems unencrypted. This involves stringent requirements
like maintaining firewalls, encrypting stored cardholder data,
using unique IDs for access, regularly testing security systems,
and maintaining an information security policy.

Encryption (SSL/TLS and P2PE): For e-commerce, Secure
Sockets Layer (SSL) and Transport Layer Security (TLS) encrypt
the connection between the customer's browser and the retailer's
server. This is fundamental for protecting data (like card
numbers, personal info) in transit. Retailers must ensure their
websites have valid SSL/TLS certificates (indicated by "https://"
and a padlock icon). Point-to-Point Encryption is crucial for

84



Retail Sales Executive Grade 11

physical retail. It encrypts card data right at the swipe/dip/tap of
the POS terminal, before it even enters the retailer's system, and
keeps it encrypted all the way to the payment processor. This
prevents data interception at the point of sale.

iii. Secure Payment Gateways and Processors: Retailers must b'
partner with reputable, PCI-compliant payment gateways and
processors (like Razorpay, PayU, Stripe, etc., in India) that hano}le@v
the complex routing and encryption of transactions. T
providers offer built-in security features, fraud detection @13,
and adhere to the latest industry standards.

Handling Suspicious Payment Behaviour: Handling suspiciows payment
behaviour is a critical aspect of fraud prevention in re(@?/ protecting
businesses from financial losses and maintaining a secur@environment for
legitimate customers. This requires staff vigilance, robussystems, and clear
protocols for both in-store and online transactions. XU

1. In-Store Handling é
Stay Calm and Professional @
Politely Ask for Alternative Payme X

o P

Request ID for Suspicious /Larée\’l“ransactions
Verify Security Features (f%@ash)

a0

®

Involve a Supervisor

=

Delay Tactics (if icable)
Refuse Transac(@pn (If Confirmed Fraud)

5 ®

Documen Incident

. Cont ﬁ.%uthorities
2. Onlinﬁéommerce Handling

a@fsferage Automated Fraud Detection Systems using Al

e

4 Record Checks, Social Media Checks.

@6 d. Order Cancellation/Hold if requires.
Q e. Secure Data Storage.

@. Manual Review Queues through Cross-referencing Data, Public
C.

Cautious customer for moderately suspicious orders
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TRADITIONAL AND MODERN PAYMENT PROCESS

Traditional Payment Process: Traditional payment methods primarily relied

on physical exchanges and manual processing. Following are the types of

traditional payment methods:

b. Cheques and Demand Drafts
c. Traditional Credit/Debit Card Terminals

a. Cash

O

Benefits of traditional payment methods in retail O

1. Cost Savings: No transaction fees for cash payments,$ directly

increasing profit margins, especially for small-value tfansactions.
Typically, lower processing fees for cheques Comparapto electronic

methods. (@)
X
a. Immediate Fund Availability: Cash paymients provide instant
access to funds, aiding immediate cash fl nd operational needs.

Wider Customer Reach and Financial Inchasion.

b. Resilience to Technical Issues: affected by power outages,
internet connectivity problems‘,a, r system glitches, ensuring
business continuity. N

c. Simplicity in Setup: Req)(i'/@s minimal infrastructure (e.g., a cash
register), making it e sg"and inexpensive to implement for any
retailer. é

d. Payment Flexib ﬁy (in case of Cheques): Allows for post-dating,
offering flexibilify*in managing payment dates for both parties.

. Challenges a?raditional Methods: Traditional payment and refund
uc

methods, as cash or cheque, are often time-consuming,
inconve , and prone to errors. They require manual verification,
physir\a}/ handling, and longer processing times, which can delay

@mer satisfaction. Additionally, maintaining accurate records and

c
enSuring security in these manual systems can be difficult.
4@&

N
&
Q

High Fraud Risk: Especially with magnetic stripe cards and easily
counterfeited cash.

b. Slow Reconciliation: Manual processes lead to errors and delays in
balancing books.

c. Operational Inefficiencies: High labour costs for cash handling,
counting, security, and banking.

d. Limited Data and Insights: Minimal data captured on customer
preferences or sales patterns.
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e. Restricted Reach: Primarily brick-and-mortar focused.

f. Inconvenience: Carrying large amounts of cash, writing cheques,
dealing with physical cards.

g. Lack of Scalability: Difficult to manage high transaction volumes b’
manually. )
Modern Payment Process "O’

Modern payment processes are characterized by digital transformatibg'\,'
advanced technology, and a focus on speed, security, and cu er
convenience. Following are the types of Modern payment process: Q

a. Integrated Point-of-Sale (POS) Systems &
b. EMV Chip Cards ~<>
c. Contactless Payments - Near Field Communication)&C)

d. Mobile Wallets and Digital Payments O&/

e. Buy Now, Pay Later (BNPL) Services and otl%.

Benefits of Modern Methods '\

a. Enhanced Security: Encryption{‘&’enization, EMV chips, and Card
Not Present fraud. (Fig.2.15) ¢,

b. Increased Speed and fﬁ@iency: Faster checkout times, reduced
queues, streamlined ba d operations, real-time reconciliation.

c. Improved CustoméK. Experience: Convenience, multiple payment
options, frictionle eckout, personalized offers.

d. Expanded R -3- h: E-commerce capabilities allow retailers to serve
customers globally, 24/7.

e. Better @' and Insights: Detailed transaction data provides valuable
insi for inventory management, marketing, and business strategy.

f. R@.\ced Operational Costs: Less cash handling, fewer manual errors,
wer administrative burden.

‘\' . Scalability: Easily handles increasing transaction volumes and
supports business growth.

@6 h. Financial Inclusion: In India, UPI and mobile wallets have brought
Q millions into the digital economy who might not have traditional bank
accounts or cards.
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BENEFITS OF
MODERN METHODS

< O >

ENHANCED INCREASED SPEED
SECURITY & EFFICIENCY y
IMPROVED EXPANDED REACH QO
CUSTOMER

g

EXPERIENCE /
} 11
. l REDUCED

= OPERATIONAL COSTS
BETTER DATA
& INSIGHTS e >
FINANCIAL
\I_thLUSION
Fig. 2.15: MO?}}? Methods
Challenges of Modern Methods s

a. Complexity of Integration: egrating various payment technologies
can be challenging for s%@’businesses.

b. Cybersecurity Threats: While secure, digital systems are still targeting
for sophisticated erattacks (data breaches etc.), requiring
continuous Vigil% and investment.

c. Processing : Digital payments usually incur transaction fees from
processorscand networks, which can be a significant cost for retailers.

d. Deper'{?, ce on Technology: System outages or internet connectivity
an disrupt payments.

issuEs,
e. Déltal Divide: Some segments of the population may still prefer or only
@ave access to traditional methods, especially in less urban areas.

‘RRACTICAL EXERCISES
Activity 1: Role play —Refund of payment.

Material required: Props: Office desk setup, headset (optional), notepads,
name tags, smartphone to simulate the UPI app interface. A mock bill or
invoice. Scenario printouts “UPI Payment - Refund”, “Cash Payment - refund
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Procedure:

Ask students to perform role plays, demonstrating how the refunds of
payments are handled.

1.

¥

10.
11.

. Students are assigned roles as Customer, Customer Service Executive

. Each group is given a scenario card such as: '@

Teacher explains the importance of refunds and customer satisfaction. b’
Share real-life examples of refund delays or issues. 7

¢

and Supervisor ,&\,@
a) Customer — comes with a product and asks for a refund. ~<)

b) Customer Service Executive — receives the request and ex@ains the
refund process. <

c) Supervisor — resolves disputes if the customer is uné@sﬁed.
O

a) UPI Payment refund not credited immediate@&’

b) Cash Payment refund exceeding cash cotxgter limit.

c) Debit/Credit Card refund requiring @days.

. Students practice: . (&,

&

a) Greeting the customer politely*
b) Checking proof of purch;%}&bill /invoice).

c) Explaining refund ti@ﬁe clearly.

d) Offering alternati&&/(store credit, exchange, bank transfer).
e) Handling Cusggfaér frustration with empathy.

. Each group @sents. Teacher highlights strengths and areas for

improvemerit. Teacher adds insights on professional handling.

. Stude will learn refund protocols, develop soft skills in

co hication, and learn escalation procedures. To practice customer
s&%ce skills while processing refunds.

o understand refund policies for different payment modes.
To build confidence in handling customer queries and escalations.

Assign roles to students, such as Customer, Customer Service
Executive, Supervisor and (Optional) Teacher to give feedback on
performance.

Provide each group with a scenario card.

After the role-plays, each group will briefly present their scenario and
the Teacher will lead the feedback.

89



Retail Sales Executive Grade 11

12. After the role-plays, each group will briefly present their scenario and
the Teacher will give the feedback.

Activity 2: Role play - Counterfeit notes/Cards.

Material required: Office desk setup, headset, notepads, and name tags for b’
roles Debit Card or Credit Card and Cash. mock bill or invoice to represent &
the transaction. '\Ov
Procedure: ,&\,@

1. Assign roles to students, such as Customer, Customer Sgwvice
Executive, Supervisor and (Optional) Teacher to give fee on
performance. o

2. Provide each group with a scenario card. ~<)

3. Ask students to perform role plays, demonstrati how to handle

payment through counterfeit Cash, Debit and Cr%iit Card.
4. To train students in identifying counterfeit c Qlcy or cards.
5. To practice calm and professional handli iensitive situations.
6. To learn compliance procedures for fmél?;revention.

a. Teacher explains risks of cgn’@érfeit currency/cards and why

vigilance is important. Shar I guidelines and penalties.
b. Customer, Customer Seqei)éé Executive, Supervisor, Observer.

c. Customer pays wit unterfeit cash (Executive must detect via
watermark, texturg, or UV marker).

d. Customer use @ﬂoned debit/credit card (Executive notices machine
rejection o@i match).

e. Custo denies wrongdoing and becomes defensive.

f. Cus c&er Service Executive politely verifies payment.

g. %&ounterfeit suspected, discreetly informs Supervisor.

@. upervisor follows company’s fraud protocol (retain note/card if
4 possible, involve security, issue receipt).

O\' i. Customer is handled with calmness—no public embarrassment.

@ j- Observer comments on professionalism, tone, body language, and
@ escalation steps. Teacher shares real fraud case studies.
Q 7. Students gain awareness of fraud risks, learn to follow protocol without

panic, and practice professional customer handling.

8. After the role-plays, each group will briefly present their scenario, and
the Teacher will lead the feedback.
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Activity 3: Prepare a chart to show differentiation between traditional and
modern payment process.

Material required: Drawing Sheet, Pen and Pencil, Rubber, Notebook.

Procedure: b’
1. Visit the identified retail store along with your peers. <
2. Meet the customer service staff and others and greet them. é\gy

3. Take a round of the retail store and enquire from@}e
manager/supervisor about the following:

2. How customer ‘spays in retail (e.g., Cash, Debit Cards, UPI e@

3. Which type of payment process is most preferred. @6

4. What are the features of traditional and modern paynmgnt process?

5

. To compare features, advantages, and disad@ntages of different
payment methods. 5 O

6. To develop observation, note-taking, and ire ntation skills.

7. To analyze customer trends in retail payments.

8. Teacher explains examples of tra i@hal (Cash, Cheque) and modern
(UPI, Cards, BNPL, Wallets) pay

9. Students visit a retail store i oups.

a. Greet staff politely, i@ﬂuoe themselves as learners.
b. Ask staff about n@es of payment customers use.
c. Observe whic @yment counters are busiest.

10. Students not@-swers to
a. Whic fr%thods are most used?
b. W&customers prefer UPI over cash (or vice versa)?
c.@%at are advantages/disadvantages of each?

1 otes are shown to the manager/customer service executive for
confirmation.

OxiQ. On drawing sheets, students make a comparison chart with two
columns:

Q@ a. Traditional Payments — Cash, Cheque

b. Modern Payments — Debit/Credit Cards, UPI, Wallets, BNPL
Include aspects like Speed, Convenience, Security, Record Keeping,
Risk of Fraud.
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c. Each group presents their chart, compares findings, and teacher
summarizes key points.

13. Students will learn to research, analyze real-world practices, and
present structured comparisons.

14. Show your notes to the customer service executive and confirm that they

are correct. «(}v

15. Prepare a chart, discuss it with peers, and show it to the teacher. ,&\,@

16. Discuss your chart in the class. {5'0
CHECK YOUR PROGRESS 2%
A. Fill in the Blanks <&

1. The fundamental principle of a refund is to return the money to the
customer using the payment method whegéver possible.

2. The identification mark on a banknote b)ﬁé a raised geometric
shape, is designed for 1nd1v1dué

3. Point-to-Point Encryption (P2PE) encr@s card data right at the
of the POS terminal. '\

4. For very large cash purchases bei @?’turned a refund might be issued
via bank transfer or to ensure security and traceability.

5. When an item purchase @@NPL is returned, the merchant processes
the refund to the $

B. Multiple Choice Quesﬁ/&is

1. How long does it cally take for a credit or debit card refund to reflect
in the custo account after the merchant processes it?

a) Imme ia%ely
b) 1-2 iness days
C) )SYO business days

) Over 15 business days

42. If an item was purchased using a gift card, how is the refund typically

Ox' issued?

Z
Q@

a) As cash from the till

b) To the customer's bank account
c) Onto a gift card or as store credit
d) Via a bank transfer

3. What happens in an "Even Exchange" scenario?
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a) The customer pays the difference for a higher-value item.
b) The retailer issues a refund for the difference.

c) No additional payment or refund is required; items are of exact same

value. b’

d) A credit note is always issued for the full amount. <

4. Which security feature on a banknote involves checking if the serlagy
numbers are ascending in size from left to right? '\',\'

O

a) Micro-lettering O
b) See-through Register Q

<

c) Serial Number check ,\<)
d) Paper Quality O

5. What standard ensures that retailers protect sery@tlve cardholder data
by maintaining firewalls and encrypting stog@lta?

e) SSL/TLS

f) RBI guidelines for UPI @
g) PCI DSS '\&

h) AVS. '§

C. State whether the followin ements are True or False
‘éu

1. Mobile wallet and UPI
refunds.

nds are typically slower than credit card

2. A credit note repy{’@ﬁts a store credit that a customer can use for future
purchases.

3. The secur;{% thread on a banknote should appear as a printed line on
the surf

4. Tokefjzation for online transactions helps ensure sensitive card data
r h1ts a retailer's systems unencrypted.

ﬁlﬁ an exchange for a higher value item, the customer is refunded the

O,\' difference.

2,
Q@
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D. Match the Columns

S. Column A S. Column B
No. No.
1 | Credit Note A | Refund credited directly to td\é)

customer’s linked bank accour@)r
mobile wallet, usually quicle

2 | Even Exchange B | A document given to thg,customer
showing an amount o@i for use in
future store purchﬁj@.

3 | Exchange for Lower | C |Returning a Ntem and receiving
Value Item another itg&p the exact same value.

4 | Mobile Wallet/UPI| D Payme ade using borrowed

fun(ﬁ m a bank up to a pre-
Refund ed limit,

ap
A
S | Credit Card Payment ]:“K/Q’keturning an item, choosing a

Q cheaper one, and getting a refund or
@ credit for the price difference.

E. Short Answer Questioi/év
1. Define Credit noté.@/

2. Name one s &210 security feature that staff should check on an Indian
é counterfeit detection.

banknot§
3. For \5@0 type of refund is the customer's experience primarily
m?ﬁsged by the BNPL provider, not directly by the retailer?

F. L nswer Questions
4. Discuss refund and exchange payment procedures.
2. Elaborate in detail note on fraud prevention.
@6 3. Discuss how to handle suspicious payment behaviour?
Q G. Check Your Performance
1. Differentiate between traditional and modern payment process.

2. Demonstrate the steps involve in processing returned goods.

3. Demonstrate how one can identify counterfeit currency.
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SESSION 3: MANAGING RETAIL PAYMENT PROCEDURES

A Retail Sales Executive plays a crucial and multifaceted role in payment
procedures, extending far beyond simply accepting money. They are the
primary point of contact for customers during the transaction, directly
influencing satisfaction, security, and the overall efficiency of the sale.

First and foremost, the Sales Executive is responsible for accurately
processing payments using the store's Point-of-Sale (POS) system. "kg,
involves selecting the correct payment method (cash, card, mobile t,
BNPL, etc.), entering the correct amount, and ensuring all transacti@@tails
are recorded. For cash transactions, they must accurately coufit money
received, provide correct change, and identify any potentiall counterfeit
currency. With card transactions, they guide customers through’ the terminal
(tap, dip, or swipe), ensure PIN or signature verification, handle receipts.
Their proficiency with the POS software is paramountK?s errors can lead to
financial discrepancies, delays, and customer frustration.

ROLE OF A RETAIL SALES EXECUTIVE IN PA NT PROCEDURES

Beyond the technical steps, sales executives@e vital in ensuring payment
security and preventing fraud. They are \' the front lines for identifying
suspicious behaviour, whether it's umféual card activity, questionable
currency, or a customer acting n@l}busly. This requires vigilance and
knowledge of security protocols lilfél)%hecking banknote features or observing
card details. Moreover, they ég key in managing refund and exchange
procedures, accurately processing returns, issuing credit notes, or facilitating
exchanges according to st&, policy. Their professionalism and adherence to
these procedures direct pact customer trust and loyalty, making their role
indispensable in aining smooth, secure, and customer-friendly retail
operations. Retail Sales Executive also contribute more to following:

a. Custom ervice Aspect: Beyond the technicalities, a Retail Sales
Executive's role in payment procedures is deeply intertwined with

C mer service. They need to be knowledgeable about the various
ayment options available and clearly communicate any associated
Qﬁmelines for refunds or processing. This includes managing customer
expectations, especially regarding delays for card refunds or the specific

O policies for gift card redemptions.

Z
Q@

As professional, when dealing with failed transactions or complex
exchanges, is vital for maintaining customer satisfaction and preventing
frustration. The executive's ability to calmly troubleshoot minor
payment issues or politely suggest alternative payment methods can
significantly enhance the customer's overall shopping experience,
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turning a potentially negative interaction into a positive one and
fostering long-term loyalty.

b. Compliance and Best Practices: Retail Sales Executives are also
critical in upholding the store's compliance with payment regulations
and best practices. This includes adhering to internal policies regarding

o

maximum cash refund limits or procedures for accepting cheques. More '\C»@

importantly, they are the frontline defense in fraud prevention, traine
to identify suspicious payment behaviours, whether it's unusual c&@
usage, altered currency, or hesitant customer actions. “{)

Their vigilance in checking security features on banknotes a ysical
cards is paramount. By diligently following these pr@ocols and
escalating confirmed or suspected fraud to supervisors,@y protect the
business from financial losses and contribute to mabtaining a secure
transaction environment for all customers. L @

PAYMENT PROCESSING WORKFLOW OK‘/

The payment processing workflow in a retail enﬁ)nment is a systematic
sequence of steps designed to efficiently and s@lrely complete a customer's
purchase. It moves beyond simply aO@pting money, encompassing
interaction, verification, and technical exg@tion (Fig.2.16).

Fig. 2.16: Payment Processing Workflow

1. Greeting and Guiding the Customer to Billing: This initial step sets
the tone for the entire transaction. The role of the retail sales executive
here is crucial for customer experience.
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a. Greeting: As the customer approaches the checkout or billing
counter, the retail sales executive should offer a warm, polite, and
professional greeting. This could be a simple "Hello!" or "Welcome!
How may I help you today?" or "Ready to checkout?".

b. Guiding: Once the customer is ready, the executive guides them b’
through the initial steps of the billing process. This might involve Z,
directing them to place items on the counter, asking if they are par v
of a loyalty program, or confirming if they have any coupons or
cards to redeem. For online orders being picked up, it might i'\@ve
asking for an order number. The goal is to create a welco ‘é’ and
organized start to the transaction the purchased items, ®nsuring
efficiency and preparing for handover. <

2. Scanning Items and Checking Prices: This K1.?5136 focuses on
accurately itemizing the customer's purchase. XAccuracy here is
paramount for both customer satisfaction ag/preventing financial

discrepancies (Fig.2.17). \S

SCANNING ITEMS & CHECKING PRICES

a. b c d.

SCANNING: MANUAL ENTRY C. PRICE CHECKING: d. BAGGING/PACKING:
(if needed):

|

| =

()

o

- >

1. Scan Barboce Type Code if Verify Price Place in Bag
No Scan

X

S
KA 4

,\' Fig. 2.17: Scanning Items and Checking Prices
O a. Scanning: The sales executive systematically scans each item using

6 a barcode scanner connected to the Point-of-Sale (POS) system. This
Q@ action automatically retrieves the item's price and adds it to the
transaction total.

b. Manual Entry (if needed): In cases where a barcode is missing,
damaged, or unreadable, the executive must manually enter the
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c.

item's SKU (Stock Keeping Unit) or price into the POS system. This
requires product knowledge and attention to detail.

Price Checking: As items are scanned, the executive should visually
confirm that the price displayed on the POS matches the customer's
expectation or the marked price. If there's a discrepancy, they must
quickly resolve it, potentially by checking the physical price tag or

at the payment stage. '\

. Bagging/Packing: While scanning, the executive often \5@ ns

bagging or packing Q

3. Confirming Payment Method and Amount: This is the @ivotal point
where the transaction transitions from itemizatio?oto financial
exchange. Clear communication is key. (@)

a.

ii.

1ii.

d.

KA 4

N
@O

Total Amount Display: Once all items ang, scanned, the sales
executive verbally states the total amount Weto the customer, while
also ensuring it's clearly displayed on theycustomer-facing screen of

the POS. @
e
(&

Inquiring Payment Method: T xecutive then politely asks the
customer for their preferred pa nt method: "How would you like
to pay today?" or "Cash, car@ r UPI?".

Guidance for Digital Pagments: If the customer chooses a digital
method (e.g., credi rd, debit card, mobile wallet, UPI), the
executive guides them through the process. This could involve:

Directing the@y to tap/dip/swipe their card on the card terminal.
Guidi em to open their mobile wallet app and scan a QR code.

Co ﬁﬁming the amount before they authorize the transaction on
thé’ evice.

irmation: Before proceeding, the executive visually or verbally
nfirms the chosen payment method and the exact amount being
processed with the customer to prevent errors (Fig.2.18).
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CONFIRMING PAYMENT METHOD
& AMOUNT

a. b. c. d.
TOTAL AMOUNT INQUIRING GUIDANCE FOR CONFIRMATION
DISPLAY

PAYMENT METHOD DIGITAL PAYMENTS
=
( sn.azll

1. Review Total 2. Ask How 3. Tap/Scan 4. Verify & &

to Pay to Pay Confirm

Fig. 2.18: Confirming Payment Method and “Sl)mt

4. Completing the Transaction: This final stage enstives the payment is
successfully processed and the transaction is fﬁx’ally closed.

a. Payment Processing:
i. Cash: Receive cash, count it accu@ly, provide correct change.

ii. Card/Digital: The payment te,%'mal /system communicates with
the payment processor an%'}ssuing bank for authorization. The
executive monitors the teg¢minal for approval or decline messages.

iii. BNPL/Gift Card/Vqugher: Process through the dedicated system
for that payment e, ensuring values are correctly applied or
instalment pl initiated.

b. Resolution o,fgﬁ‘ues: If a payment is declined or fails, the executive
must cal inform the customer, offer alternative payment
methods, arxd assist them in troubleshooting if possible.

c. Rece /%Seneration: Once payment is approved, the POS system
el@ates a receipt. The executive offers or provides the receipt to the
@g'sgtomer, confirming the transaction's completion.

@. Thanking the Customer: A final, polite "Thank you for shopping
4 with us!" or "Have a great day!" reinforces positive customer

O experience and concludes the interaction professionally.
@ e. System Update: The POS system automatically updates sales
@ records, inventory levels, and financial ledgers, ensuring accurate
Q business data.

ACCURACY IN BILLING AND INVOICING

Accuracy in billing and invoicing is a cornerstone of effective retail operations,
directly impacting customer trust, financial integrity, and operational
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efficiency. It ensures that the customer pays the correct amount for the goods
received and that the retailer's financial records perfectly reflect sales,
inventory, and revenue (Fig.2.19).

1. Checking Item Quantity, Offers, and Discounts: This critical step is
where the sales executive ensures the customer is charged precisely for

what they are purchasing, considering any applicable promotions.

sales executive must visually confirm that the quantity being

a. Item Quantity Verification: As each item is scanned, the Retgi@

to the POS system matches the physical quantity of the it\ey the

customer intends to buy. Q

b. Applying and Verifying Offers/Discounts: This is oft€n the most

ii.

1ii.

iv.

complex part. Retailers frequently run promotions lil'?OBuy One Get
One Free," "20% off on specific categories,” ox loyalty program
discounts. The retail sales executive must:

X
Identify Applicable Offers: Be kno e@eable about current
promotions and correctly identify ich ones apply to the

customer's purchase.

Accurate Application: Ensure '})e POS system correctly applies
these discounts. Many modegff POS systems automate this, but

the executive should still@ firm the discount has been reflected
in the subtotal.

Customer Conﬁr@bn: Verbally confirm the applied discounts
and the final ng@:ounted price with the customer. For example,
"Your buy-ong-get-one-free offer has been applied, and your total
is now..." 1@M‘cransparency builds trust and prevents disputes.

Coupon fVoucher Redemption: If the customer presents physical
or é’ al coupons/vouchers, the executive must scan or manually
r them, verifying their validity (e.g., expiration date, applicable
ems) and ensuring their value is correctly deducted from the

@ total.

ﬁvoiding Double Entries or Errors: Preventing erroneous entries is

fundamental to maintaining accurate inventory and financial records,
safeguarding both the retailer's profits and customer satisfaction.

a. Systematic Scanning: Retail Sales executives should employ a

systematic scanning method to ensure each item is scanned only
once. This could involve scanning items in a specific order (e.g., left
to right, or by category) and immediately moving scanned items to a
separate area or bag.
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b. Visual Confirmation on Screen: As items are scanned, the
executive should observe the POS screen to confirm that the correct
item name and price appear. This helps in catching mismatches if a
wrong barcode was scanned or if the system pulled up an incorrect
product.

c. Avoiding Manual Entry Mistakes: When manual entry (e.g., for
missing barcodes, custom items) is necessary, the executive mus
double-check the SKU or price entered. Typos or incorrect item Coﬂéﬁv
can lead to significant discrepancies. "<)

d. End-of-Transaction Review: Before confirming the< payment
method, a quick mental or visual review of the item list O@the screen
(especially for shorter transactions) can catch for €n items or
accidental double scans. The final total displayedén the customer-
facing screen also acts as a mutual verification pint.

e. Leveraging POS System Features: Moder &S systems often have
features designed to reduce errors, suché

i. Weight integration: For produc@onnecting scales directly to
the POS to automatically calcul‘sgt,e price by weight.

ii. Real-time inventory loo%p. Preventing sales of out-of-stock
items. 7,

iii. User permission leyels: Limiting access to functions that could
lead to errors. é

f. Consequences &&Errors: Even small errors can accumulate.
Overcharging défnages customer loyalty and can lead to chargebacks
or negative reviews. Undercharging results in direct revenue loss and
inaccurate{?ventory counts, which can complicate restocking and
finanai lanning.

% g

; If effecti b b
6)‘ Preventing Errors - Suq:egsf::'i;ror
( Systematic Scanning )\ v
6 T \ Methods to Avoid
Isual Confirmation .
4 ( B saen '— —> Double Entries
x or Errors Sre i
5 alure 1o AVOlI
Avoding Manual Entry A
O ( Mistakes )/ Errors
If infecctive
End-of-Transaction
Meview

Consequences of Errors
Features

o Wejgh! Integration Inventory Discrepancie: Customer Di faction
* Reak-time Inventory Lookup |
 User Pemission Levels

Financial Loss || Wasted Time || Inaccurate Sales Data

Fig. 2.19: Accuracy in Billing and Invoicing
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SECURE HANDLING OF CASH AND CARD TRANSACTIONS

Secure handling of both cash and card transactions is paramount in retail,
not only to prevent financial losses from theft and fraud but also to build and
maintain customer trust. Retail sales executives are on the front lines of this
responsibility, requiring diligent adherence to specific protocols.

1. Counting and Returning Change Correctly: Accuracy in cash

handling is fundamental for financial integrity and custon'{;{&

satisfaction.

a. Importance: Incorrect change can lead to immediate fina e@'loss

for the retailer (over-giving) or customer dissatisfactioé (under-
giving). It also creates discrepancies in the till reconcilfation at the
end of a shift, potentially signaling errors or even int'é@al theft.

b. Procedure &O
i. Receive and Verify: Upon receiving cas m the customer, the
sales executive should verbally state ount received and lay

ii.

1ii.

iv.

3
¢

the larger denominations on the countér for the customer to see
before placing them in the till. This~€onfirms the amount.

Count Up Method: When gi@'}g change, the executive should
count up from the total puééhase price to the amount received,
using the change give%edr example, if the total is ¥75 and the
customer pays X100, tlie executive would take %5 from the till and
say "%80," then t@?QO and say "3100." This verbal and visual

method minirr{;@/s errors.

Show Changer Always present the change clearly to the customer,
allowin m to verify the amount before it is placed in their
hand.

Minimize Errors: Avoid distractions during cash handling. If
\Lyysure, recount immediately.

curity Aspect: Accurate counting reduces opportunities for

disputes (e.g., customer claiming incorrect change), which can
sometimes be a tactic used by fraudsters to confuse staff. It also
minimizes discrepancies that could be exploited for internal theft.

SING POS SOFTWARE EFFECTIVELY

Effective utilization of Point-of-Sale (POS) software is no longer just a
convenience; it's a fundamental requirement for modern retail success. The
POS system serves as the central hub for most retail operations, and
mastering its use is critical for retail sales executives to enhance customer
experience, improve efficiency, and contribute to the business's bottom line.
Effective use of POS software lead to (Fig.2.20).
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1. Streamlining Transaction Processing: The core function of POS
software is to facilitate smooth and rapid transactions.

a. Quick and Accurate Sales: Effective use involves swiftly scanning
items, accurately applying offers and discounts, and quickly tallying
the final bill. Proficiency in navigating product categories and using
search functions within the POS ensures that items without barcodes Z,
or special requests are processed without delay. . é\gy

b. Diverse Payment Handling: A key aspect is the seamless proces '\%
of various payment methods. This includes accurately handlin 9@81’1,
integrating with card terminals for secure debit/c 'igcard
transactions, processing mobile wallet payments via QR codes or
NFC, and integrating with Buy Now Pay Later (BNPL) orms. Sales
executives must know how to initiate, confirm, dﬁd troubleshoot
each payment type within the software. L @)

c. Effortless Refunds and Exchanges: Effi i@)%POS use extends to
managing post-sale operations. Executives should be adept at
processing returns, issuing credit no facilitating even exchanges,
and handling exchanges where pri\c@fferences require additional
payment or a partial refund/ c.re‘g.t. The software's ability to track
original transactions is crucialgf}cre.

-

X -
o2
N R
4 6 Fig. 2.20: Using Software Effectively

O\' 2. Enhancing Inventory Management: The POS is intrinsically linked to
@ inventory, providing real-time data.

@ a. Real-time Stock Updates: Every sale processed through the POS
Q automatically updates inventory levels. Effective use ensures that
stock counts are accurate, preventing situations where an item is

sold but physically unavailable, or vice-versa.
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a. Customer Data Capture: Sales executives should effectively use

Retail Sales Executive Grade 11

b. Informed Replenishment: By correctly ringing up sales, the POS

provides data that helps managers identify fast-moving items,
seasonal trends, and slow-moving stock, informing smarter
purchasing decisions and minimizing stockouts or overstocking.

3. Improving Customer Management and Loyalty Programs: The POS
system is a powerful tool for building customer relationships.

POS to capture customer information (with their consent) for 1
programs, marketing lists, and personalized offers. Thiiﬁpten
includes linking purchases to customer profiles. Q

. Loyalty Points and Redemptions: Seamlessly applying loyalty

points, checking customer rewards balances, a processing
redemptions within the POS system directly enhan¢@és the customer's
loyalty experience and encourages repeat bus%e .

. Personalized Service: Accessing cu%&r purchase history

through the POS can enable sales ecutives to offer more

personalized recommendations an@ more tailored shopping
experience. '\

4. Generating Valuable Data and Analytics: Every transaction through
the POS contributes to a rich d et

transaction details accurately recorded. This data feeds into
powerful reports&@ sales performance, popular products, peak

hours, and morfa’

X
a. Comprehensive Repsrg-ng: Effective use ensures that all

. Strategic '&sion Making: While executives might not directly

analyze thi§“data, their accurate input ensures that managers have
reliable<information to make informed decisions about inventory,
staffing, marketing strategies, and store layouts.

5. M%ﬂnizing Errors and Fraud: The structured nature of POS software
r

ces human error and provides security features.

Automated Calculations: The POS automatically calculates totals,
taxes, and change, significantly reducing manual calculation errors.

b. Audit Trails: Every action performed on the POS is typically logged,

creating an audit trail that helps in investigating discrepancies,
identifying patterns of error, or deterring internal theft.

. Fraud Prevention Features: Executives must effectively use

integrated security features, such as transaction limits, mandatory
PIN entry prompts, or flags for suspicious activity, which are
managed through the POS.
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PRACTICAL EXERCISES

Activity 1: Role Play — The Dynamic Sales Transaction.

Material required: Office desk setup/counter, Headset, Notepads and pens,
Name tags.", mock barcodes, Mock currency, Mock credit/debit cards and

loyalty cards, - A printout or simple drawing of a POS screen interface, a smart

phone.
Procedure:

1. Assign roles to students, such as Customer, Retail Sales Exiz(&?ve,
Supervisor/Trainer and (Optional) Teacher to give feeQa on
performance. Ve

2. Provide each group with a scenario card. "C)

3. Each group performs their role play. K/O

4. Ask students to perform role plays, X

5. Each student will demonstrate the role% Retail sales executive,
supervisor and others while dealing witl‘@ls omers.

6. The teacher will note down the perfoﬂ;@nces

7. Teacher will give feedback to the regtfired group

8. Students will incorporate the ,%/@dback and make a final play.

9. Each group will make r@@coordingly

10.

Submit the report to %Ie eacher.

Activity 2: Prepare a Fl% hart to show Billing and Invoicing Process.
Material required: @svmg Sheet, Pen and Pencil, Rubber, Notebook.

Procedure:

1.
2.

Cs

ii.
iii.

iv.

Visi‘:?(ééntiﬁed retail store along with your peers.

e customer service staff and others and greet them.

M
@aﬁem politely and clearly state the objective of your visit (it's for an

cational project to observe their billing process) to gain permission for

&bservation

Take a round of the retail store and enquire from the
manager /supervisor about the following:

How customer ‘spays in retail (e.g., Cash, Debit Cards, UPI etc.)?
How transactions are recorded for Billing and Invoicing?
What are the precautions to be taken during the process?

How customer's pays in retail (e.g., Cash, Debit Cards, UPI etc.)?
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v. Ask about which methods are most common and how
refunds/returns are processed for each method.

Vi. Ask about the specific POS software they use (e.g., Is it a standalone
PC or a mobile device?),

Vii. Specifically ask about handling damaged/un scannable items, b’
applying discounts/coupons, and security measures against theft or «4\

€rror. @

viii.  Position yourselves discreetly near the billing counter @1
permission). 0

ix. Observe at least 3-5 complete transactions from the &int the
customer places items on the belt to the printing of %@{voice.

4. Show your notes to the customer service executive anbonﬁrm that they
are correct.

5. Prepare a Flow chart, discuss it with peers, @%ow it to the teacher.
6. Discuss your Flow chart in the class. é
7. Prepare a report on the activity done
8. Submit it to the teacher. @v
Activity 3: Case Studies on Retail S%Executlve
Material required: Case studies Ké/enarlos related to retail sales executive,
worksheets for analysing case&eﬁs
Procedure: L @

1. Provide students {r@ﬁ case studies involving retail sales executive facing
various chall or scenarios.

2. Instruct thém to analyse the case studies, identifying the duties,
responsi@d es, and potential solutions for the retail sales executive.

3. Ask &gl’ents to present their findings and discuss as a class.

4. Divide the class into small groups and assign each group a different case
f udy to encourage teamwork and varied perspectives.

. Instruct each group to list the key issues faced by the retail sales
O executive, including communication gaps, customer complaints, or

@@ operational difficulties.

<

6. Encourage students to apply relevant retail concepts (such as customer
service techniques, sales targets, or product knowledge) to propose
practical solutions.

7. Ask each group to prepare a short-written summary highlighting the
problem, analysis, and recommended actions.
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8. Facilitate a peer review session where groups exchange their analyses
and provide constructive feedback to one another.

9. Conduct a class-wide discussion on the best strategies identified,
emphasizing professionalism, customer satisfaction, and ethical

duct.
conduc @b’

10. Conclude by summarizing the learning outcomes—focusing on how
effective problem-solving and decision-making enhance the role of-@

Retail Sales Executive. @
CHECK YOUR PROGRESS QO'
A. Fill in the Blanks

<

1. A Retail Sales Executive is the primary point of Conta&@)r customers
during the transaction, directly influencing satisfact{on, security, and
the overall efficiency of the

2. For cash transactions, sales executives must §dcurately count money
received, provide correct change, and\ identify any potential
currency.

3. The sales executive should visually C'\gﬁrm that the price displayed on
the POS matches the customer's expéctation or the price.

4. When giving change, the exec@tive should use the method,
counting up from the tota p@vchase price to the amount received.

5. Modern POS systems h features designed to reduce errors, such as
integrati%ﬁor produce to automatically calculate price by

weight. Qr
B. Multiple Choic &stions

1. What is q%;ey responsibility of a Retail Sales Executive regarding
paymen rity?

ning the POS system architecture
b)@dentlfymg suspicious behavior like unusual card activity
4 c) Setting interest rates for BNPL services
d) Directly managing the store's bank accounts

@ 2. Which step in the payment processing workflow involves asking the
Q@ customer if they are part of a loyalty program?

a) Scanning Items and Checking Prices
b) Confirming Payment Method and Amount
c) Greeting and Guiding the Customer to Billing
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d) Completing the Transaction

3. If a barcode is missing or unreadable, how should a sales executive
typically enter the item's price into the POS system?

a) By guessing the price based on similar items b’
b) By calling a supervisor for every such item <

c) By manually entering the item's SKU or price _xy

d) By skipping the item from the bill @

4. What is a major benefit of using POS software effectively iIQ&ahs of
inventory?
a) It eliminates the need for any backroom storage. @6
b) It provides real-time stock updates for accurate cqunts.
c) It automatically orders new stock without hur@n intervention.
d) It sets product prices automatically base Qmarket demand.
5. What is the security aspect of accurate v@h counting in retail?
a) It helps in designing new currency\ge'atures.

b) It reduces opportunities for c}&‘@‘;es and minimizes discrepancies
that could be exploited for ir@ nal theft.

c) It allows the executive O(B@Cp personal tips from the till.
d) It eliminates the need\for bank deposits.
C. State whether the foll@‘ing statements are True or False.
1. A Retail Sales @tive's proficiency with POS software is paramount,

as errors ca d to financial discrepancies.
2. For very e cash purchases, a refund is typically given directly from
the till out any security considerations.

3. Inth®"Count Up Method" for giving change, the executive counts down
éf& the amount received to the purchase price.

odern POS systems inherently reduce manual calculation errors.

O\' 5. An "End-of-Transaction Review" on the POS screen helps catch forgotten
6 items or accidental double scans.

Q@
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D. Match the Columns

S. Column A S. Column B
No No
1 | Customer  Service | A | Preventing errors and fraud through
Aspect automated calculations and audit trails
2 | Compliance and | B | The step where the executive asks t ."y
Best Practices customer "How would you like to '}@7
today?".
<
3 | Confirming Payment | C | Being knowledgeable about{ payment
Method options  and managin'go customer
expectations regarding rKej@nd timelines.
4 | Minimizing Errors | D | The automatic upd of inventory levels
and Fraud (POS) with every sal cessed through the
POS..
@
S5 | Real-time Stock | E | Adherin 'ﬁg,internal policies and being the
Updates frontliné%efence in fraud prevention by
che g security features.
X

1.

3.

F. Long An

1.

O/\’ 3.

Q@

1.
2.
3.

. Short Answer Questions Q(D’
st

s%

What is the primary sy a Retail Sales Executive uses for processing

payments? &&’

Name two types @‘Q{spicious behaviour a sales executive should watch

for to preven ud.

What is initial step in the payment processing workflow?
r Questions

E%éfn the importance of Accuracy in Billing and Invoicing for a Retail
es Executive.

Describe the key steps involved in the "Payment Processing Workflow".

Discuss why it is important to use POS software effectively?

G. Check Your Performance

Draw a chart on the effective use of POS software.
List out role of retail sales executive while handling customers.

Demonstrate securely handling of cash and card transactions.
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SESSION 4: RECORDKEEPING AND DOCUMENTATION

Recordkeeping and documentation are essential components of any retail
operation, ensuring legal compliance, financial accuracy, and operational
efficiency. This session focuses on the systematic procedures for capturing,
organizing, and storing transaction data, sales reports, inventory logs, and b’
staff records. Accurate recordkeeping directly supports the billing and ,\O,Z/
invoicing process by providing the necessary audit trail to verify eve
transaction, track income and expenses, and reconcile cash flows. Effecﬁ&
documentation practices, such as maintaining organized files and u "TQng
secure digital storage, protect the business from errors, fraud, an @%ﬁtes,
while also providing critical data needed for strategic decision-makKing, tax
filing, and demonstrating due diligence during audits. @

Recordkeeping: This refers to the overarching processOf systematically
recording and maintaining all financial transactions, off&rational activities,
and relevant business information within a retajl.Business. It's about
capturing data as it happens and storing it for fucfs eference. Think of it as
the continuous act of putting information down; usually in a structured way
(like entries in a ledger, sales data in a PO stem, or inventory counts).
Examples of what is record-kept: Q

e Every sale transaction (date, tia@}: items, price, discount, payment
method). X

e Every refund or exchan@g

e Purchases from sup }%r (inventory received, cost).

e Employee work ho and payroll data.
e Daily cash re@cﬂiation reports.

e Invento I%els and movements.

Documentation: This refers to the specific, tangible output or evidence of
these recoids, as well as written policies, procedures, and manuals that guide
the businéss's operations. Documentation is about creating and organizing
the of" or the "how-to" guides. It's the physical or digital manifestation of
{sérecordkeeping process. Examples of documentation:

O e Transaction-related: Sales receipts, invoices, credit notes, purchase
@ orders, delivery challans.

Q® e Operational: Standard Operating Procedures (SOPs) for opening/closing
the store, handling cash, managing inventory, customer service
protocols.

e Policy-related: Return policies, employee handbooks, privacy policies.
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¢ Financial Reports: Daily sales reports, monthly sales reports, profit and
loss statements, balance sheets.

e Legal/Compliance: Business licenses, tax filings, insurance certificates,
contracts.

Importance of Recordkeeping and Documentation @b’

1. Financial Accuracy and Control: Accurate records (captured throughésol
recordkeeping) and supporting documentation (invoices, recei Es}
ensure that money is tracked precisely, preventing theft, error@nd

facilitating financial audits. O
2. Legal and Tax Compliance: Both provide the necessary e%ence to
comply with local laws, tax regulations (e.g., GST filingsr’India), and

industry standards. Without proper documentation, a Staller could face
fines or legal issues.

3. Operational Efficiency: Clear document (SOPs) ensures
consistency in processes, reduces training tl? r new staff, and allows
for smooth operations even with employ nover. Well-kept records
enable quick retrieval of information.

4. Informed Decision-Making: The da@generated through recordkeeping
and summarized in various de@(; ments (reports) provides crucial
insights into sales trends, cu er behaviour, inventory performance,

and profitability, guidin§t1(@regic business decisions.

5. Customer Satisfactio Accurate Dbilling (a result of good
recordkeeping) and{Selear return policies (documentation) build
customer trust a d&rovide a seamless shopping experience.

6. Risk Mitigation: Comprehensive records and documentation act as a
safety net ggainst disputes, fraud, and unexpected challenges. They
provide @i torical account for analysis and problem-solving.

LOGGING@NSACTIONS AND KEEPING PAYMENT RECORDS

It refers te the meticulous process of capturing, storing, and organizing every

lated to a customer's purchase and the associated financial exchange.

& the digital or physical trail that validates every sale, refund, or exchange,
O rving as the definitive history of a business's daily operations.

What is Logged and Recorded?

Q® For each transaction, comprehensive logging and recordkeeping typically
includes:

1. Transaction ID/Reference Number: A unique identifier for each sale.

2. Date and Time: When the transaction occurred.
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3.

11.

Items Purchased: Specific products descriptions, quantities, and
individual prices.

. Discounts/Offers: Any promotions applied, including the discount

amount.

