ABSTRACT

This Project aims to help Business to Consumer @sgtons involved in General
Trade Offline Distribution Business and Online isgjl through Marketplace
portals to have a sustainable co-existent busimeskel and adopting outside — in
approach by putting customers at the front of thasiness strategy and to have a
sustainable business framework. The solution has developed through primary
data collection through customer questionnaire abwir preferences for Offline
and Online shopping, reasons and ranking. Besigies depth interviews were
taken from offline and online stakeholders and imed decision makers with
focus on consumers’ preferences and organizatiowoditgbility. Knowledge
Management N-Form model was used to develop a ocmgrsaentric Knowledge
Management sustainable model for the organizati@Quflict factors between
offline and online trade were parameterised andaswble integrated model is
proposed. Marketing strategies with the influentenarketing mix tools (Product,
Price, Place, Promotion, People, Process, PhyBiddence and Partners — 8 P’s)
are correlated with the conflict factors to suggewrketing strategies for the
organizations.

Till date there is no comprehensive study or sotutiavailable with the

organizations to maintain balance and integratiemvben traditional general trade
model and online business model and this projetsao build upon practical

solutions drawn out from Marketing Strategies andoWledge Management
principles to propose sustainable business modeé project is made from

organizations point of view to understand manufaesl dilemma and propose
solution keeping consumers’ interests to the cbimisiness strategy.

The project is divided into 4 parts.

Part 1 comprises of empirical data collection from regpems questionnaire on
their preferences for offline and online shoppingl avarious reasons for their
preferences. Data analysis is done by statistord| $PSS. The data extraction is
further studied by statistical tool SPSS VersiorD16r Windows for Pilot Factor
Analysis Test and Correlation Bivariate testingdentify variables responsible for
consumers’ behaviour.

Part 2 comprises of proposing conceptual Knowledge Mamege framework
modelled on Hedlund N-Form Knowledge Management &lio propose a



sustainable KM framework for organizations to ké&sgir Customers and Retailers
at the fore front of their business strategies #hgpéing Outside-In approach and
thus a new KM model is developed.

Part 3 comprises of depth interviews taken of stakehaslderOffline and Online
trade and identifying Conflict factors. These idiged conflict factors are analysed
considering marketing mix 8 P’s tools to develogkeéing strategies to overcome
conflicts to have sustainable integrated approackhie organization.

Part 4 comprises of proposing strategic business modéh witegrated and
symbiotic approach considering both customers’@gdnizations’ interests.

The study and Project is one of the kinds in itgrapch and solution and as on
date such comprehensive study is not available Basiness to Consumer
Organizations as they are facing dilemma of manimagi synthesis between Offline
and Online trade.
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INTRODUCTION

This part of the project will establish the Probleackground, Problem statement
and the Research Questions, which explains thelgroltatement in detail. In

addition managerial and organizational relevandé b@ mentioned. The project

parts of Consumers’ Preferences through empiritadlys and Data Analysis

approach, Conflict Factors identification througdpth interviews, and KM Model

proposition and Business Strategic model will bespnted in further chapters.
Limitation of the study will also be discussed aamith the approach.

1.1 PROBLEM BACKGROUND

Business to Consumer B2C model companies espe@altypanies working in
sectors like FMCG, FMCD, Consumer Electronics, Apfm Footwear, Hardware,
Furniture, Kitchen wares, Lifestyle goods etc. @aglitionally working in General
Trade Model for B2C business which comprises of :-

Company:> Distributor:> RetaileE:> Consumer
OR
Company:> Super Stockist:> DistributoE> RetaileZ{) Consumer

OR

Company:> Distributor:> RetaiIeE> Reselle:> Consumer

And many such General Trade combinations.

With the advent of E-Commerce and M-Commerce ontilagers, B2C business
in these sectors have seen a paradigm change edgtls fon online selling and
availability of products / services to consumersatvenience of their homes.

E-Commerce / M-Commerce players like Flipkart, Aomazindia, Snapdeal
(Unicorns of Industry) are doing really well in oléng out to customers and
through various Pricing techniques, Logistics maaledl Unique Business model
and are able to generate Top Line and making thest®rs very competitive and



as a result consumers are benefitted having mareeh for low prices. So, there
Is a shift from traditional Brick & Mortar model ©lick & Order model.

Traditional General Trade model is important for B2C organizations for the

following reasons—

In India, business is relationship oriented.

