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Retailing includes all transactions in which the buyer intends to consume the

product through personal, family, or household use. Buyers in retail transactions are
therefore the ultimate consumers. A retailer is an organization that purchases products
for the purpose of reselling them to ultimate consumers. Although most retailers’ sales
are directly to the consumer, nonretail transactions occasionally occur when retailers
sell products to other businesses. Retailing often takes place in stores or service
establishments, but it also occurs through direct selling, direct marketing, and vending
machines outside stores.

Retailing is important to the national economy. Most personal income is spent in
retail stores, and nearly one out of every seven people employed in the United States
works in a retail operation.

Retailers add value, provide services, and assist in making product selections.
They can enhance the value of the product by making the shopping experience more
convenient, as in home shopping. Through its location, a retailer can facilitate comparison
shopping; for example, car dealerships often cluster in the same general vicinity. Product
value is also enhanced when retailers offer services, such as technical advice, delivery,
credit, and repair services. Finally, retail sales personnel can demonstrate to customers
how a product can help address their needs or solve a problem.

Since 1992 the Chinese government has launched a series of policies to promote
the rapid and healthy development of the retail industry in China. Large retailers prefer
the large cities. According to the National Bureau of Statistics, in 2007, the sales of retail
enterprises in Beijing, Shanghai, Tianjin, Chongqing, Shenzhen, etc. all exceeded 20% in
total retail turnover.

Chain retail in China had been in a rapid expansion and development period. New
chain store networks and shopping malls are emerging outside the top three cities of
Beijing, Guangzhou and Shanghai as retailers extend their reach to other first-tier cities,
and now many second- and third-tier cities. The growth pace of shops in the second-
and third-level cities was 2~3 times that of first-level cities.

Presently, there are six retail formats in China, shopping center, department store,

supermarket, convenience store, specialty store and non-store selling. Currently, there




are a large number of retail enterprises and more than 15 million retail networks.

The number of foreign-funded retail enterprises entering China has grown fast,
the top ten including Carrefour (France), YUM (America), Parkson (Malaysia), Lotus
(Thailand), Wal-Mart (America), LeGO (UK), McDonalds (America) and Jusco (Japan).

China’s retail market has opened wide to foreign involvement, now permitted by
the government, but there are still restrictions on the retailing of certain goods, notably
books and other media, and most foreign retailers are finding it hard to make any profit
in these areas. Meanwhile, Chinese companies are becoming increasingly competitive
in response to the foreign entrants, often undercutting their competitors to the point of
loss-making.

China’s retail market will continue to develop rapidly and is expected to grow by
about 34% between 2008 and 2012, to reach a total value of over RMB7.54 trillion. The
Chinese government has attached great importance to the retail industry. A series of
documents have been launched to standardize market competition order in order to
standardize the retail market competition and retail supply. The retail industry in China
has considerable room for development.

Source: Adapted from Marketing Concepts and Strategies, Twelfth Edition, by William M. Pride and
O.C. Ferrell, Boston, New York: Houghton Mifflin Company, 2003, pp403-404; “China’s Retail
Industry Annual Growth Level Will Reach 14% from 2007 to 20107, http://findarticles. com/p/
articles/mi_mOEIN/is_2007_Oct_29/ai_n21067244/

 Questions for Discussion
' 1 Do you frequently go shoppmg? Where would you like to go'?
Yes. I frequently go shopping in supermatkets, department stores shopping
malls, groceries, exclusive shops specnah-y stores, ete. :

2. Do you prefer those Iarge~acale retamng stores? Why" , :

Yes, Large-scale retazling stores can provide relauvely Iow pnces far theu' large'
scale and good service, t00. Thc quahty of commodmes in large-scale retaihng stores
usually can be guaranteed Auy complaints can receive umnediate response due to

the good management of large-scale stores. In addition, the shﬂppmg environment is
relaxed and casual Cusmmers can order a certain commodtty when it 1s out of stock
and be informed when it arrives