. Subtotal and Total Amount: The price before and after taxes/discounts. @b’
. Payment Method: How the customer paid (Cash, Credit Card, Debit"O’

Card, UPI, Mobile Wallet, Gift Card, BNPL, Cheque, DD). "\,@
X

. Payment Details: ~<)

a. For cards: Last four digits of the card number, card ‘e@e (Visa,
Mastercard), authorization code. &

b. For UPI/Wallets: Transaction ID from the payment a?Q
c. For Cash: Amount received, change given. '@

d. For BNPL: Reference to the BNPL provider a&'{nstalment plan.

. Sales Executive/Cashier ID: Who processe transaction.
. Store/Terminal ID: Where the transactic@ook place.
10.

Customer Information (Optional b.uy%luable): For loyalty programs or
personalized marketing (e.g., Cusjg'haer name, loyalty ID, contact info).

Return/Exchange Details: If )(? a refund or exchange, the reason for
return, original transacti @ference, and method of refund/credit note
issuance. &

Methods of Logging and ﬁ;ééordkeeping

1.

Traditional/ Ma@q Methods: Traditional or manual methods involve
performing il activities using paper records, face-to-face
communic%on, and human effort. Tasks such as billing, inventory
tracking tomer service, and record maintenance are done manually.
Thes,?éthods are simple and suitable for small retail setups, but they

1@ e-consuming, prone to errors, and less efficient compared to

a
émodern automated systems.
4 a. Cash Registers (Basic): Print paper receipts and aggregate daily

N
&
Q

totals, but offer limited itemized detail or electronic storage.

b. Manual Ledgers/Books: Businesses would manually write down
transaction details in physical books.

c. Physical Receipts: Paper copies of every transaction stored in files.

Limitations: Highly prone to human error, time-consuming, difficult to
retrieve data, lack of real-time insights, poor scalability, and security
risks (physical theft, damage) (Fig.2.21).
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Fig. 2.21: Traditional/ L@ual Methods

2. Modern/Digital Methods (Domin;’?n today's retail): Modern digital
methods use technology and s fbare to manage retail operations
efficiently. These include POE, Systems, barcode scanners, digital
payments, inventory manag?gg nt software, CRM tools, and online sales
platforms. Digital meth@ave time, reduce errors, improve accuracy,
and help retailers ana)I%z customer data for better decision-making and

enhanced customer erience.
Point-of-Sale Systems: This is the backbone. Modern POS
software aut tically logs every detail of a transaction as it happens.

It's the primlary tool for real-time recordkeeping.

a) Int ted Accounting Software: POS systems often integrate
gathlessly with accounting software (e.g., Tally, Zoho Books,

%uickBooks), automatically feeding sales and payment data for
financial reporting and reconciliation.

,\' b) E-commerce Platforms: Online stores automatically log all
O transaction data within their backend systems, which then connects

@ to payment gateways and financial software.
Q@ c) Cloud-Based Solutions: Many modern POS and accounting systems

are cloud-based, meaning data is securely stored off-site, accessible
from anywhere, and backed up automatically (Fig.2.22).
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Fig. 2.22: Modern Digit%@lethods (Dominant in today's retail)

FILING PROCEDURE Q@'
S

The Filing Procedure refersYto the systematic process of organizing,
categorizing, storing, anﬁéx‘etrieving various business documents, both
physical and digital. It' @critical component of effective record-keeping and
ensures that info@l ion is accessible when needed, compliant with
regulations, and secure (Fig.2.23).

@"’}b

O’\,
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Fig. 2.23: Filling Procedur§ O&

Steps in a Retail Filing Procedure

1. Categorization/Classification: Cate m@tion (or Classification) is the
fundamental cognitive process of ing distinct objects, ideas, or
events into classes based on shafed characteristics, properties, or
attributes. It is essential for orgghizing information, making sense of the
complex world, and facilitating“decision-making. In retail, for instance,
this involves grouping E@pcts into defined categories like "Produce,"

re

"Electronics," or "Ap 7" which aids in inventory management, sales
analysis, and crea&p logical store layouts. In data science and
recordkeeping, c orization is a critical step where items are labeled

to enable effigier}t retrieval, comparison, and the application of machine
learning algprithms to predict or infer further information.

a. Docu ts are first categorized based on their type (e.g., Sales,
ases, HR, Finance, Inventory).

b.@urther sub-categorization might occur (e.g., within "Sales": Daily
@ Reports, Weekly Reports; within "Purchases": Supplier A, Supplier
é B).
O c. A consistent naming convention (for digital files) or labelling system
@ (for physical folders) is established.

Q@ 2. Indexing/Referencing: Indexing and Referencing are systematic
methods used in recordkeeping and documentation to quickly locate

and retrieve specific information. Indexing involves creating a structured

list or scheme (like an alphabetical list, numerical code, or keyword tags)

that points to the physical or digital location of a document or record.
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This acts as a roadmap, converting large volumes of unsorted data into
an organized, searchable database. Referencing is the act of using these
indexes to cite or retrieve a specific record when needed, establishing a
verifiable link between a query (e.g., a customer name or transaction
date) and the corresponding document (e.g., the invoice). Together, they
dramatically improve the efficiency of audits, customer service, and data

Moy

analysis by ensuring that records are not only maintained but are also "O’

readily accessible. ,&\,
er

a. Each document is assigned a unique identifier or a reference 3
(e.g., invoice number, transaction ID).

b. For physical files, a log or index might be kept to track where specific
documents are located. For digital, metadata (tags, k@vords) helps.

. Sorting: Documents are sorted within their categorigs) usually by date

(chronological order) or by reference number. Thi§£e/r)§i1res easy retrieval

later. O

. Storage: Storage refers to the methods arﬁocations used for safely

preserving and organizing business reco@, documentation, and assets
over time. Effective storage is cructal for maintaining the integrity,
security, and accessibility of inforrr&a@in, whether in physical form (e.g.,
archived paper files, secured c boxes) or digital form (e.g., cloud
servers, secure databases, ha(gdg;ives). The choice of storage method
must balance security e@irements, ease of retrieval (indexing),
regulatory compliance t@ines, and cost. Proper storage ensures that
records are protectgd from damage, unauthorized access, and loss,
making them reliarg} available for auditing, reporting, and historical
analysis.

a. Physical Fl;lng: Documents are placed in appropriate physical
stora@ lutions such as:

1. )C@ﬁng cabinets (with labelled drawers and folders)

¥ ) Binders

4@& Archival boxes (for long-term storage of older documents)

N
&
Q

iv. Secure safes (for highly sensitive documents like cash
reconciliation reports before deposit).

5. Digital Filing: Documents are stored digitally in:

i. POS system databases
ii.  Cloud storage (e.g., Google Drive, Dropbox, OneDrive)

iii. Local servers or hard drives
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iv. Dedicated Document Management Systems (DMS) or ERP
software.

v. Scanned copies of physical documents.

6. Retrieval and Return: Retrieval and Return refers to the efficient

Q
N
QC/

process of locating and accessing stored records when needed, and then
restoring them to their proper storage location. Retrieval is triggered by
a request—for instance, a customer service query needing an old invoi
or an auditor needing a past sales report. The speed and accur '\}
retrieval depend directly on effective indexing and organizationAOnce
the document or data is used, Return ensures it is filed bac rrectly,
maintaining the integrity of the storage system and preventing records
from becoming lost or misfiled, which is critical Af@ continuous
operational efficiency and compliance. O

a. A clear process for retrieving documents Wher}é}e ded.

b. For physical files, a sign-out/sign-in syst ight be used to track
who has a document.

c. For digital, appropriate access permi@ms are set.

d. Ensure documents are returned eir correct location after use to
maintain order. ,(\

. Retention and Archiving/ Di&p@sal: Retention and Archiving/Disposal

governed primarily by 1 and operational requirements. Retention
policies dictate the(’ninimum period records must be kept, often
mandated by tax orities or regulatory bodies. Once records are past
their active u iod, they are moved to Archiving—long-term, secure
storage for historical or compliance purposes. Finally, Disposal is the
secure systematic destruction (shredding for paper, irreversible
deletio a&r digital) of records that have exceeded their required
retes@\zl’ period, protecting sensitive information and minimizing
S ge costs.

deals with the lifespang final disposition of business records,

. Establish a clear document retention policy based on legal
requirements and business needs (e.g., how long sales receipts, tax
documents, or HR records must be kept).

b. Periodically review old records. Documents past their retention
period are either archived (moved to long-term, less accessible
storage) or securely disposed of (shredded for physical, securely
deleted for digital).

RECONCILIATION AND END-OF-DAY REPORTS

Meaning of Reconciliation
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Reconciliation is the process of comparing and matching two or more sets of
financial records to ensure they align and identify any discrepancies. In a retail
context, the primary reconciliation performed at the end of the day is usually
between the sales data captured by the Point-of-Sale (POS) system and the
actual payments received (cash, card transactions, and digital payments).

Purpose of Reconciliation

Reconciliation serves the critical purpose of verifying that the internal financ
records of an organization are consistent with external financial state \s
most commonly comparing a company's cash account ledger against it nk
statement. The primary aim is to identify and investigate any dis ancies,
such as outstanding checks, deposits in transit, bank errors, or grors in the
company's books. By systematically matching and explaining difference,
reconciliation ensures that the organization's financial repﬁs, including the
balance sheet, accurately reflect its true financial positien. This process is
fundamental to maintaining financial integrity, detecting fraud, preventing
costly errors, and providing a reliable foun% for all subsequent
accounting and auditing activities.

1. Accuracy Verification: Confirms tha&e@ sales recorded by the POS
system genuinely reflect the money rpe ived.

2. Error Detection: Helps identify '%repancies caused by human error
(e.g., incorrect change, mi eyed amounts), system glitches, or
unrecorded transactions.

3. Fraud Prevention: [ﬁvers potential theft or unauthorized
transactions (e.g.&& unexplained cash  shortages, excessive
voids/refunds).

4. Cash Flow ]‘v@agement: Provides an accurate picture of the day's
earnings cial for preparing bank deposits.

5. Simpli Auditing: Maintains clean and accurate records, making
inte and external audits much smoother.

Re@:@tion Steps at End-of-Day

At end of each business day, reconciliation is an essential process to

sure that all financial transactions are accurate and accounted for. It

Cinvolves comparing daily sales, payments received, refunds, and cash or digital

transactions recorded in the Point of Sale (POS) system with the actual cash
in hand, bank deposits, and receipts. This step helps identify any
discrepancies, detect possible errors, and maintain financial transparency. A
proper end-of-day reconciliation ensures that records are up to date and ready
for the next business day’s operations.
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1. Gather All Data: Begin by collecting all relevant data from the day’s
transactions. This includes POS summaries, sales reports, credit/debit
card receipts, cash register totals, and online payment details. Make
sure all transaction slips, invoices, and refund notes are available.
Gathering accurate data at the start of reconciliation helps ensure that b,
the process runs smoothly and that no transaction is overlooked. <

a. POS System Sales Report: Print or access the daily sales summa_ryv
from the POS, detailing sales by product, category, payment meth@r
discounts, refunds, and voids.

b. Cash Register/Till Count: Physically count all cash in Qcash
drawer, including the starting float, and record the totab

c. Card Terminal Reports: Print "Z-reports" or ”batcﬁerorts" from
credit/debit card terminals, summarizing all ¢drd transactions
processed. X

X

d. Digital Payment Summaries: Access repor. @@om UPI, mobile wallet,
or BNPL providers showing the day's collections.

e. Other Documentation: Collect record@ petty cash payouts, received
checks, gift card redemptions, et

2. Reconcile Cash: Count the phys«'@'}l cash collected during the day and
compares it with the total cas};ﬁ;@es recorded in the POS system or sales
register. Ensure that any, ¢@sh withdrawals, petty cash expenses, or
refunds are properly do@ented and deducted from the total. If there
are discrepancies, i{/xr?ls 1gate immediately to identify errors such as
incorrect entries issing receipts. Accurate cash reconciliation
ensures that th Q‘c’ual cash on hand matches the recorded figures,
maintaining cial integrity.

a. Com;@"%the actual physical cash count from the till(s) against the
"ca ales" total reported by the POS system.

bé&culate any overages (more cash than expected) or shortages (less
ash than expected).
(@

4 6 . Account for any non-sales cash movements (e.g., petty cash
withdrawals, cash added to the till during the day).

N
QO 3. Reconcile Electronic Payments: Verify all electronic payment
@ transactions such as credit and debit card payments, mobile wallet
Q transfers, UPI transactions, and online orders against the POS records
and payment gateway reports. Ensure that each transaction has been
successfully processed and settled in the bank account. Any pending or
failed transactions should be noted and followed up with the payment
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service provider. This step helps ensure accuracy in non-cash
transactions and prevents financial mismatches.

a. Compare the total card transactions from the card terminal batch
report with the "card sales" total from the POS system.

b. Verify totals from UPI and other digital payment platforms against @b’
the corresponding POS records. '\Ov

c. Check for any pending transactions or fees. 2

checking POS summaries, invoices, and sales receipts with th rded
figures in the sales register or system. Ensure that all iteths sold,
discounts given, and returns processed are correctly rel]@gz@. This step
confirms that the total sales amount aligns with the conibined total of
cash and electronic payments, ensuring that no t%Qaction has been
missed or duplicated.

4. Verify Overall Sales: Review the total sales for the day by 5 S-

X
a. Sum up all reconciled payment totals (C@Q card + digital + other
payments).

b. Compare this grand total to the "t al@et sales" reported by the POS
system for the day. These two fj s should ideally match.

5. Investigate and Resolve Discre cies: If any differences are found
between recorded and actual am@unts during reconciliation, identify their
source by reviewing trans @n slips, receipts, and system entries.
Common causes may incl&data entry errors, missed transactions, or
incorrect refunds. Oncg\identified, make the necessary corrections and
document the rea@as for each adjustment. Promptly resolving
discrepancies e s financial accuracy and prevents issues from
carrying over to Qnext business day.

a. If the e any differences (variances), investigate immediately. This
mi@ involve:
X

@ Reviewing individual transactions on the POS for errors.
@ii. Checking voided transactions or refunds for proper authorization.
iii. Recounting cash.

@O iv.  Reviewing security footage (for significant cash discrepancies).

&

Q 6. Prepare Bank Deposit: After reconciling all cash and electronic
transactions, set aside the cash amount that needs to be deposited into
the bank. Count and verify the deposit amount carefully, ensuring it
matches the reconciled cash total. Fill out the bank deposit slip
accurately and record the deposit details in the daily cash register or

b. Document the discrepancy, its cause, and the resolution steps taken.
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system. Timely and accurate bank deposits help maintain proper cash
flow and financial accountability.

a. Once cash is reconciled, prepare the physical cash for deposit,
leaving the designated "float" for the next day's operations. Fill out
the bank deposit slip accurately.

7. Document and File: Record all reconciliation details, including sales

summaries, payment reports, cash counts, and bank deposit slips, in tlr§[@

daily records. File these documents systematically—both in ph
folders and digital formats—for easy reference and auditing.
documentation ensures transparency, supports future Verlﬁc@n and
helps maintain organized financial records for the business. &

a. Complete a daily reconciliation form or log, summarizﬁ@ all findings,
discrepancies, and adjustments. (@)

X
b. File all relevant reports and physical slips secyrely.

Meaning of End-of —day (EOD) Reports

End-of-Day (EOD) reports are comprehensiv mmaries generated at the
close of business, consolidating the day's operational and financial activities.
They provide management with a snapshov;’ performance and ensure that all
daily processes are properly closed out.‘

Purpose of EOD Reports

End-of-Day (EOD) reports pr gva complete summary of the day’s financial
and operational act1v1tles help track total sales, payments received,
refunds, and any dlscrepa es identified during reconciliation. These reports
enable management to ess daily performance, monitor cash flow, and make
informed business d Slons Regular EOD reporting ensures accountability,
transparency, a % uracy in financial record-keeping.

1. Perform Overview: Provides a quick and clear summary of the day's

salek d operational performance.

2. Decision Support: Offers data insights for making informed decisions on
taffing, inventory replenishment, and marketing.

. Accountability: Summarizes the work performed by staff and the

Ox financial outcomes.

4. Financial Reporting Input: The summarized data feeds into broader
accounting and financial statements (e.g., monthly Profit and Loss).

5. Preparation for Next Day: Ensures systems are properly reset and
balanced for the next business day.
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Types of End-of-Day Reports in Retail

In retail, End-of-Day (EOD) reports can include various summaries such as

the Sales Report, which details total sales and revenue; the Cash
Reconciliation Report, which compares actual cash with recorded sales; the
Payment Summary Report, showing all electronic transactions; the Inventory b'
Report, highlighting stock sold and remaining; and the Refund or Return Z,
Report, listing all customer returns. Together, these reports provide a cle_ar@Q
picture of the store’s daily performance and financial accuracy. \

1. Sales Summary Report: Content: Total gross sales, total ne les
(gross sales minus returns and discounts), sales broke own by
product category, individual item sales, sales by hour or period, average
transaction value. Core performance metric, shows )l@l sold well,
identifies peak selling times. O

2. Payment Method Breakdown Report: Total sal 1rgs'()ken down by how
customers paid (cash, credit card, debit car ,C(;%’I, mobile wallet, gift
card, BNPL, cheque). Helps track -cas ow, manage payment
processing fees, and understand custorr@payment preferences.

3. Refunds and Voids Report: A detailed list of all refunds issued and
transactions voided during the dayidihcluding item details, reason for
refund /void, amount, and the s executive who processed it. Critical
for loss prevention, identifying potential fraud or training needs, and

ensuring accurate inver@@’djustments.
4. Cash Drawer/Till Reconciliation Report: This is the output of the

reconciliation proce&&showing the expected cash balance, the actual
cash count, and @'over/ short variances. Ensures cash accountability
and helps ide@&errors in cash handling.

. Employeegashier Performance Report: Sales figures attributed to
each sal ecutive or cashier, their average transaction value, number
of tr n&ctions, and possibly refunds/voids processed by them. Useful
fi rformance evaluation, commission calculation, and identifying

étra ning opportunities.

&. Inventory Impact Report: A summary of inventory changes due to

O'\v sales, returns, and sometimes adjustments (though full inventory

6 reports are usually weekly/monthly). Provides a quick check on stock
6 levels after the day's sales activity.

Q 7. Tax Summary Report: Total sales tax collected for the day, broken
down by tax rate or category. Essential for accurate tax filings.

PRACTICAL EXERCISES
Activity 1: Role Play — Filing Procedure.

4]
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Material required: Props: Office desk setup, headset (optional), notepads,
name tags for roles Scenario Cards.

Procedure:
1. Gather students and take them to an office b’
2. Obtain prior approval from the HR or office manager to use the <
workplace environment for the demonstration. Ensure all safety and
confidentiality guidelines are followed. ,&\,@
3. Take permission from HR to conduct the activity ~<)

4. Conduct a short meeting with office officials or administrati%€ staff to
explain the purpose of the activity and seek their input on the filing
procedures followed in the organization. O

5. Assign roles to students, such as Customer, Ret il_Bales Executive,
Supervisor and Teacher to give feedback on perfq{r/nance

6. Distribute specific roles to the students &leulate a real office
environment. Each participant should understand their responsibilities
before beginning the role play.

7. Provide each group with a scenario d describing different types of
filing procedure. "\

8. Give each team a ertten&génarlo—such as alphabetical filing,
numerical filing, subject- 13@ﬁhng, or electronic filing.

9. Ask students to perform™s0le plays, demonstrating how filing is done.

10. Students act out &Q/ assigned scenarios, showing step-by-step how
documents are @ ed, labelled, arranged, and stored in physical or
digital files.

11. Allow otgﬁ?tudents to observe each group’s role play and take notes

on stre and areas for improvement.

12. T ’(eacher reviews each group’s performance, offering constructive
fe ack on accuracy, communication, teamwork, and adherence to
ling procedures.

. Conclude the session with an open discussion where students share
what they learned about filing systems, challenges faced during the
@ activity, and how they can apply this knowledge in real office settings.

@ Activity 2: Case Studies on Record-Keeping and Documentation.

Material required: Case studies or scenarios related to Record-Keeping and
Documentation, Worksheets for analyzing case studies

Procedure:
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1. Take the students to a Retail Store
2. Take permission to conduct activity.
3. Meet the Retail sales Executive,

4. Begin with a short discussion on the importance of record-keeping and b,
documentation in retail operations. <

5. Explain how accurate records support sales tracking, inventory contrglé\g»
and customer satisfaction. '\',\’

6. Distribute printed or digital case studies featuring scenarios Eere
Retail Sales Executives handle various documentation tasks,/such as
maintaining sales records, preparing reports, or managi@ inventory

files. O

7. Clearly outline what students need to analyze — for g{@nple, identifying
the main problem, understanding the documgeta ion process, and

suggesting practical solutions. O
c§11

. Form groups of 4-5 students to encourage
of ideas. Assign each group a different c

00

aboration and exchange
study for variety in analysis.

9. Ask each group to read and discus;%leir case, focusing on the roles,
responsibilities, and challenges ggég by the Retail Sales Executive in
maintaining accurate records. ¢,

10. Students should list the @@ﬁc duties related to documentation, such
as preparing invoices; intaining stock records, updating sales

databases, or filing omer receipts.
11. Each group shou entify any errors, inefficiencies, or ethical issues

in the record- ng process and suggest suitable corrective actions or

best practi/%s.

12. Provide sheets with guiding questions (e.g., “What went wrong?”,
“Wha hould have been done?”, “How can documentation be
ir@%ved?”) to help organize their findings.

IB@Sk each group to summarize their analysis and proposed solutions on
4 chart paper or PowerPoint slides to present to the class.

014. Each group presents their case study analysis. Encourage the audience
@ to ask questions or share alternative viewpoints to deepen
@ understanding.

Q 15. The teacher reviews each presentation, offering feedback on accuracy,
clarity, teamwork, and understanding of documentation practices.
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16. Conclude the session by summarizing key lessons about the importance
of proper record-keeping, common documentation errors, and best
practices for maintaining accurate and organized retail records.

17. Prepare a proper Report draft and submit to the Teacher.
Activity 3: Role Play — Logging and Recording. @b’

Material required: Office desk setup, headset (optional), notepads, name tags "O’
for roles, Mock everyday items, Mock Payment Methods - credit card or debi &
card and different types of Logging and Recording scenario cards. A<)

Procedure: QO
1. Gather the students in class or lab. @

2. Begin by explaining the importance of accurate logging a'\Q recording in
retail operations. Emphasize how proper documéptation helps in
maintaining records, ensuring accountability, an{/supporting business
decisions. O

3. Divide the class into groups and assign roles such as Customer, Retail
Sales Executive, Supervisor, and Teache evaluator.

4. Give each group a different scenasi0” describing specific logging or
recording situations—for exampleshecording a new sale, updating stock
levels, handling customer complaints, or documenting a return.

5. Allow students 10-15 it@'tes to read their scenario, plan their
dialogue, and organize t rops they will use during their performance.
Encourage creativity-and teamwork.

o)

. Each group perfgr@s their role play, demonstrating how logging and
recording arg@ ied out step by step—such as noting transaction
details, up/d§: g systems, or verifying customer information.

™

Student uld act naturally as if working in a real retail setting.
Encou@ge them to use professional greetings, maintain eye contact,
a cord information accurately.

/. Other groups should observe the performance closely and note down
4 what was done well and what could be improved in terms of
O’\, communication, accuracy, and documentation.

6 9. The teacher evaluates each group’s performance based on Cclarity,
@ professionalism, teamwork, and understanding of proper logging and
Q recording procedures.

10. After feedback, discuss common mistakes made during the activity—
such as incomplete records, lack of confirmation, or missed details—
and how they can be avoided in real scenarios.
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11.

12.
13.

14.
CHECK YOUR PROGRESS Q

Conduct a short discussion on how accurate record-keeping affects
stock management, sales reporting, and customer satisfaction.

Highlight the key principles of effective logging—such as double-
checking entries, maintaining confidentiality, using proper formats, and
updating data regularly.

Ask students to share what they learned from the role play, how they

felt performing their roles, and how these practices are essential in-@

real retail environment. ~<)

D

After Role Play — Teacher may give feedback to students.

<

A. Fill in the Blanks O

1.

refers to the overarching proces&/@f systematically

recording and maintaining all financial tram@ao‘aons operational

activities, and relevant business information wifflin a retail business.
El

e output or evidence of

refers to the specific, tangi
records, as well as written policies, procedures, and manuals that guide
business operations.

. For physical files, a log or @hght be kept to track where specific

documents are located. K/@
Modern systems %atically log every detail of a transaction
as it happens, ma them the primary tool for real-time

recordkeeping. &K‘,

Reconciliation is ,g@'process of comparing and matching two or more

sets of ords to identify any discrepancies.

B. Multiple Cho e Questions

1.

Which e following is an example of documentation in retail, as per

%very sale transaction

4@) Employee work hours

O\' c) Standard Operating Procedures (SOPs)

2.

d) Inventory levels and movements

What is a key benefit of well-kept records and clear documentation for
Operational Efficiency?

a) Increases direct revenue

b) Ensures consistency in processes and reduces training time
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c) Eliminates the need for physical inventory counts
d) Automates customer service interactions

3. What is typically NOT included in the detailed logging and recordkeeping
for each transaction? b’

a) Transaction ID/Reference Number <

N>
&

c) Customer's full bank account number @

b) Sales Executive/Cashier ID

d) Discounts/Offers applied O
4. Which of the following is a limitation of Traditional/ Manuabl\gthods of

logging and recordkeeping? ,\<)
a) Cloud-based storage O

b) Real-time insights &/K/

c) High proneness to human error O

d) Seamless integration with accountin ftware

5. What is the primary purpose of an Eg;d—of—Day (EOD) Sales Summary

Report? .

P x@’

a) To detail specific reasons foré’stomer returns.

b) To show the total sales b&&l‘(’én down by payment method.

c) To provide a quick&i clear summary of the day's sales and
operational perfo nce.

d) To list all emp es' work hours for payroll processing
C. State whether t@following statements are True or False.
1. Recordkeeping is solely about capturing financial transactions.
2. Sales ,@eipts are considered a form of documentation.

3. Ir@odern retail, manual ledgers are still the primary method for logging
transactions.

. Reconciliation is a monthly process, and it is not a day to day activity.

0 5. The purpose of EOD reports includes providing data insights for
strategic decision-making.

Q@ D. Match the Columns
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S. Column A S. Column B
No No
1 | Recordkeeping A | A unique identifier for each sale,

captured during transaction logging.

2 | Documentation B | The process of comparing POS sales data
with actual payments received at the end

of the day. . «(}

3 | Transaction ID C | Ensures consumers have a fair an?g
effective avenue for redressal.

4 | Reconciliation D | Written  policies, procedures '\an
tangible outputs like sales recegs and
SOPs. C

S | Audit Trails (POS) E | Logs every action performe@ﬁ the POS,
helping investigate diseepancies and

deter theft. L9
O’Q«
E. Short Answer Questions é
1. Define recordkeeping. @
2. What is the primary purpose of rego‘\ﬁﬁation in retail?
3. Define documentation. '{\
F. Long Answer Questions X

1. Discuss in detail how& combined efforts in recordkeeping and
documentation contripute to the Financial Accuracy and Control and
Risk Mitigation for égetail business.

2. Elaborate ﬁlir@@cedure.
3. Discuss End-of-day (EOD) Reports and its importance.

G. Check You /grformance
1. List three types of End-of-Day Reports in Retail.

%de an example of a situation where Recordkeeping and
: ocumentation improves the functioning of Retail store.

Differentiate Traditional and Modern Methods of Logging and
@ Recordkeeping.

Q@
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MODULE 3: RETAIL SALES TRANSACTIONS

Retail sales transactions are the backbone of all retail operations, representing

the point where goods and services are exchanged for money between the
retailer and the customer. This module focuses on understanding the entire b’
process of handling sales — from greeting the customer and identifying their
needs, to recording the sale, receiving payment, issuing receipts, and ensuring ,\O¢
customer satisfaction. It covers both cash and credit sales methodsf
emphasizing accuracy, efficiency, and transparency in every step of
transaction. Students will learn how to operate Point of Sale (POS) s S,
handle various payment modes such as cash, cards, mobile wallets?n UPI,

and maintain proper documentation and reconciliation of sales records. The
module also highlights the importance of maintaining et behavior,
security during cash handling, and compliance with store policies and legal
requirements. By mastering these skills, learners will be qupped to perform
retail sales duties confidently, deliver professional ¢ustomer service, and
contribute to the smooth functioning and ability of any retail

establishment. This module consists of four seSflo , the First session

Processing of Part Exchange Sales Transactionns“discuss about Definition and
Concept of Part-Exchange Transaction ;\t

Processing of Cash and Credit Sales Trafisactions. Whereas the third session
Processing of Cash and Credit Sales Tfansactions discuss the cash and credit
transactions in retail. The fourth %ssion Recordkeeping and Documentation
talk about the importance of d keeping in Retail.

he second session elaborate

building trust and long- relationships with customers. Effective handling
of transactions ens@mooth store operations, accurate financial reporting,
and positive custo experiences. Through systematic procedures, proper
use of technolog%and adherence to ethical and legal standards, retailers can
minimize errofs) prevent losses, and enhance operational efficiency. This
module, tk‘/ fore, prepares learners with practical knowledge and skills
essenti@)r real-world retail environments, enabling them to adapt to both
traditignal and modern retail formats with confidence.

S

Retail sales transactions ;&not only about completing a sale but also about
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SESSION1: PROCESSING OF PART EXCHANGE SALES
TRANSACTIONS

Processing a part exchange involves a transaction where a buyer receives a
new property or product and provides their existing one (the part exchange)
towards the purchase price. This standard is about negotiating part exchange
sales transactions with retail customers, where the items offered in part
exchange have been inspected and valued according to the retail organizatiqn;@
policies and procedures. The potential buyer expresses interest in a In_ew'
product or property and informs the seller they have a used item to part
exchange. The seller assesses the value of the part exchange item. This may
involve an inspection, appraisal, or using market data. A price for the new
product or property is agreed upon, and the part exchange value is deducted
from the total price. The buyer pays the remaining amount, which can be
through cash, credit card, or other payment methods. The new
product/property is transferred to the buyer, and the seller takes possession
of the part exchange item in the context of real estate, this process might
involve a detailed inspection of the property being part-exchanged, as well as
a discussion of any potential issues or repairs. The seller will also need to
consider factors like the market value of the part-exchange property and any

potential restrictions on what the developer will accept.

&‘ 7
Part exchange is when the customer takes the value of his/her current car
and uses this towards the cost of his/her new car. For example, if the
customer current car is valued at Rs.5,00,000 and his/her new car is priced
at Rs.8,00,00, then he/she will only pay the difference towards his/her new

car.
r
One more Example If customer give an old item in part exchange for something

he/she are buying, the seller accepts the old item as part of the payment, so
customer do not have to give them as much money [British]. The dealer said
it could not take my old car in part-exchange.

Definiti nd Concept of Part-Exchange Transactions

Part exchange deal is a type of contracts. In a part exchange, instead of one
party to the contract paying money and the other party supplying
‘goods/services, both parties supply goods/services, the first party supplying
part money and part goods/services.

6 A "part-exchange" transaction occurs when a customer uses an old item as
Q part of the payment for a new product, rather than paying the full amount in
cash mode. The seller accepts the old product in lieu of a portion of the cash
payment, effectively reducing the buyer's purchase amount. This concept is
commonly used in various industries, sector like car sales, property
transactions, and even trade-in programs for electronics (Fig.3.1).
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Key aspects of part-exchange in retail are:

N

N

Y
Fig. 3.1: Part-Exch?;@l‘ransactions

Goods and Services: Part-exchange involves the exchange of goods products
or services, where one party's contribution is at least partly non-monetary.

Payment Reduced: The buyer's financial commitment is reduced by the value
assigned to the traded-in item.

The Acceptance: The seller agrees to accept all the old items as part of the
transaction, acknowledging its value towards the purchase price.

Potential Discounts: Part-exchange can offer discounts on the purchase of a
new item, as the value of the old item is deducted from the total cost.

Help to make Simplified Transactions: In Few cases, like property or part-
exchange can streamline the buying process by avoiding the delays and
complexities of traditional sales chains

Y
@ning of Part-exchange in Retail Industries

CIn retail Industries, a "part-exchange" refers to a transaction where a customer

@@

uses an existing item or product as part of the payment for a new
purchase. The seller accepts the old product as a trade-in, reducing the
amount the customer needs to pay in Credit cash. This practice is common in
the industries like car sales, where a customer might trade in their old car for
a new car.
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Car Sales: A customer trades in their existing car as part of the purchase price
of a new vehicle.

Electronics: A customer exchanges a used laptop or mobile for a newer model,
with the trade-in value reducing the cost of the new device. A customer trades
in an older Television for a newer, larger screen TV. b'

<

Watches: Customers can trade in their old watches for new ones at watch
dealerships, Furniture Customers may exchange old furniture for new pieces,?
with the trade-in value contributing towards the purchase of the new items.

Appliances: Exchanging an old freeze or washing machine for a newer, more
energy-efficient model, with the trade-in value reducing the overall cost.

How Part-Exchange Works in Retail

The retailer assesses the value of the customer's existing item (the trade-in).
This value is then deducted from the price of the new item which they want to
buy. The customer pays the remaining amount (the difference between the
new item's price and the trade-in value).

How it Differs from Standard Transactions @

In this mode, goods and services will trade off between parties. For exchange
to take place, both parties will come to mutual interest in their goods and
services.

Example — Barter system is the best type of exchange. This term is also used
in financial markets.

~-
Differences
A
The major differences between a transaction and an exchange are as follows —
; x
2N

N
&
Q
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S. Transaction Exchange
No.

1 | Exchange of services/goods for an | Goods/services are traded off
amount between two or more | between parties.
/companies/ parties

2 | Generally, the term transaction is | Generally, the term Exchange is

used in Ownership transfer from | used in currency exch;@}é

one (buyer) to another (seller). rates/barter trade.
AO

3 | Used cash as medium. Cash is not a mediu&é‘trade.
4 | Involves two or more than two | Only two partiesl&% involved in

parties. exchange X0
S | Recorded in books of accounting. | In exchgfge, transactions are

not ded.
77

The difference between exchange and transaction revolves around monetary
involvement and context which they use respectively. Transaction is used
when Services and goods are exchanged for money and trade-off is used when
Services and goods are traded instead of money. Most common example for
trade-off is the barter system.

Common Examples @

Cars: When buying a Fregh;&ar, buyer can offer his/her old car as part of the
payment, reducing the overall price one need to pay.

Camera: Buyer could trade in an old camera as part of the purchase price for
a newer model,

Part Exchange Homes

Some developers offer to take customers’ existing Assets or property in part
exchange for a new build home, effectively helping his/her move into a new
home more quickly.

@efits of Part-Exchange for the Customer and Retailer

art-exchange offers a mutually beneficial arrangement for both the customer
and the retailer. For customers, it provides an opportunity to upgrade to newer
or better products at a reduced cost by trading in their old items, making
purchases more affordable and convenient. It also saves time and effort, as
customers can dispose of used goods directly at the point of purchase instead
of searching for separate buyers. For retailers, part-exchange helps attract
more customers, increase sales volumes, and encourage brand loyalty, as
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buyers are more likely to return for future upgrades. Additionally, retailers can
refurbish, resell, or recycle traded-in items, creating additional revenue
streams while promoting sustainable business practices. Overall, part-
exchange enhances customer satisfaction and drives sales growth, making it
an effective strategy for competitive retail environments.

O

e People come again. When customers know they’ll get rewarded against '\O'Z/

part exchange with you, they have a reason to return instead of going to Z)

your competitors’ brands.

e They spend more and more without realizing it. A good part Exchange
program makes people buy a little extra to reach the next reward-
whether it’s a discount, free shipping, or a VIP perk.

o Seller get the actual information what the customers want. Part of
Exchange give you real records or data on what people are buying, so
one can sell smarter, not harder.

e Sellers brand comes first in their minds. If customers are getting actual

valuation they won’t forget about your business. It stays top of mind

without constantly advertising
A

e Seller should create real followers, not just buyers. When people feel
appreciated, they become loyal to the brand. And loyal customers
recommend you to friends—for free.

e Loyal customers bring in new customers. People trust real experiences
more than ads. If a customer gets a gift, free shipping, or a surprise
reward, they’ll talk about it. Whether for them family, friends whatever

That word-of-mouth marketing is worth more than any paid campaign.

1 (=4
e It costs way less than finding new customers. Keeping an existing
customer is always cheaper than trying to attract a new one. A strong

membership or loyalty program makes the marketing dollars go further.
7/

Simplicit 'Akaétead of having to sell the current item (House, car, gadget, etc.)
privatel then buy a new one, one can swap it directly with the seller. This
cutsQBt a lot of hassle.

’lﬁ,&e-saving: It’s a faster process since the seller don’t need to go through the
semetimes-lengthy procedure of listing and negotiating with third parties.

Instant Discount: The value of the item one is trading in is used as part of
the payment for your new purchase. This means you don't have to wait for
your old item to sell before getting a deal on a new one.

The price reduction is often clear upfront, making it easier to understand how
much you're paying for the new item.

134



Retail Sales Executive Grade 11

Equity Transfer: If the item one is trading in has value (like equity in a car or
house), you can use that equity towards your new purchase, reducing the
amount of cash you need to come up with or the size of the loan/finance

needed.
Down Payment Help: In the case of cars or houses, seller’s part-exchange can b'
often serve as a down payment, making the overall purchase more affordable. Z,

Minimized Financial Loss: Instead of facing the uncertainty of whether Q>
not one can sell their present item for a fair price, part-exchange ensures &
get a reasonable offer based on its condition and market price. O

Trade-In Guarantees: Some companies offer value guarantees orgcentives
for trading in streamlined. <

Process: Because you are dealing with one company for both'\sgling your old
item and buying a new item, there’s often less room for gegotiation over the
price of the item your part-exchanging (compared to selling it separately).

Transparency: The terms and values for both you ge—in and new purchase
can sometimes be more transparent, helping yo¥i make a more informed

decision.
x

No Need for Marketing: You do not nee;d@« effort or spend time advertising,
handling buyers, or dealing with poten@& scams when selling your old item
privately. X

No Time Commitment: Sellin %ouse, car, or gadget on your own can be
time-consuming. Part-exchanéﬁlows you to bypass all that and get things
done. Few dealerships or ;‘Sbjmpanies offer enhanced part-exchange offers for
repeat customers or th(@f who’ve purchased from them before, which can
result in a better de 'ﬁany businesses or dealership offer promotions, such
as additional cash c@our trade-in during certain times of the year or specific
events. This c ake the part-exchange even more advantageous. When one
part-exchan a&le business usually handles the inspection or appraisal,
meaning t&o not have to pay a third party to assess the value of the old
item, w could be the case in a private sale.

(@iﬁons and Eligibility for Part-Exchange
Q@r -exchange (also known as "trade-in") is a process where you exchange your
1d item (e.g., car, property, etc.) for credit towards the purchase of a different
@ or new item. The eligibility and conditions for part-exchange can vary
@ depending on the industry (e.g., car dealerships, real estate, etc.), but some

Q general conditions apply across different scenarios. Here’s a breakdown of
common eligibility and conditions for part-exchange:
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Eligibility for Part-Exchange

Car Dealerships: For cars, most dealerships will only accept part-exchanges
on vehicles that are useful and registered in your name. Some dealerships may
have a minimum age requirement for the vehicle (e.g., the car should not be
older than 10-15 years or rules).

Real Estate (Property Part-Exchange): In property transactions, your

current home must be in good condition for exchange. The value of the h(ﬁ@

should fall within the criteria set by the developer or builder. Generall
property must be free of any legal encumbrance and the dispute. O

Consumer Goods: For products like electronics, phones, etc., the i you're
exchanging should be in working or good condition, and in mafyy cases, it
should be within a certain time limit (e.g., a phone might neew be not older
than 3 years). The item being exchanged must be in an acgeptable condition.
For example: X

X

Cars: The vehicle should be in roadworthy conditi aid pass certain checks
(e.g., MOT in the UK, or a safety inspection in ot% countries). Some minor
damage might be acceptable, but major issues severe rust or engine could
disqualify a car. '\

Property: No major structural legal %‘s@tes or legal issue (e.g., unpaid
mortgages, liens) should exist. 7,

X
Consumer Goods: These must bein working condition, with minimal wear
and tear. Manufacturers often@e specific trade-in guidelines.

For items like properties@ vehicles even gadgets, you'll need to provide
relevant documentation@«peppers for cars; this could include the logbook

(VS), authorized selq istory, and proof of item ownership.
Conditions for Part-Exchange

Car Dealershié.’ he value or price of your part-exchange item will typically

be determi based on an appraisal. The dealership will inspect the car to
assess i ileage condition, service history, and demand for that make and
mo in the market.

erty Exchange: In property part-exchange, a surveyor will usually value

r current property. The valuation should be matched the required price set

y the builder or developer for the new property you are buying. The developer
may also ask for you to sell your home before completing the part-exchange.

Electronics/Consumer Goods: Value is typically assessed based on the age
or time duration, model year, and condition of the product. If the item you are
part-exchanging (exam a car) still has outstanding finance, you will need to
pay or settle this balance before proceeding with the part-exchange.
Alternatively, the dealership or seller may offer to pay off the remaining finance
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balance as part of the exchange, but this will be reflected in the offer you
receive for your item. The value of your part-exchange is usually deducted
from the total value of the new item. The balance left to pay will then be
handled through financing or cash. There could be additional costs involved

in the part-exchange process, depending on the specific transaction. For b,
example: <
Cars: Dealerships might charge a handling fee or other processing fees. v

Property: Additional costs like surveyor fees, legal fees, and any penalti,gsv
early mortgage repayment might apply. O
Consumer Goods: There might be a discount or trade-in rate that isﬁ as high

as the market value of the item, depending on the condition and Brand.

Some part-exchange offers may only be available for a limited'\Qne or may be
subject to specific promotions or sales events. X,

Process Overview X

Appraisal/Valuation: The item being part—exchar@l will be assessed by the
seller or dealer to determine its trade-in Value.@

Offer: Once the valuation is done, an offer w}].l,be made. If you accept the offer,
you can proceed with the next steps. ',»

Payment/Adjustment: The trade-in galue will be deducted from the value of
the new item. If there is any balan‘% eft, you'll need to settle that difference.

Transaction Completion: lete any remaining paperwork, such as
transferring ownership, se@g finances, etc.

Part-exchange offers a enient way to upgrade or switch products while
receiving some Valu@ our old items. However, it's important to understand
the eligibility criteri?”and conditions, as each industry has its own specific
requirements imitations. Always read the terms and conditions carefully
to avoid surpsi$es later.

Assessr@( of Returned Items: Part-exchange, particularly in contexts like
car dealetships, real estate, or even in tech (like phones and gadgets), can offer
sevie¥ad benefits to customers. Here are some key advantages (Fig. 3.2:

C//\’
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: 5 g hassles of

Improved trade
in options

Immediate Value Easier
Negotiations
R
: No Need for v
Reduced Risk fRRgeclinlor
Appraisal Fees 0( )

Fig. 3.2: Assessment of Returned Items <&

1. Convenience: Choosing a professional service or st&tured option
saves significant time and effort by streamlining&@ entire process.
Instead of juggling multiple steps, you can rely on)eready—made solution
that removes the stress of handling everyth%@ your own.

e Simplicity: Instead of having to sell yourrcurrent item (car, house,
gadget, etc.) privately and then bu;@ new one, you can swap it

directly with the seller. This cuts (}y a lot of hassle.

e Time-saving: [t’s a faster pro S¥ since you don’t need to go through
the sometimes-lengthy pro@ﬂre of listing and negotiating with third
parties.

2. Immediate Value: You& quick access to tangible benefits, whether
that’s cash, servige, or outcomes, without waiting for lengthy

procedures or marKet delays. This provides instant relief and allows you
to move forwa?’&«ith confidence.

e Instant Discount: The value of the item you're trading in is used as
part e payment for your new purchase. This means you don't
hayéyto wait for your old item to sell before getting a deal on a new

-

o Clear Cost Breakdown: The price reduction is often clear upfront,

4 making it easier to understand how much you're paying for the new
O\, item.
6 3. Lowering Financial Barriers: Many solutions are designed to make

things more affordable and accessible, offering flexible terms or reduced
upfront costs. This helps people act without being limited by heavy
financial burdens.

Q@

e Equity Transfer: If the item you are trading in has value (like equity
in a car or house), you can use that equity towards your new
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purchase, reducing the amount of cash you need to come up with or
the size of the finance/loan needed.

e Down Payment Help: In the case of houses or car, your part-
exchange can often serve as a down payment, making the overall
purchase more affordable.