Internet penetration for Online trade is low arodf8d and expected to go up
by only 11% by year 2020.

Tier-2 and Tier-3 markets which are important fenetration and revenue
volumes can be tapped by growing organically throggneral trade.

Logistics challenges are low in general trade.
Cost of distribution is low.

Super stockist / Distributor act like Franchiserdiak finances the
production of organizations.

Consumer preferences for Experience, Touch, FeeBary are fulfilled by
General Trade model.

These act as Service points and also for providhmgt Level Services to
consumers.

Sustainable Competitive Advantage (SCA) of orgaiona is their robust
Distribution — Retail network.

Challenges being faced by traditional General Tradenodel—

Bleeding Bottom Line due to Deep Discount Strategynline players.
No major product differentiation by organizations.
Higher cost of operations as compared to onlinggota

Multi brand players are also suffering Working GapBlockages which is
affecting their ROIs.

Customer-contact missing as focus is on fulfilmehtrequirement rather
than requirement generation.



E-Commerce /| M-Commerce model is important for B2Corganizations for

the following reasons—

Focus is on Low Prices, Availability to the Consunand Top Line
Achievement.

Changing Consumer Preferences.

Catering to ADHD Consumers (Attention Deficit Hypetivity Disorder) —
Gen Next.

Low Advertising Cost.
Overall Cost Low due to Disintermediation Model.
Online presence is important for organizations tuatense competition.

Modern Trade Outlets are also important from orgaions’ point of view
due to benefits like Experience Stores, Retail Manclising, Sales &
Service Points, etc.

Challenges being faced by E-Commerce / M-Commercéayers —

Predatory Pricings, Deep Discount Strategy and rothew Pricing
Techniques are contributing to business model fosse

Business Model is based on Gross Merchandisinge/é&&MV) which is
Top Line, Acquisitions, Penetrations, rather thaevéhue Generation &
Profit Maximisation.

Seed funding / VC funding is getting squeezed asgtors are questioning
business models of online players.

Almost similar models with no differentiation amongnline players
resulting in intense competition and affecting pediility.

Logistics, still a big challenge.

Payment Options, like Cash on Demand (COD) modaeitribtion to
losses.

Internet penetration generally is still low.



1.2 PROBLEM STATEMENT

Discussing the background of the problem, resuitsthe following problem
statement. This project will examine the probleateshent as formulated below :

“How can B2C organizations sustain Online Click & @@er model and Offline
Traditional General Trade model and have integratiosynthesis, sustenance,
avoid conflict parameters, and have sustaining busss model involving both
Offline & Online avoiding conflicts and benefit frm Knowledge Management
principles ?”

1.3 RESEARCH QUESTIONS

In order to answer the formulated problem statem#m following research
guestions are formulated. Answering the researcesteqpns will answer the
problem statement as described above.

* What are the Consumers’ Preferences for Offlinerdiri@ shopping and the
reasons for the same ?

* What causes a channel conflict in general and wizaiketing strategies can
organizations use to reduce channel conflict antistiiannel strategies for
synthesis and co-existence model ?

* How can Knowledge generated at Retailers end ants@oers feedback
could be captured for improvement in Offline & Omi models to have
sustainable Knowledge Management model for the nizgdon as a
competitive strategy ?

« Can we have an integrated approach and sustairaeess model
comprising both offline, online, and knowledge &gy ?

1.4 CONCEPTUAL FRAMEWORK

The problem statement and research questions ra@d but into a conceptual
framework. The conceptual framework contains Indéat Variables (X) and a
Moderator, which are important to give an answehé&problem statement.



. D t Variable (Y
Independent Variables Moderator ependent Variable (V)
(X)
Product
Price
Place
Conflict Parameters
Knowledge .
Reduction between
] Management . .
Promotion Online & Offline
Model. .
Channel, Superior
Conflict Parameters Knowledge
People . Generated being
Multi-Channel captured to have
Strategy & Sustainable
p Approach Business Model
rocess
Physical
Evidence
Partners
Consumers’ Figure A : CONCEPTUAL FRAMEWORK TO
Preferences BUSINESS STRATEGY

1.5 SCOPE OF THE STUDY

The project gives guidelines to B2C organizatioons hiave integration and
optimisation strategies for sustenance of Offlind &nline Models with focus on
Consumers’ preferences.



1.6 OPERATIONALIZATION OF VARIABLES

This explains the definition of variables in thenceptual framework proposed in
more detail.