3. What are the main reasons for forergn retailers expanding their busmess in Chma’?
The foreign retailers’ sales gains in their home markcts have slowed due to their

markets’ maturity and slower economlc growth
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Listening

Interviewer:

Mr. Harrison:

Interviewer:

Mr. Harrison:

Interviewer:

Mr. Harrison:

Interviewer:

Mr. Harrison:

Interviewer:

Welcome to our program, “Weekly Business Center”. Today we’ve invited
George Harrison, senior vice president of marketing for Nintendo of
America Inc. Hello, Mr. Harrison. It is reported that your company has
made a retail record for the new video game “Mario Kart: Double Dash”
last year. I know the game is quite hot on the market. What is the game
about?

Well, the game features characters racing go-carts while throwing things
at each other. It’s quite hot, you know. The game was out of stock by the
first week of December, after sales of almost 500,000 games in November.
So we have to make the game immediately for Christmas.

It is reported your company sold more than 900,000 games in the U.S. by
the end of last year. Then how can you manage to restock shelves in time
for the critical pre-Christmas rush?

Really, the biggest time of year for us is November and December. If it
goes out of stock for a while, customers tend to lose interest in it. We
know as it turned out, speed was crucial. We have a packaging plant
near Seattle. For about 60% of the stores, the games went from the plant
straight to the retail-store shelves. It can decrease the time a product gets
to the shelf to as long as six weeks.

That means there are no stops at warehouses or distribution centers,
right?

Yes. Actually, when we shipped the new game to stores in December,
most retailers agreed to pay a little extra to have the games sent directly
to the stores within 9 days.

That is to say the retailers rely more on fast deliveries. Then how can you
guarantee such fast delivery? Do the retailers need some special services
from the shipping companies to help maintain supply lines?

Yes. Actually the just-in-time retail shipments are the key for fast
deliveries. Some big transport companies such as UPS and FedEx Corp.
offer new services directed at retailers and use their transport networks
differently.

Do you consider such direct-to-store shipping will keep growing in the

pr—
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' retail industry?

) Mr. Harrison: Sure. The retail industry is moving away from the cycle of building up
inventory and letting it decline when the economy hits a rough spot.
The inventory buildup will not be as great as it was in the past as the
economy improves.

Interviewer: So we can say that such direct-to-store shipment will continue to grow

until most retailers receive at least some of their merchandise that way.
Thank you very much for introducing your experience with us. Please
stay tuned; we’ll be back right after the advertisement.

Source: “Retailers Rely More on Fast Deliveries”, by Elizabeth Souder, Wall Street Journal, January 14,
2004; Applications in Basic Marketing, Clippings from the Popular Business Press, 2005-2006
Edition, by William D. Perreault, Jr. and E. Jerome McCarthy, Mc Graw-Hill Irwin, p127

2. Listen to the dialogue. Then fill in the blanks with the missing words you bear.

(1) What is the game “Mario Kart: Double Dash” about?
The game features characters racing go-carts while throwing things at each other.

(2) What retail record did Nintendo of America Inc. reach in their new video game?
The game was out of stock by the first week of December, after sales of almost
500,000 games in November. And the company sold more than 900,000 games in
the U.S. by the end of last year.

(3) How did Nintendo of America Inc. manage to restock shelves in time for the
critical pre-Christmas rush?
They have a packaging plant near Seattle. For about 60% of the stores, the games
went from the plant straight to the retail-store shelves.

(4) How did the company guarantee fast delivery?
Some big transport companies such as UPS and FedEx Corp. offer just-in-time
retail shipments services directed at retailers and use their transport networks
differently.

(5) What is the development prospect of direct-to-store shipping in the retail industry?
Such direct-to-store shipment will continue to grow until most retailers receive at
least some of their merchandise that way.

3. Listen to the dialogue, and decide whetber the following statemenits are true
or false. Put “T” for True and “F” for False in the spaces provided.

