International Journal of Research Publication and Reviews, Vol 5, no 11, pp 1141-1147 November 2024

International Journal of Research Publication and Reviews

Journal homepage: www.ijrpr.com ISSN 2582-7421

N

WWW.IJRPR.COM

The Impact of Optimizing Communication Channels for Retail Stores

Humairah Khan, Kalyani Ratnaparkhi

Indira School of Business Studies PGDM, Pune

ABSTRACT:

The study is conducted with the Reliance Retail Smart Bazaar. This study investigates the effectiveness of communication channels used by Smart Bazaar, a
prominent retail chain under Reliance Retail, to enhance customer engagement and improve brand visibility. Conducted over a two-month period in Mumbai, the
study employs a descriptive research design, using primary data gathered from 301 customers across ten store locations. Findings indicate a strong preference for
digital communication channels, particularly Instagram, among younger consumers, and reveal that traditional media like print has limited impact. The paper
concludes with recommendations for a digital-first strategy, enhanced in-store visibility, and a focus on customer-driven word-of-mouth marketing.

1. Introduction
1.1 What is the project?

The project involves optimizing the communication channels for Reliance Smart Bazaar, a retail chain known for providing a wide range of products at
competitive prices. This optimization aims to enhance the customer experience, improve operational efficiency, and drive better engagement across
various platforms.

1.2 Definition of Concept

Optimizing communication channels refers to the process of evaluating, refining, and implementing strategies to ensure that information flows efficiently
between Reliance Smart Bazar and its customers, employees, and other stakeholders. This includes the use of digital platforms, in-store communication,
customer service touchpoints, and any other medium through which communication occurs.

1.3 Purpose & Objectives of the Project

The primary purpose of this project is to ensure that Reliance Smart Bazar's communication channels are effective, streamlined, and capable of meeting
the needs of both the business and its customers. The objectives include:

®  Improving the clarity and consistency of messages across all channels.

®  Enhancing customer engagement by providing timely and relevant information.

®  Reducing communication gaps and delays, leading to better customer satisfaction.

® | everaging data analytics to personalize communication and improve targeting.
1.4 Scope of the Project

The scope of the project covers the following areas:
0O  Assessment of existing communication channels, including digital platforms, in-store communication, and customer service interactions.
O  Identification of gaps and areas for improvement in the current communication strategy.

0O  Monitoring and evaluating the effectiveness of the optimized communication strategy, with a focus on continuous improvement.
1.5 Salient Contributions of the Project

The project is expected to contribute significantly to Reliance Smart Bazar by:


http://www.ijrpr.com/

International Journal of Research Publication and Reviews, Vol 5, no 11, pp 1141-1147 November 2024 1142

o Enhancing customer loyalty and satisfaction through more effective and personalized communication.
o Increasing operational efficiency by streamlining communication processes.
o Driving higher engagement rates on digital platforms and improving in-store experiences.

o Providing valuable insights into customer behavior and preferences, which can inform future marketing and business strategies.

2. Literature Review

Villanova, D., Bodapati, A. V., Puccinelli, N. M., Tsiros, M., Goodstein, R. C., Kushwaha, T., ... & Hatfield, C. (2021) The evolving retail landscape
in the digital age has resulted in opportunities and novel capabilities for retailers. This paper identifies four key challenges facing retailers based on
insights from practitioners and academics using the customer journey framework as a guide. It then considers evidence from both practice and theory on
how contemporary retailers might best innovate in the face of these challenges, to get “the right message to the right shopper at the right time.” Historically,
retail was largely constrained to focus on individual touchpoints as manufacturers drove the majority of communication decisions. More recently, with
the ability of e-commerce to capture the shopper decision journey more comprehensively, retailers are better able to understand what the right message
would be as well as where, when, and how to deliver it to reach the most responsive shoppers to achieve the retailer’s strategic objectives in each phase
of the journey.