CHANNEL CONFLICT

By definition, Channel conflict is defined as austion in which a manufacturer
perceives his retailer (s) to be engaged in behawat impedes or prevents it
from achieving its goals.

In this project, Channel Conflict is assumed tousaghen manufacturers consider
selling online through online players to end conswsndirectly through E-
Commerce and M-Commerce platforms against thettoadl general trade set up.

MARKETING MIX

The marketing mix strategy is a tool that helpsaaigations meet long term
objectives and gain a competitive advantage. Ticawdit 4 Ps of Marketing Mix —
Product, Price, Place & Promotion have been reviisede context of Service and
Online — Multi-channel strategies of organizatitméave 8 P’s.

PRODUCT

Can you offer a different product range online filiree ? How can you add value
to products through additional content or onlineises ?

PRICE

Review pricing and consider differential pricing ded for online & offline
products or services.

PLACE

Identify your offline & online distribution issuemd challenges. Should you create
new intermediaries or portals or partners with taxgssites ?

PROMOTION

Discuss the problems and opportunities betweemef& online communications
mix. These will be detailed in the acquisition aretention communications
strategies. Review approaches for offline & onlpremotions and merchandising



to increase sales. You may want to include exciugiromotions to support the
growth of different digital channels, i.e. emailplile, Facebook, Twitter.

PEOPLE

Can you use automated tools such as FAQ to délwel self-service” or should
you provide online contact points through Live CbaPhone Call-back ?

PROCESSES

List the components of process and understand ¢bd to integrate them into a
system.

PHYSICAL EVIDENCE

Identify the digital components that give ‘evidende customers of your
credibility such as awards and testimonials.

PARTNERS

The eighth P. So much of marketing today is basedstoategic partnerships,
marketing marriages and alliances that this ‘Padsled in as a vital ingredient in
today’s marketing mix.

1.7 SIGNIFICANCE OF THE STUDY
Significance of this study is both for Academic S&alhgerial relevance.
ACADEMIC RELEVANCE

From academic purpose, this practical study mayable to develop specific
marketing mix models, new strategies, Knowledge afgmment strategies or
examine new insights from organizations’ point eéw in reducing gaps and
conflict areas between Offline & Online channel amdprove Customers’
experience and distribution integration strategidss study is one of its kind and
not done so far so may lead to academic paradeikedarities or new insights
about the organizations’ approach of integratioro@@imization business model.
Hopefully, this study will help academics to poiott future research about
integrated distribution strategies in the rightdtrons.
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MANGERIAL RELEVANCE

Organizations can use the results of this studyd&scribing and managing their
(win-win) strategies to avoid or reduce channelflectnwith some attention and
knowledge. Marketing and Knowledge Management gsdtmals can spend their
time more effectively to the long term relationshwpth their General Trade
retailers and to engineer a more efficient chastrategy in which both offline and
online benefits from each other. Superior knowledgrerated through Retailers’
and Customers’ feedback are captured and usedntweasing organizations’
effectiveness and Customers centricity and to wstded consumers preferences
and buying behaviour so as to channelize the efflamd online trade model
accordingly and build on integrated sustainablemeiitive advantage.

11



LITERATURE REVIEW

The incumbents (or offline players) are feelingetitened by the E-commerce
companies, like Flipkart, Snapdeal and Amazon Iméhach had changed the rules
of the game. The E-commerce companies are gradiadilyg business away from
incumbent offline players by offering huge discauon products that they sell.
One reason for the same is the fact that the E-@neercompanies have managed
to get around the inefficiencies built into the iamdretail system. The E-commerce
companies don't have to maintain huge inventoHabey manage to build up an
efficient supply chain network, they can keep ordgrgoods as they go along.
Hence, they do not have to maintain a large invgrike the offline players. This
helps keep costs down. Also, like offline playdrsyt do not need to maintain a
huge physical infrastructure like showrooms, godewetc., to sell their goods.
They can also buy goods directly from companiesipcong them and get a better
deal in the process. These goods can be thenlgisedtl to prospective consumers
without having to go through an elaborate distitruchannel. Ecommerce market
size for goods is expected to jump about five tine$40 — 50 billion by 2020
from about $8 — 12 billion presently.