4. Reduced Risk: By working with a trusted system or intermediary, you
avoid many of the uncertainties, scams, or financial pitfalls that ofte,
come with independent transactions. This ensures your securit

peace of mind. O

e Minimized Financial Loss: Instead of facing the uncegainty of
whether or not you can sell your current item for a fai€price, part-
exchange ensures you get a reasonable offer based &)its condition
and market value. (@)

X

e Trade-In Guarantees: Some companies off&r, price incentives or
guarantees for trading in items, Whic]r;i\ n be reassuring for
customers worried about underpricing

5. Easier Negotiations: Instead of goifig through back-and-forth

discussions, you benefit from trans nt, straightforward terms. This

eliminates confusion and creates {Mnoother experience for both parties

involved. KJ@

e Streamlined Process:(Bgtause you are dealing with one company
for both selling you item and buying a new item, there’s often

less room for negatiation over the price of the item you are part-
exchanging (coéred to selling it separately).

e Transpar ”The terms and values for both your trade-in and new
purchase cdn sometimes be more transparent, helping you make a
more med decision.

6. Avoiding Hassles of Selling Privately: Handling a private sale can be
0 elming with advertising, inquiries, and paperwork. A professional
or structured route eliminates these headaches, making the process

4 uch simpler.

O e No Need for Marketing: You don’t need to spend effort or time
@ advertising, handling buyers, or dealing with potential scams when
@ selling your old item privately.

Q e No Time Commitment: Selling a house, car, or gadget on your own
can be time-consuming. Part-exchange allows you to bypass all that
and get things done in a fraction of the time.
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7. Improved Trade-In Offers for Loyalty Customers: Some dealership or

companies offer enhanced part-exchange offers for repeat customers or those
who have purchased from them before, which can result in a better deal.

. Potential for Trade-In Bonuses or Offers: Many business or dealerships offer

promotions, such as additional cash off your trade-in during certain times of
the year or specific events. This can make your part-exchange even more
advantageous.

business usually handles the inspection or appraisal, meaning you donis@l e
to pay a third party to assess the value of your old item, which coul@e the
case in a private sale.

Would you like to focus on part-exchange in a particular @ontext, like
real estate or car? That would allow for a more tailoreﬁ@reakdown of

the benefits.
K/O

Functional Testing X
1. Functional Testing: Functional testing ens%s that the item performs

as intended under real conditions. goes beyond surface-level
inspection to check whether all featur s,@rts, and systems are working
properly. This step helps detect hidq%issues, confirms reliability, and
builds confidence in the item’s ox;éf*& usability and value.

Beyond appearance, functio%atesting ensures that all components
work as expected. This st @riﬁes performance, detects hidden issues,
and confirms reliability&re deciding.

e Operational Ch R/ The item is tested to ensure all key functions
are working p rly.

For cars: l@ine, brakes, lights, electronics, etc.
For pgées/ laptops: Touch screen, camera, battery health, buttons,
etc.

home appliances: Power functions, display, heating/cooling
ements, etc.

4 e Software Check: Ensuring the software is functional and up to date

(for tech products).
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2. Service History/Documentation: Reviewing service records and
documentation offers insights into how well the item has been
maintained. Consistent servicing and proper records build trust and add
value to the transaction. Reviewing past service records and related
documents helps verify regular maintenance, repairs, and ownership
details, ensuring the item has been well cared for and reducing
uncertainty.

Proof of Ownership: Verifying that the item belongs to the perﬁg'}r
offering it.

Maintenance Records (especially for vehicles): Regula@ervicing
can increase the value. &

Warranty or Insurance Status: Items still under W'Qanty or with
transferable insurance may fetch a better trade—;&@lue.

3. Age and Model Evaluation: The age and specific model play a crucial role in
determining usefulness, reliability, and deman N2wer or popular models
often carry higher value, while older ones may reciate more quickly.

Depreciation: Older models generall@ave lower trade-in value.

Brand and Model Demand: Hig]ay mand or limited-edition models
may retain more value. ,(\

Release Date: For electro , newer models often carry more value.

4. Repair or Reconditio@ Needs: Identifying necessary repairs or
reconditioning in advagc highlights potential costs, helping in accurate

valuation and infor

>

decision-making.

Cost of Re a@rs: If the item needs repairs, the estimated cost is
deducted ‘Q’l its trade-in value.

Reus ty: Can the item be refurbished and resold, or is it only
g00 r parts or recycling?

N@ét Value Comparison: Comparing the item with similar products
in

e current market ensures fair pricing. It helps both buyers and

ellers make informed decisions and align expectations with industry
standards.

Resale Market Trends: The item is compared against current
market prices for similar second-hand items.

Demand and Seasonality: Some items fluctuate in value depending
on time of year (e.g., convertibles in summer, electronics near holiday
seasons).
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6. Legal and Safety Compliance: Legal and safety compliance ensures
that all retail activities, products, and transactions adhere to
government regulations and organizational safety standards. It involves
checking that products meet labeling, quality, and safety requirements
before sale, and that store operations follow health and safety laws. b,
Maintaining compliance protects both customers and the business from <
legal issues and promotes a safe, trustworthy shopping environment. "O’

¢ Regulations Check: Items like cars must meet roadworthinesw
emissions standards. @

¢ Blocked or Reported Items: For phones, checks are made@ ensure
they’re not stolen or blacklisted. <&

7. Final Valuation Report: After assessment, the bus’hst issues a
valuation summary to the customer, usually explain'sa@

e Trade-in offer amount O&,
e Deductions (if any) due to condition or aé
e Optional feedback (e.g., "Better Value@old privately")

8. Why This Assessment Matters: thorough assessment builds
transparency, minimizes risks, a supports fair negotiations by
providing a clear picture of the it@ s true condition and worth.

e Ensures fairness in pri i@for both the business and the customer.
e Reduces risk of frau dealing in defective goods.

e Helps the busin‘%g‘éaecide whether to resell, refurbish, or recycle the
returned item,g

9. Extreme Opp(@on: Retail enterprises may face extreme opposition due
to restrai arriers to access. Increasing competition may also hinder
revenue h. Opposition via product price reduction is main element
in cor@er shopping decisions.

10. De ry Chain Failure: Loss of goods for display is a sensitive issue for
@)y-to-day operations and this may result from a failure in the delivery

4 chain.
Cl 1. Online Purchasing: Online shopping is upcoming threat that could affect
the growth of a retail outlet due to technological deficiencies. Smart

@ phones play a pivotal role in online shopping growth, as 17% of the
Q respondents buy every week online whilst 28% select traditional retail
shops.

PRACTICAL EXERCISES

Activity 1: Make a power point presentation on part exchange transactions
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Materials Required: Required Computer along with net service, notebook,
pen, pepper and projector.

Procedure:
1. Form groups of 4 students each. b’
2. Ask them to visit computer section. <
3. Ask them to find Microsoft PPT software in the computer. s é\gy
4. Create minimum ten slides in one ppt. @ ¢
‘ 5. Observe each and every section and highlight same in ppt. »\?’
6. Go through the entire process of part of exchange Q
7. Put the images of part of exchange process including thb@eﬁnition.
‘ 8. Ask them to put all the points in ppt. K/O
9. Use the images of all the example X

—_
o

Prepare a report on visit é

11. Present in the class and submit to the s@ect teacher.
Activity 2: Group Discussion on Part-Exc '\yge for the Customer and Retailer

Materials Required: Pen/pencil, noteg'aok, need 2 items like mobile, TV,
freeze K/@

Procedure: %@'
1. Form groups of 2 students each, one of customer and second will be
retailer X

Ask them to vi 't@grby retail lab.
Ask them to d1:de in two groups.

Tell one @ﬁp to keep the item (old item) for part exchange.

a & e N

Tell nd group to show the new product or the item which customer
W@S to buy as a part of exchange

sk them to discuss the process, benefits and advantages of part of

Aégxchan ge.

O&' 7. Prepare a chart based on your observation.
@6 8. Discuss with class mate and teacher.
Q 9. Present the chart in the class.
Activity 3: Role plays on assessment of Returned Items
Material required: Pen/Pencil, notebook, keep one old item (Returned item)

Procedure:
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1.

10.

11.

Begin by explaining the purpose of assessing returned items — to
ensure that the product meets the return or part-exchange policy before
approving a refund or exchange.

. Divide students into pairs, where one acts as the Customer returning

the item and the other acts as the Retail Sales Executive handling the
return process.

. The “Customer” holds the old or used product and initiates . &>

conversation with the sales executive to request a return or exch

The customer explains the reason for return and asks a @ the
exchange value or discount for the new product.

. The “Retail Sales Executive” listens carefully, verifi@@ﬂe product

details, and explains the process — including visual inspection,
eligibility check, and documentation required for pagf-eéxchange.

condition, matching serial numbers, valid
and updating records in the system.

the purchase receipt,

. Students must mention all major steps such @Ke'hecking the product

. Encourage the sales executive to e@ops like inspection sheets,

return forms, or mock receipts to m the demonstration realistic and
engaging. ,(\

. The executive should perforth a quick visual check of the returned

product, noting visible w amage, or missing parts before accepting
it.

. The customer and e&p‘dutive should fill out a sample return/exchange

form, ensuring a tails such as date, reason for return, and product
status are re d properly.

Allow ot students to observe the role play and take notes on how
effective e return process was communicated and handled.

The Xegacher provides feedback on communication skills, accuracy in
proeess demonstration, and understanding of return and exchange

@olicies.

N
@O

. End the session with a short discussion where students share what they

learned about handling returns, the importance of inspection, and how
to maintain professionalism during customer interactions.

Q@ CHECK YOUR PROGRESS
A. Fill in the Blanks

1.

Part exchange involves a transaction where a receives a new
product
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2. The seller agrees to accept all the as part of the transaction.
3. Part-exchange can offer purchase of a new item.
4. The customer pays the remaining in part of exchange.

5. Goods/services are traded off between
B. Multiple Choice Questions Q

1. Exchange of Service/goods for an amount between how many parties-.,»@

a) O parties O

b) 1 party Q

c) No parties ]
d) two or more ~<)
2. Part-exchange involves the exchange of? K/O
X

a) Goods and products O
b) None of anything. é
Cc) company @
d) ice-cream »&

3. Benefits of Part-Exchange is applieable for
a) Customer and Retailer @,&’

b) Owner and servant @

c) Servant &’Q/
1

d) Owner ‘
4. When you pa@xchange, the business usually handles the

a) inspe or appraisal
b) Pm&rement
X

c)@)int of sale

) Customer delivery
’\'A. The value of the home should fall within the criteria set by the?

@O a) developer or builder

b) Distribution centre
c) Procurement
d) Reverse logistics

6. For items like properties or vehicles even gadgets, you'll need to provide
relevant
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a) documentation
b) Make in India
c) Digital India
d) Swachh Bharat b,
C. State whether the following statements are True or False. ,\Cy@
1. Part-exchange involves the exchange of goods product or services. -,\@

2. The buyer's financial commitment is reduced by the value assigrﬁ@ o
the traded-in item.

3. The seller Refuse to accept all the old items as part of the 5agsaction,
acknowledging its value towards the purchase price. ,\<)

4. A customer trades in their new car as part of the pur(@se price of a old
vehicle.

5. A customer exchanges a used laptop or mobile f0r a newer model.

D. Match the Columns

O
S. Column A s. | ¥ Column B
No. N.o.mv\'
Part of exchange ,é'\v New product

1

2 | Example of part exchange @]é Standard transaction
3 | In exchange you get 3{&1 C | Benefit of discount
4

Part of exchange is D
different X, Mobile, gadget, watch

S | Old product ca E | Always between two or more
exchange _ A parties

6 | Valid domﬁ;}nts required F | Properties

E. Short Ans uestions
1. What,Othe definition of part exchange?
2. N@e any two-common example of pat exchange
ho can take the benefits of part of exchange?
ong Answer Questions
6 1. Explain the Retail sales transactions?

&

2. What are the benefits of part of exchange?
Q 3. 3 What is the Eligibility and Conditions for Part-Exchange?

G. Check your Performance

1. Draw a poster on Delivery Chain
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SESSION 2: PROCESSING OF CASH AND CREDIT SALES
TRANSACTIONS

Processing sales transactions accurately is one of the most vital functions in
retail operations. It ensures that the business receives payments correctly,
customers are billed transparently, and all financial records are properly
maintained. This session explains the step-by-step process of handling both

cash and credit sales transactions, outlines company policies for manag%r?

customer credit limits, and highlights the importance of reporting@
reconciliation in retail payments. O

Cash Sales Transactions Q

Cash sales are transactions in which the customer makeégfﬂ payment
immediately at the point of sale (POS) using cash, debit card, m

or any other instant payment method. The process begin en the customer
selects the desired product or service and agrees om the final price. The
payment is made instantly by cash, debit/credit ca (or digital wallet such as
UPI, Google Pay, or Paytm. Once the payment is completed, the sales executive
issues a printed or digital receipt as proof of pt@xase. The transaction is then
recorded in the accounting or POS system 'ueder “Cash Sales.” At the end of
the business day, all cash and electronic ents are verified, deposited into
the company’s bank account, and rec ed with the day’s sales report. The
main advantages of cash sales incl immediate cash inflow, reduced credit
risk, minimal paperwork, and f@t@’ processing with transparent records.

ile payment,

Credit Sales Transactions

Credit sales occur when &lstomer purchases goods or services but agrees to

pay at a later date as utually agreed terms. Before extending credit, the
business verifies t ustomer’s creditworthiness and defines the terms of
payment, such “Net 30 days.” An invoice is then issued, mentioning the

amount due, c@ ate, and any applicable discounts for early payment. The
sale is recor&&l in the company’s accounting system as “Accounts Receivable.”
The cu Kér is expected to make payment by the due date through cheque,
bank-transfer, or other approved methods. Once the payment is received, it is
r@%éd, and the accounts are updated accordingly. If payment is delayed,
€ company may send reminders, impose late fees, or escalate the matter to
collection agency.

Company Guidelines for Setting Customer Credit Limits

Establishing appropriate credit limits for customers is essential to balance
sales growth and financial risk. Retailers must define clear credit policy
objectives that support business growth while minimizing bad debts. They
should conduct a thorough assessment of the customer’s creditworthiness by
reviewing credit reports, trade references, financial statements, and public
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records. Once assessed, the business determines an initial credit limit based
on risk analysis, sales projections, and the company’s liquidity position.
Regular monitoring of credit accounts is necessary, especially for high-risk
customers, to ensure timely payment and to adjust credit limits as required.
Temporary credit increases can be granted for bulk or seasonal orders with
proper documentation and managerial approval. Any exceptions to policy
should be well-documented and communicated clearly to maintain
transparency and accountability. ,\",\'

Dealing with Customers Who Exceed Credit Limits “{)

When customers exceed their approved credit limits, busines A\sz’ould
handle the situation tactfully and professionally. The customer must be
informed immediately about the limit breach, and further creditysales should
be temporarily suspended until part of the outstanding amount is cleared.
Retailers may offer structured repayment plans or régSed terms if the
customer provides a valid reason. Consistent defaulte ﬁ(should be reported to
credit bureaus or restricted from future credit pu All communications
and actions must be properly documented to m in accuracy and fairness
in customer dealings.

Purpose of Credit Limits in Retail . @}

Credit limits serve as a control mechiggm'\ that balances sales promotion with
financial safety. They encourage stomer loyalty and higher average
purchase values while managin f@inoial risk. Controlled credit terms ensure
steady cash flow and prevent&essive exposure to non-payment. Retailers
determine appropriate credit limits by evaluating factors such as credit
history, purchase freque& transaction value, and payment behavior.

Challenges in Ma @ g Credit Sales

Despite their beq%’lts, credit sales pose certain challenges such as delayed or
non-payments reased administrative tasks for monitoring, and risks of
fraud or misusge. Economic downturns can further impact a customer’s ability
to pay, ng to financial strain for the retailer. Additionally, compliance with
regu tory frameworks, especially concerning Buy Now Pay Later (BNPL)
s, requires careful management. To address these issues, retailers can
e data analytics and Al tools to monitor customer payment patterns, offer
1ered credit limits based on loyalty and risk level, and collaborate with reliable
fintech partners for secure credit processing. Regular review of market and
economic trends also helps anticipate potential credit risks.

Reporting Mechanism in Retail Payments

Accurate reporting is essential for tracking payment trends, maintaining
transparency, and ensuring compliance. Retailers and payment service
providers (PSPs) collect detailed transaction data such as type, value, and
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frequency of payments. This data is reported to central banks and regulatory
authorities for financial monitoring. Annual audits further ensure
transparency and accuracy in financial reporting. Internally, businesses

analyze payment data to identify trends, detect errors, and improve
operational efficiency. Externally, they report to tax and financial authorities b,
to fulfill legal and compliance obligations. <

The processing of cash and credit sales transactions requires accuracy, v
transparency, and adherence to both company policies and legal standar&g}*
Proper documentation, timely reconciliation, responsible credit managerﬁ@t,

and detailed reporting are the backbone of efficient retail operagtsg.' By
mastering these practices, retail professionals ensure smooth transactions,
build customer trust, and maintain the financial stability o{é@ business

Fig.3.3).
(Fig.3.3) A

Transaction Volume
and Value

Payment Type

Distribution
Transaction Times
and Days

Fraud
Detection

Improved Business
Decision-Making

Enhanced Customer
Experience
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Regulations

Risk
Management
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©e
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Fig. 3.3: Reporting of Data
@C Examples of Reporting Data

@ a) Transaction Volume and Value: This includes the number of
Q transactions processed and the total value of those transactions.

b) Payment Type Distribution: This shows the percentage of transactions
using different payment methods (example cash, card, digital wallets).
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c) Transaction Times and Days: This can help identify peak periods and
trends in payment activity.

d) Fraud Detection: Reporting can help identify and prevent fraudulent
transactions.

e) Improved Business Decision-Making: Data on payment trends can
help businesses make informed decisions about promotions, pricing, «{}v
and other business strategies. 2

f) Enhanced Customer Experience: Understanding customer payment
preferences can help businesses tailor their offerings and improve the
overall shopping experience.

g) Compliance with Regulations: Reporting to central banks and other
regulatory bodies ensures compliance with financial regulations.

h) Risk Management: Reporting can help identify and manage risks

associated with payment fraud and other financial risks.
A

CUSTOMER EXPERIENCE

o—0—

**

Cart Slow Refund Lack of Unified Customer
Abandonment Processes Flexibility Experience

Frustrating checkout Delays in refunding Overreliance on card Retailers need to
processes can lead to customers can damage payments and a lack of provide seamless
customers abandoning customer satisfaction diverse payment experiences across
their shopping carts options can deter online and in-store
customers channels

Y
@ord and Store the Payments Receipts

CIn retail, recording and storing payment receipts typically involves creating a
record of the transaction, often through a point-of-sale (POS) system, and then
either printing a receipt for the customer or storing the digital record for future
reference (Fig.3.4). This retail journey ensures accurate record-keeping and
provides a proof of purchase for the customer.
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POS Systems: Most retail establishments utilize POS systems to record sales,
including the time, date, items purchased, quantities, prices, total amount
due, and the payment method.

Sales Receipts: The POS system generates a receipt, which can be printed or
stored digitally. b'

Payment Confirmation: The receipt confirms that the payment has been«{)
made and the transaction is complete.

Storing the Receipt: Storing the receipt helps maintain accurate records of
sales, supports returns and audits, and ensures transparency and
accountability in retail transactions.

Printed Receipts: Customers typically receive a printed copy of their receipt
as proof of purchase.

Digital Records: Some businesses may opt to store receipts digitally, often
within the POS system or through a customer portal.

Data Retention: Retailers must adhere to relevant data retention policies for
receipts, which may vary by industry and location.

Returns and Refunds: Receipts are often necessary for processing refunds
and returns, as they provide proof of purchase.

Warranty Information: Receipts may contain warranty information, which is
important for customers to keep for future reference.

Customer Experience: Providing a clear and accurate receipt can enhance
the customer experience.

’\,'

N

N e:—l']
==

Sales Receipts POS Systems

=0

O
x Customer Experienca y Payment Confirmation

& 28 =
Warranty
Information — \

E=
Iz h‘ ‘ 3 .‘:

Payment Confirmation

Retail Journey Receipt
Printed Receipts

3 ¢

Returns and @f; e
Refunds

Digital Records Digital Records

Fig. 3.4: Record and Store the Payments Receipts
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Problems in Payments: Problems in payments are common challenges faced
by retailers and customers during sales transactions. These issues can arise
due to technical errors, human mistakes, or system inefficiencies. One major
problem is payment gateway failure, where online or card payments are
declined because of server downtime, poor internet connectivity, or banking
network errors. Cash handling errors, such as incorrect change or miscounted

Moy

totals, can also cause discrepancies in records. Delayed settlements from"O’

banks or digital payment platforms affect cash flow and reconciliation at }ﬁg
S

end of the day. In cases of credit sales, late payments or defaults by cust

can increase financial risk and administrative burden. Security conce@ like
fraudulent transactions, chargeback, and unauthorized card use o create
payment complications. Additionally, issues such as double bilh'eg, incorrect
transaction entries, and refund delays can damage custom'é@trust. Poorly
trained staff or lack of proper monitoring systems furtl’@ contributes to
payment inconsistencies. To overcome these problems,‘etailers must use
reliable POS systems, maintain clear transaction rds, ensure regular
reconciliation, and provide staff training on handlifgfferent payment modes
effectively. Here's a more detailed look at the k@is ues:

1. Fraud and Security x

Fraud and security are critical 'egncerns in retail transactions, as
businesses handle large volun@‘of cash and digital payments daily.
Retailers must implement stromg security measures such as encrypted

payment systems, secur S terminals, and employee training to
detect suspicious activify. Regular audits, CCTV monitoring, and
verification of refun r credit transactions help prevent internal and

external fraud. %@‘ﬁaining data privacy and following cybersecurity
protocols en customer trust and protects the business from
financial losse%’(Fig.3.5).

A

a) Risiné Fraud: Payment card fraud is a significant concern, with
losses projected to rise.

b) Data Breaches: Retailers must protect customer data from breaches,
which can lead to financial and reputational damage.

4 c) Chargebacks: Unresolved disputes and chargebacks can impact
0 profitability and customer satisfaction.

d) Regulatory Compliance: Strict regulations on data protection and
security require retailers to invest in robust security measures.
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Rising Data Regulatory
Fraud Breaches Chargebacks Compliance

2. Customer Experience ,O

Fig. 3.5: Fraud and Security

Customer experience refers to the overall impressi@ a shopper has
throughout their interaction with a retail busin8ss—from browsing
products to completing payment. A smooth, tr )%’parent, and efficient
sales transaction enhances customer satis ion and loyalty. Friendly
service, quick billing, accurate receipts, ecure payment options

make customers feel valued and confident in their purchases. Positive

experiences encourage repeat visit§~and word-of-mouth promotion,

strengthening the retailer’s repupt@i n and long-term success (Fig.3.6).
]

a) Cart Abandonment: Frustrating checkout processes can lead to
customers abandoning their shopping carts.

b) Slow Refund Processes: Delays in refunding customers can damage
customer satisfaction.

c) Lack of Flexibility: Overreliance on card payments and a lack of
diverse payment options can deter customers.

d) Unified Customer Experience: Retailers need to provide seamless

experiences across online and in-store channels.
v
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CUSTOMER EXPERIENCE

* * ) 4

M—Gy

Cart Slow Refund Lack of Unified Customer
Abandonment Processes Flexibility Experience
Frustrating checkout Delays in refunding Overreliance on card Retailers need to
processes can lead to customers can damage payments and a lack of provide seamless
customers abandoning customer satisfaction diverse payment experiences across
their shopping carts options can deter online and in-store
customers channels
w
<O
Fig. 3.6: Slow Refund Processes
Y
3. Payment Landscape Challenges @
The payment landscape faces sever'}ychallenges due to rapid digital
transformation and evolving custoffier expectations. Retailers must
manage multiple payment mod@ cash, cards, UPI, and BNPL—while
ensuring security and com ce. Frequent cyber threats, technical

glitches, and data brea& pose major risks to both businesses and
consumers. Additionall igh transaction fees, delayed settlements,
and differing regulaféy standards across platforms create operational
hurdles. Balanci@’convenience, speed, and safety in this complex
ecosystem re a constant challenge for modern retailers (Fig.3.7).

a) Fragmented Payment Systems: Navigating a diverse range of
payment methods and platforms can be challenging for retailers.

b) Global Payment Acceptance: Retailers need to offer localized
payment options to cater to global customers.

Qc) Integration with Various Payment Methods: Retailers must
4 integrate with different payment methods like e-wallets; buy now pay

O\' later options, and other emerging payment technologies.

Z
Q@

d) Outdated Technology: Reliance on legacy systems can hinder the
ability to deliver a modern customer experience and adopt new
payment technologies.
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PAYMENT LANDSCAPE CHALLENGES

Integration with Various

Fragmented Payment Methods

Payment Systems
Retailers must integrate with
different payment methods like
e-wallets; buy now pay later
options, and other emerging
payment technologies

Navigating a diverse range of
payment methods and
platforms can be challenging
for retailers

Outdated
Technology

Global Payment
Acceptance
Retailers need to offer

localized payment options
to cater to global customers

Reliance on legacy systems can
hinder the ability to deliver a
modern customer experience
and adopt new payment
technologies

Fig. 3.7 Payment Landscape Challenges

4. Regulatory and Legal Challenges '\

Regulatory and legal challenges i "Yetail payments arise from the need
to comply with financial laws, t@xation rules, and consumer protection
regulations. Retailers mus fglow strict guidelines for data privacy, anti-
money laundering (AM Know Your Customer (KYC) requirements.
Frequent updates i%@a ment regulations, varying state or national
laws, and complex documentation processes can make compliance
difficult. Failure fo*adhere to these regulations can result in penalties,
legal dispute d reputational damage, making continuous monitoring
and legak%‘areness essential for all retail businesses (Fig.3.8).

a) Increasing Regulatory Requirements: Regulations regarding
security, data protection, and payment processing are becoming
more stringent.

b) Compliance Costs: Adhering to regulations can be costly for
retailers, requiring investment in security measures and compliance
software.
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5.

REGULATORY AND LEGAL CHALLENGES

Increasing Regulatory
Requirements
Regulations regarding
security, data protection,

and payment processing are
becoming more stringent

Compliance o @
Costs \'S'
Adhering to regulations can @

be costly for retailers,

requiring investrment in
security measures and

compliance software

N
1%
Fig. 3.8: Regulatory and Legal Challenges
Operational Challenges

Operational challenges in retail pay@nts occur due to system
inefficiencies, staff errors, and '\poordination issues between
departments or payment serviceapgroviders. Problems such as slow
transaction processing, POS system downtime, incorrect billing, and
reconciliation delays can di t daily operations. Managing multiple
payment channels, en g accuracy in cash handling, and
maintaining updated recerds also add to the workload. Without proper
training, technolo Ksupport, and process standardization, these
challenges can le financial discrepancies and poor customer service

(Fig.3.9). %9,

a) Network Congestion: Slow or failed transactions due to network
congestion, especially during peak times, can impact customer
satisfaction and revenue.

b) Processing Errors: Bugs or errors in payment processing systems
can lead to payment failures and customer frustration.

c) Payment Failures: Reasons for failed payments can include
incorrect payment details, insufficient funds, or system errors.

d) Customer Service and Support: Limited customer support and
service can frustrate customers during payment issues. Addressing
these challenges requires retailers to invest in robust payment
processing systems, prioritize security, and provide a seamless and
flexible payment experience for customers
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OPERATIONAL CHALLENGES

@ Network Congestion @ Processing Errors év
o

Customer Service

Payment Failures and Support

Y

Fig. 3.9: Operational Challenges V
PRACTICAL EXERCISES ©
Activity 1: Check customer accounts ac tely and at suitable intervals to
check that payments are up to date. "\
Materials Required: Required Co ter along with net service, notebook,
pen, pepper, account file two @@'
Procedure:

X
1. Divide the two st&tmts into roles - one as a Customer Accounts
Executive and other as a Finance Department Representative.

Assign each of responsibilities for managing and verifying customer
accounts.
2. Set upsa@’mock accounts department by arranging desks, files, and

sy access. Prepare an account ledger or use digital software to
tain customer transaction records.

Q‘é@emde and note the review intervals (weekly, fortnightly, or monthly) for
,\’ checking customer accounts. The students should mark these intervals
O in a schedule sheet or calendar to ensure consistency in review.

6@ 4. Demonstrate how to access and review account statements for different

Q customers.

5. Students should cross-check outstanding balances, pending payments,
and verify entries against supporting documents such as invoices and
receipts.
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6. Perform a step-by-step check to ensure that received payments are
correctly applied to the right customer accounts.

7. Use both manual checking (file records) and system-based reconciliation
(using accounting software)

8. Demonstrate how to update records after each verification — including
date, amount received, mode of payment, and invoice number. '\Ov

9. Record these details neatly in both the notebook and digital ledger. "\,@

10. Ask the students to identify any delayed or missing payments, in ct
entries, or duplicated invoices.

11. Note down anomalies and prepare a discrepancy report liS@lg possible
reasons and corrective actions. ~<)

12. Simulate a short discussion between the two st(idlents (Accounts
Executive and Finance Representative) on how they would coordinate to
resolve issues, contact customers for over u@payments, or correct
errors in entries.

13. Demonstrate the steps to follow up c@ielayed payments- drafting
reminder emails or letters, calling the'bgstomer, or escalating the matter
to the supervisor if required. ',»

14. Ask students to organize all re¢ords properly - attach payment proofs,
invoices, and communicatioybﬁgs in a physical file as well as save digital
copies.

15. Label files systematieally for easy retrieval.

16. At the end of the @¢tivity, ask students to prepare a summary report
showing the @5! number of accounts checked, payments verified,
discrepanci§s und, and actions taken to update the records.

17. Have th ent pair present their findings and explain the importance
of tim@r account checks and accurate record-keeping for maintaining
fi )%ﬁal transparency and customer trust.

18 fter the demonstration, discuss with the class:

4 a) Why regular account review is necessary.

O b) How digital tools improve accuracy and speed.

Z
Q@

c) What challenges may arise during account reconciliation.
d) Best practices to prevent future discrepancies.
19. Prepare a detailed report and submit to the Teacher.

Activity 2: Identify problems accurately and sort them out promptly.
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Materials Required: Required Computer along with net service, notebook,
pen, pepper, account file two person.

Procedure:

1. Select two students — one as an Accounts Assistant and the other as a b’
Supervisor or Finance Officer responsible for verifying and resolving 7

issues. «Ov

2. Arrange a mock setup resembling an accounts department, comp 'bg,@
with files, invoices, and a system for entering and revi&@ g
transactions. O

3. Present examples of common issues such as cash mismatch, thcorrect
amount entered, missing receipts, duplicate entries, or g customer
payment allocation.

4. Discuss how these errors affect financial accuracy.&/

5. Demonstrate the use of reconciliation té%/nents, audit trails,
transaction logs, and payment reports to id%[y discrepancies.

6. Students should note how each tool hel@pinpoint the exact source of
the problem. N

7. Guide students to classify issue 'SQ:) categories — e.g., minor errors
(data entry mistakes), systeré’lated issues (software glitches), or
customer-related issues (del?ﬁﬁ or incorrect payments).

8. Encourage students t cuss and demonstrate how to resolve the
identified issues quiekly and accurately. This may include verifying
records, contactin stomers, or correcting entries in the system.

9. Record each A@ﬁﬂem identified, its cause, and the steps taken for
resolution i; aYProblem Resolution Logbook or digital spreadsheet.

10. Demons how to inform supervisors or the finance head about
persis@qt or serious problems, ensuring proper escalation and

a@’&htability.

lléyonclude the activity by discussing preventive measures, such as
double-checking entries, regular account reviews, and wuse of
O’\, automation tools to reduce errors.

@ 12. Have students reflect on what they learned about accuracy, teamwork,
@ and timeliness in sorting out financial problems.

Q 13. Make detailed report and submit.

Activity 3: Promptly investigate reasons for missed payments and accurately
record the findings.
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Materials Required: Required Computer along with net service, notebook,
pen, pepper, account file two person.

Procedure:
1. Assign two students — one acting as a Billing Executive and the other b’
as a Payment Investigator or Finance Officer. &

2. Create a workspace that mimics an accounts department, with access "O’
to customer records, transaction history, and pending payment listsg\,@

3. Demonstrate how to check for missed or overdue payments ng
system-generated statements or manual records. Use exampl ch as
overdue invoices or unacknowledged online payments.

4. Introduce reconciliation methods, audit trails, transa@)n logs, and
payment issue trackers to detect patterns of missed payments and
confirm whether they are due to system errors, bank’ﬁelays, or customer
negligence. O&/

5. Guide students to analyze potential reason h as incorrect customer

details, transaction failure, invoice n@received, or delayed fund
transfer. Have them simulate customer communication via email or call.

6. Ask students to record all ﬁndin}z}%’a Missed Payment Investigation
Sheet including customer nam@' voice number, amount due, reason
for delay, and date of follow-uf,

7. Demonstrate how to pr@e a short report suggesting solutions such
as reissuing invoices, sending payment reminders, or correcting
customer data.

8. Students shou ﬂ@%mit their findings to the “Finance Head” for review
and discussi n how to improve the payment tracking process.

payme e.g., automatic reminders, verified customer data, and

9. Concludg“%e activity by highlighting strategies to prevent missed
maintaining regular communication with clients.

10. .Conduct a short discussion on how prompt investigation enhances trust
@nd financial efficiency.

Oﬁptivity 4: Identify problems accurately and sort them out promptly.

Materials Required: Required Computer along with net service, notebook,
@ pen, pepper, account file two person.

Q Procedure:

1. Select two students — one as an Auditor and the other as an Accounts
Executive responsible for maintaining records.
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Ask students to create an audit section using files, ledgers, and system
access.

2. The setup should reflect a real audit environment with organized record
folders.
Demonstrate how to detect missed payments or unpaid invoices using
indicators such as invoices marked unpaid, overdue flags, or missing Z,
receipts in the system. é%»

3. Ask the students to investigate the root cause of the discrelzﬁ
n

Possible causes might include manual entry errors, delayed g,
customer payment delays, or communication gaps. Q
4. Discuss and demonstrate practical Do’s and Don’ts for handling such
issues —
e Do’s: Double-check records, verify with sup ing documents,
communicate promptly. X

e Don’ts: Avoid assumptions, don’t deleteég?es without verification,
never ignore red flags.

5. Ask students to document their findings in an Audit Observation Sheet,
mentioning each issue, probable.c@se, corrective action taken, and
date resolved. ‘

6. Demonstrate how auditors aﬁpaccounts teams should coordinate to
cross-check data and %rm that all corrections have been
implemented.

7. Encourage student %prepare a follow-up summary of actions taken
and submit it for, ervisor review.

8. Teacher will e Feedback and students can then be discussed for
learning 'rn.érovement.

9. Concl y emphasizing how accurate and prompt problem resolution
ir%fﬁyes financial integrity and prevents recurring audit issues.

10_~HaVe the class share insights on how auditing contributes to overall
inancial discipline and accountability.

‘CHECK YOUR PROGRESS
C5" A. Fill in the Blanks
Q 1. The business receives payment in full at the
2. Dalily sales are deposited
3. Business may send
4

. Trade references and payment mode history with other
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5. Reporting in retail payments involves tracking transaction
volume.
B. Multiple Choice Questions

1. Reporting can help identify
a) Fraud
b) Manager
c) Books ,\':\,@
d) None of the above A<)
2. Data on payment trends can help? QO
a) Improve business decision
b) Bad quality @ej
c) Government authorities

d) Ice-cream &O

O
3. Most retail establishments utilize é
a) Customer and Retailer @
b) Pos system ,\

c) Goods . QO
d) Product ,{»

4. The pos system generates XU
a) Inspection or appraisa
b) Procurement é
c) Receipts &’Q/
e) Customer delive@y

. Some busine@ay opt to store receipts?
a) Digitally
b) Man

o) (¢ ,@vox
d) bon
a

Ul

Qeceipts are often necessary for processing

6
4 ) Documentation
N

b) Refunds and returns

O c) Digital India

Z,
Q@

d) Swachh Bharat
C. State whether the following statements are True or False

1. Businesses use internal reporting systems to track their own payment
data.

2. Only one retail establishments utilize POS systems to record sales.
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3. The receipt confirms that the payment has been Decline and the

transaction is Incomplete.

4. Customers typically receive a Xerox copy of their receipt.

5. Receipts may contain warranty information.

D. Match the Columns

Retail Sales Executive Grade 11

E. Short Answer Questions

S. Column A S. Column B .
No. No. AD
1 | POS PRINT A [ Record 7
2 | Operational challenge B | For Audit A\?’

3 | Payment can be C | Network error N
4 | Hard copy available D | Bill of customer ¢,
S | Credit sales method E | Decline O
6 | Valid documents required F | Credit note~
K/\/

X
1. What is the main difference between cash salss@nd credit sales?

2. Why is reconciliation important at the e

operations?

3. List any two benefits of cash sales, f

@o the business day in retail

etailers.

4. What actions should a retailer t When a customer exceeds their credit

limit?

F. Long Answer Questions

X

0

1. Explain in detail th{/)@;ocess of handling cash sales transactions in a

retail store.

2. Describe the @ ete procedure for managing credit sales transactions
and discuss th¥ importance of maintaining proper credit control.

3. Discuss

credit.@nits.

4. Ident
ayment operations.

heck your Performance

importance of company guidelines for setting customer

ify and explain the major challenges faced by retailers in managing

O 1. You are a sales executive at a retail store. A regular customer’s credit
limit is 320,000, but their outstanding balance has reached 322,500.
Describe how you will handle this situation following company policy.

Z
Q@

2. Why is it essential for retail professional to maintain accuracy and
transparency during both cash and credit sales transactions? How does
it impact customer trust and business reputation?
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SESSION 3: PROCESS THE CASH AND CREDIT APPLICATIONS
FOR PURCHASES

In retail credit sale refers to sales where customers purchase services or goods b’
and agree to pay for them at a later date instead of immediately paying 7,
cash. This is essentially offering customers a period of time to make payment '\Q'
after they have taken possession of the services or goods. .

084
KEY ASPECTS OF CREDIT SALES IN RETAIL
W

e Credit sales also known as sales on sales or credit on account, are
transactions where customers receive services or goods upfront and
agree to make payments later.

e Retailers mostly use credit sales to attract a wider range of customers,
including those who might not be able to make an immediate purchase.

e The timeframe for the payment can vary, but typically ranges from 30 to
90 days.

e Credit sales can be offered through various methods, like as store credit

cards, instalment plans, or buy now pay later services.
Y

Benefits for Retailers

Part-exchange offers several beneﬂﬁs for retailers as it encourages repeat
business, attracts more custom Qémd boosts overall sales. By accepting old
products in exchange for ne es, retailers can increase customer loyalty
and reduce purchase hesi &aon It also helps maintain a steady sales flow,
clear old stock, and Izz;@-rote eco-friendly recycling practices. Additionally,
retailers can refurbi nd resell exchanged items or use them for parts,
generating additiona¥’ revenue while enhancing their brand’s reputation for

customer—cent?'y nd sustainable business practices (Fig.3.10).

Increased sales volume: Apart from business a Credit sale can boost sales by
appealing to a broader customer base.

Enhanced customer loyalty: Offering flexible payment options can foster
stronger customer relationships.

CAttraction of new customers: Credit sales can attract customers who may
6 be hesitant or avoid purchasing without immediate payment.

6 Accounting for Credit Sales: Retailers track credit sales using accounting
Q methods that record both sales revenue and the corresponding accounts
receivable the money owed by customers.

Risks for Retailers: Credit sales involve risks, including, default, non-
payment, and the potential for bad debts.
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Increased sales volume

Enhanced customer loyalty é{’»

Attraction of new customers Q

Accounting for Credit Sales “O

S
Risks for Retailers

& 7
Fig. 3.10: Benefits for Retailers

(%
Impact on Consumers: Cred$les can offer consumers the opportunity or
option to make purchases ight otherwise be unable to afford, potentially
leading to a higher level bt if not managed carefully.

Features and Neec}év‘Credit Sales

Credit sales, where customers purchase Services or goods with payment
deferred, offer features like customer loyalty, increased sales loyalty, and
flexibility. They can also be beneficial for businesses needing to attract a
broader_ ’ci_istomer base and handle cash flow. However, credit sales also
require careful credit risk assessment, potentially, and payment tracking,
allow;clnce for bad debt.

'f‘\e%tures of Credit Sales in Retail (Fig.3.11).

@C‘)elayed Payment: Customers receive the service/product immediately but
@ pay later, as per agreed terms.

Q Credit Terms: Specific payment conditions are outlined (example "net 30,"
"2/10, net 30").

Customer Credit Evaluation: Retailers may assess a buyer’s
creditworthiness before approving credit.
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Accounts Receivable: The amount owed by customers is recorded as
receivables in the retailer's books.

Increased Sales Volume: Offering credit often attracts more and more
customers and boosts sales.

Legal Agreement: Often involves a sales agreement or invoice specifying terms @b
and consequences of late payment. «{}v

Involves Risk: There’s a risk of bad debts if the customer fails to pay. "\,@
Need for Credit Sales in Retail ~<)

Customer Convenience: Makes shopping smoothers for customers@ho don’t
have immediate funds. <

Increase in Sales: Encourages more purchases, especially@r high value
items (e.g., electronics, furniture). O

X

Customer Loyalty and Retention: Builds long-terfn relationships with
buyers through flexible payment options.

Competitive Advantage: Helps retailers stay ;:Setitive, especially if rivals
offer similar credit terms.

Inventory Movement: Speeds up invento@turnover (sale trough) by allowing
more frequent purchases. '{»

Support for B2B Sales: Common fg\business to business (B2B) retail, where
clients expect credit terms. &

DELAYED CUSTOMER

CREDIT INC | LEGAL INVOLVES
PAYMENT TERMS EVEIFUEE'II'.II-ON Y. | AGREEMENT RISKS

Fig. 3.11: Features of Credit in Sale
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Retail Credit Facility

A retail credit facility is a financial arrangement offered by a retailer or a
financial partner (such as a finance or bank company) that allows customers
to purchase Services or goods on credit and pay later, usually through
installments or deferred payment terms.

Key Features of a Retail Credit Facility '\Ov
-~
e \9
Feature Description N
a'@)
o
Buy Now or Pay Later Customers can take the product hom@ﬁa" pay
(BNPL) over time.
Yodh
i D month
P k
Installment Plans ayments are broken into equal/monthly or
weekly payments. (@)
X
. . o
Interest-Free Period Some plans offer a %ﬁ%e period with 0%
interest rate. é
Partnership with Retailers often ner with banks or fintech
Lenders firms to offer Credit.
7
Credit Limit Cust.omeré are given a spending limit based on
credit cks.
A
Why Retailers Offer Credit E@ﬁties
1. Increase Sales Vol : Encourages customers to buy more or choose

higher priced itemg?>

2. Customer L : Builds long term relationships with regular, credit-
using customers.

3. Market petitiveness: Helps the retailer compete with others
offeg@lexible payment options.

4. A@ssibility: Makes products accessible to customers who don’t have
@pfront cash at the time of purchase.

il Credit Facilities

CEMI options at electronics stores (example, Best Buy, Reliance Digital) Fintech
@ BNPL services (e.g., Affirm, Klarna, after pay) Terms and conditions used for
Q sale of goods on credit basis.

Terms and conditions for credit sales outline the agreement between a buyer
and seller regarding payment for services or goods, including the payment due
date, potential discounts, and any late payment penalties. These terms, often
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referred to as credit terms specify the conditions under which a sale is made
on credit, helping to define the relationship between the parties involved.

1. Payment Due Date: This specifies when the buyer must pay the
invoice. Common examples include "Net 30" (payment due in 30 days)
or "Net 60" (payment due in 60 days). The due date can be based on the
invoice date or the date the services/goods are delivered.

2. Potential Discounts for Early Payment: Some Sellers may offe”>

discounts for buyers who pay within a specified period, like "2/1

30," which means a 2% discount is offered if paid within 10 da nd
payment is due within 30 days. These discounts encour@ imely
payment and improve cash flow for the seller. &

3. Late Payment Penalties: If the buyer fails to pay by th'}caue date, late
payment penalties may apply, such as interest charge§or collection fees
or mentioned by the seller. The specific penaltiegél uld be outlined in
the credit terms.

4. Other Important Considerations: Returm, policies: How and when
returns can be made (if any available). @ivery terms: When and how
goods are delivered, includigg freight costs. Payment
methods: Acceptable payment me&l@ds (example check, credit card,
EFT). Interest rates: If interest i ‘gharged on outstanding balances, the

annual percentage rate (APR) calculation method should be clearly
stated. Governing law: l'@h jurisdiction's laws apply to the
agreement?

Meaning and Need for Cr‘éit Check
10, %

A credit check is an examination of an individual's credit history, which is a
record of their past and current debt payments. It's used to assess their
creditworthiness, meaning how likely they are to repay debts. Lenders use this
information tp_decide whether to grant credit card, loans, or other credit
facilities, and at what terms.

N
Meanin@f a Credit Check: A credit check involves reviewing your credit
his(@ report, which contains information about your old and present credit
nts, including loan repayments, credit card usage, and other debts.

Risk Assessment: Lenders wuse this information to assess your
creditworthiness, determining how likely you are to repay debts and how much
risk they might face by lending you money.