Corstjens, M., & Doyle, P. (1979) Channel optimization in multiple-channel systems is a basic problem in marketing and one which has not received
much attention in the literature. A model is presented which simultaneously solves three distribution decisions—the manufacturer's choice of channels
(channel strategy), the number of outlets to operate within each channel (channel intensity), and the pricing structure between channels (channel
management). The general form of this model is not solvable by conventional programming techniques because it is intrinsically nonconvex. The paper
shows how signomial geometric programming can provide a theoretically attractive and practical solution procedure.

Ersoy, A. B. (2024) Retail business has been growing fast particularly during the last decade. High penetration rates of mobile communication devices
such as smart phones and high usage of social media make the retailers especially in food across the world with Fee WIFI access, very attractive off-line
and on-line social venues. The growth of the internet is continuous and offers many e-commerce opportunities for retail businesses to penetrate, grow
and achieve loyalty also supported by globalization. This chapter aims to identify how retail businesses can optimize social media usage in order to
increase their customer base, reach a higher level of customer satisfaction and hence increase the rate of customer loyalty in the long run. The literature
review focuses on social media engagement by small businesses and retailers.

Riboldazzi, S., & Capriello, A. (2021) The predominant role played by large-scale retailers in consumer goods markets has led to substantial changes
in the promotion and advertising flows of companies operating in this sector. Manufacturing companies are in fact investing an increasingly larger share
of their resources in communication strategies managed by retailers by way of in-store communications, taking advantage of both traditional and digital
media. As a result, besides being a place of purchase, the point of sale has become an environment where customer relationships are being built and
developed over time. In this book chapter, we take a closer look at current in-store communications via cutting-edge digital media solutions designed to
boost customer experience and brand loyalty. To gain a better understanding of these new forms of communication, we have also conducted a qualitative
case study on “The Supermarket of the Future,” a new retail format recently launched by Coop Italia in Milan, using data from different sources, including
internal and external document reviews and in- store observations.

Ram, B, Lai, K. K., & Xiao, F. (2024) This study examines two consequences when a producer adds a new digital channel. The first is the channel’s
interest effects between the newly added digital and the existing channel. The second is the rivalry effects between a producer and retailer. We analytically
develop four models for four different channel strategies to optimize the price of channels. The present research informs the producer that if customers
are very heterogeneous, then the producer may propose a multichannel strategy. If customers become homogenous, then the producer will acquire an
Omni-channel strategy. The producer provides a brick-and-mortar approach if the target customers are neither diverse nor comparable. We discuss the
channel interest for market leadership. The producer employs the digital channel when the impact of rivalry becomes severe. The retailer might limit its
market leadership when this independently constructed rivalry in the retail market helps to mitigate the optimization problem of channel pricing.

Grewal, D., Gauri, D. K., Roggeveen, A. L., & Sethuraman, R. (2021) The world of retailing is being reimagined and transformed at breakneck speeds
due to new technologies, as well as due to changes in consumer purchasing behavior resulting from the COVID-19 pandemic. This dynamic retail
marketplace is forcing retailers to strategize how to best position themselves to survive and flourish in this environment. Recognizing that we are at a
critical inflection point in the world of retailing, we conceptualize a Strategic Wheel of Retailing in the new technology era that emphasizes technology
as the core enabler of the strategies related to the 6Ps of retailing (retail place and supply chain management, product, pricing, promotion, personnel, and
presentation). In particular, the articles call for retailers to carefully their review their competitive ecosystem as they adapt to the new technologies, raises
some issues, and offers new directions for further research on how technology can be leveraged to design profitable retail strategies.

3. Objectives

l. To identify the Most Effective Communication Medium

Explore various online and offline channels and measure their effectiveness for Smart Bazaar’s customer base.
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1. To assess Consumer Preferences and Behavior
Examine how different demographic groups interact with various communication channels.
1. To recommend strategies to optimize online and offline communication channels for a seamless customer experience

Develop actionable strategies that Smart Bazaar can implement to ensure a seamless and engaging customer experience across its communication
channels.

4. Research Methodology
4.1 Type of Research/Research Desig

The research undertaken for this project is descriptive research. The primary objective is to optimize communication channels for Reliance Smart Bazaar
by understanding consumer preferences, behaviors, and the effectiveness of existing communication methods. Descriptive research is appropriate here as
it helps in systematically describing the characteristics of a specific group—in this case, customers of Smart Bazaar.