For organizations, it is imperative to have intéigra and co-existent model
between Offline and Online Models with focus on ©uters’ Preferences and
Behaviour so as to have sustainable business m@dstomers are not making
rigid distinctions between online and offline shimgp In a shopping mission,
consumers figure out what they want and are dri\mn three primary
considerations: convenience, price and assortmérw yariety of range and
offering). Convenience includes ability to get ardt delivery (as in physical
stores) as opposed to waiting periods of 2 — 3,dgpgcal for E-Commerce. Mom
and Pop shops still dominate the retail landscapd, price discounts/offers from
big retail are often the biggest attraction. Onliregailers are offering huge
discounts by funding these price offs themselvdsis Tis not sustainable. E-
Commerce majors claim they are building customgalty to their websites. But
the blunt truth is that shopper loyalty is not haytywhere in the world, and least
so in India. Here, customers will go anywhere andrty channel for a great deal.
There is also the point that online and offline mwdtrade accounts for less than 5
per cent of total retail. This creates natural s for supplier companies to
protect the interest of traditional retail. The opmasence of traditional retail
means that omni-channel shopping in India will takiebest if online and offline
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pool their resources together. Since organizeckkaied mortar retail and online
majors’ account for just a fraction of India's spmg, a partnership between them
will be best positioned to incentivize omni-chanhaying habits by offering great
convenience and variety to shoppers. The secombmeahy E-commerce majors
should be looking to invest in offline chains orrtpar with them is the poor
guality of India's supply chain infrastructure. id supply chains are creaky.
Delivering orders small in value (less than Rs @)QMut that still represent
average basket size for a consumer, costs too mugrehouses are situated on
the outskirts of cities. And for real estate cosasons, warehouses are often
outside city limits. Additionally, most cities imdlia have commercial transport
restrictions. This partnership will improve customboice, price and convenience,
and be a win-win for both online and offline retad.

Various terminologies need to be explained in iaext of the Literature Review
of the Project.

2.1 BRICK & MORTAR MODEL — OFFLINE MODEL

In its simplest usage B & M model describes thespatal presence of a building(s)
or other structure. The teromick-and-mortar business often used to refer to a
company that possesses buildings, production ftiasiji or store for operations.
More specifically, in the jargon of E-commerce Imgsises, brick-and-mortar
businesses are companies that have a physicalnpeesed offer face-to-face
customer experiences. This term is usually usedamtrast with a transitory
business or an internet-only presence, such aslareoshop, which have no
physical presence for shoppers to visit and bugnfdirectly, though such online
businesses normally have non-public physical faeslifrom which they either run
business operations, and/or warehousing for magsiqath product storage and
distribution. Traditional General Trade model Olaition — Retailers set up is
denoted as Brick & Mortar model.

2.2 CLICK & ORDER MODEL — ONLINE MODEL

It refers to ‘online marketplace’ model which is game-changer from a
distribution and consumer standpoint. Online playtakes care of the entire
packaging, warehousing and logistics requiremertsliery to consumers
included) of firms planning to sell their waresdbgh its platform. By establishing
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merchandise storage and distribution capacities ¢arge enough scale to bring
down these costs, companies may find it far chesp®effer products on online
platform than through their own networks.

2.3 MOM & POP STORES

A small, independent, usually family-owned, corlegd] and operated business that
has a minimum amount of employees, has only a smathount of
business volume, and is typically not franchiséerefore open for business only
in a single location.

2.4 MODERN TRADE OUTLETS

Modern trade refers to retailing through large-fatratores whereas general trade
refers to retailing through kirana stores. Thedhgnge to retail has come through
multi-brand shops in malls and the way businesses@nducted; electronically on
the net, with far less constraints of space anchstfucture. The marketing and
supplying these electronic stores and big maltetaly different from the demand
and supply chain of the traditional markets.

2.5 DISINTERMEDIATION MODEL

In economics, disintermediation is the removalndéimediaries in a supply chain,
or "cutting out the middlemen" in connection withtransaction or a series of
transactions. Instead of going through traditicshatribution channels, which had
some type of intermediate (such as a distributbglesaler, broker, or agent),
companies may now deal with every customer diredty example via the

Internet. Disintermediation may decrease the cbsenrvicing customers and may
allow the manufacturer to increase profit margihstotal costs are actually
decreased by eliminating distributors or resellBisintermediation has acquired a
new meaning with the advent of the virtual markatpl The virtual marketplace
sellers are edging out the middlemen. It must keerstood, however, that direct
sellers and buyers connect with each other becafudes platform created by the
virtual marketplace vendor. There is quid pro qoiothe vendor for the use of the
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platform, else it would make no business senseadate such a platform. If the
buyer, having connected with the seller, circumsdhe platform and talks to the
buyer and does her deal directly with the buyerntthe platform owner is unlikely
to get her revenue share. This may be considenesvdorm of disintermediation.