() F @T B3)F (4) F G)T
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Carrefour was formed in 1959 by the Defforey and Fournier families as an out-of-
town hypermarket. Now Carrefour is the second largest retailer worldwide. The 50-year-
old store with an annual turnover of over €97 billion operates over 12,500 stores in
30 countries. It was among the pioneering entrants in the emerging markets of Brazil
(1975) and China (1995). At the end of 2007, Carrefour opened its 104th hypermarket
store in China. The leading French company concentrates solely on retail activities.
Over 60% of its sales revenue was generated by its hypermarket business, which is the
company’s first, traditional activity. It pioneered and popularized the hypermarket
concept in France and expanded largely through organic growth until the late 1990s,
becoming France’s leading hypermarket operator. In recent years, Carrefour has been
actively cooperating with some big manufacturers. In November 2007, the computer
manufacturer, Dell, reached an agreement with Carrefour, which made Carrefour the
first mass merchandiser in Europe to sell Dell laptop and desktop computers. According
to the agreement, consumers are able to purchase Dell products in 365 Carrefour
Group stores in France, Belgium and Spain beginning in January 2008. Plans also call for
additional stores in more countries later in the year.

Source: “Carrefour Decides Finally to Enter Retail”, http://www.indianwineacademy.com/
dm_175_item_7.asp; “Dell, Carrefour Announce European Retail Agreement”, http://www.

thefreelibrary.com/Dell, + Carrefour+Announce + European+ Retail +Agreement.-a0171804094

2. Listen to the passage and choose the best answer from the Jollowing choices.

(LB 2B 3 C HA 5)B

3. Listen to the passage and answer the following questions.

(1) When was Carrefour first formed by the Defforey and Fournier families?
In 1959.

(2) How many stores has the 50-year-old Carrefour opened worldwide?
More than 12,500 stores.

(3) How many hypermarket stores had Carrefour opened in the Chinese market by
the end of 2007?
104.

(4) What is the percentage of hypermarket business in Carrefour’s sales revenue?
Over 60%.
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(5) From what time can consumers purchase Dell products in Carrefour Group stores
in France, Belgium and Spain?
January 2008.

4. Listen to the passage. Then write the words you bear in the correct blank.

In recent years, Carrefour has been actively (1) cooperating with some big
(2) manufacturers. In November 2007, Dell (3) reached an agreement with Carrefour,
which made Carrefour the first mass (4) merchandiser in Europe to sell Dell
(5) laptop and (6) desktop computers. According to the agreement, (7) consumers
are able to (8) purchase Dell products in 365 Carrefour Group (9) stores in France,
Belgium and Spain beginning in January 2008. Plans also call for (10) additional
stores in more countries later in the year.

. Reading

MERGHBEX #HEPERRETH

(1] BURAFRIMTF ik EESHRB AR b E il 45 LSk T A T E MR, &
— E AR B LR SEO B E A R U P AR L E AR . B, 2006 4E8I/RTE
PEARAESRT—E], FRTHE KT, FHAETENEFRARE T K. &
T AR A E RN O, BRI kAR EEANT R, 200743 A, A
AEBPITEEYR - BURRE B, i —ah8UR T E TRINE 0 B AR P 3o
SARM G XWURIR= Mo B T IrErh EH & NBUR A LR, 2006 £ /A L LE
FE R — YOI T 9 M ESRIE,

(2] &7, o ETH P AR B 52 2K SR 8 B AR YO ) 3K o i Py 6 A 7 =
BURARIEFEENTHN SHRD/AE, BH 2.5% BEAEMEHAP RS ERHR
RMXNEFRE, HEATSHHEIMET 10%, HASNNL, %ETHEHEg S
FEAMHEA S PR —FEAR, EBRA TS BRI AR, AFEELRE
SHEAC RS ETTG EHBBRKRNLERTE, BAEPENY, CC8%E THERE
XA ELE A E,

(3] BARAFEREEATSRE TEiriil, B R e FERETS ERE
R REPRE. BRPETHARR T, PEENKTREEMNRSRE KT, #
Gartner AR HIT, 2007 4P EKRUKHRTTHEENY 3 300 TE, FHKRE 17% £F.