4.2 Data Type

The research relies on primary data. Primary data is original and collected firsthand specifically for this research purpose. It provides fresh insights into
customer behavior and preferences regarding communication channels.

4.3 Data Collection Tools

The primary tool used for data collection is a structured questionnaire. This questionnaire was designed to gather detailed responses from customers of
Reliance Smart Bazaar regarding their preferences, experiences, and satisfaction with various communication channels. The questions were crafted to
cover different aspects of communication, including frequency, effectiveness, and customer engagement. The data was collected through direct
interactions with the customers at the store premises.

4.4 Sampling Plan/Technique

0O  Sampling Technique: The sampling technique used for this research was purposive sampling. This non-probability sampling method was chosen
to select specific individuals who were expected to provide the most relevant and insightful information based on their shopping behavior and
familiarity with Smart Bazaar’s communication channels.

0  Sampling Frame: The sampling frame consisted of all customers visiting Reliance Smart Bazaar during the data collection period. This frame
was inclusive of a diverse set of customers representing various demographics, ensuring a comprehensive understanding of customer preferences.

0O  Sampling Unit: The sampling unit was individual customers of Reliance Smart Bazaar. Each customer served as a single unit of analysis.
0O  Sample Size: The total sample size for the research was 301 respondents. This size was determined to ensure statistical significance and to
capture a broad range of customer opinions, making the findings robust and reliable.

4.5 Size Method

The sample size was determined based on the need to achieve a balance between comprehensiveness and manageability. Given the research objectives
and the purposive sampling method, a sample size of 301 was deemed sufficient to gather relevant data while maintaining the study's feasibility. The data
collection process was designed to reach saturation, where additional responses were unlikely to provide new insights.
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5. Data Analysis

O Interpretation: The pie chart shows the gender distribution of people surveyed about Smart Bazaar, not necessarily who buys from Smart Bazaar.
®  Slightly more than half of the people surveyed (52.16%) were Female.

®  Less than half of the people surveyed (47.84%) were Male
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Fig no. 5.2 AGE Description

0O  Interpretation: This pie chart shows most people surveyed of 33.55% are into the age group of (18-25). And the second highest segment
contributing to around 29.57% is from age of people from (26-35).

18-35 is the section of people who prefer going to shopping complexes and malls for leisure as well as shopping and understanding their awareness
about Smart Bazaar can give a broader perspective.
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Fig no. 5.3 How did you first hear about Smart Bazaar?
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lnterpretation: The pie chart shows that word-of-mouth and store visibility are the most effective ways for people to learn about Smart
Bazaar. Social media and traditional media (TV, print, outdoor) have some impact, but appear less influential.
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B WhatsApp
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g Facebook

Fig no. 5.4 On which social media platform do you spend most of the time?

Interpretation: The pie chart shows, Instagram is the most popular social media platform among those surveyed, with 45.85% of people reporting
they spend the most time there.

44.19%
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Fig no. 5.5 Do you get newspaper at your house?

Interpretation: The pie chart shows that 55.81% said they do not prefer getting physical newspaper due to shift in choice to a better convenient
mode of news reading such as mobile apps and digital media.
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O

Interpretation: The pie chart shows that Times of India/Bombay Times reigns supreme (44.7%). If Smart Bazaar targets other papers (e.g.,
Gujarat Samachaar at 3.03%), ad reach might be low.

6. Major Findings and Conclusion

O

VI

O

Major Findings:
Gender Distribution of Survey Respondents
Slightly more than half of the people surveyed (52.16%) were female, while 47.84% were male.

Insight: This gender balance indicates that communication strategies should not overly skew towards either gender, ensuring that marketing
campaigns are inclusive and appeal equally to both men and women.

Age Group Analysis

The largest age group among respondents was 18-25 years, comprising 33.55% of the survey. The next significant age group was 26-35 years,
representing 29.57%.

Insight: The 18-35 age bracket accounts for over 63% of respondents, indicating that Smart Bazaar should focus its communication efforts on
younger adults who prefer shopping for both leisure and utility. Targeting these age groups through social media and digital platforms will likely
be the most effective approach.