Decision-Making Tool: Credit checks help various organizations make
decisions about extending credit, hiring employees, or offering services based
on the information revealed in the credit history.
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Need for a Credit Check

A credit check is essential before extending credit to customers as it helps
retailers assess the buyer’s ability and reliability to make timely payments. By
reviewing a customer’s financial history, past transactions, and credit score,
businesses can minimize the risk of non-payment or defaults. It ensures that b'
credit is granted only to trustworthy customers, thereby protecting the Z,
company’s cash flow and profitability. Conducting a credit check also helpsw
establish suitable credit limits, maintain financial discipline, and promote
responsible lending practices within the retail environment.

Lending Institutions: Lenders need to assess the risk associated with lending
money to businesses or individuals. A credit check helps them determine the
applicant's ability to repay the loan and whether they are a good credit risk.

Employers: Employers may conduct credit checks as part of the employee
hiring process, especially for positions that involve handling financial
information or assets. A credit check can provide insights into a candidate's
financial responsibility and trustworthiness.

Telecommunications and Utilities: These companies may use credit checks
to assess a customer's ability to pay bills on time, particularly when offering
services with a contract or installment plan.

Insurance Companies: Credit scores can influence insurance premiums, with
good credit scores often resulting in lower rates.

Individuals: Checking your own credit report can help you identify errors,
monitor your credit records, and take steps to improve your credit score if
needed.

Legal and Company Procedures for Carrying out Credit Checks
Meaning of Credit Check

Credit Report: A credit check involves reviewing your credit report, which is
a detailed record of an individual's credit history.

Credit Score: The credit score is a numerical representation of
creditworthiness, usually ranging from 300 to 900.

.CIBIL Score: In India, the most widely used credit score is the CIBIL score,
Ccalculated by the Credit Information (CIBIL).

6 Creditworthiness: A credit check helps lenders assess how likely a borrower
Q is to repay their debt on time.

Loan Applications: Lenders use credit checks to determine whether to
approve loan applications, especially for unsecured loans like personal loans
and mortgages.
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Credit Card Applications: Credit card issuers also rely on credit checks to
assess a person's ability to handle credit responsibly.

Interest Rates: A good credit score can lead to lower interest rates on loans
and credit cards.

Risk Assessment: Lenders use credit checks to evaluate the risk of a borrower @b’
defaulting on their debt. '\Qv

Financial Health: Checking your credit score regularly can help you monitor=
your financial health and make informed decisions about credit.

Meaning of Credit Requisition

A "credit request” is a formal process where an individual or business asks for
the ability to borrow money or extend a credit line. It can be an application for
a credit card, loan, or a request to increase an existing credit limit. A credit
request is used to seek a financial institution's like a bank or credit card
company approval to borrow funds. This typically involves filling out a formal
application form with personal and financial information. The request may
also specify the desired credit limit, the maximum amount the individual or
business can borrow. Credit requests can be for various forms of credit,
including loans, credit cards, (home, personal, education, etc.), and lines of
credit. The financial institution reviews the application, assesses the
applicant's creditworthiness, and decides to approve or deny the request of the
applicants.
%

Steps involved in the Creditgquisition

The steps involved in a cr requisition begin with the customer submitting
a formal request for credlﬁzually through an application form that includes
personal, financial, business details. The retailer then verifies the
information providedvand conducts a credit check to evaluate the applicant’s
creditworthiness“~Based on this assessment, the retailer determines the credit
limit, paym terms, and conditions of approval. Once approved, the
customer ji§*hotified, and the credit account is created in the company’s
system. ally, the agreement is documented, and both parties acknowledge

thi @’-s to ensure transparency and accountability in future transactions.

St
66 2. Creation and Submission of Requisition: A purchase requisition form

Q is filled out, detailing the request, and submitted to the appropriate
department for review purpose.

. Identification of Need: The process begins with identifying a business
need for Services or goods.

3. Review by Approver(s): The purchase requisition is reviewed by
authorized approvers, such as department heads, finance teams,
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accounts team or the procurement department, to validate the need and
ensure compliance with procurement policies.

4. Approval or Denial: Based on the review and analysis, the request is
either approved or denied.

5. Order Placement (If Approved): If approved, the requisition is

converted into a purchase order, which is then sent to the supplier to '\Qv

initiate the purchase.

6. Establishment of Credit Terms (If Approved): If credit is granted,
terms such as credit limits, payment terms, and any required
guarantees are established.

Additional Considerations
Credit Policy

A formal credit policy should be established to guide the decision-making
process and outline payment expectations.

Credit Investigation: In some cases, a credit investigation, including running
credit checks, checking references, and potentially requesting personal
guarantees, may be necessary.

Five Cs of Credit: Some lenders utilize the Five Cs of Credit (Character,
Capacity, Capital, Collateral, and Conditions) to evaluate creditworthiness.

Credit Decision Engine: Advanced systems, like credit decision engines, can
automate parts of the credit approval process and improve efficiency.
7

Steps to follow before griéting a Customer Credit
Gather essential Custo%c@’ details:

Individuals: Full nQe, PAN card Aadhaar card, contact info, employment
details, income of.

Businesses: ame of the company, registration number, GSTIN, address,
contact %f&vmation, trade references.

edit Application and Consent

Obt@
Hée he customer fill out a credit application form which includes a consent

C’E}ause to run a credit check via an approved Credit Bureau (example CIBIL,

D

xperian). Verify details from third-party sources if needed.
Conduct Credit Check

Obtain the customer’s credit history from an authorized credit bureau to
evaluate their financial reliability. Review key aspects such as their credit
score (ideally CIBIL score of 750 or above), past payment behavior, any
defaults, and existing financial obligations. Also, analyze their credit
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utilization ratio and recent credit inquiries to determine their current
repayment capacity and overall creditworthiness before approving the credit
request.

Perform Internal Risk Assessment

Use your internal credit assessment model to determine the customer's 66’

creditworthiness: «{}v
For individuals: "\,@

a) Debt to income ratio ~<)

b) Stable income and employment history QO
For businesses: <

a) Cash flow and Balance sheet analysis

b) Trade payment history or Credit references X

c) Bank statements O

d) Verify Identity and Address é
Conduct KYC (Know Your Customer) checks: @
Individuals: PAN card, Aadhar card, utili 1ls, etc.
Businesses: certificate of GST, ROC )g/@'&ments, authorized signatory ID.
Evaluate Purpose and Credit Te m@-f
Understand why the credit is %g requested.

Assess whether the credit%ﬁt, term, and repayment frequency are suitable
for the customer’s profi

Review and Appro hrough Credit Committee (if applicable)

For higher—val&r business credits, present the case to a credit team or
senior mana ent for approval.

Maintaip=atvdocumented approval records.
Co nicate and document Credit Terms
e approved:
O)raft a credit agreement or terms of credit if any, which may include:
Credit limit
Q Payment terms (e.g., Net 30, Net 60)
Interest or amount on overdue payments
Penalty clauses

Get the hard copy of customer’s signed acceptance
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Create Customer Account
Set up the customer profile in your accounting or ERP system.

Apply credit limits and tracking mechanisms.

Monitor and Review Regularly b,
Periodically review customer performance (e.g., every 6—-12 months): ,\gy@
Are payments timely? -,\@

Has the risk profile changed? O

Do credit limits need adjustment? QO

Credit Worthiness AA@

Creditworthiness is a measure (Records) of how likely you will default on your
debt obligations according to a lender’s assessment, or how worthy you are to
receive new credit. Your creditworthiness is what creditors consider before
N/

they approve any new credit to you. O

KEY TAKEAWAYS s

Creditworthiness is a measure of a borrowers Q to lender. Credit worthiness
is determined by several factors, includin r repayment history and credit
score. You can improve your creditwo&hmess by making payments on the

time and reducing debt. K/@
How to Check Credit Worth?@’

Checking creditworthiness means evaluating how capable and trustworthy an
individual or business is K1‘epaying borrowed money. It involves analyzing
financial data, credit {{@fds, and behavioral indicators to assess risk and
reliability. The pro differs slightly for individuals and businesses but
follows similar p ‘?

5%101 les.
For Individua

1. Che&ﬁ%redit Score - Obtain credit scores from reputable credit
aus such as Experian, Equifax, or TransUnion.

b
4@core Ranges (FICO):
A, ¢ 800-850: Excellent
@O e 740-799: Very Good
@ e 670-739: Good
Q e 580-669: Fair
e Below 580: Poor
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2. Review Credit Report — Analyze the report for payment history,
outstanding balances, length of credit history, credit mix, and recent
credit inquiries. Individuals are entitled to one free credit report
annually from authorized agencies.

3. Employment and Income Verification — Lenders verify job stability
and income through pay slips, tax returns, or employment letters. Z,
Consistent employment and steady income indicate higher repaymen‘ésol
ability.

For Businesses \§,<)

1. Check Business Credit Score — Use business credit agenciegike Dun
and Bradstreet (Paydex Score), Experian Business, or Equifax Business
to assess the company’s credit health.

2. Review Financial Statements — Analyze key finangiatdocuments such
as the Profit and Loss Account, Balance Sheet, and Cash Flow

Statement. Evaluate important financial rati e:
o Current Ratio (Liquidity) = Current As § Current Liabilities
o Debt-to-Equity Ratio = Total Liabil{\',@ Shareholders’ Equity
o Interest Coverage Ratio = EBIT'—%‘[erest Expense

3. Examine Payment History a@‘l‘rade References — Check whether
the business pays suppliers lenders on time. Trade references from
vendors provide insight infte its reliability.

4. Check Legal and.)Public Records - Review any evidence of
bankruptcies, lien judgments that may affect financial credibility.

Techniques Used t ermine Credit Worthiness

1. Credit Scoring Models — Assign a numerical score that indicates risk

level. b,

o K and Vantage Score are widely used (300-850 range).

oaany institutions also use custom scoring models based on their
own data.

é. The 5 Cs of Credit — A traditional framework for assessing borrowers:
O o Character: Reputation and payment history.

o Capacity: Ability to repay based on income and existing debt.

o Capital: Personal or business investments that reduce risk.

o Collateral: Assets pledged as loan security.

o Conditions: External factors like market or economic environment.
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3. Credit Reports — Detailed summaries from credit bureaus showing past
loans, payment trends, and credit utilization.

4. AI and Machine Learning Models - Modern lenders use predictive
algorithms (e.g., decision trees, regression, neural networks) to evaluate
large datasets and identify patterns of risk.

5. Alternative Credit Data - Used especially when traditional credit'\Ov
history is limited, including: .'\’@

A

o Utility and rent payment history A<)
o Mobile bill records Q’O

o Employment consistency @

o Social and behavioral data (used with caution) ~<)

6. Bank Statement and Cash Flow Analysis - BQQcially for small
businesses or freelancers, this helps evaluate incéme stability, spending
behavior, overdraft frequency, and saving

ha?’

In essence, checking creditworthiness blends traditional financial assessment
with modern technology and behavioral insights” By analyzing both historical
and real-time data, lenders can make inf d decisions that minimize risk
while promoting responsible lending. "\

PRACTICAL EXERCISES )QJ@

Activity 1: A Role Play to Le@ﬁe Process of Credit Sales Applications in
Retail Business.

calculator, account fil inted sample credit application form, sales invoice,
and two participan tudent as sales executive and another as customer).

Procedure: ’%

X
Materials Required: gzﬁuter with internet access, notebook, pen, paper,

1. Divid@tudents in small groups, one acts as the Sales Executive and
t er as the Customer.

xplain that the customer wishes to purchase goods on credit from a

4 retail store.

O\' 3. The sales executive should explain to the customer the available credit

Z
Q@

terms e.g., “Net 30 Days” or “50% advance and 50% within 30 days.”

4. The customer fills in a Credit Application Form including name,
business type, trade references, credit limit requested, and
authorization signature.

5. The sales executive (or acting credit officer) checks details and approves
or rejects the application based on credit policy and risk factors.
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6. Demonstrate how the sale is recorded in the POS or accounting system
under “Credit Sales” and how an invoice is generated with due date.

7. Show how follow-up and payment reminders are handled through calls,
emails, or payment portals.

8. Demonstrate how accounts receivable are updated once payment is @b’
received and how overdue accounts are tracked. '\Ov

9. Students discuss what went well, the communication tone, and hﬁcg@
professional ethics were maintained. A<)

10. Students understand the complete workflow of credit s%@& from
application to account reconciliation, and gain confidence in handling
real-life customer interactions.

Activity 2: A Field Visit to Learn the Documents for @)cessmg Credit.
Requisition of Customers

Materials Required: Computer with internet acce @mtebook, pen, paper,

printed samples of credit requisition forms, trad rence letters, customer
database, and account file. @
Procedure: N

1. Visit a local retail store, finance ,ésgrtment, or wholesale unit where
credit requisitions are processed.

2. Students should examin @mple documents like Credit Application
Form, Customer Agree Form, and Trade Reference Sheet.

3. The form should i de fields such as Customer Name, Business
Details, Trade R}%@nces, Bank Account Information, Signature, and
Date.

4. Show how credit checks are done like, verifying business legitimacy,
assessin@r de references, and reviewing financial documents.

Ul

. De trate how credit bureaus (like CIBIL or Experian) provide credit
h@ry, and how references verify payment reliability.

ﬁ)}resent examples of both approved and rejected applications and
discuss the reasons behind each decision.

O 7. Explain how retailers decide on credit limit, payment terms, return
policies, and dispute resolution procedures.

Q® 8. Show how these documents are stored and tracked in computerized
systems for auditing and reporting.

9. Explain how businesses monitor credit accounts through periodic
reviews and how overdue accounts are handled.
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10. Students will learn to identify, prepare, and analyze the key documents
used in the credit approval process, and understand their practical
importance in retail finance management.

Activity 3: A Field Visit to Learn the Practices Adopted for Making Credit
Checks.

Materials Required: Computer with internet connection, notebook, pen,
paper, account files, sample credit scoring templates, credit bureau report&@
and legal compliance checklist. @

Procedure: O

1. Brief students on what credit checking means and why it igssential
before extending credit. ~<>

2. Demonstrate the standard Credit Application Form, C(Btaining business
name, registration number, GST details, banlz@references, trade
references, and authorized signature with date.o&/

3. Show methods of verifying business @henticity through GST
registration, business license, or compa@'egistration certificates.

4. Demonstrate how organizations use ﬁgernal scoring systems or rating
sheets to evaluate risk (based on'@ment history, outstanding dues,
and relationship length). <

5. Illustrate how businesses u‘?&redit bureaus or fintech tools to access
credit reports and ratings!

6. Explain the Legal and¢Privacy Documentation

a) Explain how I}g@onal and financial data must be handled securely

as per dat@ ection laws.
b) Show sample consent forms signed by customers authorizing credit

checl@,

C) E@asize confidentiality and ethical use of customer data.

7. USe’/case studies or mock data to show how credit risk is classified as
w, medium, or high, and how decisions are made accordingly.

é. Demonstrate how businesses regularly review credit reports and update
O limits based on payment performance.

9. Show how credit check reports are filed digitally and used for audit
purposes.

10. Students will gain hands-on experience in conducting credit checks,
understanding data privacy laws, and interpreting credit scores for
business decision-making.
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CHECK YOUR PROGRES
A. Fill in the Blanks

1. Credit sale allows customers to pay at a date instead of
immediately.

2.The payment period for credit sales usually ranges from to

days.

3. The amount owed by customers is recorded as in the retail r@
books.

4. A credit check helps assess a customer's before %Qng
credit. Q

5. A retail credit facility allows customers to pay through or
deferred payment terms. <

6. The most widely used credit score in India is the Q score.

B. Multiple Choice Questions X

1. Credit sales are also known as

O
a) Cash on delivery é

b) Sales on account @
c) Direct purchase \'
d) Immediate payment Q

2. Which of the following is a bene ‘&}f credit sales for retailers?
a) Reduced inventory

X
b) Enhanced customer @@'

c) Decreased sales
d) No customer inte ion

3. "Net 30" in credi%@'ms means
a) 30% disco@
b) Payment within 30 days
c) Paym 60 days
d) Intg\\r}s -free payment
4. W of the following is a method of offering credit sales?
ash payment
4@ Store credit card

c) Gift voucher

£S5 it ouch
d) Direct debit

2,
Q@

S. The Five Cs of Credit includes
a) Character
b) Capacity
c) Capital
d) All of the above
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6. A credit requisition is a
a) Refund request
b) Formal request for credit
c) Purchase return
d) Sales invoice b,

<

C. State whether the following statements are True or False é\g\'

1. Credit sales help attract customers who cannot make immediate 4
payments. ~<)

. Accounts receivable refers to money paid by the retailer to su@hers.

. A credit score represents a person’s creditworthiness.

4. Retailers do not need to evaluate customer credit histo qjore

granting credit.

w N

5. Instalment plans allow customers to pay in equal miQiithly payments.
6. Late payment penalties may apply if payment iscsfelayed.

D. Match the Columns é
7
=
S. Column A S, | Column B
No. N@”
1 Accounts Receivable S DA Payment after purchase
2 Credit Check x| B Creditworthiness
&« @" assessment
3 Net 30 ~Y C Payment within 30 days
4 Installment Plap ~ D Equal monthly payments
S CIBIL Score ‘A\vv E Credit history rating
E. Short Answer Qﬁ‘l’g;ls
1. What is meant’by edit sale in retail?

2. Mention two benefits of credit sales for retailers.
3. Wh%ﬁcoounts Receivable?
4. D e a retail credit facility.
&%hat is a credit check?
’\, 6. What is meant by creditworthiness?
@ 7. State any two features of credit sales.
Q@ 8. What does the term "Net 30" mean?

F. Long Answer Questions

1. Explain the concept of credit sales in retail and its key aspects.

2. Discuss the benefits and risks of credit sales for retailers.
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3. Describe the features and need for credit sales in retail.
4. What is a retail credit facility? Explain its key features.

5. Explain the meaning and need for a credit check before granting credit
to customers.

6. Describe the steps involved in the credit requisition process.

W2
G. Check Your Performance ~<)

1. Spell out the retail credit facilities available in the retail businbwﬂ?’

7. Explain the Five Cs of Credit used to determine creditworthiness.

2. A credit check is an examination of an individual's credit history,
which is a record of their past and current debt payment\s)
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SESSION 4: RECONCILE THE RETAIL SALES AND
PURCHASES

In the retail industries context, reconciliation refers to the process of verifying

and comparing different sets of financial data to ensure consistency and b’
accuracy. It typically involves matching internal records with external sources,

such as bank or payment statements processing statements, to identify and

resolve any kind of discrepancies. This process helps to ensure detect all®
errors, prevent fraudulent, financial accuracy activities. 0\}

Elements of Reconciliation

Comparison of Records: Reconciliation involves comparing two or more sets
of financial records to see if they agree.

Matching Transactions: It ensures that transactions recorded in internal
systems (like the point of sale system) match those recorded in external
sources (like bank statements or payment gateway statements).

Identifying Discrepancies: The process is designed to identify any
discrepancies or defines between the records, which could indicate errors,
omissions, or fraudulent activity.

Resolving Discrepancies: Once discrepancies are found, they need to be
investigated and resolved the same, often involving adjustments to the internal
communication or internal records with external parties.

Importance of Reconciliation in Retail

Reconciliation in retail is crucial for maintaining financial accuracy and
operational transparency. It ensures that the recorded sales, cash collections,
bank deposits, and inventory levels match the actual figures, minimizing
errors, fraud, and discrepancies. Regular reconciliation helps retailers identify
issues such as duplicate transactions, unrecorded sales, or mismatched
receipts early, allowing timely corrections. It also builds trust with
stakeholders by ensuring that financial statements reflect true business
performance. Ultimately, reconciliation supports better decision-making,
compliance with accounting standards, and smooth day-to-day retail
operations.

‘

Financial Accuracy: Reconciliation helps ensure that a retailer's financial
6 records are accurate and consistent, which is crucial for accurate decision-
6 making and financial reporting.

Q Error Detection: It helps detect errors, such as incorrect o wrong amounts
entered, missing duplicate entries, or transactions, which can impact a
retailer's financial performance.
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Fraud Prevention: Reconciliation can help identify fraudulent or mismatch
activities, such as employee left or unauthorized transactions, by comparing
internal records to external sources.

Compliance: Many retailers are required to reconcile their financial records
for regulatory compliance purposes (legal purpose), such as tax reporting or b'
audit requirements. Z,

Improved Efficiency: By resolving and identifying discrepancies quickly,”
reconciliation can improve efficiency and reduce the time spent on reconciling
transactions later.

Types of Reconciliation in Retail

Bank Reconciliation: Matching all bank statements with the retailer's
internal cash records to ensure that all deposits and withdrawals are
accurately recorded.

Payment Reconciliation: Comparing payment processing statements with
internal sales records to ensure that all transactions have been processed.

Inventory Reconciliation: Comparing physical stock or inventory counts
with internal inventory records to identify discrepancies and potential theft,
mismatch if any.

Credit Card Reconciliation: Matching credit card transaction statements
with internal sales records to ensure that all transactions have been processed

successfully.
Purpose of Reconciliation&§
Reconciliation in retail rs to the process of verifying and Comparing

financial records to &}Are consistency and accuracy between different data
sources (example, @ statements, sales records, inventory, and accounting
systems). Its primlary purpose is to maintain or keep financial integrity and
operational acéf cy. Here are the key reasons reconciliation is essential in
retail:

X

1. E re Accuracy of Financial Records Helps detect discrepancies
etween actual bank/cash balances and recorded sales. Verifies that
4 transactions are correctly recorded in accounting systems.

2. Prevent and Detect Fraud or Errors Identifies unauthorized theft,
6 transactions, or internal errors. Ensures that sales and payments are

6 properly recorded.
Q 3. Inventory Control Ensures that physical stock qty matches the
recorded inventory levels. Highlights issues such as shrinkage (theft),
overstocking, or under stocking.

4. Improve Cash Flow Management Helps track actual amount available
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versus expected cash from sales. Ensures bank deposits and identifies
cash handling discrepancies or error.

5. Compliance and Audit Readiness Meets internal controls and
regulatory compliance standards. Prepares clean and actual records for
audits, reducing risk of penalties. b'

6. Supports Informed Decision-Making Provides correct data for,
forecasting, budgeting, and business analysis. Enhances trust -;@
financial reports used by stakeholders. @

Key Data Sources for Reconciliation OO

Key data sources for reconciliation include, source documents, general
ledgers, and other databases that record financial transactions. These sources
are compared to ensure accuracy, consistency, and completeness of financial
records. &O

In retail reconciliation, key data sources include poinAt‘ of sale (POS) system
bank statements, sales record, payment gateway records, inventory records,
purchase orders, supplier invoices, and delivery notes. These sources help
verify the accuracy of financial records, identify mistakes or discrepancies,
and ensure efficient reconciliation processes. Here's a more detailed

breakdown:
-~
1. Point-of-Sale (POS) System Data Sales Receipts

A

These records, generated by the POS system, provide information on
transactions, including products quantities, sold, and prices.

Inventory Records: Comparing sales data with inventory records

always helps identify discrepancies in sales volume and stock levels.
~NY
2. Financial Records Bank Statements

A
These statements provide external records of all transactions, including
withdrawals, deposits, and fees. (Fig.3.12).

Payment Gateway Records: For online sales, these records capture all
the transaction details from payment processors.

AQSupplier Invoices: These invoices or bills must be reconciled against
O’\, purchase orders and delivery notes to ensure correct charges.

6 Purchase Orders: These records document the quantities and prices of
@ items purchased from suppliers.

Q Delivery Notes: These confirm the receipt of goods from suppliers,
helping verify the accuracy of invoices.
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@username

<3 Country Bank [+ N XX]

Invoice

Billing to:
Name surname Invoice number Date
Street 123. California #0001 February 13, 2023

Description Qty. Total

Lorem ipsum dolor 1 $00.00
Consectetuer adipiscing elit $00.00
sed diam nonummy nibh $00.00
Euismod tincidunt ut laoreet $00.00
Dolore magna aliquam 1 $00.00
Minim veniam quis nostrud 1 $00.00

Payment info. Subtotal  $130.00

Account number: 0123 4567 8901 Tax $10.00
A/C name: Lorem ipsum
Bank details: Lorem ipsum dolor Total $150.00

Ve ¥
Fig. 3.12: Financial Records Bank Statements

-
3. Other Relevant Data
RV
Customer Data: If you are reconciling customer accounts (e.g., loyalty

programs, credit balances), customer data is a crucial source.

Returns and Exchange Data: This data is essential for reconciling
financial records and inventory related to returns and exchanges.

Promotional and Discount Data: This helps ensure accurate accounting
for sales discounts and promotions.

Steps in t,@?econciliation Process (Fig.3.13).

A

Matching and
Data Comparison Discrepancy Regular
Gathering Compare Identification Reconciliation
Financial and Resolution
x Records
*Supporting +Compare Inventory +Identify Differences +*Document the +Schedule
Documentation +Match Transactions *Investigate Process Reconciliations
«Inventory Records Differences *Review and *Automate
+Financial Records *Resolve Approve Processes

Discrepancies

Fig.3.13: Steps in the Reconciliation Process

1. Data Gathering

184



Retail Sales Executive Grade 11

Supporting Documentation: Collect invoices, receipts, and other
documents that support transactions and inventory movements

Inventory Records: Gather inventory management system data,
including stock levels, sales data, and purchase orders.

Financial Records: Credit card statements, Collect bank statements, @b’
sales reports, and other relevant financial documents '\Qv
/h
2. Matching and Comparison Compare Financial Records 2

LAY
Match transactions recorded in the bank and credit card statement or

financial records to the business's accounting records.

Compare Inventory: Compare physical inventory or stock counts with
digital inventory records to identify discrepancies in stock levels.

Match Transactions: Verify that all transactions are recorded

accurately in financial and inventory records.
P %
3. Discrepancy Identification and Resolution
~—
Identify Differences: Look for any mismatched or discrepancies
amounts between the records and the physical counts.

Investigate Differences: Research and identify or find the reasons for
discrepancies, such as missed transactions, errors in data entry or
physical losses.

Resolve Discrepancies: Adjust the financial and inventory records to
reflect the actual situation and make corrections to prevent future

errors.
7
4. Documentation and Review: Document the Process
e X4
Create a clean record of the reconciliation process, including the

methods used, discrepancies identified, and corrective actions taken.

Review and Approve: Review the reconciled records and ensure that all
discrepancies have been resolved and the records are accurate
)
5. Regular Reconciliation
7
AxSchedule Reconciliations: Implement a regular schedule for
0 reconciling inventory and accounts to maintain accuracy and prevent

6 issues from escalating.
6 Automate Processes: Utilize inventory management software and
Q automation tools to streamline the reconciliation process and minimize
errors.

Common Discrepancies Identified during Reconciliation in retail involves

185



Retail Sales Executive Grade 11

matching records from different systems—such as point of sale (POS), bank
statements, inventory, and accounting systems—to ensure accuracy and
consistency. Common discrepancies identified during reconciliation in retail
include (Fig.3.14).

Cash \'S’
Discrepancies o

Common
Discrepancies
Identified During
Reconciliation

Credit/Debit
Card Settlement

Issues

(9
Fig. 3.14: Common Discrepancies Identifiedéing Reconciliation

1. Cash Discrepancies: Overages or shor s in cash register balances.
Cash not deposited matches POS sales but not the bank deposit.
Improper handling of petty cash or F@at funds.

2. Credit/Debit Card Settlemen@'& sues: Sales recorded in POS but not
settled in the account of chant. Transaction date mismatches
between POS and bank r ds missing transactions or duplicate due
to network errors or batch failures.

3. Inventory Mismat,ées: Inventory mismatches occur when the physical
stock count doe t match the recorded inventory in the system. This
can result fr@data entry errors, theft, damage, or failure to update
records after sales or returns, leading to inaccurate stock levels and
potentiaﬁ of sales or overstocking.

kage (loss due to damage, theft, or administrative error).
b)%ata entry errors in stock receipt or sales.
4 ¢) Improper returns/refunds processing.

d) Stock not updated after point-of-sale transactions.

@ 4. Sales Record Errors Sales record errors happen when sales
@ transactions are incorrectly recorded or missed in the system. Such
Q errors can arise due to faulty POS entries, duplicate billing, or system

glitches, affecting revenue accuracy and financial reporting.
a) Duplicate entries or missing sales.

b) Manual override or discount misuse not logged correctly.
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c) incorrect pricing applied leading to discrepancies between expected
and actual revenue.

5. Returns and Refunds Discrepancies: Discrepancies in returns and
refunds occur when the actual returned goods or issued refunds do not
match the records. These may stem from incorrect data entry,
fraudulent returns, or poor documentation, causing confusion and "O’

financial imbalances. nZ)

a) Returns not recorded properly in accounting or inventory. ~<) o4

b) Refunds issued without sales reference or discrepancies een
refund amount and original transaction. Q

c) Fraudulent returns or refund abuse @@

6. Bank Reconciliation Issues: Bank reconciliation iss arise when the
company’s recorded transactions do not align with tﬁelqzmk statements.
Common reasons include unrecorded deposits, tanding cheques, or
timing differences, which can hinder accur ancial management.

Timing differences and non-consistem@n deposits (e.g., weekend or
holiday delays). '\

a) Bank fees or interest charges ntxtf&écounted for.

b) Unrecorded bank transactidns, such as direct debits or auto-

payments. @,
7. Accounts Payable/Receivable Errors: Errors in accounts payable or
receivable occur w payments made or received are not properly

recorded or are duplitated. Such mistakes can distort cash flow, create
payment dispé-‘ and affect supplier or customer relationships.
i

Vendor inv
VvS. invoi

a) Cu@mer payments not applied correctly.

or bills mismatches (price, quantity, or item received

b@ouble payments or missed payments due to poor tracking.

ax Calculation Errors: Tax calculation errors occur when incorrect

tax rates or taxable amounts are applied during billing or reporting.

Ox' These mistakes can result in underpayment or overpayment of taxes,
6 attracting penalties and compliance issues.

Q® a) Incorrect sales tax applied or omitted.
b) Inconsistent tax settings across registers or locations.

9. System Integration Failures: System integration failures happen when
financial or operational software systems fail to synchronize data
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correctly. This leads to incomplete or inconsistent information across
departments, disrupting decision-making and reporting accuracy.

APIs or data sync failures between ERP, POS, or accounting systems.
a) Incomplete data migration after system upgrades or changes.

b) Misconfigured mapping between systems (e.g., SKU or article
mismatches) 2
0

c) Internal Controls and Documentation '\,

Reconciliation in retail involves matching and tracking records from di Qnt
systems such as point of sale (POS), inventory, bank statem@ts, and
accounting systems to ensure consistency and accurac?j Common
discrepancies identified during reconciliation in retail include&()

1. Cash Discrepancies Cash discrepancies occur when(the physical cash
in the register does not match the recorded amount in the system. These
differences can result from counting mistakes,@nauthorized handling,
or unrecorded transactions, leading to fi ial inconsistencies and
accountability issues. @

a) Overages or shortages in cash regﬁgﬁr balances.
b) Cash not deposited matches P )S‘%ales but not the bank deposit.
c) Improper handling of petty;&éh or float funds.

2. Credit and Debit Card tlement Issues Settlement issues arise
when card payments ate¢ not properly processed or recorded in the
system. Causes i e network errors, delayed settlements, or

incorrect entries, (Fhich can lead to mismatched daily totals and

customer dis?'s action.
a) Sales reeorded in POS but not settled in the merchant account.
b) Tr@tlon date mismatches both POS and bank records.

C) icate multiple or missing transactions due to network errors or

atch failures.

Ynventory Mismatches Inventory mismatches happen when the stock
recorded in the system differs from the actual physical count. These can
occur due to mislabeling, data entry errors, theft, or failure to update
records after sales or returns, affecting stock control and order
accuracy.

a) Shrinkage (loss due to all types of theft, damage, or administrative
error).

b) Data entry errors in sales and stock receipt
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c) Improper returns/refunds processing.
d) Stock not updated after point of sale transactions.

4. Sales Record Errors: Sales record errors occur when sales transactions
are inaccurately entered or omitted. Common reasons include manual
input mistakes, duplicate entries, or system glitches, which can distort

sales data and financial reports. '\Ov
a) Duplicate entries or missing sales. "\,@
b) Manual override or discount misuse not logged correctly. ~<)

c) Wrong pricing applied leading to discrepancies between ex;@ted and
actual revenue. &

5. Refunds and Returns Discrepancies: Refund and retuﬁgiscrepancies
arise when the amount refunded or the items returned 8o not match the
records. They may result from improper docu;&en ation, processing
delays, or fraudulent activities, affecting cg@er trust and financial
accuracy.

a) Returns not recorded properly in inv@ry or accounting.

b) Refunds issued without sales reference or discrepancies between
refund amount and original tr,iﬁsaction.

c¢) Fraudulent returns or ref%@abuse.

6. Bank Reconciliation Is : Bank reconciliation issues occur when
company transaction regzs do not match bank statements. These can
be caused by unr Srded deposits, outstanding cheques, or timing
differences, maf@ it difficult to maintain accurate financial
statements.

a) Timing differences in deposits (example weekend or holiday delays).
b) Ban é’es or interest charges not accounted for.

C) ecorded bank transactions, such as direct debits or auto-
ayments.

SAccounts Payable/Receivable Errors: These errors occur when the
amounts owed to suppliers or due from customers are incorrectly

O recorded. Such issues may lead to duplicate payments, missed invoices,

Z
Q@

or delayed collections, disrupting cash flow and supplier relationships.

a) Vendor invoice mismatches (price, quantity, or item received vs.
invoiced).

b) Customer payments not applied correctly.

c) Double payments or missed payments due to poor tracking.
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8. Tax Calculation Errors: Tax calculation errors occur when incorrect
tax rates or amounts are applied to transactions. They may stem from
outdated tax settings, human error, or software misconfiguration,
leading to compliance problems and financial penalties.

a) Incorrect sales tax applied or omitted. b'

<

b) Inconsistent tax settings across registers or locations. '\Ov

9. System Integration Failures: System integration failures occur whe D
connected software systems, such as POS and accounting tools, ek()l t
synchronize data correctly. This leads to missing or incgasjstent
information, causing confusion in financial reporting andéﬁitory
tracking. APIs or data sync failures between POS, ERP, of’accounting
systems.

a) Incomplete data migration after system upgrade&/gx> changes.
b) Misconfigured mapping between systems (e.@KSKU mismatches).

Best Practices to Prevent/Reconcile Discré@:cies: To prevent and
reconcile discrepancies effectively, busines should implement strong
internal controls, maintain accurate and ti Z? recordkeeping, and conduct
regular audits or reconciliations of cash, saﬁ and inventory. Using integrated
digital systems for accounting, POS, a 'h’lventory management helps ensure
data consistency across departme t&/ Staff should be properly trained in
transaction handling, documentgtion, and verification procedures. Clear
authorization processes, segr%on of duties, and periodic cross-checks can
minimize human errors i};? raud. Additionally, maintaining transparent
communication betwee

supports early detectioa(, nd resolution of any mismatches or inconsistencies.

nance, operations, and management teams

. Automat ta synchronization and reconciliation tools where possible.

1. Perform dail sh and sales reconciliation.

2 @g

3. Con@ regular inventory counts (cycle counts).

4. N@tain detailed audit trails and approval processes.

X\ rain staff on accurate transaction handling and fraud prevention.

&Iernal Controls and Documentation in retail sales and purchase internal
Céontrols and proper documentation are essential in retail operations to prevent

6 errors, detect fraud, ensure compliance, and support accurate financial
Q® reporting. Here's a breakdown focused on retail sales and purchase processes:

INTERNAL CONTROLS IN RETAIL SALE

Internal controls in retail sales are vital for ensuring accuracy, transparency,
and security in all sales transactions. These controls include procedures such
as authorization of discounts, segregation of duties between cash handling
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and record-keeping, regular reconciliation of sales data, and monitoring of
point-of-sale (POS) activities. They help prevent fraud, theft, and errors by
establishing clear accountability and oversight at every sales stage. Effective
internal controls also ensure that sales are properly recorded, customer
payments are securely processed, and financial reports reflect true business
performance, thereby promoting operational efficiency and trust.

1. Segregation of Duties . y

Different individuals should handle cash handling, sales processinlg,
and accounting. For example, the cashier collects cash, a supegyisor
reconciles it, and accounting records it. Q

2. Authorization and Approvals <

O

Refunds, Discounts, and voids should require mangé‘e,r or supervisor
approval. Use POS systems with login access els to restrict
unauthorized actions. X

O

Reduce manual entry errors and log i@ach and every transaction.
Integrate with inventory and account'LQ/g ystems for real-time updates.

3. Automated Point of Sale (POS) Systems

4. Daily Reconciliation @'

Cash and credit card totals m\& be reconciled with POS sales at the
end of each day. Dlscrepanc(%’should be investigated immediately.

5. Inventory Control

Real time inventory king to identify theft, loss, or mismanagement.
Use bar-coding, , or SKU scanning for accurate records.

6. Physical Sec@:y Measures

Security mﬁmras secure cash drawers, and alarm systems. Regular
é’ ff and surprise audits.

rotati ;’
DOCUM?D TION IN RETAIL SALES

Documeritation in retail sales is essential for maintaining accurate and
tr @arent records of every transaction. It includes sales invoices, receipts,
§S orders, credit notes, delivery slips, and customer records, which together
nsure that each sale is properly authorized, recorded, and reported. Proper
documentation helps verify that goods sold match payments received,
supports after-sales services like returns or warranties, and provides data for
accounting, auditing, and inventory management. Maintaining organized
sales documentation also enhances customer trust, ensures legal compliance,
and contributes to smooth and efficient retail operations.
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1. Sales invoices/receipts: Given to customers and used for audits or
returns.

2. Daily sales reports: Summarize POS transactions and reconcile with
card receipts /cash

3. Refund/return forms: Signed and referenced to original sale.

e

4. Discount approval logs: keep Document of approved discounts and for "O’

what reason. ,\"’\,
5. Cash register reconciliation forms: Compare expected vs. Wal
cash at day’s end. Q
INTERNAL CONTROLS IN PURCHASES <&

Internal controls in purchases are essential for ensuring that a@procurement
activities are accurate, authorized, and transparent. They prevent fraud,
overbilling, and unauthorized spending by setting )élear procedures for
requisition, approval, and payment. Proper intgfnal controls include
maintaining vendor lists, verifying purchase o s against invoices and
delivery receipts, and segregating duties am@ staff to avoid conflicts of
interest. These measures ensure that purchases are made only for genuine
business needs, at fair prices, and from (Peliable suppliers. Strong internal
controls in purchasing enhance accoun@}ﬁlity, financial integrity, and overall
efficiency in retail operations. KJ@

1. Purchase Authorization @é approved purchase orders (P.O) before
placing any order. ReqUire management sign-off for large, big or
unusual purchases.&\«

2. Supplier Vettin %d Segregation: Maintain an approved vendor or
business par ist. Segregate duties between receiving, Ordering, and
accounts payable.

3. Three- %rllatching: Match Purchase Order, Receiving Report, and
Sup% Invoice before payment.

4. Receiving Controls of Inventory: Verify items received match the PO
ih quantity and quality. Staff not involved in purchasing should perform
4 receiving checks.

0 5. Audit Trail: Maintain a documented history of all Receipts, purchase
orders, and payments. Flag and review changes or manual entries in
procurement systems.

DOCUMENTATION IN RETAIL PURCHASES

Documentation in retail purchases is vital for maintaining accurate records of
all buying activities and ensuring accountability throughout the procurement
process. It includes key documents such as purchase requisitions, purchase

192

2



Retail Sales Executive Grade 11

orders, supplier quotations, delivery notes, goods received notes, and invoices.

Proper documentation helps verify that goods ordered match those received

and billed, preventing errors, disputes, or fraud. It also serves as legal and
financial proof for audits, tax filings, and future reference. Maintaining
organized and up-to-date purchase documentation ensures transparency, b,
smooth workflow, and effective inventory and cost management in retail <

operations. "O’
1. Purchase Orders (POs): Official authorization to suppliers. .'\'@

Receiving Reports: Document of what was delivered and when. ~<)

Supplier Invoices: Bill from vendor matched against PO and@ceipt.

Payment Vouchers: Authorize and track payments ma%e/

a & 0N

Inventory Adjustment Logs: Explain any changes i@stock not tied to
sales. X

Benefits of Strong Internal Controls and Docum rg)%ion

Its helps to Prevents fraud and theft, Enhantes and transparency in
operational efficiency, ensures regulatory Co@liance (example tax, audit),
Always Supports data-driven decisionﬁy improves trust for both
vendor/customer and Prevents Fraud a @ﬁeft. Strong internal controls (like
proper approval systems, regular c ing of records, and separation of
duties) make it difficult for any emplQyee or outsider to steal money, goods, or
confidential information. Good umentation creates a paper trail, which
means every transaction is r&ded, making it easy to identify suspicious
activities. &’Q/

In short: Controls sto Qfong activities, and documents help catch them if

they happen. ,Q

1. Enhances Jransparency and Operational Efficiency

When step in a process is properly recorded, it becomes clear who
did what, when, and how.

This reduces confusion, saves time, and ensures that tasks are
@ompleted smoothly.

‘\, Employees can follow a standard method, which improves the speed and
@O quality of work.

&

Q 2. Ensures Regulatory Compliance (e.g., Tax, Audit)

In short: Clear records — Clear processes — Faster work.

Businesses must follow government rules, such as:

e paying the correct taxes
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e submitting proper accounts
e maintaining audit-ready records

Proper documentation ensures that all financial and operational
activities follow legal guidelines.

During audits, accurate records prove that the company is following the <
law.

In short: Good records help the company obey laws and avoid penalt'l\&
3. Supports Data-Driven Decisions O

When reliable data is available—such as sales records, expense detalils,
inventory  counts—managers can make Dbetter. & decisions.
They can understand trends, customer needs, and a@s that need
improvement. )Q,O

In short: Good data — Good decisions — Better Business growth.
4. Improves Trust for Both Vendor and Cuskéer

Vendors trust companies that maintain@nsparent records (purchase
orders, delivery notes, payment receip@).

Customers trust companies that 'p@'/ide proper bills, warranty slips,
and honest documentation. @‘

ion builds honesty and trust on both sides.

This builds strong long-te naj»%siness relationships.
In short: Clear documeé

PRACTICAL EXETCISES

Activity 1: Bank Wcﬂiation Exercise on practicing reconciling a bank
e

statement with int cash records and identify discrepancies for correction.

Materials redquired: Sample bank statement, cash book, calculator,
reconciliatio eet, stationery.

X
ure:

Pro
4. Begin by explaining the concept of bank reconciliation and why it is
O essential for financial accuracy.

@ 2. Provide each student or group with a sample monthly bank statement
and corresponding internal cash register report.

3. Instruct them to go through each transaction, matching deposits,
withdrawals, and cheque payments between the two records.

4. Ask students to highlight differences such as unrecorded bank charges,
interest credits, pending cheques, or deposit errors.
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5. Guide them to list all unmatched items and classify them as timing
differences or errors.

6. Assist students in adjusting the cash book balance or the bank balance
as needed.

7. Finally, ask them to prepare a Bank Reconciliation Statement, clearly
showing the reconciled balance and reasons for discrepancies.

e

X

8. Conduct a discussion on the importance of periodic reconciliation @fﬂ

how it helps prevent fraud and accounting errors. A<)

Activity 2: POS vs Inventory Reconciliation to detect mismatche@?\’ﬂeen
POS (Point of Sale) sales data and inventory records and ensure data accuracy.

Materials required: POS transaction list, daily inventory mo@ment report,
reconciliation sheet, calculator, sample retail data. O

Procedure: &&/

1. Provide a brief explanation of how POS sys 1@ automatically record
sales and update inventory.

2. Distribute mock data sets containin&i@ POS sales summaries and
inventory reports for the same perioib_,

3. Ask students to compare the qu&p'}ities sold in the POS data with the
inventory movement or stock ction records.

4. Instruct them to highlig Q’ny mismatches, missing deductions, or
quantity discrepancies.

5. Encourage studen‘%%)éj analyze possible causes—such as theft, system
errors, manual il@ t mistakes, or unrecorded returns.

6. Have them respfrd all findings in the reconciliation sheet and propose
correctiv a%tions.

7. Each p will summarize their findings and discuss how regular
reglﬁm iation between POS and inventory prevents shrinkage and
fi cial loss.

SConclude by emphasizing the link between inventory accuracy and
&\' customer satisfaction.

Activity 3: Three-Way Matching Drill to verify vendor invoice accuracy using
the three-way matching process and strengthen internal control awareness.

Materials required: Sample Purchase Order (PO), Delivery Note (Goods
Received Note), Supplier Invoice, calculator, worksheet.

Procedure:
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1. Begin by explaining the three-way matching principle—comparing the
purchase order, delivery note, and supplier invoice before payment.