2.6 CHANNEL CONFLICTS BETWEEN OFFLINE & ONLINE
PLAYERS — ORGANIZATIONAL PERSPECTIVE

Channel conflict can occur when two channels famushe same consumers. This
may happen when the opportunity of reaching conssinmeimplicit or explicit
way competes and have conflicts of interests.

First factor for channel conflict is because ofroyiag prices across channels for
similar or identical products. In this case, orgation does not use the same
pricing approach across its channels which can l@adome channels feel

threatened by way of losing business. In additimmequal promotion activities

from the organization, which are at times relatedotices, are also factors for
channel conflict.

Second cause of channel conflict is goals incorbpidygi (also called goal
divergence) which may occur when organization’ntibn with its distribution
channel is not clearly defined and explained taeatailers. This may also lead to
internal conflicts about consumers resulting in stoscenario in consumers’
confusion and dissatisfaction and more channellictsmbetween parties.

Third important element is domain definition. Thatans which population to
serve. Territories alignment and service and faecage, responsibilities need to
be spelt out clearly. Also, which selling technaésg would be adopted by
organization are also important.

Last important channel conflict cause is to havéent perceptions of reality.
This can occur when retailers undertake differeatk®ting activities for the same
situations, because they all have another percemlmout the output of their
marketing activities that can be. So, when goalsobm® incompatible, their
domains almost similar, and the perceptions ofityeate different, greater is the
level of channel conflict.
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Channel conflict can lead to breakdown of balarfggoaver structure and increase
the risk of financial losses, lawsuits, protectiggislations, trust destruction, and
market shrinkages. So, when adding a new channtleirsystem, organizations
should consider the trade-offs of the benefits wipotentially negative
consequences of these organization’s activities, 8lannel relationship
management is strictly necessary.

2.7 INTEGRATION OF ONLINE & OFFLINE CHANNELS — BENE FITS
OF MULTI-CHANNEL APPROACH

Click & Mortar businesses can represent a modeldhews for operation on the
net without facing the typical managerial problero§ internet pure play
businesses. The following benefits are there fatirabannel approach.

Company nameBusinesses already present in traditional marka¥e la company
customer awareness that can be used online witk@rtificant additional
investments, while start-up companies must emplagymresources in achieving a
suitable level of awareness. The trust placed ith @stablished offline brands also
allows consumers to overcome natural suspicion ribwee Internet.

Customer baseStart-up businesses, besides having to build athefbusiness
from scratch, do not have a customer base. Ondh&ary, a business that has
been established for some time in other channdwsl click-and-mortar
companies to target communication and promotioéivies at its customers.
Indeed it is much easier to obtain a response fnastomers who have already had
a positive purchase experience and hence a ceiegiree of trust in the company
and its products.

Knowledge of demandn online distribution channel has specific peaiti@s in

its approach to customers. However, businessesdgli@perating in other channels
possess information about the preferences andshatbiheir customers that allow

the business top concentrate on the true needsnstimers and avoid bad choices
and wasted resources.

Profitability. Start-up companies are often influenced by the neeplickly reach
high levels of profitability and thus produce aureton the capital invested. Click-
and-mortar companies, on the contrary, can tolegpateods of sales below the
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break-even point on the online channel, since @y count on profits coming
from the traditional business. A series of implicas on management costs should
be taken into account for click and mortar compsnia particular related to:
transportation, delivery of goods, warehouse mamage, carrying out orders and
information related activities, management of &teims.

Well-established infrastructures and distributiongilstics. The delivery cost of
digital or digitalizable goods is extremely smallhile the delivery of physical
goods implies a higher cost exasperated by expaasadf ever shorter delivery
times by consumers. Delivery from the physicaleidpsest to the customer could
represent the ideal distribution center, and digopiace where the product can be
returned.

