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1. GaU (Retail) & H ITHIH 5 S8R (Consumer Buying Behaviour) 31 ST HiTSQ) IWIH (10)
3eTEOT Afed fohet 3eate SIoft o SusihTett o foter-famior st wefera i aret rent W ==t Fifse
2. @TWW(Store Site Selection)aﬁmaﬁwﬁﬁmlwmaﬁmﬁww (10)

T OX =41 ShITSIG, Foe G T (Retail Location) 3T =1 s §W €I # T@T SIHT AT16q)

3. G HTe (Retail Operations) H TR <3713 TH fSSTET o Heed T ==l hioly) el Rl # e (10)
9T SAMTH ‘SI'@H%RUT (Visual Merchandising) % farfr=T dedt shr s Fifs)

4. == "HetaT (High Involvement) TT f7T HeRaT (Low Involvement) ScITE SIfUrT 3 forw famqurr (10)
Tyl ffEarert (Marketing Implications) 3T EERET ISTEL0N Ted SAREAT STy

5. el gl fyeror (Retail Promotional Mix) 9 == Eﬁ'%l"ll g Y Eﬁ'%l"l ED %El'l'q_-f (Advertising), (10)
IEEDECC) (Sales Promotion) T 31 F=IRTcHh IUhIU (Promotional Tools) GT e (Retail
Performance) T forg TR AEH 3 B

6. GaU HATe H HfoTd ShITS (Balanced Scorecard) shT STAETUT 31 SAREAT hITSTQ) G fersha (10)
(Retailers) fereftar Taf TR-fereftr ATaQUe} oht ST 3tk MR G s o Hohd 07

7. T gew e i wHifwT (Retail Pricing Strategies) W == IfST) Taw SeH1 § qo (10)
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8. Wﬂﬁ% e TorshaTeTt ST 3TUATE 1S UM YTAEROT (Customer Retention) Ue ITesh (8T (Customer  (15)
Loyalty) TWiHiferat W foear & ==t Hifsw) uress gy Jeie (CRM) T (98T SRish (Loyalty
Programmes) Sefentfcres TTE HT (Long-Term Customer Value) 1 e TR aTgT Tk B2

9. g gfereaericashar (Retail Competitiveness) Ua @THYEdT (Profitability) T8 o § HTeT fH=isTT as)

(Merchandise Planning), 0t} e (Category Management) 9T A §HTEH Jsi9 (Human
Resource Management) & Tk weed W faear @ == hifvm)