2. Provide each group with one set of sample documents representing a
purchase transaction.

3. Ask students to match item descriptions, quantities, product codes, unit @b’
prices, and total amounts across all three documents. '\Ov

4. Instruct them to identify any discrepancies—such as extra char "s,,@
incorrect quantities, or pricing mismatches. A<)

5. Ask each group to record mismatched details and classiny'h?I’n as
clerical errors or potential fraud indicators.

6. Discuss what corrective actions should be taken—suo‘l@s contacting
the supplier, issuing debit notes, or holding paymento

7. Encourage groups to present their findings and §Qare best practices for
document verification. O

8. Conclude by highlighting how three-way mftching ensures accuracy,
accountability, and cost control in retail curement.

Activity 4: Fraud Detection Role Play t;%ise awareness about fraud and
error detection through role-playing re%t ife retail scenarios.

Materials required: Case scenari%@rinted or digital), props for role play
(optional), observation sheet. éfa’

Procedure:

1. Divide the class in &Ksjmall groups and assign roles such as cashier,
supervisor, and 1,@ nal auditor.

2. Provide each“group with a fraud or error-based case scenario—for
examp

le;
o A @Atch between daily cash report and actual cash in hand.
o @&uspicious refund issued without supporting documents.
Unauthorized discounts given to customers.

& Instruct each group to act out the scenario, investigate and identify the
O cause of the problem.

@ 4. Encourage them to document the evidence, interview participants, and
Q® prepare a short report of their findings.

5. Ask each group to present their role play to the class; explaining what
controls could have prevented the issue.

6. Facilitate a discussion on real-world fraud detection methods and
ethical responsibilities of retail employees.
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7. Conclude the exercise by reinforcing the importance of vigilance,

teamwork, and adherence to internal control procedures.

CHECK YOUR PROGRESS
A. Fill in the Blanks

o

1. Reconciliation in retail involves verifying and comparing different sets of <&

X

data. @
2. reconciliation involves matching all deposits and Withdrag
with bank statements. '\}
3. helps detect errors, omissions, and fraudulent act’@ties.

4. The purpose of reconciliation is to maintain financial <
operational accuracy. C

5. of Duties is a key internal control in retail 6perations.
B. Multiple Choice Questions O&/
1. What is the purpose of reconciliation? s
a) Sales increase @
b) Error detection . &
. "\
c) Advertising <
d) Staff evaluation (55"

2. Which of the following i@ internal control in purchases?
a) Offering discount%&/
b) Customer feeg@‘?c'k
c) Purchase awthorization
d) Sales&’%ning
3. Wha&»@tnatched in three-way matching?
a)c:ﬁlvoice, PO, and Payment voucher
) Customer, Product, and Return
‘\4 c) Invoice, PO, and Receiving Report
@O d) Invoice, Delivery, and Receipt
4. Which system is used for real-time sales tracking?
a) ERP
b) POS
c) CRM
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d) HRM
C. Statement whether the following statements are True or False.

1. Reconciliation is the process of matching sales records with purchase
and payment records. b’

2. Retail sales reconciliation helps in identifying errors, shortages, or <
excesses in accounts. &

3. Reconciliation is required only at the end of the financial year. y

4. Point of Sale (POS) reports play an important role in reconcilir}@gaﬂ

sales. Q

5. Cash sales do not require reconciliation since paymentis received
immediately.

6. Purchase records help retailers verify the quantitxgd cost of goods

received. X
D. Match the Columns éo
S. Column A S. @ Column B
No. No.
>
1 | POS System A@‘kﬁstory of transactions
&

2 | Bank Reconciliation @*B Confirmation of items received

3 | Supplier Invoice ‘v C | Details of goods purchased

(Y
. . > .
4 | Audit Trail &0’ D | Tracks sales and inventory
S Delivery‘ M E | Matches deposits and withdrawals
O
E. Shor wer Questions

1,~-WHat is the meaning of risk?
Q%iscuss the factors to be kept in mind when evaluating the security
’\, issues of a store.
@O 3. What are the types of risks?
Q@ 4. Discuss the cyber security challenges in retail.

F. Long Answer Questions

1. Explain the reconciliation process in detail. Describe the internal
controls and documentation required in retail sales and purchases.
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2. List and explain common discrepancies found during reconciliation in
retail.

G. Check Your Performance

1. Analyse how internal controls help prevent errors, fraud, and b’
discrepancies in the retail sales and purchase process. 7

2. Evaluate the cyber security risks faced by retail stores and suggest"{y
practical measures to reduce these risks. ,&\,@

3. Compare different types of risks in retail operations and explai& ow
each one impacts store performance. Q
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MODULE 4: PROCESS OF CUSTOMER ORDERS

In retail sector, identifying the various types of customers such as loyal
customers, impulse buyers, Bargain hunters, Window shoppers, need based
customers, Wanderers and/or those looking for a particular solution
important for delivering quality service. Each customer has discrete needs,
which may range from factors like product availability and cost to more
specific expectations like product quality, preferred brands or post-purchaseé»
support. Effectively meeting these needs requires careful listenin
thoughtful evaluation through open-ended inquiries and careful obser@ n.

Once these needs are clearly identified, appropriate products{ can be
recommended to fulfil customer expectations and ensure satigfaction. The
order processing in a business includes accepting customer o?‘@rs, reviewing
credit status and adhering to company procedures to ?antee safe and
accurate transactions. It is crucial to evaluate the customet's credit standing
and verify their identity as per company guidelines t duce financial risks.
Giving customers sufficient time and attention he em feel valued. Effective
communication means to share accurate prod information with customers,
inform them on the progress of order and preseént complex details in a clear,
easy-to-understand manner so as to ble them to make informed
purchasing decisions. Inventory recqords are vital for smooth business
operations and to deliver quality Ceustomer service. Detailed supplier
information and clearly defined ms facilitate efficient purchasing and

ensure timely replenishment ck. Inventory management systems play a
crucial role by providing real-ttme update on stock levels lead time tracking
and current product availahility.

Communication be&’&n sales, purchase and warehousing keep everyone

informed and coor@linated, reducing the risk excess inventory or stock

shortages. Tho h documentation and audit trails enhance accountability,

confirms re é()ry compliance. Returned goods are items that customers

bring bacl;&, the store for reasons, such as receiving damaged or defective

productsypurchasing goods that are expired, being sent the wrong item or

feeli dissatisfied with the product. Properly recording these returns is

essSential for maintaining correct inventory levels, financial accuracy, and high

wels of customer satisfaction based on the store’s return policy. The module

C{s divided into four sessions. The first session comprises to identify the

66 customer needs and wants. The second session deals with providing

Q Information to the Customers. The third session discusses about Maintaining

the Information about the Availability of Goods and Terms of Supply. The last
session includes Process of Retuned Goods Recording.
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SESSION 1: IDENTIFY CUSTOMER NEEDS AND WANTS

In the retail business, understanding customer needs and wants is essential
for achieving success. Customer needs refer to the basic necessities or
problems that retailers aim to address, such as products that fulfil their
intended functions with quality, reliability, affordability and are easily
accessible. Additionally, customers expect good customer service, secure
payment options and clear information.

Customer wants covers the desires that enhance the shopping experien '\?t'
are not essential, like preferences for popular brands, attractive 1gn,
personalized options, exclusive offers like discounts and rewards, Qaleasant
store environment, conveniences such as online shopping / mol@j: apps and
validation through positive reviews. 4{)

TYPES OF CUSTOMERS K/O

In retail, customers can be grouped into different cat&gories based on their
shopping habits and reasons for visiting the store @9 1).

Customer shopping behavior varies from casual to goal-oriented.

Loyal
Window Bargain Customers
Shoppers Hunters Visit regularly,
Browse, may return Buy when there is a recommend to
Casual Browsing later if appealing good offer others Intentional Purchase
aép
Q | B | OB }

Impulse Buyers Need-Based

Explore, buy if Buy on the spot Customers

something catches when attracted Shop only when

eye specific requirement

arises

‘0 Fig. 4.1: Types of Customers
u@gétanding these types (Fig. 4.1) helps retailers serve them better.

O 1. Loyal Customers are those who visit the store regularly. They enjoy

Z,
Q@

shopping there and often recommend the store to their friends and
family. Their repeat visits make them valuable for the business.

2. Impulse Buyers tend to make quick decisions and purchase items on
the spot, often because something grabs their attention or is on sale.
Their purchases are usually unplanned.
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3. Bargain Hunters are always on the lookout for the best deals and
discounts. While they may not visit the store frequently, they are ready
to buy when there is a good offer available.

4. Window Shoppers like to browse without any immediate intention to
buy. They enjoy looking around, and sometimes they come back later if b'
they find something appealing. Z,

requirement. They usually know exactly what they want and pr

5. Need-Based Customers shop only when they have a specifa(@
fast and efficient shopping experience. O

6. Wanderers visit the store without a clear plan, often just to pa%s time or
explore. Occasionally, they end up buying something that ¢atches their
interest.

Retailers study these different types of customers to provid@@etter service and

boost their sales. X
TYPES OF NEEDS &
In retail, it’s very important to understand th eds of customers to provide

the right products and services. Basic needs of customers are;

1. High-Quality Products - Custo want products that are safe,
reliable, and give good value for their money.

2. Affordable Prices — They loolg(aé‘f fair prices, good deals and discounts.

3. Wide Selection — Custox% like having many options in terms of style,
size, brand and pricggo they can choose the best product.

4. Product Availabil,ié@! hey expect the items they want to be in stock and
easy to find.

5. Good Customer Service — Shoppers appreciate friendly and helpful staff.

6. Conve 'éée — Easy-to-reach locations, organized layouts, fast
CheC&[, and delivery options make shopping more convenient.

7. Clean and Comfortable Stores — A neat, safe and welcoming environment
improves the shopping experience.

. Trust and Security — Customers want honest pricing, safe transactions,
and a trustworthy store.

Fulfilling these needs helps stores keep customers satisfied, build trust, and
encourage repeat visits.

UNDERSTAND CUSTOMER NEEDS

Retail sales executives play an important role in finding out what customers
need.
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Understanding Customer Needs

Carefully listening to

customer feedback

Watching customer actions

Questioning

Asking questions to clarify
needs

O

in-store — Q
B -

R_eviewing past purchase

Interpreting Body history

Language

Reading non-verbal cues /

~/
Fig. 4.2: Understanding Customer Needs
They understand the needs of customers by (Fig.%

e Listening Closely — They carefully liste what customers say, what
they ask for and any complaints. "&Qﬁis helps them understand the
customer’s exact needs. '\0

e Asking the Right Questions — T l*&ask simple and helpful questions like
“What are you looking for?” or“How will you use this?” to learn more

Ry A

O’\,

about the customer’s like slikes.

Watching Customer Behaviour — By seeing how customers move around
the store, they get @3 idea of what interests them.

Looking at P@ﬁarchases — If the customer has shopped before, they
might check what they bought earlier to make better suggestions.

Reading y Language — Their expressions or actions can show
wheth@/they’re happy/ confused/ unsure.

E@aining Products — They explain customers about the features and
enefits of products and see how the customer reacts.

Asking for Feedback — After the sale feedback helps the serve better next
time.

By using these steps, retail sales executives better understand customers and
help them find what they need, leading to more satisfaction and higher sales.

IDENTIFY THE GOODS THAT WILL MEET CUSTOMER’S NEEDS

To identify goods that effectively meet customers’ needs, retailers should adopt
an organized approach focused on understanding their target market and
customer demands. This begins with;
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Collecting detailed information about customer preferences, challenges, and
expectations through surveys, feedback, and direct engagement.

Examining market trends and competitors’ products helps identify popular
items that satisfy similar needs.

Analysing sales data and buying behaviors reveals which products customers
prefer and the features they prioritize (Fig.4.3).

ey

X

o
Retail Interaction Cycle @

"o O
Ask Open-
Ended
Questions

Initiate conversation 6

to understand )
customer needs.

~~

(=

Compare
Choices
Staff helps

customers evaluate
options.

r—
Customer
Explains Needs
Customer provides

detailed
requirements.

[ |

Suggest
Products

Staff clarifies
product benefits and
features.

~
w

Fig. 4.3: Identify the Googgat Will Meet Customer Needs
To identify the right goods whi@ould meet the customer needs (Fig.4.3) Staff

Staff offers suitable
product options.

helps the customers to eva
the need of customer, eval
and close the sales pro@ .

até€ options, initiate conversation to understand
e options, clarifies product features and benefits

Additionally, practi factors such as quality, functionality, durability and
pricing must ‘6 onsidered to ensure the products address real customer
problems.

Ongoin nitoring of customer satisfaction and flexibility in updating or
replacingproducts based on feedback and changing needs further guarantees
ailers offer goods that truly fulfil customer demands and increase

Ity.

th
(}FORMATION OF GOODS

@@

In retail stores, giving customers the right information about products is very
important for helping them make good buying decisions. This information
usually includes;

1. The product’s name, brand, price, size, colour, material, how to use it,
and any warranty details.
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When this information is shown clearly, it becomes easier for customers
to compare products and pick the one that fits their needs and budget.
Labels and tags placed on shelves or packaging help make the shopping
experience smoother and quicker.

2. The features and advantages of each product so that customers
understand how the product works and why it is useful. "Q’

For A mixer |
Instance, | grinder label

might show .

[ J

The number of
speed options

How much
electricity it
uses.

The types of
blades it
includes.

This helps buyers know -
exactly what they are
getting and how it can meet
their needs

3. Another key detail is product availability. S& executive should inform
customers whether an item is in stock, i
sizes, or if it’s part of a special offer. '\

comes in different colours or

4. Some stores also let customers k’éﬁw when a product will be restocked
or offer a way to get alerts wherit's available again.

5. Today, many stores also s@t’echnology like digital screens, QR codes,
re details about a product. These tools can
show things like cug;@,ner ratings, comparisons with similar products

and mobile apps to giv

or short videos ex

Sharing correct a

n
customers make in

ing how the product works.

,lg'ar information about products is essential to help
rmed decisions. Stores use posters, product stands,

boards, to hig t special offers or features. Knowledgeable staff assists
customers b ering advice, solving queries or answering questions. Modern
retail outléfs use screens and digital kiosks to let customers check stock and
get pro t information. Online retail platforms often show descriptions,
pro@ images, customer reviews, and delivery options and return facility.

ome retail stores also hand out catalogues or brochures or catalogues listings
nd prices of products. These ways of information sharing help to build

and develops customer trust.

PRACTICAL EXERCISES

Activity 1: Role Play on the type of Customers.
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Material required: Notebook, Paper, Pen/Pencil, Eraser and Questionnaire.
Procedure:

1. Divide students into small groups.

2. Discuss the type of customers in the class. b,

3. Assign the roles to each group -Retail sales executive, Customers, “{y@
Teacher. _'»@

4. Give students a few minutes to prepare their dialogues. @

5. Each group perform in front of the class. QO

6. After each performance, have a brief discussion on: Ve

a) How the retail sales executive handled the situation?()

b) What could have been done better. K/O
c) The characteristics of that type of customer. XU

7. Ask questions and doubts é

8. Discuss learnings in the class. @

Activity 2: Group Discussion on the Need 'Xf customers.

Materials Required: Pen, Pencil, Rubb@,\coloured papers, glue.

<

Procedure: X

0

2. Briefly explain that @tomer needs that drive a customer’s purchase

1. Divide the class in groups

decisions. @,

3. Assign Topics 'gftudents (Each group gets one type of customer need
to discuss).

4. Each grc@ﬁnill discuss:
a) V@does customer need mean?
b@hy is it important for businesses?
4 ) Examples of businesses that meet this need.
O’\, d) What happens if businesses ignore this need.

5. Each group shares a 2-3-minute summary of their discussion with the
class.

6. Discuss leanings in the class
7. After the discussion, teacher must give remark on the discussion

Activity 3: Power point on to provide information of goods.
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Materials Required: Laptops/computers, Internet access, projector, note pad,
pen/pencil.

Procedure:
1. Divide the Class into Small Groups: Form groups of 3-4 students. b’

2. Each group will create a short PowerPoint presentation (6-8 slides) on <
how companies provide information about their goods to customers

They should cover: ,\':\,@
a) Definition of "Providing Information of Goods" ~<)

b) Importance of providing information QO

c) Methods of providing information of goods <

O

e) Role of government regulations (if applicable) X

d) Examples of companies/products

f) Impact on consumer decision-making O
3. Give them time to prepare the presentati@. s
4. Each group gets 5 minutes to present.

a) Evaluation Criteria on the basi @’accuracy of content, creativity of
slides, Clarity of explanationef; m participation and Visual appeal

5. Ask questions. X

6. At the end provide a CO@UCﬁve feedback.

7. At the end discuss lg’éning in the class.

CHECK YOUR PR SS
A. Fill in the BlanQ
1. ')(4) is those who visit the store regularly.
2. »\L}’UV shop only when they have a specific
r y‘1"ement
3®eed of means customers like having many

4 options in terms of style, size, brand and price so they can choose the
O best product.

6 4. Examining and competitors’ products helps
@ identify popular items that satisfy similar needs.
Q 5. Many stores use technology like screens, QR codes,

and mobile apps to give more details about a product.
B. Multiple Choice Questions
1. Window Shoppers usually:
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a) Make purchases immediately

b) Browse without planning to buy

c) Only shop during sales

d) Visit stores based on online reviews

2. Which of the following is NOT a type of customer mentioned?

a) Loyal Customers

b) Impulse Buyers , é%\
c) Bargain Hunters '\'\*

d) Financial Analysts '\<)

3. What motivates Impulse Buyers? Q
a) Planned shopping lists &
b) Discounts and promotions «<)
c) Comparing prices for long periods O
d) Seeking detailed product information L @)

4. Bargain Hunters are mostly attracted by: O
a) Store environment é
b) Best deals and discounts @
c) Personalized customer service
d) Popular brand . &

5. What is one of the ways retail %s executives understand customer
needs? XU
a) Ignoring customer beh V&lr
b) Raising product pri

c) Asking helpful q ions
d) Avoiding custo feedback
. Which is NO of the customer’s basic needs?

a) Affordab ices
b) Wide ction

o)

ive Rewards
uct Availability

7,~What is one of the tools stores use to give more product information?
) Flyers only
’\' b) Only personal recommendations
O c) QR codes and digital screens
@ d) Verbal discussions only

Q@ 8. Why is giving proper product information important?
a) It makes customers confused
b) Helps customers make better choices and builds trust
c) Decreases store loyalty
d) Reduces sales opportunity.
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C. State Whether the following Statements are True or False

1. Customer wants refer to the essential item’s customers need for
survival.

2. Loyal customers often recommend the store to others. b’

3. Need-based customers usually shop only when they have a specific <
requirement.

4. Sales executives do not need to watch customer behavior to understé@'
needs.

5. Stores should avoid using customer feedback when identifyianoods to

sell. @

D. Match the Columns “O
o
S. Column A S. Celumn B
No. No. X
1 | Loyal Customers A Brow?e@ithout intention
2 | Bargain Hunters B ?f@ciﬁc Requirement
3 | Window shoppers C'\v\7'1§it without plan
4 | Need Based customers @  Visit store regularly
L
5 | Wanderers K/@ E | Look out for best deals
g

E. Short Answer Questions Q
. Define Bargain Cust@e S.

What is need of Wi@e selection?

—_

2
3. How watchin behaviour of customer help retail sales executive?
4. Which in ation is interpreted by examining trends?
5. Who a éeed based customers?
X
F. Answer Questions
4. Explain different types of customers
O 2. Describe the types of needs with examples
@ 3. Explain the process to identify the goods that will meet customer’s needs
Q 4. Describe the significance of Information of goods
G. Check Your Performance
1. Prepare a chart showing the type of needs of customers.

2. Demonstrate the information of product
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SESSION 2: INFORMATION TO THE CUSTOMERS

In retail sector delivering accurate, easily accessible and thorough information

is important for creating a delightful shopping experience and endorse b’
customer trust. It includes providing clear details on products, availability &
pricing and return policies. '*{}'
PROCESS OF ORDERS \'/\?

When a customer places an order—whether in the store /online /by p e—
the system immediately acknowledges it (Fig.4.4). Q

Order Processing and Fulfillment Sequence

OMS Checks
Payment Returns
Processed
Customer Places System verifies g_rdfr Rllt[?}a?_y for
Order successful payment . Ickup/Delivery Returns are
o Staff gathers items .
tranzaction - N o _ checked, restocked,
Customer initiates using lists or Order is prepared far and refunded
order through SCanners customer pickup or
various channels delivery
OMS Verifies Customer
System Stock Receives Order

Acknowledges
Order System confirms
itern availzbility in
System confirms stock
receipt of the order

Items Packaged Customer receives

the completed order
Itemz are securely

packaged with
labels

'Yy
Q Fig. 4.4: Process of Orders

An Order Mangﬁwent System (OMS) checks that the payment went through,
verifies the it in stock, and sets it aside for the order. Then, store staff
take the it from the shelves using a printed list or a barcode scanner. Once
everyth 1s collected, the items are packaged securely with labels and
inc §2 the order slip or receipt. At this point, the order is ready either for

er pickup in-store collection) or to be handed off to a courier or postal

C'zgrmce complete with tracking details. In the order process (Fig. 4.4) Once the

Z,
Q@

ustomer receives their order, any returns. follow a standard process: the item
is checked, restocked, and the customer is refunded or replaced their
purchase. For restocking the goods system generates a purchase request,
which is reviewed and turned into a formal Purchase Order (PO). The PO is
sent to a supplier which includes the item details, amount, price, and delivery
date. When the shipment arrives, staff check it against the order, inspect for
any issues, and decide whether to accept or return the goods. Accepted items
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are logged into the system and moved to the sales floor or storage. Finally, the
store matches the supplier’s invoice with the PO and delivery, completes the
payment, and the cycle starts again.

CREDIT STATUS

It refers to an individual’s or organization’s capacity to borrow funds and their b’
pattern of repaying debts and they meet their financial obligations. Lenders «{}v
assess credit status to evaluate risk. It provides a document .f9
creditworthiness, including the elements such as credit history, credit §@3§

and their payment behaviour. '\}
COMPANY PROCEDURES FOR CHECKING THE CUSTOMER’S NTITY
AND CREDIT STATUS: <

Procedures for checking the customer identity and credit stggs enable the
retail organisations to be following the regulations, minimige, nancial risk and
build trust with customers (Fig.4.5). X

O

1. Know Your Customer (KYC) and Custo Identification Program (CIP)
measures to confirm each customer’s%e tity.

Customer identity and credit status is checked by;

@ Fig. 4.5: Checking customer’s identity

2. Government-issued documents like passports, driver's licenses, or voter
IDs to authenticate identity.

3. Fingerprints, facial recognition, or similar biometric checks. Companies
evaluate the creditworthiness of customers, (individuals or businesses)
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through a combination of credit reports, internal assessment
procedures and financial analysis (Fig. 4.6).

Yy
Fig.4.6: Credit Status of @tomer

The process to check credit status (Fig.4.6) 'bggins with getting a credit report
from a bureau which includes detaile%@‘(ziew of the customer's financial
statements and other relevant information. The final decision is made as per
the company’s risk tolerance and in’@ﬁ%l policies.

Reputed bureau like CIBIL give res of credit worthiness.
RESPOND APPROPRIATI%{ O CUSTOMERS

Delivering timely, thou | and respectful responses is key to gain customer
trust and sustaini satisfaction. Below are important practices for
responding appropriately:

1. Respond Wéh ut Delay

Quickb;é&'nowledge any customer query or concern to show attentiveness.
Prorr@replies communicate that their issue is being taken seriously. If a
re§aolution isn’t instantly possible inform the customer.

elect the most appropriate way of communication

Select the communication channel based on the nature of the inquiry and

@ the customer's preference—whether it’s via emalil, phone, live chat, or in
@ person. For complex or sensitive matters, opt for more personal
Q interactions like a phone or video call for better clarity and reassurance.

3. Cross check with customer about their expectation
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Ask follow-up questions to fully understand the customer’s needs or
concerns. Summarize their request to confirm their expectations and helps
avoid confusion.

4. Respond on customer comment and questions

Respond to all customer comments and questions in a clear and complete @b’
manner. Personalize the communication. If any answer is not there, be'\Ov
clear and transparent and assure them you’re working on it. -,\'@

A

5. Give time to Customers A<)

Give customers sufficient time to respond to any questions and Q@their
concerns. Avoid rushing the conversation and be patient, partictlarly in
the case of angry customer. When the customer seems uncesrtain or upset,
follow up to ensure they are satisfied and offer additi(;c:gll support if

required. '@
Cycle of Prompt Customer Response O&/
The cycle of prompt customer response is a si process used to handle
customer queries effectively. It starts when a c mer contacts the store with

a question or problem. The retailer should quickly acknowledge the query to
show that the concern is important. If thef&" s any delay in solving the issue,
the customer must be informed in advaice. Finally, the retailer should resolve
the issue properly and provide the %ﬂ possible solution. This process helps
in improving customer satisfactioffy building trust, and maintaining a good
relationship between the retai d the customer. It also enhances the store’s
reputation and encouragei@s omers to visit again (Fig.4.7).

1. Receive Query: T}@s is the first step where the customer contacts the

retailer with stion, complaint, or request regarding a product or
service.
2. Acknow e Promptly: The retailer immediately responds to the

custo;@r s query to show attentiveness and assure that the concern is

b%ﬁddressed.
1‘3@1 orm of Delay: If there is any delay in resolving the issue, the
4 customer should be informed to maintain transparency and trust.

O 4. Resolve Issue: The retailer addresses and resolves the customer’s
6 concern effectively to ensure satisfaction and build a positive

@ relationship.

<
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Cycle of Prompt Customer Response

Zb
\'N
>

Receive Query Acknowledge Inform of Delay Resolve Issue
Customer‘in‘rtiates Promptly If resolution is Address and resolve
contact with a query. Immediately delayed, inform the the customer's
respond to show customer. concern.
attentiveness.
b

Fig. 4.7: Cycle of Pr . t Customer Response
COMMUNICATE INFORMATION T%@USTOMERS

Clear and effective communica '@'plays a vital role in keeping customers
updated and informed, and enhancing their overall satisfaction.

Delivering timely, accur &)%nd relevant information (fig.4.8) develops trust

and supports the relatigriship with customer.
N\

Enhancing Customer Communication

Providing Information

Delivering accurate and understandable details to
customers

Informing About Products and Services

Sharing updates on products, pricing, and policies

Simplifying Complex Information

Breaking down technical details into simpler terms

Fig. 4.8: Communicate Information to Customers
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Communication with customer is improved by;
Provide information to customer

Provide accurate and easy-to-understand information to customers. Clear
communication removes any confusion, support better decisions and reduces e
the need for issue resolution or repetitive inquiries. &

>

It includes all the details about the company’s products, pricing, serv1és§'\'
delivery schedules, policies, warranties and return processes. Regu

dation of customers is essential. Sharing information about ne @iiduct
launches, limited time deals, promotions, and value-added feature ervices.
It is important to verify the availability of product @ avo1d any
miscommunication or disappointment. O

Recognize Complicated Information X

Inform customer about the company products and services

For any technical, legal or detailed information like ()service agreements or
specification of product it is important to make asy to understand and
break it down into simple terms. @

Using analogies, visuals or step—by—ste'py explanations can make the
information more accessible. '

Confirm the customer understands ar@'%ncourage them to ask questions help
in better understanding.

PRACTICAL EXERCISES@

Activity 1: Role Play in &éﬂétall lab for processing orders to help students
understand the step—%@fep process of taking, processing, and fulfilling
customer orders in ail setting.

Material requirg%: Notebook, Paper, Pen/Pencil, Eraser and Questionnaire.
Procedure:
1. Diwide class in groups
iscuss in the class the concept of Processing orders

&. Brief students about the importance of the activity

O 4. Allot equal time to each group.

Z
Q@

S. Create a situation of a retail store like;

Situation A customer enters the store to purchase a few items. The retail
team will work together to process the order correctly, update inventory,
generate billing and ensure customer satisfaction.

Characters
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6. Perform the play -,»@
7. After Role Play discuss learnings in the class '\<)
Activity 2: Concept Practice on Checking credit status. O

a) Customer

b) Retail Sales Executive
c) Order Processing Clerk
d) Inventory Staff

e) Cashier

Materials Required: Pen, Pencil, Rubber, coloured papers, Credi@pplioation
Forms (sample forms), Customer Profiles (prepared by teacheﬁ@redit Report
Samples (fictional, created by teacher), Evaluation Checkli@ (for students to
decide whether to approve credit) X

Procedure: O&/
1. Divide the class in groups. é
2. Prepare 4-5 fictional customer profile v&@:
a) Name, contact information, emg{@‘ment details
b) Credit history (good/bad/ no@r&dit)
c) Outstanding debts, pa m@a history, credit score
d) Supporting docume ank statements, salary slips)
3. Prepare credit appli&éfon forms that include:
a) Personal inf pﬁ;@t'ion
b) Employmerit details
c) Refer@ﬁs
d) ested credit amount
4. D@ibute different Customer Profiles to each group with related
ocuments.
&. All the groups review the credit application and supporting documents.
@O 6. Analyze factors such as: Payment history, credit score
@ 7. Each group decides:

<

a) Whether to approve or deny credit.
b) If approved, what credit limit should be given.

c) Any special conditions (e.g., guarantor, shorter credit period).
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8. Each group presents their decision and explains their reasoning to the
class.

9. Discuss leaning in the class
10. Ask and clarify doubts. b’

Activity 3: Role play on respond to customer appropriately on given <
conditions to help students practice how to respond professionally and
appropriately to different customer situations in a retail setting. ,&\,@

Materials Required: Pen, Pencil, Eraser, Notebook, Observation Checf@

Roles: Q

e Customer @@

e Retail sales executive O

e Teacher (can be a student or teacher to give feed%&)

Procedure: 3 (@)
1. Divide the class in groups.

2. Prepare 6-8 situation cards with diffe,{r@:ustomer scenarios.
Example Situations: @'
a) Angry Customer: The produ@,%urchased is defective.
b) Confused Customer: Caridecide which product to buy.
c) Impatient Customer% hurry and wants quick service.
d) Bargaining Customer: Wants a discount.
e) First-time &omer: Wants full information about products.

f) Complaint about Service: Customer feels staff was rude.
g) Retur@

the@m

hp:Qut of-Stock Situation: Customer asks for a product that’s currently

,@ unavailable.

Assign one student as the Customer and one as the Retail Sales

Ox' Executive.

Give each pair a random situation card to each group.

quest: Customer wants to return an item but doesn’t have

Students act out the situation.
The executive responds appropriately based on the situation.

After role play the class or the Teacher to give the feedback:

® N o a &

Discuss learnings in the class.
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Activity 4: Demonstrate the effective use of communication while dealing with
customers in the retail store/mall.

Materials Required: Pen, Pencil, Eraser, Notebook and Checklist, Scenario
cards (prepared by teacher), Observation checklist

Procedure: @b’

o

1. Divide the class in groups.

2. Distribute roles in the groups. '\',\'
3. Prepare 5-6 scenario cards that reflect common customer ice
situations. Each card should briefly describe a customer i@eraction
challenge. <
Sample Scenario Cards: ~<)

a) New Customer Inquiry: A customer enters the )QQre and wants to
know about ongoing sales and offers.

X
b) Product Comparison: A customer is con%gbetween two products
and seeks advice.

c) Product Demonstration: A custon@r wants to see how a product
works before buying. . QO

d) Complaint Handling: A custé'er complains about the quality of a
product purchased last week.

e) Billing Issue: A cust is upset about a billing error.

f) Special Request: Q/@stomer asks if home delivery or gift wrapping is
available. Qr

4. Students per ,(1:1’16 role play according to the scenario.

5. The Sales 1Associate must demonstrate effective communication,
includin

a) G{/@z’ing and welcoming
b) istening carefully
4 ¢) Asking clarifying questions
X d) Offering solutions or alternatives
@ e) Closing the conversation politely
Q@ 6. Teacher/Teacher provides feedback using the checklist.

7. Discuss learning in the class
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CHECK YOUR PROGRESS
A. Fill in the Blanks

1. The document sent to suppliers after generating a purchase request is

called a . b’

2. Credit status includes credit history, credit scores, and <
behavior. é‘(y

3. and Customer Identification Program (CIP) measures cozlge(
customer identity. O

4. Timely, accurate and information supports custome@ust and
satisfaction. &

5. Companies may use checks like ﬁngeg?gts or facial
recognition to verify identity. X

B. Multiple Choice Questions X

1. What system is used to manage the entire @%r%rocess?
a) Customer Relationship Management )
b) Financial Management System (FMS)
c) Order Management System ( OM
d) Inventory Checking System (I

2. What document is sent to t&?supplier after generating a purchase

request?

a) Receipt @
b) Sales Invoice L ¢

c) Purchase Orde gO

d) Delivery

No ;
3. What is one méthod used to verify customer identity?
a) Custc@ feedback forms
ri

b) Bio c checks
c uct reviews
d) Staff recommendation

&. hich bureau is mentioned for providing credit scores?
a) RBI

C//\’ b) CIBIL
O c) SEBI

d) FICO

5. For complex matters, which communication method is recommended?
a) Automated messages
b) Phone or video call
c) Email only
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d) SMS only

C. State Whether the following Statements are True or False

1. The Order Management System verifies payment and item stock before

processing the order.

2. Credit reports
creditworthiness.

are

Providing regular updates to customers about products and serv

builds trust.

not

necessary

to evaluate a

customer’s

1%0@

3. Companies should rush angry customers to resolve their issu QQ’ ickly.

4. Breaking down complicated information helps custO@srs better
understand products or services.

D. Match the Columns

O
O

S. Column A S. )(C.:?l/umn B
No. No.
1 | OMS A A}}\ilﬁo borrow funds
2 | Credit status B ow up questions
3 | KYC C[;yService Agreements
4 | Customer needs D" | Know your customers
S5 | Legal information ¢J)"E | Order Management System
X

(%
E. Short Answer Questions @

1. What is credit statu

Define Re—stocki@

nal S

How co
5. Deﬂn@redlt score.
F. Lon@iswer Questions

>

credit status

What are gov@ment issued documents?

information is simplified?

O 2. Explain appropriate behaviour of customers.

3. Describe the ways information is communicated to customers.

G. Check Your Performance

xplain Company procedures for checking the customer’s identity and

1. Demonstrate in the class how to respond appropriately to customers

2. Play a Quiz on company procedures for checking the customer’s identity

and credit status
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SESSION 3: AVAILABILITY OF GOODS AND TERMS OF

SUPPLY
Keeping up-to-date records on the availability of product and the terms/
conditions of supply is important for both suppliers and customers. It includes b’
thoroughly monitoring inventory levels, delivery timelines, pricing and the )
specific terms as outlined in the agreements of supply. «(}
ACCURATE INVENTORY RECORD "\,@

To confirm all the inventory records, remain accurate, businesses §@ld
adopt a comprehensive inventory management software, perfor gular
audits and conduct routine cycle counts. These measures help to &lign the
recorded data with the actual stock levels, minimize dis ncies and
enhance operational efficiency (Fig.4.9). o

@’“Ob

@ Fig. 4.9: Accurate inventory record

@ntory software with features such as batch tracking, barcode scanning,

nd real-time inventory greatly reduce the risk of errors while automation of
data entry results in more precise records. An organised warehouse layout and
Consistent labelling simplify inventory tracking processes. The use of
barcodes, QR codes/ RFID tags /serial numbers ensure efficient data capture
and storage of item-specific information.
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SUPPLIER DETAILS AND TERMS

Supplier details and the terms of contract are managed through integrated
software systems, centralized databases and continuous performance
monitoring.

Centralized Data Management ensures easy availability of data which 66

includes;
" N

=
S Particulars Details
No
1. | Supplier Profiles It is dedicated profile which contains

details such as company name, address,
contact information, legal registration
data, and banking information.

2. | Supplier information It includes contact details, legal
contracts, payment terms, and
compliance = documentation. It is

maintained in a centralized system, often
part of CRM or ERP platform.

3. | Terms and Conditions All contracts /agreements which include
payment schedules, delivery timelines
and the other negotiated terms are
methodically recorded and stored in the
system for ready reference and
compliance.

4. | Regular audit and Reviews | Periodic audits and evaluations are
conducted to confirm that suppliers meet
their contractual commitments
consistently and maintain the
performance standards.

I@ res an accurate recordkeeping, and compliance with supplier standards
C?;xd adherence to contractual agreements.

USE OF INVENTORY MANAGEMENT SYSTEMS

@ Inventory management system is a technology-based solution that enables
Q businesses to monitor and control their stock from the point of ordering to
sales or shipment. It offers real-time insights into stock quantities, movements
and locations and help businesses to optimize inventory, enhance operational

efficiency and reduce waste.
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It gathers information using barcode scanning, manual data entry, RFID
technology, and integration with other business applications. It captures
stock levels, specific locations within warehouses (or stores) and inventory
movements such as sales, purchases and transfers.

The collected data is processed to deliver real-time inventory status which b’
helps the retail businesses gain clear visibility into current stock and its exact Z,
location, enable better well-informed decisions regarding sales, productioréC»

and purchase activities (Fig.4.10). \

These systems automate several tasks which include generating pl&se
orders, counting stock and calculating reorder points. Automatic al or low
stock levels helps to prevent shortages and ensure a timely reple@'shment.

@ Fig. 4.10: Inventory Management System

:’ﬁgany inventory management systems (Fig.4.10) integrate with accounting

&

oftware, ERP solutions and e-commerce platforms, providing a complete
operational overview which minimizes manual data entry and support efficient
workflows.

By analysing the trends and data businesses understand and improve the
inventory levels, balance costs while maintaining sufficient stock to meet the
customer demand.
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PRODUCT AVAILABILITY STATUS

Retail stores manage the status of product availability by combining advanced
inventory systems, strong supplier partnerships, and demand forecasting and
periodic audits. These practices help to ensure that the products are available
in the right quantities whenever customers need them.

Product Availability Status é‘{y

Stroateqy Description ?

Monitors stock,
analyzes trends,
generates orders

Predicks demaond,

g B Demaoand Forecasting naintains optinal
stock lewvels

Improves pricing,

(%3 Supplier Relationships fulfillment, ound
flexibility

Ensures dakto
Eegt_.;la.r Inventory occuracy, identifies
Avudits discrepancies

Triggers orders,

| Reorder Points ensures timely

replenishment

Notifies staff of

ﬁjg Stock Alerts low levels, enables
action

Y

Fig. 4.11: Product availability Status
In the proc of status of the availability of product (fig.4.11) Inventory
manage systems, IMS, track stock levels, automatically create purchase
orders luate sales patterns and restock inventory before it gets exhausted.
Eff e demand forecasting helps the retailers forestall customer

irements, ensure adequate inventory while avoiding both shortages and
O&cess stock. Strong relationships with supplier’s support in, quicker order
processing, more favourable pricing and greater adaptability in inventory
@ management. Regular physical inventory checks verify data accuracy and
expose any issues or inconsistencies.

Setting reorder points helps in placing new orders when stock drops to a
certain level and prevent stock outs. Stock alerts inform staff and enable

prompt replenishment.
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LEAD TIME MONITORING

Lead time monitoring involves tracking the time interval between placing an
order and receiving inventory /fulfilling customer orders. Effective monitoring
helps the retailers ‘pinpoint delays, maintain customer satisfaction and
enhance efficiency.

Centralized dashboards with real time live alerts on reorder points helps in

exact tracking of inventory levels and forecast potential stock depletion. . &

>y

These days utilizing Al powered forecasting tools help businesses to antic@ e
the changes in customer demand and adjust the orders proactive &ence
reduce the risk of surplus inventory or stockouts.

Evaluating the lead time of supplier helps the businesses to ,izjgﬁfy reliable
partners and negotiate the favourable terms.

Coordinating Warehouse management system (WMS), ’ﬁQP and analytics
systems along with IoT sensors/RFID technolo enables real-time
monitoring of lead times and inventory moveme t a holistic operational
view.

Ongoing monitoring of lead time, and invest@ing root-cause analyses for
delays, contributes to continuous process igtprovements.

COMMUNICATION ACROSS DEPARTB@VTS

Effective interdepartmental commu#iication requires well defined channels, a
culture that encourages open transparent dialogue and the use of
appropriate tools. This approe@&nsures that staff remains aligned, informed
and able to collaborate eff&;’éi,vely.

Enhancing Inter-Departmental Communication

Mobile Apps
Mobile-friendly apps for staying

connected on the go

/

4

@
B o

x Instant

Messaging
Quick, real-time
Interac for

tions

interactior
immediate problem
solving

Centralized
Platforms

Fig. 4.12: Communication Across Departments
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Effective communication within departments (Fig.4.12) in retail stores is
maintained by utilizing centralized platforms that share updates, distribute
information, and enable inter department employee discussions. Holding
regular meetings daily/weekly/monthly help to keep teams updated informed,
address issues and promote cross-departmental collaboration. b,

Dedicated group chats for departments or specific teams allow for more Z,
focused and effectual communication. Various tools are used in these efforts Q
such as internal communication platforms for sharing email for formal
messages, announcements and policy changes and critical updates, i'@nt
messaging apps/mobile apps for quick and real time interactions, t&&sure
that the staff remain connected and informed.

<

DOCUMENTATION AND AUDIT TRAILS «<)

In a retail store, systematic documentation and audit trajl{ihvolve recording
every transaction and the operational activities t intain accuracy,
accountability and regulatory compliance (Fig. ié?@ t includes inventory
movements tracking sales, employee actions, and cedural changes.

Achieving Effective Documentation and Audit Trails

Analyze Audit Records

7 'DIIQ Review audit data to identify trends and
areas for improvement

— Maintain Records
6 - Store documentation and audit trails for the

required period.

Use Digital Checklists
o —
Adopt digital tools to simplify documentation and
reduce errors.
(
@ Record Transactions
S <§> Document all transactions with detailed timestamps and

Implement Access Controls

information.

x Establish Objectives
C 1

Define the purpose and scope of documentation to align with
@ regulations and policies. /

Q Fig. 4.13: Documentation and Audit Trails

Effective documentation and audit trail practices (Fig 4.13) involve clearly
outlining the scope and purpose of records to safeguard alignment with legal
requirements and internal policies. Every transaction, including sales/
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purchases and inventory adjustments are logged in the system with complete
details and accurate time.

To protect the data, access to sensitive information is limited only to
authorized personnel. Digital checklists and specialized software are utilized
to simplify documentation, reduces the chance of errors and enhance overall
efficiency. Including visual evidence, such as, photographs of store layouts,
audit observations and product displays add valuable context to records. Al
the documentations and audit trails are filed and retained for the duratiom@f
mandated by regulatory guidelines or company policy. Regular review'é@nd
audits of these records help to identify risks, find the trends and-giapoint
areas needing improvement. o

IMPACT ON CUSTOMER SERVICE «<)

Maintaining information about the availability of product andthe supply terms
is essential to deliver excellent customer service a velop trust. This
information ensure that the retail businesses mee @ he customer needs,
avoid stock outs and cultivate a strong long-term tomer relationship.

It also contributes to informed purchasing deo@ns and price consistency.

1. Customers experience delight whe }hey have information about the
product availability which enable er purchasing decisions.

2. Constant availability of pro €5 and the transparent supply terms
reinforce customer ConﬁdSn@and encourage repeat business.

3. Proper inventory mana ent minimize the stock outs and ensure
products are readily(éailable.

4. Transparent co nication in inventory and supply build trust,
support positive)and long-lasting customer relationships.

Maintaining in q{%'lation on product availability and terms of supply is not
only essential customer service but also an important component of a
successfu iness strategy. It directly influences customer satisfaction, sales
perform@:e, brand reputation and customer loyalty.

WHCAL EXERCISES
&g vity 1: Inventory Sheet Update.

Cf\l[aterial required: Notebook, Paper, Pen/Pencil, Eraser and Questionnaire.

@6

Procedure
1. Divide the class into small groups.
2. Discuss the concept of Inventory Sheet and Transaction List.

3. Students update the inventory sheet after teacher give entries in
different categories;
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a) Item Code
b) Item Name
c) Opening Stock
d) Stock Received
e) Sales v
f) Returns D
g) Damaged Items
h) Closing Stock QO

4. After completing the inventory update each group presents their

answers. '\<)

5. Teacher reviews the answers, explains Correcti@ if needed and
highlights the importance of accuracy. X,

6. Ask questions. éo
7. Discuss Learning in the class.
Activity 2: Chart Preparation on Supplier Rgcgﬁle Documentation

Materials Needed: Chart papers, marke {0&, ketch pens, rulers, scissors, glue,
Printed sample supplier information @ ided by teacher), Sample Supplier
Profile Format (for reference)

Procedure: é
1. Divide the class in g@ps
2. Prepare 4-5 sam%&upplier profiles with fictional data.
3. Create a sarrr@supplier profile format with these details;
a) Supp@ame
b) Su r Code / ID
C) O&ct Person Name

d)j7Address
) Phone Number
4 f) Email ID
Ox' g) Type of Goods Supplied
@ h) Payment Terms

i) Delivery Schedule
j) Rating / Past Performance

Q@

4. Distribute one sample supplier information sheet to each group.

Instruct each group to Create a Supplier Profile Chart using the provided
information.
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5. Draw chart use headings, tables, colours, and drawings to make the
chart attractive and informative.