Reaching markets not yet served or complementingxasting market offering.
For companies not provided with their own physutigtribution network, it might
not be considered beneficial to open points of gsalenarkets in which the
necessary investments and the related cost areongiensated by adequate sales
projections. The potential to activate an onlinesgnce allows for the overcoming
of spatial and temporal barriers through forms wfual ubiquity and reaching
potential customers worldwide at any time, at atéoh cost. In markets already
served, it becomes possible to supplement whdfesed by expanding the range
of products (for example, low turn-over productspooducts not often requested
by customers), or time availability (for examplasenal products, that might not
be available at certain points of sale).

2.8 KNOWLEDGE MANAGEMENT MODEL — N FORM APPROACH

Knowledge Management is defined as a systematal, geented application of
measurement to the tangible and intangible knovdexgets of the company, with
the aim of using the knowledge of the firms to deathe creation of new
knowledge that can generate the value for an argan. KM can be defined as
the process for acquiring, storing, diffusing amdpliementing both tacit and
explicit knowledge inside and outside the orgamires boundaries with the
purpose of achieving corporate objectives in thestnaficient manner. Various
KM activities in the organization aré&nowledge identification, knowledge
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acquisition, knowledge application, knowledge shgriknowledge creation and
knowledge preservation.

Knowledge  ° / Knowledge Knowledge K“x
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Figure B : BENEFITS OF KNOWLEDGE MANAGEMENT IN AN O RGANIZATION

N-Form KM Model builds on the interplay between articulated anditta
knowledge at four different levels: the individualhe small group, the
organization, and the inter-organizational domaikffective knowledge
management is argued to require departures fromldbe of hierarchical
organization and the M-form structure. The altaugalN-form given by Hedland,
1994 is characterized and suggested as more amgieodt entails combination of
knowledge rather than its division, which is thesibaprinciple in the M-form.
Other attributes of the N-form are: temporary celtations of people, the
importance of personnel at 'lower levels', lat@@mmunication, a catalytic and
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architectural role for top management, strategie®a at focusing and economies
of depth, and heterarchical structures.

Model of Knowledge Types, Transfer And Transformaton Processes

This KM model emphasizes on two knowledge typesticulate Knowledgeand
Tacit KnowledgeTacit knowledge (TK) is defined as in Polanyi §29, indicating
knowledge which is nonverbalized or even non-vezbhle, intuitive,
unarticulated. Articulated knowledge (AK) is spemif either verbally or in
writing, computer programs, patents, drawings erlitke.

Second, we distinguish between four different Isvet carriers, or agents, of
knowledge: the individual, the small group, the amgation, and the inter-
organizational domain (important customers, supglieompetitors, etc). AK and
TK exist at all levels. The figure below providegsamples of eight types of
knowledge thus mentioned.

INDIVIDUAL GROLP ORGANIZATION INTERORGANIZATONAL
DOMAIN

ARTICULATED |
KNOWLEDGE/ Knowing caleulus | Quality circle's Orpanization chart Suppliers' patents and
INFORMATION | documented analysis of its | documented practices
Cognitive performance
Skills
Embodied i
TACIT ‘ |
KNOWLEDGE/ Cross-cultural negotiation | Team coordination in Corporate culture Customers’ attitudes to
INFORMATION skills | complex work products and expectations
Cognitive |
Skills | |
Embodied | | |

|

Figure 1. A model of knowledge categories and transformation processes: Types of knowledge. Adapted
from Hedlund and Nonaka, 1993.

N-Form model of Hedlund focusses on the interactetween individual and
organizational knowledge, and the transformationocess. The model
distinguishes between three forms-or, perhaps reatigects of knowledge:
cognitive knowledgen the form of mental constructs and preceptslisskand
knowledge embodied in products, well-defined s&wior artifacts. The model
allows explicit distinctions between storage, tfansand transformation and
explains three basic sets of concepts.

19



Articulation and internalization, the interactiohwhich is termed reflection. (The
processes are illustrated through vertical arrawsigure 2).

Extension and appropriation, together constitutdrajogue. (Horizontal arrows in

Figure 2.)

Assimilation and dissemination, referring to knogige imports from and exports

to the environment.

ASSIMILATION

o

INDIVIDUAL GROUP ORGANIZATION INTERORGANIZATONAL
DOMAIN
= EXTENSION
APPROPRIATION
ARTICULATED Zz
KNOWLEDGE (AK} =)
< Z
S E <> Z
— - 3 Q- DIALOGUE - S
2 <> 2
td =
= )
TACIT = =
KNOWLEDGE (TK) =
w DISSEMINATION ‘f"/
— AK
- TK
Figure 2. A model of knowledge categories and transformation processes: Types of transfer and transformation.