CHAPTER1 Retailing

XWERAT 2BUREPETHEHRFHLELNESERX, MR ENERN. 3
e, EREERTRAUBEFRH =D LERHERE, BRARITE2007FE9 A 24 HEM S
W E R R B 17 S B F B T AR

[4] B/RAEIE A EHBBRBETLR - ML AN, SEENSBEESHER
IREMBILEERNEZHNERE, hFoR, EEHEA «—NEXRMNEDS ~, £FE 200
ARHTHA VT 1 000 R 7EE—ME, BU/RAFTHRIZEA S EERIRT /Y 50 KE
EFE, 2008 [EFHALEY B, BEEYL: < WFIMTE, B 2008 5 A EHERE KR
Hit 200 %K., ” BAEETE 2007 4F 8 AIMMARURAHE], WRIEBEFS Wi mHBAET 3 51
AFBLBEEI AT B EH,

(5] BRAOAFEBEHREFRHAFIRMEREY, BIRA R R —2H30R R &
INT BT EN G BT ERNEETAEN, FHOREEEAR TNES FE
2R R PEAR-NAESETESEEAN TS, IMERRE/RXEERKHA RN
R TR AT TR, EiERE BB, ~

[6] BRE/RA TR EH) RSB LIRS E ARG . BURM B2
EHZTHRRT, HREALHFEEZRGR T UL, BENEFHTHAALNH
Intercedent Asia FIPTEF D HT - BAREUE, « P EIRTERYMYE A RRK
PAFR. " MR, « HEEUREE R AT EE, ~

[7] 28R, WS AR B I AN B AR EU/R7E T EB R WA M8, BRA
F B IS A — KBRS B A YRR . BRI Y ER KRBT RESR, B2
B 4 R4 e i S HE A REEEEEE EEE (2006 FixFEH L LB FEHEFHE
HE—RENE, HEREENESNF— A FTEARAR) IRENTEREET, m
RIEFZ IT WP E4R, 80 ITREPEEES T FERFER. BERRAFNERE
T, FEE 80% LA LAy R AL XL IT R 88 B 21,

(8] SEEAEHREEAB/RARMBRMAE . HEEHNISHBRBREHTEN
HEIEEXNTEEWY ., M. « X FHEHBERGNE, 71T HEHWeERHFEA
W, "ENERPHFMERE, REERY, RTINS —EB/R/DRTER,
PN EF 7 HEXHHRHBERTF . HNE, HEEEC SESE 30% Tl
WG HH. BEEN: < AREEIITENBRTTZESPER - mERE AR, ~

[9] BT F/R, HAATNEAE RN SERERA, (H2DHAE BB A K
Mot AN IT BB I EEA G, e, B/RCETHETEERRFE EHRA,
AT AERA AN HOEEAARSLIMONTERBRT — 248, EEa5HMTS
X AL




NOEOROBORRROEOO® Fim)

1. Read the article and complete the chart.

Reasons

To speed up its business
To reach more consumers l

Direct-sales model doesn’t work

well in Chinese market.

Cultural obstacle—Shopping has

cachet in China.

—

Dell's cooperation
with Gome

Challenges

Its choice of partner—between big
retailer and I'F malls.

N/

PC market in China will consolidate

-~/

around bigger players.

Confidence

Dell didn’t intend to talk with other
partners.

—

2. Read Paragraphbs [2], [5] and [6], and answer the following questions.

(1) How is Dell’s market position in the Chinese PC market?

Though Dell’'s market share among Chinese big corporate buyers is much better

than that of domestic consumers, Dell’s overall market position is below 10% and
it ranks No. 4 in the Chinese market.

(2) Why did Dell meet failure with its famed direct-sales model in the Chinese market?
Chinese consumers are not keen on shopping on the phone or via the Internet.
(3) What is the cultural obstacle for Dell to overcome in the Chinese market?

Chinese consumers like to go shopping, and it is quite difficult to change their

behavior.

1. Word-Meaning Matching Drill
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