6. Each group presents their chart to the class and explains the details.

7. Teacher gives feedback on information, Completeness of profile, b’
Presentation and creativity &
Activity 3: Role play on Supplier Communication. "{)

Materials Needed: Pen, Pencil, notes pad, Scenario Cards (prepared"@'
teacher), Observation Checklist (for teacher or peer evaluation). »\?’

Procedure: Q
1. Divide class in groups. <
2. Assign one student as the Buyer and one as the Supplier.

3. Prepare different supplier communication scenariosdut of these sample
scenarios

O
4. Sample Scenarios: ‘é

5. Negotiating Prices: The buyer wants to @otiate a lower price for bulk
purchasing.

6. Delayed Delivery: The supplier haé'&elayed the delivery. The buyer calls
to check and request urgent (}&/ﬁrery.

7. Quality Complaint: The 1@& informs the supplier about receiving
defective products and ests a solution.

8. Placing a New Ordeﬁ‘é‘f"he buyer contacts the supplier to place a new
order for goods. @'

9. Requesting O@t Terms: The buyer requests extended payment terms
for the upcoming order.

10. Checki roduct Availability: The buyer inquiries about the availability
of a méw product line.

. . Students read the scenario, prepare their dialogue, and decide how to

11
%@andle the situation.
N

Students perform the role play in front of the class.
QO 13. After each role play, the teacher or Teachers give feedback.
@ 14. Discuss learning in the class.
Q Activity 4: Practice Stock Availability Labelling.

Materials Needed: Pen, Paper, notes pad, Sample stock item cards (prepared
by teacher), Label cards (In Stock, Low Stock, Out of Stock, Discontinued, Pre-
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Order Available), Markers, chart papers, sticky notes, Inventory data sheets
(with current stock levels).

Procedure:
1. Divide the class into small groups (3-4 students each).
2. Distribute inventory data sheets and label cards to each group.
3. Students: é\gy

a) Analyze the inventory data. @'\'&

b) Determine the correct stock availability label for each item.

c) Prepare a Stock Availability Chart on chart paper with E‘@ correct
labels. <

4. Each group presents their chart to the class, expla'ﬁ@lg why they
assigned each label. K/O

5. Review each group’s work, correct any errors, and discuss how correct
stock labeling helps store operations and cu er service.

Activity 5: Presentation on Communication acress departments.
Materials Needed: Paper, Computers with %WerPoint, Internet access.
Procedure: ',\0'

1. Divide the class into small grgbﬁs (3-5 students per group).

2. Each group will prepa e@ presentation showing how different
departments communic@fo complete various tasks.

3. Suggested Departm&g‘é (for groups to choose or assign):

a) Sales and Inv@ ory
b) Purchasin@ﬂd Suppliers

c) Sales an€ Customer Service
d) Inve and Finance
e) H@n Resources and Operations
f)@ rketing and Sales
/»BEach group selects or is assigned a departmental communication pair.

é. Groups discuss how communication happens between these
O departments and prepare a presentation.

6. After each presentation teacher give feedback

7. Discuss key takeaways from each presentation.
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CHECK YOUR PROGRESS
A. Fill in the Blanks

1. Accurate inventory records help in minimizing and
enhancing efficiency. b’
2. Centralized data management ensures easy availability of <

information. “C’
@

audits help verify supplier performance and compliance 4

4. trails maintain operational accountability ar&ta
integrity.
5. Use of Al-powered forecasting tools helps anticip%@hanges in
demand.
B. Multiple Choice Questions K/O

1. What is the primary purpose of inventory ma a@ﬁ*ﬁent systems?
a) Designing products é

b) Advertising items @
c) Monitoring and controlling stock
d) Recruiting staff . &
2. Which of the following featu '\Belps reduce errors in inventory
tracking? L @)
a) Manual billing (a'
b) Batch tracking and ode scanning

c) Verbal reporting &’Q/
d) Written register@«

3. The benefit oj‘@ ing reorder points is:
ver

a) Avoiding,ove€rpayments
b) Avoid ut-of-stock situations
c) Pre ing product designs

d) JAffcreasing tax collection

4 ~Lead time refers to the time between:
4 ) Manufacturing and marketing
b) Placing an order and receiving it

O c) Packaging and billing

Z
Q@

d) Hiring and training
5. Which of the following tools is used for real-time communication within
departments?
a) Postcard
b) Fax
c) Instant messaging apps
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d) Feedback form

C. State Whether the following Statements are True or False

1. Inventory software reduces the risk of stock tracking errors.
2. Supplier performance reviews are conducted only once at the start of b,
the contract. <
3. Documentation and audit trails are only necessary for sal_ey;()
transactions. '\,
4. Regular team  meetings help improve inter—depar}\r?e tal
communication. Q
5. Accurate product availability information has no impact @n customer
trust.
D. Match the Columns )Q/O
S. Column A S. O‘f&lumn B
No. A

1 | Lead time monitoring Prod)}l\ct\tracking using technology

RFID/QR/Barcode PreVedt running out of stock

;@;qe from order to delivery

2

3 | Re-order point

4 | Inventory management
system

;ﬂacks Inventory movement and
locations

&N, ol olw| |2
P :

5 | Supplier profile Company details and legal

a\ information

Y
E. Short Answer Questions $

1

2
3
4
5

What does supplie %formation include?

What do you @-stand by regular audit and reviews?
What is re%de point?
ime.

. Define 1

. W inventory management system?

F. %g nswer Questions
4. xplain the use of Inventory systems.

>3
@O N

Explain communication across departments.

Explain how product availability status affects retail business.

Q@ G. Check Your Performance

1.
2.

Demonstrate Inventory management system in the class.

List out three supplier profiles and information and discuss them in the
class.
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SESSION 4: PROCESS OF RETURNED GOODS AND
RECORDING

The process of returned goods consists of stages from submitting a request for

return to restocking and includes proper accounting to make sure financial b’
inventory records are accurately updated. It starts with verifying the return

request and then the return is processed either arranging an exchange or«(}
issuing a refund. (]

&
RETURNED GOODS ~<')\'
Returned goods refer to goods that a customer has sent back Q"%ﬂer/
s,

supplier after purchase or delivery. This occurs for many reasons,”such as
defects, damages, incorrect items or if the customer does not o keep the
goods.

O

IMPORTANCE OF RECORDING RETURNS X

In retail business proper recording of goods is e@)érlltial for management

(Fig.4.14). é

—~

Benefits of Recording Returns

Supplier Claims Data Analysis

Simplifies claims for Identifies quality issues
refunds/replacements and adjusts strategies

Inventory
Customer Service Accuracy
Resolves disputes and Ensures alignment
promotes trust between data and
physical stock
Financial
A A
& Minimizes fraudulent ceurdcy,
activities Maintains accurate
financial statements
3 6 Fig. 4.14: Importance/Benefits of Recording Returns

O'kecording returns are important as they help in

@ 1. Inventory Accuracy: Returned products affect inventory levels of a

@ store. Keeping the accurate record of returns ensure the inventory data

Q aligns with the physical stock which leads to better planning and
efficient stock management.
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2. Financial Accuracy: Accurate documentation of returns helps to
maintain accurate financial statements and compliance with the
accounting principles.

3. Fraud Prevention: It helps the store to minimize fraudulent activities
and monitor unfamiliar patterns by recording the details such as
condition of the item, the reason for return, the staff member who was "{)

responsible to process. nZ)
4. Customer Service and Policy Compliance: It helps to r

complaints and disputes effectively and promote trust of custo in

compliance with the mandate and policies. Q

5. Supplier Claims and Vendor Relations: In case products dfe sent back
to suppliers, the record of returns simplifies the proc@@ of claims in
case of refunds /replacements and proper recdnciliation with
suppliers/vendors. X

6. Data Analysis: The analysis of return data e@s to identify recurring
quality issues, the returned products, discover recurring quality issues
and adjust the pricing, product offering supplier relationships.

At the time of intake, the staff ensures the }?e of returned product; SKU, model
or any variant which matches the sa}%,\, nd fulfilment of the return policy
criteria (Fig.4.15).

N

2

RECORDING RETURNS
ARE IMPORTANT AS THEY
HELP IN:

of w——
of

-9

Inventory Financial
Accuracy Accuracy

KA 4 (!

x Customer Service Fraud
( | and Policy Compliance Prevention

" 4

Supplier Claims Data
and Vendor Relations Analysis

&
Crs

Fig. 4.15: Recording Returns Are Important as They Help In
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Quantity verification makes sure that customers are exchanged or refunded
correctly. For example, eight returned units must match to eight inventory
adjustments in all the records.

Similarly, significant is assessing the condition of returns. Items are then
categorized for restock, refurbishment, marking as damaged, or disposal. b'

<

COMMON REASONS FOR RETURNS '\Qv

Common reasons for returns include customer dissatisfaction after purchas =
of the product. It may be incorrect size/ fit/ quality or a defective or dam@ d
item. The reasons can be categorised as; O

At the end of Product Q
)
S. Reasons Details
No.
1. | Poor quality In terms of quality /durability or material
used.
2. | Mismatched from | Difference of product from images provided
description or the description given.
3. | Sizing Misfit specially in case of sizing, clothing
4. | Damaged /defected Manufacturing defect or damaged on arrival
5. | Product expired or | The expiry date of product is near or already
near expiry passed

At the end of cust@&v

S. Reasons Details
No.
1 Change of mind Customer after purchase change their mind
2. | Impulse buying Customer Regret their all of sudden purchase
C 3. | Wrong product Customer receive missing or wrong item
4. | Unwanted gifts Customer receive a gift they don’t want
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At the Shipping end

1. | Late delivery Product arrives late than committed
2. | Damages during | Damages during transit
shipping

Understanding and analysis of these reasons help retailers in better servicesé‘(y

and operations. '\
STEPS IN THE RETURNED GOODS RECORDING PROCESS )\},()

For proper management and documentation of returned item prope@cording
of goods is required. The process is carried out in these steps; (¢,

INITIATE RETURN

It starts when customer states the valid reason of return request for return
/refund. The staff checks the return period, the plé& of purchase and the
condition of product. (Fig.4.16). é

% Fig. 4.16: Initiating Return
INSPECT PRODUCT

The ret@ed product goes through an inspection to find any damage /signs
of other issues that may affect the return/refund decision.

CESS REFUND/REPLACEMENT

CBased on store policy the decision of Refund/Exchange /Credit is issued. The
@ return details are entered into the point-of-sale system of store, generate a
Q@ credit note or refund receipt or adjust inventory records.

The resolution given to customers can be (Fig. 4.17);
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Fig. 4.17: Type of Resolution
RECORD THE RETURN X

Once inspection is completed the approval of retur @% authorities is there
the final step is to correctly record the return. ‘%ncludes updating sales
records and inventory, issuing store credit@)r processing refunds and
documenting the final transaction. ,\

Finally, the staff explain the outcome to @éustomer, provide documentation
and makes sure the customer is satis@ with the solution provided.

The returned goods are either rest#ed (if sellable)/sent for disposal/ return
to vendor.

SUPPLIER COMMUNICA

When returned items g@'not saleable due to damage/ defects / warranty
issues the stores @ dinate with suppliers to process for the returns
appropriately.

It is carried ou@n ollowing steps;
X

S
KA 4

O’\,

Z,
Q@
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S

No.

Steps

Details

| Initiating the Request of

return via email, phone,
or through the supplier’s

Product details, quantities involved,
reasons for return, and relevant supporting
documents (such as photos of damage,

return management | receipts, and batch numbers).
system.
2. | Providing Complete | ¢ Purchase order reference
Return Information e Product codes or SKUs
e Invoice number
e Condition of the returned merchandise
Specific reason for return (defective,
overstock, expired etc.)
3. | Supplier instructions e Approving or rejecting the return
e Advising whether products should be
shipped back.
e Held for inspection or disposed off
e Providing shipping labels or specific
shipping instructions, if applicable
4. | Processing Credit or | The supplier may:
Replacement

e Issue a credit note to the store
e Send replacement products

e Process financial adjustments, such as
refunds, discounts, or credits for future
orders

T

to resolve all the

ommunication with

suppliers
nciliation and complete documentation between both parties.

ensures coordination, financial

Orimely and clear communication with suppliers throughout the process helps
issues efficiently, ensure inventory accuracy, limit financial

losses and strengthen business relationships.

DOCUMENTS INVOLVED IN THE RETURN PROCESS

During returns several documents are used to authorize each step and
properly record the process to ensure accurate inventory tracking, proper
communication and financial adjustments with suppliers.
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1. Return Receipt or Slip: It is provided to the customer when they request
for return. (Fig.4.18).

Fig. 4.18: Return Receiptr
It serves as a proof and highlight key details like:

0

@/
e Reason for return 6

e Item description and qua;ti@)s/

e Refund or exchange det

e Date of return

The return receipt;ﬂﬁélps both the store and customer track the
transaction and e useful if any follow-up action is required.

2. Inventory A@tment Form: When any item is returned the inventory,
records g%lpdated recording t the change. (Fig.4.19).

&
@
oS
)

Q@
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Inventory Adjustment Form

Request Date

>
Location 6
L]

Employee Signature Q
[ ]

Sign here Q/\/\/\_/p 6

Manager Signature

)
Sign here }/\N;/

Request for Inventory adjustment for company use

Stock Code Quantity

~\
F:lé 4.19: Inventory Adjustment Form

Source: https:é’ .123formbuilder.com/free-form-templates/Inventory-

Adjustment

The inventéry adjustment form records:

@ urned item details (SKU, quantity, description)

N
e
Q

Condition of the returned product (resalable, defective, damaged, etc.)
Action taken (restocked, sent for repair, written off /disposal)

This form makes sure the stock levels in the and supports financial
reporting and audits.

o Credit Note or Refund Authorization

If direct refund is not issued to a customer a credit note is provided.
(Fig.4.20).
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e The financial value of the return

e The account details of a customer

e Return receipt or any reference to the original sale
Refund authorization is required particularly for special cases or high- b’
value returns. 7

I CREDIT NOTE I 2

Company / Seller Name:

Address :

Phone No : Q
EmaillID

GSTIN - 6

State 3 @

Return/Credit From: Shipping From:

Name : O
Address  : ()
Contact No : Return/Credit Date :

GSTINNo : Return/Credit No :

State : Invoice No

HSN/ : : : : ; Ad.
SAC Quantity | Unit | Price/Unit | Disc GST‘CESS Amount

|
| [

Tora | | | !

Amount in words : TOTAL AMOUNT :

Payment Mode

Reference No

Bank Name :
Account Number :
IFSC Code

Company Seal and Sign

Y
Fig. 4.20: Credit note

So &’ https://www.raseedapp.com/credit-note-format

3. S%‘lier Return Form: When the returned goods are transported back
to #he supplier, the store completes a supplier return form (Fig.4.21).

N
&
Q
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Goods Return Form

No
Date

Supplier Code
Supplier Name
Address

Telephone :
Contact Person :

O

(#) DG - Damaged Goods, DO - Duplicate Order, IG - INCOMECt BOOUS, ...c.coroeeer e (%4

Requested by : Date : Signature :

Approved by Date : Signature :

A\
Fig.4.21: Supplier return form
Which includes: Supplier details, Item detail§ and quantities being returned,
Purchase order reference, Reason for rethrn (defect, overstock, expired, etc.),
Approval signatures or authorizatio%@ es

This document supports clai f69” credit, coordinate the returns with the
supplier, replacement and ser&s a proof in supplier reconciliation.

Each of these documents )&dys a critical role in maintaining clear records,
ensuring financial acc r&y, and providing transparency during the return
process for both cu@&ers and suppliers.

POLICY AWARENESS

Policy aware eé enotes the adherence of customers, store staff and suppliers
to the retu@éolicy of the store. Effectively communicated and clearly defined
policies&are important for confirming a smooth return process, avoiding
dij@& minimizing confusion and reduce customer dissatisfaction (Fig.4.22).

O’\,
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Enhancing Return Policy Awareness

Policy
Accessibility Employee
Policies are easily TYO\IHIHB
accessible to Staff are trained on
customers return procedures

T 9
Customer

(=]
04
Understanding @

Customers know their Policies are &
rights and obligations consistently applied

=

ls)

o

Co

3

~

Fig. 4.22: Policy @heness

For customers; ,{»

1. Being well informed about th&aeojmpany’s return policy help they know
their rights and obligati%%en they decide to return items.

2. This includes the time frame information (within 30 days /15 days etc.)
allowed for returns, condition of the product in which it is acceptable
and the required,é@fuments like receipts.

3. Company’s p@r for refund/ exchange/ store credit.

4. Making icies easy for customers and accessible for them such as
placin em on the checkout point, printing on receipts or publishing
th on the website of store helps customers to prevent mis

utiderstandings.
Fﬁ ployees

O’\, 1. Strong awareness of policy ensures the consistent and fair process of

@ returns.

@ 2. Staff receives complete training on the return procedures on the
Q verification of eligibility of returns, manage exceptions, handle exchange
and refunds and address challenging situations.

3. Consistent enforcement of policies safeguards the store against financial
losses and helps maintain customer confidence.
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Well-defined return policies support all the laws related to consumer
protection and reduce the risk of any legal complication.

Operations are efficient when the staff, customers and suppliers are mindful
of return policies which lead to less conflicts and higher customer satisfaction.

PRACTICAL EXERCISES @b’
Activity 1: Role Play é‘(’y

y

Materials required: Pen, Paper, Pads, Scenario cards (prepared by tf\a}her),
Store return policy sheet (for reference), Receipt mock-ups or sainrple bills,
Props (optional: shopping bags, sample products, counter setup)¢,

Roles: ~o
O

e Customer L @

e Sales Associate / Return Counter Staff O&/
S)s

Topic: Handling Customer returns

e Store Manager (optional, for escalated case

N

Procedure: .
2

e Teacher (optional for peer feedback)

1. Divide the class in groups. &
2. Assign roles of Customer S eturn Counter Staff.

3. Prepare 5-6 different cu er return scenarios based on common retail

situations. &’Q/
4. Sample Scenario ds
a) Valid Retu@(Easy Case):

Custw wants to return a shirt bought 3 days ago with receipt;
ite$ unused and tags are intact.

b e Return (Difficult Case):

Customer is returning shoes after 35 days (store policy allows 30

4 days only).
O&’ c) No Receipt:

@ Customer has the defective product but lost the receipt.
Q@ d) Damaged Item (Customer's Fault):

Customer wants to return a broken blender but damage was caused
by misuse.

e) Exchange Request:
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Customer wants to exchange a mobile cover for a different color.
f) Refund to Gift Card:

Customer returns an item but wants a cash refund; policy allows
only store credit.

5. Students perform the scenario, demonstrating:
a) Polite greeting s y
b) Listening to customer concerns @'\"\
c) Explaining store policy O
d) Offering possible solutions Q
e) Handling complaints professionally "<)
6. After each role play, class and teacher provide feedk@.

Activity 2: Class room activity on Supplier Return Pfecess, inspection and
return goods report.

Materials required: Pen, Paper, notes pad,~Sample product item cards
(prepared by teacher), Sample inspection, checklist, Return Goods Report
template, Scenario cards (reasons for ret.u@}'

&
Procedure: ‘
<

1. Prepare 5-6 fictional produc éa'mples with different return issues.
Sample Product Scenari@
a) Damaged during&fﬁnsit
b) Wrong item r%@ed
c) Expired it
d) Defec 'd%product (not working)
e) Québtity shortage
f)@ckaging damaged
ﬁivide the Class into Groups
x . Distribute Product Scenarios.
@ 4. Each group gets a product card and a return reason scenario card.

@ 5. Each group inspects their assigned product scenario using the
Q Inspection Checklist.

Sample Inspection Checklist:
a) Product Name

b) Item Code
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8.

9.

c) Quantity received

d) Quantity inspected

e) Condition of packaging

f) Visible damages b,
g) Functionality check vej
h) Expiry date check D

\/\/

i) Reason for return O

. Based on their inspection, students fill out a Return Goods RQ@?

Sample Return Goods Report Format: <
a) Supplier Name ~<)
b) Product Details X
c) Invoice Number O
d) Reason for Return é
e) Inspection Findings @

f) Quantity Returned '\&

g) Action Requested (replacemeéﬂ credit, etc.)

h) Prepared by: (student naﬁ‘y

i) Date @

Each group will pr%%.nt their inspection findings, completed return
report, Qr

Teacher rev1 report, discusses correct process, and emphasizes

learning p951
D1scus nings in the class.

Activity ’Q. Practice entering a return transaction in a sample
refund /feplacement log or POS system and Return Slip Filling Exercise.

M
0

als Required: Pen, Pad, Sample Refund/Replacement Log or POS Entry
(prepared by teacher), Return Slip Templates, Sample Bills/Receipts,

O’roduct Details Sheets, Scenario Cards (different return situations).

Procedure:

1.

Divide the class in groups

. Distribute scenario cards

2
3.
4

Each group gets one return scenario.

. Process the Return
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5. Students analyse the scenario.

6. Enter the transaction in the Refund/Replacement Log.
7. Fill out the Return Slip completely.
8. Apply store policy (refund eligibility, replacement availability). b,
9. Each group submits their completed log entry and return slip. ,\gy@
10. Teacher reviews and gives feedback. -,\@
Activity 4: Create check list. O

Topic: create a step-by-step checklist for store employees to foll @en a
customer returns an item.

Materials Required: Pen, Paper, Notes Pad, Chart paper§@ A4 sheets,
Markers and pens, Sample return scenarios (optional), Store return policy
handout (provided by teacher). X,

Procedure: O
1. Divided the class in groups s

2. Provide students with a basic store re;{:@olicy as reference, including:

a) Return period (e.g. 30 days) .'\(&’
b) Condition of items @‘
X

c) Required documents (b'lyaseceipt)
d) Refund or replacem ptions

e) Manager approvaﬁéﬁles

3. Each group dis t{;@;:
a) What step§
retur roduct?

b) Whapdetails must be checked?
c@%o needs to approve certain returns?

must an employee follow when a customer comes to

) What documents must be filled?
6. Groups create a step-by-step checklist using chart paper or A4 sheets.
5. Each group presents their checklist to the class.

6. Teacher reviews the checklists, highlights correct steps, and corrects
any mistakes.

Activity 5: Verification drill on return scenario and analysing return trends.

Materials Needed: Pen, Paper, notes pad, Return Transaction Data Sheets
(prepared by teacher)
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Procedure:
1. Divide the class into groups of 3-4 students.
2. Distribute Materials

3. Each group reviews each return transaction and verifies:

a) Is the return eligible according to policy? v
b) Is refund/replacement handled correctly? -,»@
c) Are there any policy violations? '\<)
4. Groups mark each transaction as Approved or RejectedQ'xQ give
reasons.
<
5. Groups analyze: "<)
a) Which product has the highest returns? &O
b) Common reasons for returns? X

c) Are certain dates/seasons seeing more r@rns?
d) Possible improvements to reduce retl@s.

6. Each group presents their findings, o&é&rvations, and possible solutions
to reduce returns. A

7. Discuss common issues leadii%zﬂo returns.

8. Brainstorm ideas for bet Q’nventory, quality control, and customer
communication.
&’Q«

CHECK YOUR P@ﬁRESS
A. Fill in the Blgk
1. éf rs to the goods that a customer has sent back to the seller

afte&ﬁchase.

2. T@document used when sending returned goods to a supplier is called

. To process a return, the staff must first check the proof of purchase and

O&' of the product.

Z
Q@

4. A product returned due to mismatch from description falls under the
end.

5. When returned goods cannot be resold, they are sent for or
returned to the vendor.

B. Multiple Choice Questions
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1. What is the first step in the returned goods process?
a) Inspect the product
b) Process refund
c) Initiate return

d) Record the return b’
2. Which of the following is not a common reason for return at the Z,

customer’s end? . é‘(’y

a) Damaged item A

b) Unwanted gift O

c) Change of mind QO

d) Impulse buying

3. What document is provided to the customer as proof of@gn request?
a) Inventory adjustment form O
b) Supplier return form L @)
c) Credit note X
d) Return receipt/slip O

4. Which return reason is related to the shipping end?
a) Wrong product
b) Impulse buying . &
c) Damaged during transit Y

d) Sizing issue &/@

5. Which form is used to up @'stock levels after a return?
a) Return Receipt
b) Inventory Adjust t Form
c) Supplier Retur rm

d) Refund Al?ﬁzation
C. State Whether the following Statements Are True or False
1. All retur@goods are restocked and sold again.

2. Po iogozwareness helps in reducing misunderstandings and legal
C lications.

ﬁraud prevention is not a reason to record return details.
0 . Credit notes are used when a direct refund is not issued.
5. Size mismatch is a common reason for return at the supplier’s end.

@ D. Match the Columns

<
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o

<

S. Column A S. Column B
No. No.
1 | Inventory Adjustment form A | Product related
2 | Credit note B | Financial Value
3 | Damaged during shipping C | Customer related
4 | Change of mind D | Returned item details
S5 | Expired product E | Shipping related v
E. Short Answer Questions .'»@
1. What are returned goods in a retail business? «<')\'
2. Mention two common reasons why a customer might return uct.
3. Why is it important to verify the quantity of returned good%
4. What is a credit note and when is it used? '\<)

5. State one benefit of having a clearly defined return pquy for customers.
F. Long Answer Questions O&/

1. Explain the importance of recording returns%retail operations. List at
least four reasons. @

2. Describe the step-by-step process iri\glved in recording the return of
goods in a retail store.

3. What are the responsibilities o @'ﬁetall store when communicating with
a supplier during a return ess?

G. Check Your Performance

1. Prepare a chart on fé/documents involved in the return process and
discuss in the cl

2. Check with i@e class awareness of policy.

53
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MODULE 5: HELP IN CUSTOMER CHOOSE THE RIGHT

PRODUCTS
In today’s competitive retail environment, helping customers choose the right
products is not just about making a sale which is about building trust, b,

creating value, and ensuring customer satisfaction. Retail sales personnel play <
a crucial role in guiding customers by understanding their needs, preferences, "Q’
and budgets, and suggesting products that best meet those requirements&ﬁ,6
well-informed customer is more likely to make confident purchase dec@ s

and become a loyal patron of the store. O

Product selection assistance begins with effective communicatiotr. Active
listening, asking the right questions, and observing customer Baviour help
in identifying what the customer truly wants. This could intlude product
features, pricing, durability, brand preference, or inte @ use. Once the
salesperson understands these factors, they can highﬂ{ght key features and
benefits of suitable products, provide comparisons,(3And explain how each
product meets the customer’s specific needs. é

Moreover, retail staff must stay updated on@e latest product knowledge,
trends, and offers. This allows them to giv churate information and resolve
any doubts the customer may have.'&lest and helpful advice builds
customer trust, and even if a purch%'egis not made immediately, a positive
interaction increases the likelihood 8¢ future business.

Using technology and tools likﬁgital catalogues, product demos, or customer
feedback systems can further support the recommendation process. Ethical
practices such as not o elling or pushing unsuitable items are equally
important in maintainidg-credibility.

Ultimately, helpin Qtomers choose the right products enhances the overall
shopping experierce, increases sales, reduces returns or dissatisfaction, and
strengthens rand’s reputation. It turns a routine shopping transaction
into a meagi} ful service interaction, where the customer feels valued and well
cared fér7)This customer-first approach is a hallmark of successful retail
pro ionals and a key component of excellence in service delivery.

module is divided in to four sessions: the first session Consumer
haviour, Product Features and Consumer Rights discuss about the
consumer buying behaviour, the second session elaborates the Product
features and the characteristics or attributes of a product, the third session
consists Product Demonstration and Store Safety Store security and potential
sales whilst helping customer and the last session, personalized customer
service demonstrates a product or service.
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SESSION 1: CONSUMER BEHAVIOUR, PRODUCT FEATURES
AND CONSUMER RIGHTS

1. Complex Buying Behaviour: Customers research a lot and take time
deciding usually when buying expensive or important things (like
laptops or bikes). It’s a big investment, so they don’t want to risk making
the wrong choice. Provide detailed information, comparisons, and let
them take their time. Build trust by being patient and knowledgeabl&'»@

2. Dissonance-Reducing Buying Behaviour: After buying some@ g
expensive, customers may feel unsure - “Did I make the right (;@'ice?”
this type of consumers worry about buyer’s remorse. ReasS¢re them
after the purchase. Send a thank-you message, ask if they n€ed support,
and highlight the benefits of what they bought.

3. Habitual Buying Behaviour: Customers buy the %IQ products again
and again—Ilike their favorite snack or shampoo. @ey trust the product
and don’t feel the need to explore alternativ (Offer loyalty programs,
small gifts, or give them a heads-up about‘similar new products they
might like.

4. Variety-Seeking Buying Behaviour‘bustomers switch brands just for
a change— “I want to try someti«g@ﬁew! “They enjoy novelty, even if
they don’t dislike their usuaw oice. Suggest new products, offer
samples, or highlight limite fiene offers to spark curiosity (Fig. 5.1).

«

High Involvement Low Involvement

Variety
seeking

buying
behavior

Significant Complex
Differences Buy|ng
Behavior

between Brands

-~

4@ Dissonance

Few Differences Reducing

O& between Brands buyin g
@ behavior

Habitual
Buying
behavior

Fig. 5.1: Consumer Behaviour, Product Features and Consumer Rights
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Consumer Example Scenario What can sales executive do
Behaviour
Type
Complex A mom comparing | Offer detailed comparison
smartphones for her |charts, answer questions b,
child clearly <
Dissonance- A customer unsure after | Follow up with reassurance, f{)’
Reducing buying an expensive | highlight benefits again 's‘a
jacket »()‘\
Habitual Someone always buys | Provide coupons, @élty
the same coffee brand points, or early acces¥, to new
flavours &
Variety- Friend tries new snack | Give out frée/ samples,
Seeking brands each month highlight %@ or limited
editions
X

TYPES OF PRODUCT INFORMATION

Product information is all the details about SO@thing you might buy, so you

can decide if it’s right for you. It covers simple\facts like cost and ingredients,

plus more important points like who mai?', when it expires, and whether it
]

follows safety rules. Sharing clear and oifest information helps people trust

the product and feel sure about the{/ ¢hoice (Fig. 5.2).

@uct Information

©)

Safety
Compliance
Verify adherence to
safety standards.

Ingredients
Check for allergens Expiration Date
or dietary

preferences. Ensure freshness

' Manufacturer ility.
Consider the price to and usability.
R, Evaluate brand

reputation and

Fig. 5.2: Product Information
Types of product information that can be stored include:

Product details/ Product Features: Helps customers compare different
products this includes Product number, name, and other description such as
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Product variations in terms of size, color, materials, technology used, special
parts.

Product Benefits: Shows how the product solves a need or helps your life that
is what those features do for you. It includes comfort, ease, savings, or
enjoyment.

Price Information: Helps customers budget and decide if it’s worth it.

Includes base price, discounts, taxes, and any hidden costs (like delivery). .'\’@

Usage Instructions: Tells how to use the product correctly and safely@ t
makes customers feel confident and satisfied with their purchase. Thigs fover
setup guides, care tips, things to avoid.

Technical Specifications: Important for those making carefle?gfnparisons,
especially with technical items. This includes detailed numbers and
measurements like battery life, engine power, storage sizex )

Warranty and Guarantee: adds safety and trust by r ing fear of making a
bad purchase. This explains what is covered if so ing goes wrong, repair
terms, money-back promise, duration.

@under.

Categories: Broad groupings that products{i

Labels: Informative tags highlighting spe&@f attributes or features.
Media assets: Images, videos, or oth edia related to the product.
Languages: Information availab, @’different languages.

Marketing messaging: Descripiions for promotional purposes.

Example: how retail (ségs executive uses product information while
interacting with Custorl;@ during their purchase of smart phone

e Feature an nefit: “This phone has a 48 MP camera—that means
you get ré’ clear photos for your school project.”

. Prices : “It costs 212,000 but comes with a 10% student discount
tod

e Usage Tips: “To keep it clean, use a soft cloth—don’t spray cleaner

Tech Specs: “Battery lasts up to 10 hours—great for long study

4Q}irectly.”
N

O sessions.”
e Warranty: “You get a 1-year warranty, and we can help with any repairs

D

here.”
Dialogues between Customer and Sales Executive
Customer: I'm looking for a phone for online classes and photos.

Sales Executive: Sure! This model has a 48 MP camera (feature), which means
you'll get clear, sharp photos and video for your projects (benefit).
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It also has a 6 GB RAM and 128 GB storage—enough space for apps and
recordings (technical specs).

Customer: That sounds good. What about battery life?

Sales Executive: The battery lasts up to 10 hours on video calls (tech spec b’
again), so it can go all day without charging. &

A

Dealing with customer interested in buying skin cream and is of reducing

behavior &\,
Customer: I'm trying a new night cream but worried it might cause breakouts.
Sales Executive: It includes a 30-day money-back antee

(warranty/guarantee).
So if it doesn't suit your skin, you can get a full refund—no %@ons asked
(benefit of guarantee). O

Customer: That’s reassuring. X

Sales Executive: Feel free to call us anytime. We'r, @3Krje to help if you have
any concerns (reducing potential regret).

Benefits of Product Information @

e Build customer trust by showing yo& professional

e Improve sales success by giving t 'éyrlght info at the right time
e Reduce post-purchase issues (like returns or complaints)

e Make customers feel care ﬁ(y«and likely to come back

Needs for Product Informati

1. Helps Customers Dgétﬂe: Before buying, customers want to know if the
product fits their é@ds. Clear information (like what it does, how to use
it, and cost) 1 em choose confidently.

Example: someone wants a school backpack, they check size,
material partments, price, and brand reputation.

2. B 'I&rust and Credibility: Honest, complete details show that the
] is reliable. If customers see that you share all facts even downsides

4Q}hey trust you more.

,\’ Example: A salesperson explains both pros and cons of a gadget, so the
O buyer feels you’re not hiding anything.

3. Reduces Complaints and Returns: When customers know exactly
what to expect (e.g., durability, usage care), they are less likely to be
disappointed later. That means fewer returns and unhappy reviews.
Example: Telling someone that a T-shirt may shrink slightly if washed
in hot water helps them care for it properly and avoid surprises.
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4. Supports Comparison and Competition: Customers often compare

similar products. Detailed info (features, benefits, warranty) helps them
see differences and decide to choose your product.

Example: Showing that one phone has longer battery life or extra
storage can tip the choice in your favor.

. Meets Legal and Safety Requirements: Some products must 1nclude
regulatory details like ingredients for food, safety warnings ﬁe

electronics, or expiry dates for medicines. This protects customer
follows the law. O

Example: A skincare cream label must list all ingredients argcaution
if it may cause irritation, so buyers use it safely. <

. Enables Better After-Sales Support: When buyers unngtand how to

use and maintain a product, they need less help latér. If they do need
support, clear instructions and specs guide trouh(t;shootlng

Example: A printer guide with steps for ? acing ink means the
customer can handle it themselves or ex he problem clearly when

calling support.

. Drives Sales and Loyalty: Well-infotwmed customers feel satisfied and

are more likely to return or recon{&'end the product. Good information
can also highlight add-ons or,eggrades.

Example: After explainin ptop’s features, a salesperson suggests a
protective case or extra\Wwarranty in a helpful way, improving overall

value (Fig. 5.3). g’&
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Needs for Product Information

Drives Sales and
Loyalty

Boosts revenue and
customer retention

Enables Better
After-Sales Support

Helps Customers
Decide

Enhances customer
service post-purchase

Helps customers make
informed choices

Builds Trust and
Credibility

Builds confidence in
the brand

Meets Legal and
Safety Requirements

Ensures adherence to
regulations

Reduces Complaints
and Returns

Minimizes issues and
returns

N\
Fig. 5.3: Needs for PrO@uct Information

HELPING THE CUSTOMER DECIDE Wi TO BUY

Facilitates evaluation
against rivals

To help the customer in deciding)&{at to buy a sales executive need to
understand customer needs, theinpudget and provide tailored options. Below

are the details of these steps &
1. Understand the Cu%&mer’s Needs

e Ask friendl G@éstions: “What will you use this for?” or “What
matters to you?” Example: For a backpack: “Do you carry many

books or{a laptop? Do you travel a lot with it?”

J Li;&bﬁarefully: Pay attention to their answers and note key points
(%

/ style, budget, special features).

e Show Empathy: If they say, “I'm worried it might be too heavy,”

4@ respond: “I understand—carrying comfort is important.”
o Qualify Their Preferences and Budget

Q@

afford without awkward surprises.

@O e Budget Check: Gently ask about price range: “Do you have a
spending limit in mind?” This helps you suggest options they can

e Style and Brand: If they care about look or a known brand, note

that: “You like bright colors or a simple design?”
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e Usage Frequency: “Will you use this daily or just sometimes?” Helps
decide durability or premium vs. basic model.

o Present Tailored Options

e Show 2-3 Choices: Give a small set of products that match their b’
needs rather than overwhelming them. )

e Example: “Here are two backpacks: one is lighter but fewer pocketséso'
the other has more compartments but is slightly heavier.” &\'

e Explain features with benefits: Link each feature to @ ife

benefits. Q

e “This lighter bag means less strain on your shoulders (h€nefit).”

e Use comparisons: A simple side-by-side talk: “This Sas waterproof
fabric; that one is water-resistant but lighter.” x}

e The further process from demonstration tjll“¢losing sales will be
discussed later in the sessions. é

CUSTOMER RIGHTS @

1. Right to Safety: Customers should ﬁg,t be harmed by the products or
services they buy. Products must bg afe when used as intended. Retail
sales executive should always ck and mention safety features or
warnings (e.g., “Use this gad(%,&/away from water,” or “Keep out of reach
of young children”).

Example: If someone 1§sa hairdryer, it should not overheat or cause

an electric shock w used normally.
2. Right to Be med: Customers deserve clear, honest information
about the p ct its features, price, ingredients/materials, usage

instructi expiry dates, and any risks. Retail sales executive should
share Lé’ etails (even drawbacks) so buyers can decide without
surg(és

E. ple: A buyer of a skincare cream should see ingredients listed and
now possible side effects.

6. Right to Choose: Customers should have options and not be forced into
buying one specific product. Fair competition allows them to compare

@ and pick what suits them best. Retail sales executive should present a
@ few suitable alternatives, explain differences, and let the customer pick
Q freely without undue pressure.

Example: In a store with multiple pen brands, the customer can choose
the pen that fits their writing style and budget.
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4. Right to Be Heard: Customers’ views, complaints, or suggestions
should be listened to by sellers or producers. They can voice concerns
or feedback. Retail sales executive should encourage feedback (“Tell me
if anything feels off”), listen actively, note concerns, and forward them
for resolution.

Example: If a laptop buyer finds a defect, they can report it and expect
someone to listen and respond. . é\g»

5. Right to Seek Redressal: If a product is defective or a s
unsatisfactory, customers can ask for repair, replacement, ref , or
compensation. Retail sales executive should explain the wertranty or
return policy clearly. Guide the customer on how to Clai@ repairs or
refunds if needed. «<)

Example: A person buys a blender that stops W)&@l’lg in warranty
period they can request repair or replacement. X,

6. Right to Consumer Education: Customer(%@:ld learn how to make
better choices, understand basic rights, and“\know how to use products
safely. Retail sales executive should of@simple tips or short demos
(e.g., “Here’s how to read the label” 0%“T ry this quick checklist before

buying electronics”). '\0

Example: Workshops or leaﬂe@ on reading nutrition labels on food
packages help people Choos?ﬁe’althier options.

7. Right to Privacy: Persﬁ! data shared during purchase (like contact
details) should be kept confidential and used only for agreed purposes.
Retail sales execu '%ghould assure customers that their details are
safe, explain hov&; use their data (e.g., for billing, warranty) and ask
before shari omotions.

Example; %customer’s phone number for delivery should not be shared
with o marketers without permission (Fig. 5.4).

6&«
KA 4
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Right to Privacy

& | ®
Right to Right to Be 6
C
rane (B2 R o
\/\/
. N

Right to Choose Q

Right to Safety

Right to Seek
Redressal

Right to Be Heard

X~
Fig. 5.4: Customer Rights

X
Benefits of Customer Rights for a Retail Sales Q:ltive

¢ Builds Trust: When customers see th@hey are respected for their
rights, they feel safe and valued. ;\

e Enhances Reputation: A busin @'known for fair treatment gains
positive word-of-mouth. Ve

e Reduces Conflicts: Cle r@xplanation of policies and listening to
feedback prevents mis standings and fights.

e Encourages Repeat’Business: Satisfied customers who feel respected
are more likely to rn and recommend others.

PRACTICAL EX SES

Activity 1: Ide u.%r the buying behaviour to understand the types of consumer
buying behav'éf

Materia(l.?R’equired: Pen, Notebook, Required Props.

Procedure:

4. The teacher will provide four customer situations (e.g., buying a laptop,

O buying a soap, trying a new snacks flavor, choosing a mattress).

Z,
Q@

2. Students will read each situation carefully and identify the type of
buying behaviour:

a) Complex Buying Behaviour (high involvement, major differences
between brands)

b) Dissonance-Reducing (high involvement, few differences)
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c) Habitual Buying Behaviour (low involvement, few differences)
d) Variety-Seeking Behaviour (low involvement, many differences)

3. In pairs, students discuss the situation and decide the correct

behaviour. b’
4. Each pair writes in their notebook: <
a) The type of buying behaviour 3 y
b) One action a sales executive should take, e.g., @'\'S
e For complex: provide detailed comparison QO

e For habitual: focus on brand recall
e For dissonance-reducing: reassure the buyer '\<)
o For variety-seeking: offer small trial packs &O
5. Each pair shares their answers with the class. Téacher gives feedback.

Activity 2: Match Product Features to Benefits foénderstand how product
features connect to customer needs.

Material Required: Pen, Notebook, Require%@
brochure (optional). @,

ps, Sample smartphone

&KJ
Procedure: @,

1. Introductio ‘I‘eacher

The teachg‘%begins by introducing five key smartphone features, such
as:

o é@; battery life
o igh RAM

4 50 Large storage
O\' o High megapixel camera
@ o Fingerprint or face lock

Q@ The teacher briefly explains what each feature means in simple
language to ensure all students understand the technical terms.

2. Observation and Understanding
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Students look at each feature displayed. The teacher may show pictures,
a real smartphone, or a printed spec sheet.

Students think about:
o How does this feature help the user? b’
o Why would a customer care about it? <

o Who benefits the most from it? (students, travellers, parents, gamel;sé\gy

etcC. S’
tc.) @\,

3. Feature-to-Benefit Mapping O

Students write one clear and simple sentence explaining theSpractical
benefit of each feature. <

O
@)

o Long battery life — The phone can last all daMithout charging,
useful for travelling or long school hours. 'e)

Examples:

o 6 GB RAM — The phone works smoothl d can run more apps at
the same time without hanging. @

o High-resolution camera — You caﬁ\gake clear and sharp photos even

in low light. A

o Fingerprint lock — Keep){/ﬁ,he phone secure and allows quick
unlocking. Qr

4. Connecting Features tt&stomer Types

Students think abmﬂi&dhich type of customer would value each feature
the most.

o Gamers @ed good RAM and storage
o Stud %%—» Need long battery life and good camera
o Pa@"@—» Need simple security features
@)&éy write this in their notebook.
S@electing Best Examples

,\' Students choose 1-2 of their strongest feature-benefit statements and
O prepare to share them.

They practice reading clearly, confidently, and in simple language that
a real customer would understand.

6. Presentation
Students present their examples to the class.

The teacher may ask follow-up questions like:
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o Why did you choose this feature?
o How does this benefit help in everyday life?
o Would all customers value this equally? Why or why not?

7. Class Discussion

As a group, the class discusses: v
o Why benefits matter more than technical features -,»@
o How customers make decisions based on benefits (con@rt
convenience, speed, safety, savings)
o How good sales executives explain benefits in simp gelatable
language ,\<)
8. Reflection Activity K/O

Students write a short paragraph on:

“Why customers are more interested i%gefits than technical
features.”

9. Extension Task (Optional) @

Students choose one additional ell;}c@bmc item (e.g., TV, laptop, smart
watch) and repeat the feature-b

t exercise at home.
Activity 3: Role Play — Know the C&tomer Rights
Material Required: Pen, Note@z, Required Props
Procedure: &’Q/
1. Students pair up‘
o One stud ct as the customer

o Theo acts as the sales executive

2. Each ,@fir selects a product (mixer grinder, cream, backpack, shoes,
h ones).

3/, The customer asks questions such as:
4 o “Is this safe?”
O‘\’ o “Do I have a guarantee?”
@6 o “What if it doesn’t work?”
‘Q 4. The sales executive must explain any two customer rights, e.g.:
o Right to Safety — assuring safe product use
o Right to Be Informed - giving correct product details

o Right to Choose — providing variety
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o Right to Seek Redressal — explaining return/exchange policy
o Right to Consumer Education — giving usage instructions
o Right to Privacy — assuring data protection
5. After 5 minutes, they switch roles and choose a different product.
6. Volunteers perform the role play for the class. v
Activity 4: Role Play — Understanding Customer Behaviour D
Material Required: Pen, Notebook, Required Props
Procedure:

1. Students pair up; one becomes the customer, the other th@ales
executive. "C)

2. Teacher assigns three scenarios: K/O
a) Complex Purchase — e.g., purchasing a smartpbone or laptop
* Customer asks many technical quest@
= Executive must give comparisons @i build confidence
b) Habitual Purchase —e.g., toothloa{}, or soap
= Customer wants a quick p%'bhase
= Executive focuses on a\&]?abﬂity and brand familiarity
c) Variety-Seeking — e. ored drinks or chips
* Customer wants to try something new
= Executive '@’hghts new flavours and offers
3. Each pair pes all three scenarios, switching roles each time.
4. After the ivity, as a class:
a) Di@’ what strategies worked well
b tify ways the sales executive adapted to behaviour
Share challenges faced during the role play
ivity 5: Demonstrate Product Information

CMaterial Required: Pen, Notebook, 5 Product Boxes (brought from home),
@ Required Props.