Adapted from Hedlund and Nonaka, 1993

So, the distinction between N-Form and M-Form made as below —

N-form

M-form

Technological interdependence
People interdependence

Critical organizational level
Communication network
Top management role
Competitive scope

Basic organizational form

Combination

Temporary constellations, given
pool of people

Middle

Lateral

Catalyst. architect, protector
Focus, economies of depth,
combinable parts

Heterarchy

Division

Permanent structures, changing
pool of people

Top

Vertical

Monitor. allocator
Diversification, economies of
scale and scope. semi-
independent parts

Hierarchy
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RESEARCH METHODOLOGY / RESEARCH DESIGN

3.1 INTRODUCTION

The purpose here is to describe the methodology tseachieve the research
objectives of this study. This includes the typetlod research, target population,
the sampling techniques, the data collection ana aaalysis procedures.

3.2 TYPE OF RESEARCH

In order to gauge the consumers’ preferences foneand offline shopping, the
researchers used descriptive study through cradmsal survey method of data
collection.

3.3 POPULATION OF STUDY

The targeted population for the purpose of thiglgtaomprised of residents of
Delhi/NCR which are mainly consumers of offlinenline shopping. Considering
the time and resources available, the targetedlabpo was only limited to Delhi

areas in NCR.

3.4 SAMPLING DESIGN AND SAMPLING PROCEDURES

The researchers used both probability and non-pitifyasampling techniques.
From the non-probability sampling technique, comeeoe sampling is used to
select the locations for the study, which are Ddilne to their accessibility to the
researchers. And a simple random method is used the probability sampling
technique to select interviewees from offline amdire channel from sampled
sources.

21



3.5 SOURCES OF DATA

Information is gathered from both primary and sel@og data sources. From the
primary data sources survey questionnaires andhdeptrviews and from the
secondary sources books, journals, and researenigare used.

3.6 DATA COLLECTION METHOD

Self-administered questionnaires are distributed@oconsumers of offline and
online shopping in order to find out the consum@rgferences, reasons and rank
for their offline or online shopping experience atim factors that positively
contributed for the information, change and maiater® of these attributes.
Conflict factors between offline and online chanwere determined through depth
interviews.

3.7 DATA ANALYSIS AND INTERPRETATION PLAN

After collecting and sorting the questionnairestadare coded, computed and
analysed using the Statistical Packages for S&ci@nces (SPSS) software.

Appropriate statistical analyses such as Exployakactor Analysis, Correlation
Analysis are used according to respective objestaral descriptors. The analysed
data is presented using tables, graphs and pigéschar
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DATA INTERPRETATION AND ANALYSIS

4.1 INTRODUCTION
The project is divided into 4 parts.

Part 1 comprises of empirical data collection from regpemts questionnaire on
their preferences for offline and online shoppingl avarious reasons for their
preferences. Data analysis is done by statistardl $PSS. The data extraction is
further studied by statistical tool SPSS VersiorD16r Windows for Pilot Factor
Analysis Test and Correlation Bivariate testingdentify variables responsible for
consumers’ behaviour.

Part 2 comprises of proposing conceptual Knowledge Mamege framework
modelled on Hedlund N-Form Knowledge Management &lio propose a
sustainable KM framework for organizations to ké&sgir Customers and Retailers
at the fore front of their business strategies #gpéing Outside-In approach and
thus a new KM model is developed.

Part 3 comprises of depth interviews taken of stakehaslderOffline and Online
trade and identifying Conflict factors. These idiged conflict factors are analysed
considering marketing mix 8 P’s tools to develogkeéing strategies to overcome
conflicts to have sustainable integrated approackhie organization.

Part 4 comprises of proposing strategic business modéh witegrated and
symbiotic approach considering both customers’@gdnizations’ interests.

4.2 PART — 1 CONSUMERS’ PREFERENCES TOWARDS OFFLINE &
ONLINE SHOPPING

A survey was conducted with Questionnaire on ComssimPreferences &
Behaviour on Offline & Online Shopping was conddctend 63 respondents
responses were recorded on the following parameters

» Preferable mode of Online shopping viz. E-Commeidegl-Commerce

* Preferences & Reasons for Offline (Brick & Mort&ores) shopping
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» Preferences & Reasons for Online (Click & Orderestd shopping
» Ranking for Top 5 choices for Offline & Online shpapg, respectively

» Customers’ Feedback System (for KM N-Form modeletigyment)

Pilot Exploratory Factor Analysis was done usingSSP16.0 software. Factor

Analysis allows us to look at groups of variableatttend to be correlated to each
other and identify underlying dimensions that exygahese correlations. Primarily

used for data reduction and extraction to reducednageable level.