Awareness Channels for Smart Bazaar
Word-of-mouth and store visibility were found to be the most influential methods of raising awareness about Smart Bazaar.
Social media, traditional media (TV, print, outdoor), while still relevant, were less effective.

Insight: To optimize communication, Smart Bazaar should invest more in enhancing store visibility and leveraging customer referrals through
word- of-mouth campaigns. These channels are more impactful in reaching potential customers than solely relying on digital or traditional
advertising.

Preferred Social Media Platforms
Instagram was the most popular social media platform among the survey participants, with 45.85% spending the most time there.

Insight: Smart Bazaar should prioritize Instagram for its social media campaigns, using it as a primary channel to engage its target audience.
Visual content, influencer collaborations, and interactive stories could enhance customer engagement on this platform.

Shift in News Consumption

55.81% of respondents stated that they do not prefer physical newspapers, citing a shift toward mobile apps and digital media for news
consumption.

Insight: This trend highlights the growing preference for digital content consumption. Smart Bazaar should reduce investment in print ads and
focus more on digital news platforms, apps, and online media to reach its audience more effectively

Newspaper Preferences

The majority (44.7%) of respondents prefer the Times of India/Bombay Times, while other newspapers like Gujarat Samachaar have a much
smaller readership (3.03%).

Insight: To optimize its communication strategy, Smart Bazaar should concentrate its newspaper advertising efforts on widely-read publications
such as Times of India. Investing in ads in low-reach papers may result in lower visibility and return on investment.

Conclusion:

Smart Bazaar should focus on a digital-first communication strategy, prioritizing Instagram and other social media platforms, enhancing store

visibility, and encouraging word-of-mouth marketing. Reducing reliance on physical newspapers and print media while increasing engagement through
digital platforms will ensure better reach and customer engagement, particularly among the key 18-35 age demographic.

7. Limitations

O

Gender Bias in Survey Representation: The survey may not fully represent the gender dynamics of Smart Bazaar’s customers, potentially
limiting the accuracy of communication strategies based on this data. A more representative customer data set is required for more targeted
campaigns.
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Age Group Focus: Older age groups (above 35) are underrepresented in the survey. This means the data may not fully capture the preferences
and behaviors of a broader demographic, which could limit Smart Bazaar's ability to reach older consumers effectively.

Heavy Reliance on Word-of-Mouth and Store Visibility: This could lead to an overemphasis on in-store marketing and customer
recommendations, potentially neglecting untapped opportunities in digital marketing channels, particularly among tech-savvy audiences.

Instagram Bias: While Instagram is a key platform, this finding may overstate its importance at the expense of other social media channels, such
as Facebook or WhatsApp, where certain customer segments may be more active but were underrepresented in the survey.

Limited Reach of Niche Newspapers: Targeting high-reach publications may overlook valuable regional or niche audiences, particularly in
smaller markets where local papers may still have significant influence. The focus on mainstream papers could limit the effectiveness of regional
communication strategies.

8. Recommendations

0O  Enhancing Visibility with Pop-Up Shops and Kiosks at Mall Entrances: Set up pop up shops and kiosks at Mall entrances with limited options
where customer can be made aware about the Reliance Smart Bazaar and will be directed to the actual store to carry out further purchases.

0O  Weekend and Special Day Events to Drive Customer Engagement: Having events planned over the ends or during special days in the malls
where customers could be used where the event can help to drive customers to the store via coupons or via invitations.

0O  Attracting Customers with Entrance Banners and Billboards Featuring Special Offers: Display hanging banners and billboards at the
entrance of the Malls with offers and “Pick any @ discounts to attract more customers and to also engage their buying behavior.

0O  Leveraging Social Media to Boost Customer Foot Traffic: We should use social media as a platform to drive foot falls of the customer, since
social media is the second biggest medium.

0O  Engaging Audiences with Frequent Social Media Promotion and Discounts: Frequent posting of Promotional Offers and discounts on social
media platforms can help in engaging the audience and enable higher reach.
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