<

Procedure:

1. Students bring five different product boxes such as cereal, soap,
toothpaste, tea, medicine, chocolates, or shampoo.

2. Teacher explains the types of product information, such as:
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a) Product name

b) Price

c¢) Manufacturing and expiry dates

d) Ingredients b,
e) Safety instructions “{y@
f) Usage instructions D

\/\/

g) Quantity/weight O
h) Warranty (if applicable) O
3. Students examine each box and write the information in a @316 format.

4. Each student selects one product and presents its 1nf~§r21at10n to the
class, explaining: &O

a) Why the information is important ’Q/

b) Which customer rights it protects (e.g., A@ht to Safety, Right to Be
Informed)

5. Teacher provides feedback on clarity agd accuracy.

CHECK YOUR PROGRESS "\@'
A. Fill in the Blanks

1. Customers with &@ymg behaviour like to try new brands for

variety.

2 helps c mers feel safe by promising repair or refund.

3. The ?@G safety protects customers from dangerous products.
4. Clear and h t product information builds with customers.
5. Sales ex éves should explain product as well as features.

B. Multizlg%oice Questions

1. ch type of buying behaviour involves deep thinking before
urchasing?
,\4 a) Habitual
O b) Variety-Seeking
@ c) Complex

@ d) Impulsive
Q 2. What helps customers understand how to use a product safely?
a) Price tags
b) Usage Instructions
c) Labels
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d) Brand name

3. The right to be heard means:
a) A customer can complain and expect a response
b) The product must be loud
c) Seller must shout offers b'
d) All prices must be told Z,
4. What should a sales executive do for a customer with buyer's remorse?>

\/\/

a) Ignore them ~<)
b) Offer more expensive products O
c) Reassure and remind them of benefits Q
d) Argue with the customer Ve

5. Why is the right to privacy important? "<)

a) So, the customer can shop alone
b) To protect personal data

¢) To hide product prices O
d) To avoid talking to salespeople é

C. State Whether the following Statements@ True or False

1. Complex buying behaviour is seen WM customers purchase daily-use

items. N
Product benefits show how a f&/@hre helps in real life.
Customers don’t need p%@f details if they trust the brand.

The right to redressal@l s customers to return faulty items.

a & LN

Sales executives s d share product information only if asked.

<

D. Match the Columns

S. b’dolumn A S. Column B
No. 'I\} No.
1 y(;mplex A | Suggest new or limited-edition
) snacks
4‘ % | Dissonance-Reducing B | Offer detailed product
O’\, comparisons
3 | Habitual C | Provide loyalty points or small
gifts
4 | Variety-Seeking D | Reassure and highlight
benefits after the purchase

E. Short Answer Questions

1. What is dissonance-reducing buying behavior?
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2. Name any three types of product information.

3. Why is it important to explain warranty and guarantee to customers?

4. What does the right to be informed mean for a customer?

5. How can product information reduce returns or complaints? b,

F. Long Answer Questions ,\4\,@

1. Explain the different types of consumer buying behaviours Wif@
examples. How should a sales executive respond to each? ,\<)

2. What are the benefits of sharing detailed product inform@?&with
customers? Give examples from a sales executive's point of view.

3. Discuss any five consumer rights and explain how\@z{etaﬂ sales
executive should respect each one during a sale.

4. How can a sales executive help a customer decide whtat to buy? Describe
the steps involved. '®)

5. Why is product information important for @iing customer trust and
improving sales? Explain with examples@

G. Check your Performance N

1. How can a sales executive build 1;@ using product information?

2. Why is the Right to Privacy i tant for customers?

3. Give an example of how would explain a product benefit during a
sale.

@%’Q«

267



Retail Sales Executive Grade 11

SESSION 2: PRODUCT FEATURES

Product features are the characteristics or attributes that describe what a
product is or what it has. They are the “facts” about a product that you can
point to or observe. Knowing product features helps both the salesperson and

the customer understand exactly what the product offers. In a simple word’s b’
product features are specific quality, part, or function of a product. It tells the ,\0,6

customer what the product includes or can do. _'\'@
Example: For a water bottle, features might be: ,\<)

e Material (e.g., stainless steel) \}'

e Capacity (e.g., 750 ml) @Q

o Lid type (e.g., screw-top or flip-top) "C)

e Insulation (e.g., double-wall to keep drinks cold) &O
TYPES OF FEATURES X

1. Physical Features: Visible or touchable part?ize, shape, color, weight,
material e.g., a backpack’s feature: “has@d ed straps.”

2. Functional Features: What the mduct does or how it works:
functions, performance measuresx@g., a phone’s feature: “has fast
charging” or “connects to Wi-Fi.”

3. Technical Features: Detail pecifications or technical data: battery
life in hours, processor s , storage capacity e.g., a laptop’s feature:
“8 GB RAM, 256 GB SS

Xy
4. Aesthetic Featur?é:%Design aspects or style: color options, patterns,
finish e.g., a notﬂ) ok’s feature: “cover with water-resistant finish” or
“comes in bri colors.”

5. Safety o R%gulatory Features: Built-in safety elements or compliance
details:child-lock, safety certification, food-grade materials e.g., a toy’s
fe% 7 “made from non-toxic plastic” or “CPSC-approved.”

6. Additional or Accessory Features: Extra items included: charger, case,
ser manual, free sample e.g., a headset’s feature: “includes detachable
,\' cable and carrying pouch” (Fig. 5.5).
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Additional or

Accessory Features Physical Features

Extra functionalities and
accessories

Tangible attributes of a
product

Functional y
Features ;
How a product performs
its intended tasks
Technical
Features

Visual appeal and Underlying technology
design elements and engineering

Safety or Regulatory
Features

Measures to protect
users

Yy
Fig. 5.5: Types of Fe@es
Use of feature knowledge by Retail Salesﬁ;ecutive (Fig. 5.6)

1. Ask questions to identify relev 1 (Q;atures
Example “Do you need a bag@th a laptop compartment?” and/or “Is
having a long battery life i tant for you?”

2. Present key features clearly
Use simple languag{)%f example “This phone has a strong battery that
lasts all day.” Av% jargon unless you explain it.

3. Demonstrate show the feature

Let the c mer feel the padded strap or see the laptop fit in the sleeve.
Show noise-cancelling works by playing audio with and without it.

4. C@ﬁfare features among options

“This model has 10-hour battery life; that one lasts 6 hours.” Highlight
4 why one feature may suit the customer better based on their needs.

oV
@@O
Q
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Use of feature knowledge by
Retail Sales Executive

Present key
features clearly

Ask questions to
identify relevant
features

Compare
features among
options

Demonstrate
or show the
feature

SO
Fig. 5.6: Use of Feature Knowle;{be by Retail Sales Executive

Benefits of Product Features )@6

The advantage or value a cus’@?gets from a feature. Customers care more
about “How does this help m than just “What does it have?” Explaining
benefits shows real value. @.5.7).

Types of Benefits ‘0

Functional Bemefit: Practical help or performance.

Exampl ature: “Fast-charging phone battery” — Benefit: “You can
char 30 minutes and use it all day, even if you forget to plug in
overnight.”

motional Benefit: How it makes the customer feel.

4 Example: Feature: “Ergonomic chair with lumbar support” — Benefit:

N
&
Q

“You'll feel comfortable and less tired during long study sessions.”

Financial Benefit: Money saved or value gained.

Example: Feature: “Energy-efficient LED bulb” — Benefit: “Reduces
electricity bills over time.”

Social Benefit: Improves status or social experience.

270



Retail Sales Executive Grade 11

Example: Feature: “Stylish backpack design” — Benefit: “You look
modern and confident at school or outings.”

Functional Emotional Financial
Benefit Benefit Benefit

Fig. 5.7: Benefits of Product Features ]
Connecting Features to Benefits ~<)

Retail sales executive can connect product features to bel(gts for converting
prospective customers to actual customer (Fig. 5.8). X

1. Identify the Feature: Start with a clear facfég., “This water bottle has
double-wall insulation.”

2. Translate into Benefit: Explain why #{ matters, “That means your drink
stays cold for up to 12 hours, so o& ot day you can enjoy refreshing

water all afternoon.” '{,
3. Use Everyday Language: 1d jargon. Instead of “vacuum-sealed
insulation,” say “keeps dr cold longer.”

4. Link to Customer d Ask, “Do you often feel your drink warms up
before you finish?” n show how the feature solves that.

Identify the
Feature

Link to
Customer Need

Translate into
Benefit

Use Everyday
Language

Fig. 5.8: Connecting Features to Benefits
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Using Benefits for sales by Retail Sales Executive (Fig. 5.9)

1. Ask About Customer’s Situation: “Do you often work long hours at
home? A comfortable lamp might help.”

2. Present Features with Benefits: “This lamp has adjustable brightness b’
(feature), so you won’t strain your eyes during late-night study (benefit).” &

3. Tell a Short Story or Example: “A friend used this lamp and found "{)
they could read longer without headaches.” ,&\,@

won’t wait; Option B takes 2 hours, so if youre often in a h A fits

4. Compare Options by Benefits: “Option A charges in 30 minutes f ou
better.”

<
5. Handle Objections by Focusing on Benefits: If pri@seems high,
stress long-term savings or comfort: “Though it COSBa bit more, the
durable material means you won’t need a replacem&at soon.”

X .
y| h 4 A
Ask About Present Tell a Short Compare Handle
Customer’s Features with Story or Options by Objections by
Situation Benefits Example Benefits Focusing on

Benefits

Fig. 5.9: Usj«bg%}enefits for sales by Retail Sales Executive
Difference Betwee ture and Benefit
e Feature = What it is or what it has.
e Benefi ﬁ

J Egmple: Feature: “Insulated mug keeps drinks hot for 6 hours.”
Berefit: “You can enjoy hot tea during a long study session without

4@eheating. 7
O‘\, e Examples

@ e Customer wanted to buy School Backpack

y that feature matters to the customer (how it helps).

Q@ e Feature: “Has a laptop sleeve that fits up to a 15-inch laptop.”

e Benefit: “You can safely carry your laptop to college without worrying it
will get scratched.”

e Customer wanted to buy Earphones
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o Feature: “Noise-cancelling function.”

e Benefit: “You can focus on online classes or music without outside
noise distracting you.”

e Customer wanted to buy Water Bottle b’
e Feature: “Made of stainless steel, leak-proof lid.” "{)’6
e Benefit: “Keeps drinks fresh and prevents spills in your bag.” Nz,

Y
Compare and Contrast Products
This help customers see differences and pick what matches their dgl best.
Further prevents confusion when many similar options ex1s builds
confidence in the purchase. Following are the steps to comp% d contrast
the product.

O

1. Identify Customer Needs and Priorities X
Ask questions: “What is most important: r@& durability, style, or
special features?” and/or “How often wi ou use this? In what
situations?” Then listen to customer to key points (e.g., needs light
weight more than extra pockets), ra 1—@orities because some needs
matter more than others (e.g., bu,d > brand name, or battery life >
camera quality). ‘

<

2. Gather Product Informationx
e For each candidate p ct, collect:
e Features (size, erial, battery life, capacity, etc.)
e Benefits (wh@h feature helps)
e Price det@ (base price, discounts, extra costs)
e Warr /Guarantee and after-sales support
o Usgge instructions or limitations (e.g., weight limit, care)
@afety/ regulatory notes if relevant
Use simple language: avoid jargon unless you explain it.
% Create a Comparison Table (Decision Matrix)

@ e Example table:

Q@
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Criteria Backpack A Backpack B
Price %1,200 %1,500
Weight (empty) 500 g 700 g
Laptop Fits up to 14" | Fits up to 15" laptop
compartment laptop o ¢
NS
Material (water- | No Yes f
proof) Q
Comfort (strap | Medium High <
padding) ~<)
o
K/V
Warranty 6 months 1 year X
Benefit notes Lighter but less Slight!?gvier but safer in rain;
space lasts loriger
@
Customer priority fit | Good for light daily &tter if carrying laptop in rainy
use y ‘%eather
i

Yy
4. Discuss Pros and Cons Alouk/@

protects your laptop 1

Speak clearly: “Bacl%&A is lighter and cheaper, but Backpack B
rain and has longer warranty.”

waterproof fea@ e in B matters more.”

X
Link to custo‘étr’s life: “Since you walk in rain often, the

&

O’\,

e trade-offs: “B costs 3300 more and is a bit heavier; is
if it keeps your laptop safe?”

Acknowle
that

Use Visual or Physical Aids

@mw real items: Let customer handle each product to feel weight,

see compartments.

Simple sketches or photos: Draw or display side-by-side images of
key parts (e.g., pocket layout).

Flowchart or checklist: A checklist the customer ticks: “Must-have:

Z
Q@

laptop sleeve? Yes. Waterproof? Yes.” This narrows choices.

5. Handle Customer Questions

Encourage questions: “Do you wonder how it behaves when fully
loaded?”
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R

N
&
Q

Answer honestly: If a product lacks something important, mention
it and offer the alternative.

Offer a trial if possible: “You can try carrying some books in each
to feel the comfort.”

O

Recommend the Best Fit 6

Summarize findings: “Given your need for rain protection an “O
laptop use, Backpack B seems best despite being slightly heavier &@
costlier.”

Check agreement: “How do you feel about paying 1, 50?0 these
benefits?” If budget is tight, discuss payment optlon look at
another model.

Give time if needed: “Take this comparison she@mth you; let me
know if you have more questions later.” &/

After-Decision Support 3 (@)

Reassure: “If you find any issue, I@’S how warranty or return
works.”

Follow up: A short message .a@r a few days: “Is the backpack
working well in your daily rou&'pe?”

Offer extras: Suggest u add ons only if they truly help (e.g., a
rain cover or moisture gg ing bag organizer).
Understanding tomer Responses

When you tal @fa customer, their words and behavior give clues
about how i ested they are. Recognizing these signals helps retail

sales executive know when to give more information, address doubts,

or m ward closing the sale.

. ,@sitive Responses

X
@xamples of what they say:

“That sounds good.”

> “Can you tell me more about this feature?”
> “How much does it cost?”
> “Do you have it in another color/size/model?”

What it means: Customer are curious and leaning toward buying.
They need details to decide.

How to confirm and proceed:

> Acknowledge: “I'm glad you like this—here are more details...”
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> Probe: “Which aspect matters most to you?”
> Offer trial or demo: “Would you like to try it now?”

> Summarize next steps: “If you decide today, we can arrange
delivery by tomorrow.”

6. Neutral or Tentative Responses

Examples of what customer say:

o “I’m not sure.” ,\<')\"\'

o “I need to think about it.” QO
o “Maybe later.”

<
o “It’s interesting, but I'll check other options.” "C)

What it means: They are undecided. They max@e some features
but have concerns (price, need, timing). X,

How to confirm and proceed:

» Find concerns: “I understand. Wh@worries you most about this
option?” ,\
> Offer comparisons: “Would Q"help to compare with another

model?” <
> Provide reassurance: ‘i you need time, here’s a summary sheet; I
can follow up in t ays.”

> Check urgeanCIs there a deadline for your decision, like a trip
or event?” @,

> Stay fri@io and patient: avoid pressure; show you respect their
pace.

7. Negatlv@; Hesitant Responses

4@

N
&
& -

E,@ples of what they say:

“l don’t think this fits my budget.”
“l don’t need that feature.”

> “I had a bad experience before.”

> Silence or distracted behavior.

What it means: They have objections or low interest. Could be price
concerns, mismatch with needs, past issues, or simply not the right
time.

How to confirm and proceed:

> Acknowledge respectfully: “I understand budget is important.”
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> Ask for specifics: “Which part doesn’t suit you?”

> Offer alternatives: “We have a simpler version at a lower price” or
“Another model with fewer features might match your need.”

> Address past issues: “I'm sorry about your earlier experience. b’
Here’s how this product/service differs or how our support &

works.” «{}v

> If truly uninterested: “No problem. Let me know if I can help vg{z\’k},@
something else.” Keep door open for future.

8. Non-Verbal and Behavioral Cues O

e Positive cues: Nodding, leaning in, handling or testing@e product,
smiling, taking notes or photos. O

e Neutral cues: Quiet listening without much e@ssmn glancing
around, checking phone occasionally.

e Negative cues: Crossing arms, frowm%govmg away, checking
watch or phone frequently, appearlngcé cted

e Interpret and act:

> If positive: continue with - e details or close: “You seem
interested in this feature—@aall we finalize?”

<

> Ifneutral: gently enga@’;@Do you want to see it in action?” or “Can
I clarify anything?”

> If negative: p use and ask: “Is there something you’d like to
change?” or ;§ﬁybe this isn’t ideal—what would you prefer?”

> Always @%polite and observant; match your tone to their level of
interest.

Confirming G ne Interest
After notic@ositive signals, confirm interest before moving ahead:
1. A@a Direct but Friendly Question
“Does this fit what you need?”
’\, > “Would you like to go ahead with this choice?”
@O > Listen to tone: confident “Yes” vs. hesitant “Maybe.”
@ 2. Offer a Small Commitment Step
Q > “Shall I reserve this for you?”

> “Would you like to place an order now, or shall I show you payment
options?”
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> If they agree, it shows real intent.
3. Check for Final Concerns

> “Before we finish, is there anything else on your mind?”

> Address leftover doubts to avoid buyer’s remorse. b,
4. Summarize Benefits and Next Steps <

> “Just to recap: this meets your need for [key benefit], costs [pricq,k@
and comes with [warranty/support]. Shall we proceed?” ,\<')\'

> A clear summary helps them see value and feel confident. Q\}’
5. Readiness Indicators

> Asking about payment methods, delivery time, or W@ranties often
signals readiness to buy. (@)

> When they start filling forms or asking “Whe%an I get it?”, you can
move toward closing. E O

Example Dialogues
1. Positive Turn to Confirmation @

> Customer: “I like this laptop’s };\@'ery life.”

> Sales Executive: “Yes, it le@,% up to 10 hours. Would you like to
reserve it now? We can Kﬁge delivery by Friday.”

> Customer: “That wo . Please reserve it.”

Explanation: Customer pr&ét‘d a feature; sales executive offers reservation to
confirm interest and sg&@é sale.

2. Neutral to Cl@l‘y Needs
> Cust?: “I'm thinking about these two bags but not sure.”
X

> Sa ecutive: “I understand. What will you carry most often? If
%&/a laptop and books, Option A with a padded sleeve may suit you.
oes that help?”

4@ Customer: “Yes, | carry heavy books daily. Option A sounds better.”

O&kplanation: Sales executive asked about needs, guided choice, turned

neutral into positive interest.
3. Handling Objection
> Customer: “This smartphone is a bit expensive for me.”

> Sales Executive: “I see. Would a model with slightly lower specs but
lower price work? It still handles your main needs.”

> Customer: “Show me that option.”
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Explanation: Acknowledge budget concern, offer alternative, and confirm
interest in a different product.

4. Non-Verbal Cue

> Customer keeps picking up a pair of headphones and trying them on
but hasn’t spoken.

Moy

> Sales Executive (observing): “You seem to like how they fit. Would "O’

you like to test the sound now?” ,\"\,@

> Customer: “Yes, please.” "C)

Explanation: Noticing behavior, prompting a demo confirms interesQ

Evaluate Product Features and Encourage Customers to Ask’Questions:
As a Sales Executive, it’s your job to explain product features 3Qar1y and help
customers understand how the product can be useful to t . Sales executive
should also make the customer feel comfortable aski% questions, because
good questions lead to good decisions.

éo
Evaluate Product Features

1.

Understand the customer’s needs @
> Ask: “What are you looking for2” @r“What will you use it for?”
> This helps you focus only or@atures that matter to the customer.

. Check the main features )S{e product

> Look at packaging, ct tags, or manuals.

> Learn the beneﬁt%)&’ each feature (Why is it helpful?).

. Explain features@@'simple language

> Instead f saying: “This bottle is BPA-free,”
say: “Iis bottle is made of safe plastic which is good for health.”

. Comg@e features with other products

>@§émple: “This one has 3 compartments, but that one has 5.”

Eno@age Customers to Ask Questions: Many customers are shy or unsure
U

asking. It’s the job to make them feel welcome.

se friendly phrases:

“Please feel free to ask anything.”

“Do you want me to explain that again?”

“Would you like to know how this works?”

“Let me know if anything is confusing.”

Use body language:

Smile, make eye contact, and nod while they speak.
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e Don’t interrupt. Listen carefully.
e Give time — don’t rush them.

Benefits of Encouraging Questions

e Helps the customer understand the product better. b’

e Builds trust — the customer feels respected. 4

e Clears doubts — leads to a confident buying decision. "O’

e Shows that you care, not just about selling, but about helping. ',\,@
Example Dialogue “C)

Customer: This bag looks nice, but I'm not sure if it’s strong enoqu

Sales Executive: Great question! This bag is made of tough ﬁ8@7n and has
double-stitched straps, so it won'’t tear easily. You can carry heavy books or
even a laptop safely. Would you like to check the inside S};)é@)?

Meaning of Specialist Products: Specialist products ate special and unique
items that customers usually buy only after car 0] thinking and strong
personal interest. These are not daily-use produc% and people often go out
of their way to find them. In simple words a @cialist product is something
that a person really wants, is willing to sea%ch for, and often does not mind
spending extra time or money to get it. '\0

Examples of Specialist Products: @‘

. . X
e Designer clothing or luxu @atches

e High-end sports equip t
e Custom-made furni%@
e Professional came@

e Premium sma nes
e Art pieces or sical instruments

Features of S@g list Products:

@g;ture Description
9
Un‘@e or high-quality Not easily available everywhere
4 7

*@her price Usually more expensive than regular items
/

Specific customer interest Only some people look for them

Extra effort to buy Customers may travel or wait for it
Example:

A customer wants a Canon DSLR camera for professional photography.
They don’t just buy any camera—they want a specific brand and model.
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They read reviews, compare prices, and may even wait for a discount or travel
to a store that sells it.

Handling Customer Objections to Promote Sales and Goodwill

As a Sales Executive, you will often meet customers who have doubts or
concerns before buying a product. These are called objections. A smart
salesperson knows how to handle objections politely, clear the customer’s
doubts, and build trust.

e

4
Customer Objections: Customer objections are reasons why a customea@;}y

hesitate or say "no" to buying a product.

Examples of Objections:

“It’s too expensive.”

“I'm not sure if it’s good quality.”

“l want to check other options.”

“I don’t need this now.”

“l had a bad experience earlier.”

Handle Objections Properly

e
©
N

Step What to Do K/@'gy Example Dialogue
1 Listen calmly ‘a'l understand. Can you share what
@ concerns you?”
E%0Y . .
2 Show understan?ﬁ “Yes, quality matters. Let me explain how
/\‘ this product lasts long.”
3 | Give cle \z;nswers or | “This product comes with a 1-year
solutio@% warranty and free service.”
Ay
4 "&/vcomparisons or | “If this is out of budget, I can show you a
rnatives more affordable option.”
e .
@ Stay polite and friendly “No problem at all. I'm here to help
N whenever you’re ready.”

Good Handling Promotes Sales and Goodwill

Customers feel heard and respected.

You solve their problem and build confidence.

Even if they don’t buy now, they may come back later.

They may recommend you to others.
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Example Conversation:
Customer: “This mixer is too costly for me.”

Sales Executive: “I understand. Budget is important. This mixer is slightly

more expensive because it has a powerful motor and comes with a 2-year b’
warranty. But we also have a simpler model within your budget. Would you &
like to check that?” «{)

Result: The customer sees options and feels respected. "\,@
PRACTICAL EXERCISES 0“9

Activity 1: Product Features Hunt to help students identify and diffgrentiate

between physical, functional, and other features of a product. ¢,
Materials Required: Pen, Notebook O@

Procedure: X
Explore Products Students may visit a nearby sho@%‘ocery, mobile store,

stationery shop) é

OR Browse any online store (Flipkart, Amazon@eesho, etc.).
1. Students choose any commonly use@roduot such as:
o Mobile phone @,(\
o Pen X

o Water bottle @0

o Shampoo &KJ
/a

o Shoes

o} Earphoneao,g

2. Student%&,r%w a table in their notebook and fill the details:
|

%
Name Features Features (Packaging, Price,

@ Warranty, etc.)
o

Product Kgand Physical Functional Other Features

/

3. Students should observe:
a) Physical features: size, shape, colour, weight, material
b) Functional features: what it does, how it works

c) Other features: price, warranty, packaging style, eco-friendly
aspects, brand offer
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4. Each student shares their observations in 1-2 minutes.
5. Trainer asks follow-up questions to assess understanding.
6. Trainer’s Evaluation Points:
a) Identified all types of features correctly
b) Observed details accurately v
c) Presented confidently D
d) Understood difference between physical and functional feature'so
Activity 2: Group Discussion (Version 1) on encourage student ? think

critically about product features and how they influence custome cisions.
Materials Required: Pen, Notebook '\<)
Procedure: K/O
1. Form Groups X
Students make small groups of 3-4. éo
2. Select a Product @
Groups choose a familiar product 111}5}
o Soap
o Shoes K,
o Headphones é(a’
o Biscuits &&/
Bags

3. Group Dlscu@n Points:

Student cuss:
a) W@\l}}f‘eatures make the product attractive?

&Colour design, fragrance, durability, cost, packaging, etc.

) Are these features useful for all types of customers?

é o For example, strong fragrance soap may not suit sensitive skin
( / customers.
@ c) How can a sales executive use these features to convince a
@ customer?

<

o Highlighting benefits
o Comparing with competitors

o Explaining customer-specific advantages
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4. Share in Class

Each group presents the key points they discussed.
Trainer summarizes the correct understanding.

5. Trainer’s Evaluation Points: b’
a) Participation of all members <
b) Logical reasoning _xy
c) Clear communication ~<)
d) Understanding of customer needs O
Activity 3: Product Comparison Role Play how to compa@@roducts,

understand customer needs, and suggest the most suitable it@

Materials Required: Two product boxes of the same category but different
brands (Example: 2 shampoos, 2 biscuit packets, 2 mobﬂg‘phones, 2
toothpastes, etc.), teacher feedback sheet and pen. 'e)

Procedure:
1. Form Groups of 3 @
Assign roles: '\
« Sales Executive ,{\0
e Customer )g/@

e Teacher/Observer é(&’
s

2. Provide Product Bo,
Each group receive‘é;ﬁz) similar items of different brands.

3. Role Play In@‘ﬁons for Sales Executive
The Sales Exe&dtive must:

a) Com@é both products
o&ﬁysical features (size, weight, colour, material)
Functional features (what it does, effectiveness)

e Other features (price, flavour, warranty, packaging)

0 b) Ask Customer Needs Questions

Z
Q@

Example:

o “What is your budget?”

o “Do you prefer herbal or gel-based?”
o “How often will you use it?”

c) Suggest the Best Product

284



Z
Q@

Retail Sales Executive Grade 11

LN

Based on customer answers, recommend one product with justification.

4. Role of Customer
o Ask questions to test the Sales Executive
o Share preferences clearly
o Challenge the salesperson politely
5. Role of Teacher/Observer
o Observe communication
o Evaluate product knowledge
o Fill the feedback sheet

Sample Scenario (As Provided)

Product: Two Brands of Toothpaste X
Brand Type Weight | Price Keggefit Flavour
Y
A Herbal 100g %50 Preven@ooth decay Mint
B Gel-based [150g %60 W ns teeth Lemon
&
Customer Need:
Wants natural ingredients and bu@f friendly product.
Teacher Feedback Sheet (Sa
B
C ia Yes/No | Comments
¢

Y
Did the sales execu@ explain all product features

clearly?
A3

Did they as}(}he customer about their needs?

Did the}%.lggest the best product based on

er need?
£

T —y
>Vas the communication polite and professional?

Post-Activity Reflection Questions (Teacher Should Ask):

e What did you learn about comparing products?

¢ How can we better understand customer needs?

e Why is it important to explain all features clearly?
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Activity 4: Group Discussion (Version 2 — Chart Making Activity) to help
students categorize product information and identify the features that make
products attractive.

Materials Required: Pen, Notebook, Chart paper, Colour pens
Procedure:
1. Select a Product Category
Each student chooses a category such as: '\,'\'
o Personal care product O@

o Footwear Q

o Mobile accessories ,\<)
o Snacks
. . &O
o Stationery item X,
2. Pick One Familiar Product éo

Example: @
o Soap \

o Shoes ‘f\
o Headphones &6

3. Prepare a Chart %@'

Students create a colourful chart that includes:

o Product name brand
Physical feii)'ses
Functio atures

Oth %ét\ures (price, packaging, warranty, ingredients)

o

o

o

&atures that make the product attractive" section

éﬁg ted chart layout:
4‘1 le: PRODUCT INFORMATION CHART

Ox' Product Name:

Z,
Q@

o Brand:

o Picture (draw or paste):
o Physical Features:

o Functional Features:

o Other Features (price, packaging etc.):
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o Attractive Features:
= Colour/design
* Eco-friendly
* Good fragrance

= Affordable pricing

ey

X

= Strong warranty -,»@
4. Class Presentation O
Students present their charts. O
5. Trainer gives feedback based on clarity, neatness, and@qformation
accuracy. Trainer’s Evaluation Points: "<)
a) Chart neat and well organised &O
b) Correct classification of features X
c) Creativity éo
d) Understanding of product attributes @
CHECK YOUR PROGRESS . &
A. Fill in the Blanks e
1. Product features help in un??s%mding the of a product.
2. features refe@t e appearance, size, shape, or colour of the
product. X,
3. featureé're related to what the product does or how it
performs. ‘
4. A good Q makes a product look more attractive and safer to use.

5. Feature@ki price, packaging, and guarantee are known as

feat '

B. Multiple Choice Questions

S
@@

< >

hich of the following is a physical feature of a product?
a) Warranty
b) Brand Name
c) Colour
d) Usage

What are functional features mainly related to?
a) Looks

b) Performance

c) Packaging
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d) Price

3. Which of the following is not a product feature?
a) Durability
b) Brand Name

c) Height of salesperson b'
d) Product design Z,

4. Why are product features important for a customer? -'»@
a) To confuse them '\,
b) To help them make informed choices O@
c) To increase shop rent Q
d) To decorate the shop &

C. State Whether the following Statements are True or Fan
1. Product features do not affect customer decisions. &O
2. Physical features include color, shape, and sizeo&/
3. Functional features describe how a produc ks.
4. A product with useful features can solv@stomer problems.

5. Sales executives do not need to knoy&bout product features.

D. Match the Columns z{»
J
S. Column A $55 g Column B
No. Qﬁh'
1 | Colour &K" A | Another feature
/0. %
(%4
2 Warranty<')'§' B | Functional feature
vy
3 Perf&m;%nce C | Physical feature
|
4 P@aging D | Another feature
LY
(/7 )
S <"Shape E | Physical feature
)

éhort Answer Questions

1. What are product features?
@6 2. Why should a sales executive know about product features?
Q 3. Give two examples of physical features of a product.

4. What is the difference between physical and functional features?
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F.

G.

<

C//\’

Long Answer Questions

1. Explain the importance of product features for both customers and sales

executives.
2. Describe the different types of product features with suitable examples. b’
3. How can knowledge of product features help in improving sales? <
Check your Performance _'\'é\{)
Case Study 1: ~<)

Ravi, a sales executive at an electronics showroom, is expl?& the
features of a refrigerator to a customer. He tells the customer$that the
refrigerator has a stainless-steel body and is available in silvéy and black
colors. It has a fast cooling system and consumes less ctricity. The
refrigerator also comes with a 2-year warranty and fre%ﬁame delivery.

Answer the following questions: X
1. Identify two physical features of the reeréaQor.
2. What are the functional features mer@ned by Ravi?
3. List any two other features Ravi ta'h;ed about.
4. Why is it important for Ravi té%xplain all three types of features to

the customer? K/@
5. Which feature might e@"the customer decide quickly — physical,
functional, or other= e reason.
Case Study 2: &&’

Pooja works at a o‘?ﬁe phone store. A customer wants to buy a new
smartphone. P shows a phone that has a 6.5-inch HD screen, is
available in three colours, and is lightweight. It has a fast processor, good
battery bac& and a high-quality camera. The phone also comes with al-
year wara@‘[ty, free screen protector, and a discount offer.

Ans@ the following questions:

&

. What are the physical features of the smartphone shown by Pooja?
. Mention two functional features of the smartphone.
What other features can attract the customer?

How do these features help the customer decide?

a & e N

As a sales executive, what should Pooja do if the customer wants a
different colour or more warranty?
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SESSION 3: PRODUCT DEMONSTRATION AND STORE SAFETY

Store for safety and security and potential sales whilst helping customer A

store must be organized in a way that ensures safety and security while also
supporting potential sales and effective customer assistance. Proper layout,

clear aisles, adequate lighting, and visible safety signs help prevent accidents b’
and create a comfortable shopping environment. Security measures such as ,\O,Z/
CCTV cameras, anti-theft devices, and alert staff reduce the risk of loss al;ld@
build customer trust. At the same time, well-arranged merchandise, attracﬁ&

displays, and easy product access encourage customers to explore more items,
increasing sales opportunities. Trained staff who remain alert to sa]%}?s’sues
while actively assisting customers with information, guidance, and céurteous
service help balance security with a positive shopping experi,@@é leading to
higher customer satisfaction and repeat visits.

1. Check for Store Safety: Retail sales executive Hust make sure the
store is safe for both customers and staff. They uld look for:

e Wet or slippery floors (can cause falls) é
e Loose wires or items on the floor @
e Shelves or products placed imp.rqg'}ly
e Fire exits not blocked @‘
Retail sales executive requires to do:
e Report any danger t I supervisor
e Use caution signfs@.’g., “Wet Floor”)
e Keep walkwa @éar and organized
Gently gugcistomers away from unsafe areas

[ ]

Exampl%} a bottle spills in the aisle while you are helping someone,
say: "@s step this way while I inform my team to clean it. I'll continue
] ing you the product here.”

heck for Store Security: Always be alert to protect the store from theft

or damage. Retail sales executive should observe suspicious behavior

‘\, (someone hiding items, looking around nervously), unattended bags or

O open packages, customers walking out without billing. After observing

@ the situation, they should inform your security or manager quietly,

never accuse or argue with customers and stay calm and continue
helping other customers.

Example, if you see someone acting oddly, say to your team quietly
"Please keep an eye on aisle 3. I noticed something unusual.”
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3. Check for Potential Sales Opportunities: While helping one customer,

sales executive should also look for chances to assist others or increase
sales. They should look for, if customers looking around confused,
someone touching a product but not asking questions and is there any
upselling or cross-selling chances. To resolve this retail sales executive
should make eye contact and smile to show you’re available, say, “I'll be

Moy

with you in a moment” if youre busy, suggest related products (e.g., "O’

“Would you like matching shoes with this dress?”) A

Example: "T'll just be a minute with this customer. Meanwhile, feé@ee
to explore our latest offers on that shelfl"

Retail sales executive has to follow bellow steps to maintain safety éjrg security
in the store and promote sales «<)

1. Greet and Help the Customer: Welcome the custofifer with a smile.

Ask how you can help. Example: "Good morninﬁ!‘/ n I help you find
something?" O

2. Observe Store Safety: While moving aroun§ check if the floor is clean

and safe such as wet floors, open wi, items blocking pathways.
Example: If you see a spilled drh&k, quickly clean it or inform
housekeeping. .

3. Check Store Security: Be ale@ nd watch for anything unusual like

unattended bags, suspiciou%bﬁavior, open exits. Example: If someone
is acting suspicious, quie nform the store manager or security staff.

4. Spot Sales Opporthlit es: Look for chances to increase sales by

suggesting produc xample: "You’re buying a shirt? Would you like
to see matchin t@ sers or accessories?"

5. Keep the Store Presentable: Tidy up shelves or displays while helping

customerg~Example: Straighten folded clothes or put misplaced items
back i ce.

As a S?Executive, your job is not only to assist customers with their
purchases. You also need to make sure the store is safe, secure, and ready for

sa

all times — even while you are helping a customer.

&)mts to Remember
J

C

@ Area What to Do
Q® Safety Watch for spills, broken items, or obstacles
Security Be alert for theft or suspicious activity
Sales Notice new customers, suggest products, offer help
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Customer need

What a customer wants or is looking for when they come to buy a product or
service. These needs might be, a problem they want to solve, a wish they want
to fulfil or a feature they are looking for. To know customer needs retail sales
executive should

1. Ask questions — "What are you looking for?" «{)
2. Listen carefully - ,&\,@
3. Observe their behavior - ~<)

4. Understand their problem - Q

Example: Customer- “I need shoes that don’t hurt my feet.” <
Customer Need-Comfort
Right Product- Soft, padded shoes with a flexible sole K/O

Mapping Customer Need X

As a Sales Executive, the main goal is to help %customer find the right
product. To do that well, you need to match what the customer needs with
what the product offers, this is called “map;@ the needs to features and
benefits.” . Q>

Mapping means connecting the cust@ér’s needs with the features and
benefits of the product. Features alse/@hat the product has and Benefits are
what the product does for the c s@mer. Example, if a customer says, “I need
a bag that won'’t get wet in th in,” a retail sales executive can say, “This bag
is waterproof (feature), so yeur things will stay dry (benefit).”

Every customer has diffgrent needs. A good sales executive listens to the
customer and then@ s how the product features and benefits can meet
those needs. Mappig customer needs means understanding what the
customer want d matching those needs to the right product or service. It
is like findin &3 best path between what the customer wants and what you
can offer e golden rule for Sales Executives in mapping needs of the
customet/is "Don’t just talk about the product. Show how it helps the

cus@er. "
C//\’
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Importance of mapping need

Reason Explanation
Better Customer | When customers get what they need, they are happy and
Satisfaction more likely to buy. b’
Z,
Builds Trust The customer feels you understand them and are not just ‘?O
. : N4
trying to sell anything. '\'}
AN

A\
Increases Sales | When you match the right product to the right customer,
sales go up.

Vo 2

Reduces Returns | Customers are less likely to return the pro@ct if it suits

their needs.
e
Example X
Customer Need Product Feat@ Product Benefit
Za\
A student wants a light laptop nghtwelg{t Easy to carry in a bag
for school. design Qr every day.
N

A customer wants a phone with 60@%1Ah battery | Can last all day
a long battery life. (55" without charging.

A parent wants clothes thatﬁ Machine- Saves time and effort

easy to wash for kids. &&/ washable fabric in cleaning.

%
Customer: [ need a@‘&ne for my online classes.
Sales Executlve Greéat! This model has a large screen and long battery life,

so it’s perfect\;g, ng video classes. It also comes with a front camera, so you

can attend Z meetings clearly.
Steps t p Needs to Product Features

]@sk the customer questions
— “What are you looking for?”
O\v — “How will you use it?”
@ 2. Listen carefully
— Understand their real need (budget, use, size, etc.)

3. Select the right product
— Choose based on their answers

4. Explain the matching features and benefits
— Use simple, clear language
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Cross-selling: means offering the customer a related or additional product
along with what they are already buying. As a Sales Executive, your job is not
just to sell one product, it’s also to help customers buy better by suggesting
useful extra items or better options. Example: Customer buys: A mobile phone
and a Cross-sell suggestion can be "Would you like to buy a phone case or
screen protector with it?"

Moy

Upselling means suggesting a better or more advanced version of the produc v

the customer is looking at. If a customer wants a phone with 64GB storeﬁg;ey
you suggest one with 128GB. If they choose a basic water bottle, you ig;@st
an insulated one that keeps water cool. %

In simple words Cross-selling is suggesting related products a@i pselling
is suggesting a better or upgraded version of the same produoto

O

Importance of Cross-selling and Up-selling:

X
Benefit to the Customer Benefit to the&eﬂes Executive
A
Gets more useful items Increases total sge value
&
Saves time (buys all at once) Builds stﬁ%lger customer relationship
O\
0 .U'
Learns about better options Improg}s product knowledge and trust
-
Cross-Selling Example: Qr

Customer: [ want to buy this@op.

Sales Executive: Great c}%se! Would you also like a laptop bag or a wireless
mouse to go with it? @'

Upselling Exampleo
Customer: [ w m%this phone with 64GB.

Sales Executiye: That’s a good model. But for just 31,000 more, you can get
128GB %S&ge — better for photos, videos, and apps. Would you like to check
it?

Rﬂ&i‘ Demonstration in Promoting and Selling Products

Mroduct demonstration is not just about showing how something works but

t's about helping the customer understand how the product will help them in
real life. This means showing both the use and the value of the product. When
customers can see how a product works, they understand it better. That’s why
giving a demonstration is a powerful way to promote and sell products.

Product Demonstration: A product demonstration means showing how the
product works in front of the customer. The purpose of this is to help the
customer see, touch, or try the product before they buy it.
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Examples of Demonstration:

Product

How to Demonstrate

Mixer/Grinder

Show how it blends fruits or grinds spices

Pen

Let the customer write and feel the grip

Mobile Phone

Show camera clarity, speed, or special features ,\"x

Backpack

Show space inside, strong zippers, waterproof clot})@‘)
O

Perfume

5
<

Spray once to let the customer smell it

Importance of Demonstration :

la)
Reason B%)&it to Sales

Helps customer understand the product Maé(guying decision easy

Shows the quality and benefits

@ilds trust in the product

A
W
Clears doubts and questions . @" Reduces objections

Y

g
Creates interest and excitement K/@ Attracts attention

‘/\
Builds confidence in the sell@@(f Customer feels guided

Example, Customer: Iﬁé‘ not sure if this iron heats quickly.
Sales Executive: Let ow you. I'll plug it in, and you can feel how fast it

gets warm. It also

tomatic shut-off for safety.

Points to Remember

e Demo Qtlon means showing the product in action

o It s the customer see the value of the product

. good demonstration can increase sales and build trust

<

O’\,

Z
Q@
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Step-by-Step Guide to Demonstrating a Product

l

N

their life easier or }ﬁ'\;ter

safe too.”

Step What to Do Example
Greet and | Start with a friendly | “Good morning! Are you
Understand the | greeting and ask | looking for something
Customer questions to know what | specific today?”
the customer needs. .
A
Y
Introduce the | Tell the customer what | “This is our new eléefic
Product Clearly the product is and what it | kettle. It’s pe for
is used for. making tea ory coffee
quickly.” <
0
Show How the | Demonstrate the main | Plug mOhe kettle and
Product Works | features by actually using sho% ow fast it boils
(Usage) the product.
Explain the Value | Tell the customer how t \"It saves time and shuts
(Benefits) product will help m off automatically, so it’s

Involve the Customer

Let the cust 'Qr touch,
try, or test &e product if

posmb&

“Would you like to lift it?
See how light and easy it
is to handle.”

Answer
Politely

Questions

Li to the customer’s
ts and answer them

‘gz early.
L)
Y

“Yes, the kettle comes
with a 1-year warranty.”

Repeat the key benefits in

Give a Summar%
short.

Ob

“So, this kettle is fast,
safe, and easy to use —
perfect for home or
office.”

&
@Arage Politely ask if they would
stomer to Buy like to go ahead with the

}\' purchase.

the

“Would you like me to
pack it for you?”

Example, Customer: I'm looking for a hair dryer that doesn’t damage hair.

Sales Executive: Let me show you this one. It has a cool-air setting that
protects your hair. Let’s plug it in see how soft the airflow is? And it’s very light
to hold. It also comes with a two-speed setting. Would you like to try holding

it?
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Tips for a Good Demonstration:
1. Be confident and polite

2. Keep the explanation simple

3. Show one feature at a time b,
4. Always connect the feature to a real benefit er
5. Smile and be friendly -\/@
Points to Remember O
A good demonstration = Show + Explain + Involve O

You’re not just showing the product but you’re helping the customer imagine
how it fits into their life. O

Key Safety Guidelines to Be Followed in the Demonst;@@m Area

When you are showing a product to a customer, you miist make sure the area
is safe for the customer, for yourself, and for the s -

A safe demonstration area helps prevent acci(@ts and builds trust with the
customer. ,\’

Importance of Safety '\0
a) To avoid injuries or accidents&/@
b) To protect store property n@produots
c) To give customers a go xXperience

d) To show that the sto%é‘[s professional and responsible
Q‘
a3
o
@@
<

297



Retail Sales Executive Grade 11

Key Safety Guidelines to Follow

Safety Guideline What It Means

Keep Area Clean and Dry | Make sure the floor is not wet or slippery. Clean
up spills quickly.

Don’t Block Walkways Make sure customers and stag’:an walk freely
without tripping over wires ofboxes.

X,

Keep Sharp or Hot Items | If using things like kr%@or irons, handle them
Away from Customers carefully and keep the

)

A

Use Safety Signs If|If an area is uager demonstration, use a small
Needed sign that sq@ Product Demo in Progress" to

alert othereg,
4

out of reach.

Be Alert and Careful Alw. y@-fwatch the customer and the product
g the demo to avoid accidents.
Know Emergenc e ready to call your supervisor or first-aid
Contacts person in case something goes wrong.
/\"

Example, you are dMnstrating a steam iron. Before the demo:
a) Check if@wire is safe
b) Keep@% hot plate facing away from the customer
c) e sure the table is steady

ell the customer: “Please don’t touch the iron — it gets hot quickly.”

C?earing Equipment and Products After the Demonstration and

@@

onnecting with the Customer

Once Retail Sales Executive finish showing a product to a customer, they need
to clean the demonstration area and continue talking to the customer to help
them make a final decision.

Clearing the demonstration area after the product demonstration is done:
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Arrange Products | Place products neatly on a table or shelf to avoid 2)
Properly falling or breaking. '\'}
0
Use Proper Electrical | If you are showing electrical items (like ixXer
Connections or iron), check wires and plugs. r use
damaged sockets. <
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What to Do Why It’s Important
Put equipment back in its place Keeps the area organized
Switch off and unplug devices Saves power and prevents accidents b,

Clean the surface and tools used Makes the space ready for the next «{)
customer X7,

&
Y

Remove any water, wires, or sharp | Avoids slips, trips, or injuries ~<)

objects QO

7

Pack up extra product pieces neatly | Shows professionalism i?’c@are
-

Example: You used a juicer for a demo. After the demo, unplug it, wipe it dry,
keep the parts in the box, and place the box back neatl{/c)ﬁ"( the shelf.

Connect with the Customer 5 O

Now that the customer has seen the demo, it’s tim& to talk to them and help
them make a choice.

\V
What to Do zxﬁample Dialogue
<
Ask for their opinion “How did g(/@ like the product?”
Vo N

00'
Answer any final “Ye@comes with a 1-year warranty.”
uestions

hd
Remind them of th (&'It’s easy to clean and saves time every day.”

benefits O

Help them de%ﬂ% “Would you like me to pack one for you?”
Thank th olitely “Thank you for your time! I'm here if you have more
questions.”

S~

IﬁﬁQ’TICAL EXERCISES

&tivity 1: Store safety inspection walk of students identify safety and

@@

security issues in a store environment.

Materials Required: Safety checklist (printed), Pen/pencil, Mock retail store
setup/classroom corner

Procedure:

1. Divide the class into small groups (3—4 students).
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2. Give each group a safety checklist (includes: wet floors, loose wires,
blocked exits, etc.).

3. Set up a mock store with a few intentional hazards (e.g., wires on the
floor, open cleaning bottle).

4. Ask groups to inspect the area and note the problems. @b’
5. Each group presents their findings and suggests corrective actions. "O’

6. The teacher divides the class into small groups of 3-4 students\&
encourage teamwork and observation skills.

7. Each group is provided with a safety checklist, which serves-s a guide
to identify common safety and security hazards fou@ in retail
environments. O

8. The teacher sets up a mock retail store area, intentiofdlly placing a few
safety hazards such as loose electrical wires, wet floor signs missing,
open cleaning chemical bottles, blocked exits, qf)cluttered aisles.

9. Groups are instructed to carefully inspect the mock store area, observe
the surroundings, and mark all identifi afety and security issues on

their checklist. '\

10. After the inspection, each group 'pggents their findings to the class,
clearly explaining the hazard entified and suggesting appropriate
corrective actions such as pl g warning signs, clearing exits, securing
wires, or properly stori micals.

11. The teacher concludes the activity by summarizing key safety practices,
emphasizing the ~ithportance of regular safety inspections and
compliance wit ﬁgtore policies and legal safety standards.

Activity 2: Role PlayYon Product Demonstration with Safety Measures to learn
safe and effectB emonstration

Materials @uired: A small household item (e.g., electric kettle, iron,
backpa%&’l“able setup, Safety signs (“Demo in Progress”, “Caution: Hot

Sur@e”
Proceédure:

O\' 1. The teacher selects pairs of students. In each pair, one student takes

6 the role of the Sales Executive, while the other plays the Customer.
@ 2. The Sales Executive begins the role play by greeting the customer
Q politely and asking relevant questions to understand the customer’s

needs and expectations.

3. The Sales Executive then performs the product demonstration in a safe
and systematic manner, clearly explaining product features, benefits,
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and usage precautions while using appropriate safety signs and proper
handling techniques.

4. After the demonstration, the Sales Executive invites customer feedback,
responds to queries, and clarifies safety-related instructions, such as
correct usage and maintenance of the product. b'

5. Roles are then rotated so that each student gets an opportunity to act
as both the Sales Executive and the Customer, and the activity -j@

repeated. '\,

6. The teacher observes the role play, provides constructive feed v and
highlights best practices related to product demonstration, \§ustomer
interaction, and safety compliance. <

7. Choose pairs: one student acts as the Sales Executive tﬁe other as the
Customer. ’Q/O

8. The Sales Executive starts with a greeting and rstanding customer
needs.

9. They perform a safe and clear demonst@ion, using proper signs and
handling. '\
10. End with a discussion on custome&@é’dback and answering questions.
11. Rotate roles and repeat. <
Activity 3: Mapping Customer&@h to Product Features

Materials Required: Index cards with customer needs, Index cards with

product features/ beneﬁts.&&
Procedure: ‘0’
1. Shuffle both ‘s@ of cards and distribute them among students.

2. The tea /% prepares two separate sets of index cards—one set
highli g various customer needs and the other set highlighting
re%%,nt product features or benefits.

3,~Both sets of cards are shuffled thoroughly and distributed randomly
4@mong the students.

O 4. Students holding a “Customer Need” card move around the classroom
@ to find a student holding a “Product Feature” card that best satisfies
@ their assigned need.

Q 5. Once a suitable pair is formed, both students discuss and agree on the
logic behind their matching.

6. Each pair then presents their match to the class, clearly explaining how
the product feature addresses the specific customer need.
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The teacher facilitates a class discussion after each presentation,

7.

9.
10.

offering feedback, correcting misunderstandings, and reinforcing key

concepts related to customer-centric selling.

. Each student with a “Customer Need” card must find a partner with a

matching “Product Feature” card.

After pairing, they explain why the match is correct.

Class discusses each pair to reinforce understanding.

CHECK YOUR PROGRESS 0“9
A. Fill in the Blanks Q

1.

5.

nalR I

A

customer.

Use

Mapping needs helps reduce product
Cross-selling is suggesting produ;—:s.

Keep

means showing how a product works %@ont of the

O

signs like "Wet Floor" to prevent slip$.
X

and wires away during @mnstrations.

B. Multiple Choice Questions @w

4€2

N
&
Q

1. What should you do if you see '?1 on the shop floor?

4.

d) C

a) Ignore it

b) Call security g
c) Inform housekeeping’ghd use a caution sign

X

d) Walk around it &K/

a) Reduces
b) Reduces

¢) Build

. Which of these i enefit of product demonstration?
SKQ, space
usStomer interest

st
a;@es confusion

% of the following is an example of upselling?

) Selhng a cover for a phone

) Selling a higher-storage phone instead of a basic one
c) Selling two phones

d) Selling a broken phone at discount

What is the first step in mapping customer needs?
a) Select a product

b) Explain features

c) Ask questions

d) Give discount
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5. Why should a demonstration area be clean?
a) To attract children
b) To avoid injury
c) To reduce noise
d) To increase returns

C. State Whether the following Statements are True or False

ey

1. Customers should never be allowed to touch products duriq@«c\’

demonstrations. '\,
20

2. Using proper plugs and sockets is a safety rule in demos. O
3. Mapping needs means choosing the most expensive product.Q
4. A blocked fire exit is a safety hazard. ~<)
5. Demonstration helps confuse customers. K/O
D. Match the Columns X
S. Column A S. e Column B
No. (Customer Need) No. @ (Product Feature)
A
Y
1 | Needs lightweight laptop -'» Machine-washable fabric
L

¢

2 | Wants clothes easy to Wa'.;{/nz B 6000mAh battery
o N

[
3 | Wants phone Wi;@l{)};lg C Lightweight design
battery life

%Y
> .
4 | Wants Wat%@ﬁof school D Waterproof material
bag
S Atteﬁ%ong video classes E Large screen and front

O camera

E. Sho@)%swer Questions

>

hat is cross-selling? Give one example.
. Why is store safety important for a sales executive?
3. How does a demonstration help in selling products?
4. What should a sales executive do after completing a product demo?
5. List any three steps in mapping customer needs.
F. Long Answer Questions

1. Explain the step-by-step process of demonstrating a product safely.
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G.

o

2. How can a sales executive identify and meet a customer’s need
effectively?

3. Describe the importance of cross-selling and upselling with suitable
examples.

4. What are the safety guidelines to be followed during a product
demonstration?

Moy

X

5. Describe how a sales executive can balance helping a customer w@@

observing store safety, security, and potential sales.
Check your Performance Q’\}
Case 1: Store Safety and Security <

Ravi is a retail sales executive at a large electronics stoi‘\&)One day, he
notices water on the floor near the air cooler section. A Jhe same time, a
customer walks in asking about a mixer grinder. W 1le avi is helping the
customer, he sees a child running close to the w ét@"ea

Tasks:
a. What safety steps should Ravi take ir@ediately?

b. How can he continue helping, tife’ customer without ignoring the
safety issue? A,

c. Write a sample line Ravi dould say to the customer while ensuring

safety. 0

d. Why is it import 0 manage both customer service and safety
together? é

Case 2: Prcgy‘ Demonstration and Customer Engagement
A customer comes/to a home appliance store and says, "l need a toaster
that is safe, and easy to use for my elderly mother." You are the sales
executive. Y& show a simple toaster that has an auto shut-off feature and
a cool-t&/ﬁ body. During the demo, the customer touches the body of the
toas@to check the temperature.

How would you explain the product’s features and connect them to
the customer’s need?

b. What safety measures should be taken during the demonstration?

c. What questions can you ask the customer to better understand their
needs?

d. What should you do after the demonstration to maintain store safety
and connect with the customer?
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SESSION 4: PERSONALIZED CUSTOMER SERVICES

When demonstrating a product or service, it is important to give customers
enough opportunities to ask questions. This helps them understand the
product better and clears any doubts they may have. A good sales executive
should pause during the demonstration, use a friendly tone, and invite the
customer to ask questions. For example, saying “Please feel free to ask if you

have any questions” makes the customer feel comfortable and respecte_dy

When customers ask questions, it shows they are interested, and it helpéscgq}
guide them better. Encouraging questions builds trust and increaij}’ he
chances of making a successful sale.

When retail sales executive is demonstrating a product to a customer, it's
important to make customers feel comfortable and involved. O@B good way to

do this is by giving them a chance to ask questions. O
This helps the customer: &/&/

e Understand the product better éo

e Clear their doubts @

e Feel more confident before buying '\
e Trust you more as a salesperson A/

Example, Customer: I'm not sure )ng(f to use the different settings on this

microwave. @"
Sales Executive: “No problerﬁet me show you how it works step by step.
And please feel free to sto@w anytime and ask anything.”

Benefits of Letting C%Q’mers Ask Questions

. \
Benefii V Explanation
- O

Builds trus\t} The customer feels heard and respected

Clears @,}usion They can understand how the product works
I&@ses interest Questions show they are thinking about
;\' buying

/

Improves communication It becomes a two-way conversation

Helps you offer the right | You learn more about what the customer

product needs
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Tips to Encourage Questions

Tip

Example

Ask open-ended questions

“What do you think about this feature?”

Pause during the demo

Give them time to think and respond

Invite them to ask

“Please feel free to ask if you have

questions.”
A

N

Use a friendly tone

2%
Smile and speak in a calm voice Q

Don’t rush the demo

Go step-by-step so they can follo@@

Be patient and attentive

Listen carefully when they a,{I/Qomething

X

Ways to Convince the Customers

Convincing a customer means helping them un@stand how a product or

service is useful for them. A good sales execut
carefully to the customer’s needs, and ex

confidence, giving a short demonstr.

comfortable and trusts you.

Probing Techniques to Itﬁ?ﬂ:ify the Customer Requirements

should speak politely, listen
in how the product solves their
problem. You can share the benefits of- @product, give examples of other
happy customers, and offer any di;zg}%ts or guarantees available. Showing

101, and answering questions clearly also
help. Most importantly, be ho@@ﬁendly, and helpful so the customer feels

As a Sales Executive 5@@; job is to help customer to find the product that

suits them best. T this, sales executive must ask the right questions to
understand th%the customer really wants or needs. This skill is called

probing. Thu

robing means asking smart and polite questions to

understanﬁ@é customer's needs clearly.

Import@e of Probing

P
AW Reason
<

Why It Helps

Cﬁi nderstand exact needs

You can recommend the right product

Keep the conversation going

Helps build trust and interest

Avoid wrong suggestions

Saves time and avoids customer confusion

Increase chances of sale

Customers feel understood and satisfied
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Probing Techniques (Types of Questions to Ask)

Type of Example When to Use
Question
Open-ended “What are you looking for today?” | To get more details '\"\
questions "<)
>
Closed-ended | “Do you prefer black or white?” To get speciﬁc'glswers
questions
“O@
Clarifying “When you say ‘Ilightweight’, do | To conafirm customer
questions you mean for travel?” meaﬁl}ng
X,
Confirming “So, you want something easy to&;Q repeat and check
questions carry and under 32,000, right/?’% understanding
fal
%
Leading “Would you prefer sm&et ing | To guide the customer
questions that’s easy to clean?” .\(&’ gently
I
Needs-based | “Who will be using{/l@:?— youor a | To wunderstand the
. . ’I)”
questions family member&(a.a purpose

b
Example, Customer: I'm lookx for a phone. Sales Executive (using probing):
“Sure! May I ask what you% stly use your phone for — calls, social media, or
gaming?” and “Do you er a big screen or a compact size?” lastly “What’s
your budget range??

Objection Handling Techniques

When retail s executive talks to a customer about a product, they may
sometim "No" or raise a concern. This is called an objection. As a Sales
Executiv€/ your job is to listen calmly, understand the customer’s concern,
and@pond politely to help them feel confident about the product.

bjection is a reason or doubt the customer gives for not buying a product.

C

Z
Q@
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Common Customer Objections

N

Objection Type Example
Price “It’s too expensive.”
Need “l don’t really need this now.”
Product doubts “I’m not sure if it will work as expected.” '&\‘9
Brand or model “I was looking for a different brand.” A OV
: 5
Time “I'll come back later.”
&
Techniques to Handle Objections %
following are the steps to handle objections K/O
1. Listen Carefully O&/
e Don’t interrupt. Let the customer finish.
e Show you are interested in what the saying.
Example: ‘I understand, sir. Plegge tell me more.”
e Acknowledge the Objecti&@‘x
e Show respect for their p@fion.
e Don’t argue or correctthem immediately.
Example: “Yes, 1%}% why you feel that way.”
2. Ask Question tﬁ,@r’merstand More
e Trytok o@he real reason behind the objection.
Exa ¢ “Is the price the only concern, or are you also comparing

fe es?”
,53@

o @ive a Clear and Honest Response
4@ Explain how the product solves their problem.

O’\,

6 Example: “This fan uses 30% less electricity, so you save money
@ every month.”
Q e Give Proof or Examples

e Show benefits clearly.

e Use reviews, offers, or guarantees to build trust.

Example: “This comes with a 1-year warranty. Many customers are
happy with its performance.”
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e Offer Alternatives (if needed)

e Suggest another product if it suits their need Dbetter.
Example: “We also have a model in your budget with similar
features.”

e Ask for Feedback or Close the Sale 66’

e Check if the customer feels satisfied. “C’
\/@

e Ask politely if they’d like to buy.
Example: “Does that answer your concern? Shall I get on @Cked
for you?” é

e Example, Customer: This iron looks nice, but it’s a %@sﬂy. Sales
Executive:
O

e “Iunderstand. Price is important.” ®
: . X

e “Can I show you how it saves electricity and(fime?”

e (Shows demo) “It heats up in 20 secoricbs id turns off automatically

— great for safety and savings.”

”»

e “Plus, it comes with a 2-year warganty.

N
s

As a Sales Executive, your job is to ’é}p the customer choose the right product.

Persuasion Techniques

Sometimes, the customer ma unsure or confused. That’s when you use
persuasion techniques to gently guide them toward making a good decision.
Persuasion means using ite and smart ways to influence the customer’s

decision without forcin% em.

It is not about pres@ng the customer. It is about helping them see the value
of the product.

Importance Qersuasion
e H )&the customer feel confident
o/sIncreases chances of a sale
4 Builds trust and a good relationship
O e Shows that you understand their needs

Z
Q@

309



<

@@

Retail Sales Executive Grade 11

Persuasion Techniques for Sales Executives

Technique What to Do Example

Show Benefits, Not | Explain how the product | “This mixer is easy to clean
Just Features helps in daily life — it saves you time in the
kitchen.”

Create Urgency | Mention limited stock or | “This model is on disco .fs

(Gently) time-limited offers only till this weekend.”‘{)
T
Use Social Proof Talk about other happy | “This is our bQ—seller.
customers Many customerg’have loved
its performaﬁ@.”

o N

V
Offer Comparisons | Show two products and | “This on®is slightly costlier

explain which one is|but a 3-year warranty
better for the customer’s | i d of 1 year.”

needs
@)
Ask Closing | Help customer im‘%pe “Would you like to try how
Questions using the produc‘%,» it feels in your hand?”

Y
Be Confident and | Speak with a&ﬂe and | “I'm sure this will make
Polite positive a$ e your daily work easier.”

Example, Customer: [ lik 1’1}5 vacuum cleaner, but I'm not sure it’s worth
the price. Sales Executiv?bif

o “I understand?'&am. Let me show you how it works.”

e (Demonstrates) “It cleans in half the time and has a washable filter, no
extra cost\in) the future.”

J “Als%‘&any families have bought it and found it very useful. Shall I
sl@/ you the customer reviews?”

Ac ledging Customer Buying Decision

n a customer decides to buy a product, it is important for the sales
xecutive to respond in a positive and respectful way. This is called
acknowledging the customer’s decision. You can simply say, “Great choice!” or
“You've picked one of our best-selling products.” This makes the customer feel
happy and confident about their decision. It also shows that you care about
their choice. A warm smile, polite words, and offering help with billing or
packing leave a good impression and build customer trust.
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Techniques of Closing Sales and Bill Payment

Closing a sale means helping the customer make the final decision to buy the
product. It is the last and most important step in the selling process. At this
stage, the customer has shown interest, asked questions, and is almost ready
to buy — they just need a little push and confidence to complete the purchase.

A good sales executive should know when the customer is ready and gently
guide them by saying things like, “Shall I pack this for you?” or “Would yeu>
like to go ahead with this one?” Once the customer agrees, assist the

the billing process by taking them to the counter, sharing the total amdunt

clearly, and explaining any offers, warranties, or return policies. ke sure
the payment process is smooth and quick—whether it’s by cash, card, or
digital payment. Always end with a thank you and a smi@ making the
customer feel happy and valued. O

Signs That a Customer Is Ready to Buy &&’

e They ask about the price, warranty, or delivgo

e They compare fewer products now

e They smile, nod, or say things like “I ke this” or “This looks good”
e They ask, “Can I pay by card?” o%‘@i’lis available now?”

Techniques to Close the Sale K/@

Here are some polite and smart @‘é to help the customer decide:

-

Technique Q&’ Example Phrases

7
Assumptive “Shallg@éck this for you?”

Close Q

Direct Close eﬁVould you like to buy this now?”

Alternat'v& “Would you like the red one or the blue one?”
Close

/s
%ary “So, this model has a 2-year warranty, fast charging, and is
C“Qlose within your budget. Shall we go ahead?”
J
Trial Close “How do you feel about this product?” (To check if they’re
ready)

Handling the Bill Payment
Once the customer agrees to buy, guide them through the billing process:

1. Take them to the billing counter or start the process on the device
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2. Mention the final price clearly, including any taxes or discounts

3. Ask for the preferred payment method (cash, card, UPI, EMI)

4. Process the payment smoothly and quickly

5. Provide a printed or digital receipt b,
6. Explain the return/exchange policy or warranty ,\0,6

7. Say thank you and offer further help -,\’@

Example, Customer: I think I'll take this mixer. Sales Executive:

“That’s a great choice! It’s very popular with our regular customers. )@’ﬁ?& you
prefer to pay by card or UPI?” e

(Processes payment) "C)

“Here is your bill and warranty card. If you need any hel%@’re always here.
Thank you and have a great day!” X,

Significance of Providing Personalized Custom rvice

Personalized customer service means giving special attention to each customer
based on their needs, likes, and preferences. I ows the customer that they
are important and not just one of many. Fog €xample, remembering a regular
customer’s name, suggesting products pased on what they bought before, or
helping them choose something that @uits their budget, all these are part of
personalized service. It makes ¢ mers feel respected and valued. When
customers are happy, they ar re likely to return to the store and also tell
others about the good eXpe){iJe ce. This helps build strong relationships and
increases sales in the lon n.

1. Personalized ice means treating each customer in a special and
unique way

Helps ¢ ers feel respected, understood, and valued

Involv@’remembering customer preferences or previous purchases

nal S

A@/s you to suggest the right product for the customer’s needs

&uﬂds trust and stronger customer relationships
. Increases the chance of repeat visits and word-of-mouth promotion

@O 7. Helps improve customer satisfaction and overall sales

Effect of Seasonal Trends on Sales Opportunities

Seasonal trends mean changes in customer demand during different times of
the year. For example, people buy woolen clothes in winter, umbrellas in the
rainy season, and gifts during festivals. These trends affect what products are
sold more and when (Fig. 5.10).
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As a sales executive, you must understand which products are in demand
during a season. This helps you plan your sales approach, offer the right
products, and increase sales. For example, during the festive season, you can
suggest gift packs or offer discounts. If you know the seasonal trend, you can
take advantage of more sales opportunities. b,

1. Seasonal trends change what customers want to buy during the year. Z,

2. Demand increases for some products in specific seasons (e.g. fans 1@
summer, jackets in winter).

3. Sales executives should suggest the right products based on thé@son.
g

4. Special offers and displays can attract more customers during Seasonal

peaks.
5. Understanding trends helps in better planning, stock@g, and selling.

6. Increases the chance to meet sales targets and k%p customers happy.

Effect of Seasonal Trends on Sales Opportunities

0 Seasonal trends change what 9 Demand increases for some products e Suggest the right products
customers want to buy during the year. in specific seasons (e.g. fans based on the season.
in summer, jackets in winter).

0 Special offers & displays 9 Plan & stock wisely for seasonal trends. 6 Meet sales targets
attract more customers.

& keep customers hay

Fi&"% 10: Effect of Seasonal Trends on Sales Opportunities

PRACTICQ/A% EXERCISES

Activity<l: Role Play on Practice Objection Handling in a Sales Scenario

Mq—‘ als Required: Sample products (toys, electronics, kitchen items,
Y ing, etc.) Printed objection cards (e.g., “Too expensive”, “I want to think

out it”, “I don’t need this now”, “I saw a cheaper one elsewhere”, “Not sure
if this will work for me.”) Notepad and pens for feedback

Q@ Procedure:

1. Divide the class into pairs—one student becomes the Sales Executive,
and the other becomes the Customer.
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2. The ‘Customer’ randomly selects one objection card without showing it
to the Sales Executive at first.

a) Sales Executive starts with a warm greeting.

b) Shows or explains a sample product. b’
c) Customer listens and then presents the objection from the card. <
3. The Sales Executive must: s é\gy
4

a) Listen actively (don’t interrupt).

b) Acknowledge the objection (e.g., “I understand why yo% that
way.”)

c) Ask clarifying questions @6
= “May I know what price range you are looking f@?”

= “What feature is most important to you?” X,

d) Provide a solution using techniques like: éo

» Feel-Felt-Found @
= Showing value \
» Alternative products ',»@'

= Additional benefits &6

e) Attempt a soft close (e. @Shall [ show you a smaller size or another
model?”). é

4. Switch Roles &K"

Students switc /{p es and repeat with a new objection card.
5. Class Discussioh

a) Each @aﬂ shares one objection and how it was handled.

b) T@r highlights strong points like confidence, politeness, product
owledge, problem-solving, tone.

rainer’s Evaluation Checklist:

<

»\’ a) Active listening

@O b) Acknowledgement of customer’s concern
c) Asking questions

d) Giving relevant solutions

e) Friendly tone and body language

f) Not being pushy
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g) Confidence and clarity

Activity 2: Practice Customer Interaction to Make Customers Feel
Comfortable to Ask Questions

Materials Required: Sample products (microwave, mobile phone, mixer, b’
clothing, water bottle, etc.) Script template (greeting lines, polite phrases, &
questions to ask customers) Observation sheet for trainer «{}v
Procedure: "\,@

1. Demonstration Setup @

One student plays the Sales Executive and another plays the @stomer.
2. Start the Product Demo <

O
O

a) Sales Executive begins with a greeting.

b) Shows the product step-by-step. &/K/
3. Make the Customer Comfortable O
During the demonstration, the Sales Execu:tlﬁmust:

a) Smile, maintain eye contact. @

N

b) Use encouraging lines such as:-x@'
= “Please feel free to ask an&hestions.”
= “If you want me to r p@)%anything, I’d be happy to.”
= “Your questions me explain better.”
c) Pause after eve point.
4. Customer Mus %{Questions

The ‘Customer¥asks 2-3 product-related questions, like:

a) “Wha@s he warranty?”

b) “@wavy?”

c)<“How much electricity does it use?”

4 ) “Is there a discount?”

O 5. Trainer Observes

Z
Q@

Trainer checks friendliness, clarity, politeness, product knowledge, and
comfort level created.

6. Feedback Round
a) Trainer gives individual suggestions.

b) Students share what made them feel comfortable or uncomfortable.
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7. Trainer’s Evaluation Checklist:
a) Friendly greeting

b) Smile and positive tone

c) Encouraging statements b,
d) Clear explanations er
e) Patience while listening -,»@

f) Inviting customer questions O

g) Confidence in responding

Activity 3: Group Discussion on Seasonal Sales Planning to Und@stand How
Seasonal Trends Affect Product Demand '\<)

Materials Required: A3 sheets or chart paper, Ske Qpens, markers,
stickers, Pictures of seasonal items (summer fans, Winiér jackets, umbrellas,
festive lights, etc.), previous sales trends or store flyers)

Procedure:
1. Group Formation @
Divide the class into groups of 4—5@'dents.
2. Choose a Season or Festival &/@‘
Options include:

o
a) Summer @

: X
b) Winter &
1

c) Monsoon _ A
d) Diwali
e) Chris /New Year
f) -to-school Season

3. G%p Planning Activity

4 ach group must create a Seasonal Sales Plan including:
O’\, List of In-Demand Products
@ a) Summer: water bottles, fans, sunscreen
@ b) Winter: sweaters, room heaters
Q c) Festivals: gift hampers, decorations

Promotional Ideas

a) Buy 1 Get 1
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b) Combo offers
c) Discount slabs
d) Festival special packaging
Visual Poster or Mini Chart b,
a) Add pictures, sketches, product lists, discount messages “{y@
b) Add a catchy slogan D
= “Stay Cool This Summer!”
= “Warm Deals for a Cold Winter!” QO
4. Presentation &
Each group presents their seasonal plan for 2-3 minut€s<)
5. Class Reflection K,O
a) Discuss which season had the most interes@% products.

b) Trainer explains how real stores plan ‘inventory and promotions
based on demand.

6. Trainer’s Evaluation Checklist: '\,
a) Clear seasonal product list ,{\

<

b) Creative promotions L @

c) Attractive poster/ ch@(&’

d) Teamwork X
e) Communicati uring presentation
f) Understg of seasonal trends
CHECK YO ROGRESS
A. Fillin t anks
X , :
1. E@uragmg customers to ask questions helps to build

@sking -ended questions helps understand customer needs
better.
O 3. A polite and honest way of helping customers decision is called
@@ 4. An example of a seasonal product is in the winter.
Q 5. When a customer agrees to buy, we must help with smooth

B. Multiple Choice Questions

1. What is the purpose of probing in customer service?
a) Sell more products
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b) Understand customer needs
c) Argue with the customer
d) Offer discounts

2. What should a Sales Executive say to encourage questions?
a) “Don’t ask too much.”
b) “Please feel free to ask.”
c) “Just watch the demo.”
d) “Let’s hurry up.”

3. Which of the following is a leading question?
a) “What is your name?”
b) “Would you prefer something easy to carry?” &
c) “Where are you from?” «<)
d) “Do you have a bag?” o

X

4. What does ‘personalized customer service’ mean?
a) Offering the same product to everyone O
b) Giving attention based on customer’s um’@e needs
c) Ignoring customer feedback @
d) Always offering discounts

5. Which technique helps close a sale @"ectly?
L %
a) Objection close é(,
b) Summary close L @)

c) Trial close 4
d) Direct close @
C. State Whether the folfqy)s'ing Statements are True or False
1. Encouraging que@f%;ls makes customers uncomfortable.
Closed-ended gestions give detailed information.

Persuasi@ about forcing customers to buy.

Pers@zed service increases customer satisfaction.

a s W N

. S@s executives should ignore seasonal trends.

KA 4
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D. Match the Columns

S. Column A S. Column B
No. No.
1 | Open-ended question A | “It’s too expensive b’

Would you like to buy this now?” ?C’

2 | Probin B
g X .A;ﬂ
3 | Seasonal trend C | Demand changes during the ye@
A
4 | Objection D |” What are you looking fo@cﬁ/a'y?”
S5 | Direct close E | “Asking smart quesk@@
E. Short Answer Questions &O

1. What is the importance of letting customers E}Z&{ questions during a
product demo?

2. What is probing and why is it important@

3. What are some signs that show a cus‘tg'mer is ready to buy?

F. Long Answer Questions N

1. Explain the steps a Sales Exec,%@’/e should follow to handle a customer's

objection. Qr
2. What is personalized ‘&comer service and how does it help in
increasing sales? &K/

G. Check Your Perfor ce
1. List any two (@s to personalize customer service.
2. What sh you do when a customer says, “I'll think about it”?

3. Encol@ge the customer to ask questions during the demo?
O’\,

Q@
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ANSWER KEY

MODULE 1: INTRODUCTION TO RETAILING

SESSION 1: CURRENT SCENARIO OF THE RETAIL SECTOR IN INDIA

A. Fill in the Blanks b’

1. End user «(}
. 1.5
\/\/
O

2

3. Third

4. 600 2%

5. 10 <

] 1?,I.Re.verse . . &O
. Multiple Choice Questions

1. a O
2. ¢c é
3. ¢
. d 2
5. b <
6. &/@

c @v
C. State whether the followﬁQStatements are True or false

X
1. Fal
alse @%

2. False ‘
True Q
True b«%
Fals&'\}
0. Fa@e
Dﬁﬁ(ch the Columns
O& 1.
2,

Q@

a & »

o & W N
0 W o> QU
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SESSION 2: FORMS OF RETAILING
A. Fill in the Blanks

1.

o s W N

Kirana
Hypermarket
non-store
Omni-channel
Franchise

Specialty

B. Multiple Choice Questions

1.

A o

c
b

e}

b
c

C

2

C. State whether the following State& ts are True or false

1.
2.

6

3
4.
5. False Q‘
. False

D. Match tlb&/ﬁumns

CESN

False

@%’Q«

True

x&

False @0

. True

SESSION 3: SKILLS REQUIRED FOR RETAIL SALES EXECUTIVE
A. Fill in the Blanks

1.

front-line
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2. up selling, cross-selling

customer-centric performance

Point of sale

Physical b,

Problem-solving <
>

B. Multiple Choice Questions D

o g kW

1. ¢
2. ¢

3. b <&
4. ¢ ~<)
5. ¢ X

6

.d O&

C. State whether the following Statements areﬁle or false

False @

False .

N
True @‘
True o

0
:alse K/@
>

D. Match the Column

1. D %Q

3. F

4 A"

Ry

@CéESSION 4: DUTIES AND RESPONSIBILITIES OF RETAIL SALES
EXECUTIVE

Q A. Fill in the Blanks

o gk b=

1. Welcome
2. Customer

3. Counting
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4. Retailing
5. Cash
B. Multiple Choice Questions

1. b
2 06’

C
b 2
C
d
b @Q
C. State whether the following Statements are True or fang
1. True X
2. False o7

True éo
False @

True N
False ‘N(&l
<

D. Match the Columns X

Qr
o &&@
&
Ob%

X
MODU : PROCESS OF PAYMENT IN RETAIL
SE@N 1: INTRODUCTION TO RETAIL PAYMENT PROCESSING
. Fill in the Blanks

AN o g kW

S
mg o> 30

@O 1. Goods, Services
@ 2. Choice

Q 3. Security
4. Debit
5. Bank
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B. Multiple Choice Questions

c
. b
c
’ X
c D
C. State whether the following statements are True or False '\C)

1. False Q

2. True <
3. True ~<)
4. False K/O
5. False OK’

D. Match the Columns é

c @)
D i (&,
A '(,»
B X
4
5. B &>

SESSION 2: RETAIL PAY T MANAGEMENT
A. Fill in the Blanks ‘0

1. Original ‘Q

S IR

e hd =
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C. State whether the following statements are True or False
False

True

False b,
True Q

False . @
D. Match the Columns

1. B Q

2. C <
3. E ~<)

4. A X,
5. D X

SESSION 3: MANAGING RETAIL PAYMENT PR OURES
A. Fill in the Blanks @

Sale .
Counterfeit @'{»0
Marked @,&’

Count up @

Weight &K/

B. Multiple Choice Ql,c ions

L b <)
2. ¢ 6%
3. ¢ ,\}‘
X
4. b
ﬁie whether the following statements are True or False

O 1. True

2
@ 2. False
Q 3. False

4. True
5. True

SR

a s e hd =
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D. Match the Columns
C
E
B
A

5. D R
SESSION 4: RECORDKEEPING AND DOCUMENTATION O
A. Fill in the Blanks Q

A

1. Recordkeeping <&
2. Documentation ~<)
3. Index K,O

4. POS o7

O
5. Financial i .

B. Multiple Choice Questions @
1. c
2. b >
3. ¢ @,&’
4. ¢ @
5. ¢ &K/

C. State whether the @éwing statements are True or False

1. False Q
2. True b’ﬂ

3. False

4. F@

ﬁ?l’ue
O% atch the Columns

Z,
Q@

1. C
2. D
3. A
4. B
5. E
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MODULE 3: RETAIL SALES TRANSACTIONS

SESSION1: PROCESSING OF PART EXCHANGE SALES TRANSACTIONS

A. Fill in the Blanks
1. customer b,
2. old items Q
3. discounted D
4. amount
5. two or more parties QO

B. Multiple Choice Questions <

1. d) O
2. a) X

o U A W
&
0]

C. State whether the following statgﬂglts are True or False
True X

True @0
False X
False ‘08

True Q
D. Match the gélmns
1.C A
) X

Sy

s
@6 6. E

Q SESSION 2: PROCESSING OF CASH AND CREDIT SALES TRANSACTIONS
A. Fill in the Blanks
1. Point of Sale (POS)

S
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2. daily
3. invoices
4. vendors

S. data b,

B. Multiple Choice Questions ,\4\,@

a =,

1.

2. a

3. b

4. c 6Q
5. a ~<)
6. b X

C. State whether the following statements are Trtb)%’r False

. True

. False @

. False . QO
. False "\

1

2

3

4

5. True X
D. M

2

3

0
atch the Columns @
.D &K/

/

1
ta A
5. A
X
6. B@
SE N 3: PROCESSING OF CASH AND CREDIT APPLICATIONS FOR
CHASES

(A Fill in the Blanks

Z,
Q@

.C
. oM
A
F

later
30, 90
account receivables

credit worthiness

A

installments
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6. CIBIL
B. Multiple Choice Questions
1. b

AL
o T T T

° <

C. State whether the following statements are True or False <&

1. True ~<)
2. False K/O
3. True X

O
4. False \;:
5. True @

6. True . (&'5'
»
D. Match the Columns @‘
1. F @,&
3. C &K/
4. D ‘0’
5. E <)

oA A
SESSION 4:RECONCILE THE RETAIL SALES AND PURCHASES
A. Fill irthe Blanks

nancial

. bank

O’\,
3. Reconciliation

@@ 4. accuracy

Q 5. segregation
B. Multiple Choice Questions
1. b
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2. ¢
3. ¢c
4. b
C. State whether the following statements are True or False b,
1. True Q
2. True D
False

True Q

False <

True ~<)

o kWL

D. Match the Columns X

éo
E ©

2. N
3. C )
{3’
4. A 29
&6
5. B o
MODULE 4: PROCESS OF C MER ORDERS

SESSION 1: IDENTIFY C OMER NEEDS AND WANTS
A. Fill in the Blanks ‘0
1. Loyal Custom

2. Need-Ba ustomers

3. Wide S@}E‘ction

X
4. I\@et trends

ﬁdigital
ultiple Choice Questions

&
@60 . b
<

d
b
b

S

0
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6. c
7. c
8 b
C. State whether the following statements are True or False b,
1. False Q
2. True D
3. True
4. False
5. False @Q
D. Match the Columns ~<)

1. D LY
2. E X

' O
5 A >
4. B ©
5. C Q

SESSION 2: INFORMATION TO THEéqJ TOMERS
A. Fill in the Blanks @,"/

Purchase Order (PO) @

Payment &K/

Know Your Cust;e@f (KYC)

Relevant

biometrib’%

B. Multipl{/@loice Questions

L &

Sy

o
@@ 5. b

Q C. State whether the following statements are True or False

aos e

1. True

2. False
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SESSION 3:
AVAILABILITY OF GOODS AND TERMS OF SUPPLY

A.

C.

c}fﬁ

D.

3. True
4. False
5. True

. Match the Columns

1. E
2. A
3. D
4. B
5. C
MAINTAINING THE

x O

Fill in the Blanks
Discrepancies
Supplier
Regular

Audit

a s e hd =

Customer

X

. Multiple Choice Questioq@@”

1. c
2. b
3. b
4. b
5. ¢

&K/
/a
%o‘
Ob

Stat ‘(ether the following statements are True or False
/Irue

False

False

4. True

5. False

Match the Columns

1. C

2. A
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3. B
4. D
5. E
SESSION 4: PROCESS OF RETURNED GOODS AND RECORDING b,
A. Fill in the Blanks er
1. Returned goods D
2. Supplier return form O
3. Condition
4. Product @Q
5. Disposal ~<)
B. Multiple Choice Questions KJO
c O
. <
a ©
c .
b ef/»@'
C. State whether the following ﬁxtéments are True or False

False @
True X
False ‘08

True Q

False b’%

D. Match t@Columns

1. b

Sy

OO
@6 5. A

Q MODULE 5: HELP IN CUSTOMER CHOOSE THE RIGHT PRODUCTS

SESSION 1: CONSUMER BEHAVIOUR, PRODUCT FEATURES AND
CONSUMER RIGHTS

A. Fill in the Blanks

aoH e b=

aos e
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1. Variety-seeking
Warranty

Right

. Trust

Benefits ,\gy

B. Multiple Choice Questions D

ook N

1. c

2. b Q

3. a <
4. c ~<)

5. b L @)
C. State whether the following statements are Trl.e)%’r False

False

True @

False . Q

True
&6
False

0
D. Match the Columns @
1. B &K/
0

s oM
4. A b’%

SESSION 2: PRODUCT FEATURES
A. Fill irthe Blanks

a s e hd =

alities

’\' . Physical

@O 3. Functional

4. design
5. other
B. Multiple Choice Questions

1. c
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2.
3.
4.

b
c

b

C. State whether the following statements are True or False b,

1.
2.
3.
4.
5.

False «{)
True . @

False

True Q

False <

D. Match the Columns ~<)

1.
2.
3.
4.
5.

C LY
A &

éO
D @,
E . Q>

SESSION 3: PRODUCT DEMONSTR@Q’N AND STORE SAFETY
A. Fill in the Blanks: X

. product demonstration@
. warning &K/
/

1
2
3.
4
5

returns

. related ‘Q‘
. cables b’%

B. Multiple.Choice Questions

1.

Sy

00

c@&

@ C
& 5. B
Q C. State whether the following statements are True or False
1. False
2. True
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3. False
4. True
5. False
D. Match the Columns b,

1. D
2 E >

3. C @x\/
4. A <Q

5. B @
SESSION 4: PERSONALIZED CUSTOMER SERVICE ~<)

A. Fill in the Blanks K/O

1. Trust O&
Open é
Persuasion @

Jackets . &

a & e b

Billing/Payment @'{»
B. Multiple Choice Questions @,&’
: K
b &K/
b ‘0'
b 2
¢ Al
C. State wb@her the following statements are True or False

1. Fhig
i@alse
’\' . False

O 4. True

@@ 5. False

Q D. Match the Column:
1. D
2. E

aos e
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| >
e
\\/
O“O
@@Q
&O
&
©
o
@"’6
&&@
o
4
’C}b’
&
@
Oé
2
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GLOSSARY
WORDS MEANING
Retailing Selling goods or services directly to end consumers

through stores or online.

Point of Sale (POS)

The system/place where a retail transaction is
completed (billing and payment).

Cash Point

Checkout counters for processing transactions and
issuing receipts. )

Inventory

Stock of goods available for sale in a retail store '\'}

Digital Payment

Payment methods like UPI, cards, wallets, an@pet
banking.

UPI

Unified Payments Interface for real- t1m'§¢mob1le
bank transfers. Vi

Refund

Money returned to a customer for@returned or
faulty product.

Customer Order

A formal purchase request place@\’c{y a customer.

Sales Transaction

The process from customer billing to final payment
in retail. <O

SKU (Stock Keeping

Unique product code }%s E for inventory tracking.

Unit)
BOGO "Buy One Get One" promotional retail offer.
crs as Matching sales cords with payments and
Reconciliation .
inventory to ensyife accuracy.
POS device @M reads product barcodes for quick
Scanner

billing.

POS Terminal

used at checkout for

Harcw software

pro ng sales.

Shoplifting

Order Fulfilment

- . . .
complete process from receiving, processing,

égﬁft of goods from a retail store without payment.
nd delivering a customer’s order.

e
Product Knowllﬂg;

Information about a product’s features, uses,
benefits, and availability used to assist customers
effectively.

Cross- sell;@v

Suggesting additional, complementary products to
a customer during a sales interaction

Refun@

Returning money to a customer for a product that
is returned or found to be unsatisfactory

Q;f/ cement

Providing a substitute product in place of the
original one that may be damaged or faulty.

hustomer
Preferences

The individual choices and expectations of a
customer based on their needs and likes.

Sales Transaction

The complete process of selling a product or service,
from billing to payment and documentation.

Visual Merchandising

Displaying products attractively in a retail space to
stimulate customer interest and sales.

Up selling

A sales technique where a seller encourages the
customer to purchase a more expensive item or

upgrade.
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Inventory

The goods or stock available in a store for sale to
customers.

Digital Payment

Non-cash payments wusing methods like UPI,
credit/debit cards, and mobile wallets

Refund

The process of returning money to a customer due
to product returns or service issues.

Customer Order

A purchase request made by a customer, to be
processed for delivery or pickup

N>

The process of matching sales, payments,
inventory data to ensure accuracy in fin

Reconciliation records A
Acronym for "Buy One, Get One"; a mmon
BOGO . . .
promotional offer in retail. P
%

SKU (Stock Keeping
Unit)

A unique identifier used by retailers to track
individual products in inventoq&

UPI (Unified
Payments Interface)

X
A real-time payment systefd that allows instant
bank transfers via mobi ps.

Digital Payment

. . 7 . .
Transactions carrie t using electronic means
such as UPI, wallets,-61 credit cards.

Cross-Selling

Suggesting additional, related products to a
customer during%he sales process.

Product A techniqu ere the features and benefits of a
Demonstration product are Shown to the customer

The totdl)stock of products available in a retail
Inventory stor&

Retail Executive

14 N . .
)Rrofessional who manages retail functions such
customer service, sales, and stock control

Compliance . '<‘)'g

‘Following legal, ethical, and company rules in
business operations

The complete process of receiving, processing, and
delivering an order to a customer

7y
Order Fulﬁlnﬁé .
D
Custo

Preferﬁ:s

The specific likes, needs, and requirements of
customers.

<
Cgéfund

Returning money to a customer for a returned
product.

Upselling Encouraging customers to buy a higher-end
product than the one they originally considered.
A document acknowledging the payment received
Receipt from a customer.
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