Key statistics associated with Factor Analysis

Communality — Communality is the amount of variance a variablares with all
the other variables being considered. This is dls® proportion of variance
explained by the common factors.

Eigenvalue — The eigenvalue represents the total varianceaega by each
factor.

Percentage of variance- This is the percentage of total variance attebuo each
factor.

Component matrix — Helps to identify the items classified under thierent
variables (input) given in the conceptual model.tAése items will be clustered to
define and describe input variable characteristdismber of variables extracted
would be equal to number of columns given in thieaetion table.

Extraction Variable > 0.5
Interpretations

All 68 variables were seen and accepted in theckah Component Factor
Analysis Extraction method. None of the variabled dropped. Total variance
explained by 20 components extracted with cumuwatpercentage 84% of
expected outcomes.
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Correlation Analysis

Correlation is a simple but powerful way to looktla& linear relationship between
two metric variables. Bivariate correlation wasrea out between single metric
dependent or criterion variable and a single meindependent or predictor
variable.

Interpretations

If we take single variable in Online shopping faynsumers’ preferences for
example, Online Shopping for Electronics; then tkason for Experience is
positively correlated. Significance value is 0.5@Bich means that correlation
between variables — Online Shopping for Electroicsutput variable — Online
Reason is accepted.

Correlations

online_ online_reas_
glectronics experience

online_electronics Fearson Correlation 1 A03”

Sig. (2-tailed) .ano

M a3¢] a3¢]

anline_reas_experience Pearsan Correlation a03n 1
Sig. (2-tailed) .aoo

M 63 63

** Carrelation is significant atthe 0.01 level {2-tailed).

Figure C : Correlation Table 1

Similarly, if we take single variable in Offline gpping for consumers’
preferences for example, Offline Shopping prefeeertben the reason for Daily
Needs is positively correlated. Significance vati6.588 which means correlation
between variables — Offline Shopping & Offline Expace is accepted.

Correlations
offline_
shaopping offline_daily
offline_shopping Pearson Correlation 1 528"
Sig. (2-tailed) .00o
M A3 63
offline_daily Fearson Correlation 588" 1
Sig. (2-tailed) .000
K F3 63

**_Carrelation is significant atthe 0.01 level (2-tailed).

Figure D : Correlation Table 2
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Now, analysing reasons for Consumers’ shopping\webaviz. Online Shopping;
reasons related to Emotional Factors and Trust @ositively correlated.
Significance value is 0.532 which means correlabetween variables — Online
Reasons is accepted.

Correlations

anline_reas_ anline_reas_
emaotional trust

anline_reas_emotional  Fearson Correlation 1 A3

Sig. (2-tailed) .0oa

I 63 63

anline_reas_trust Fearson Correlation 33" 1
Sig. (2-tailed) .0oa

I 63 63

== Correlation is significant at the 0.01 level (2-tailed).

Figure E : Correlation Table 3

Interpretations for Preferences for E-Commerce / M€ommerce platforms for
Online Shopping

58.3% respondents chose E-Commerce platforms oterysdd M-Commerce
platforms which means that despite online playeking Mobile Apps for
enhanced and flexible shopping experience, consustdl prefer E-Commerce
medium more.

@ E-Commerce websites using laptop,
deskiop, notebook, efc.

@ M-Commerce options through Mobile
Apps via smartphones, Tahlets, efc.
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Interpretations for Rank Preferences for Consumers’ Offline (Brick &
Mortar Stores) Shopping

Low Prices / Di... B (50%)
Convenience 7 (58.3%)
Quality 7 (58.3%)
After-Sales Ser._. 5(41.7%)
Less Logistics /... 2(16.7%)
Habit 4 (33.3%)
Family Experie. . 5(41.7%)
Experience, To... 8 (B6.7%)
Security & Ass_.. 0 (0%)
Trust 21(16.7%)
Reliability 2 (16.7%)
Advertisement. .. 1(8.3%)
Locational Adva... 3(25%)
Reach 4 (33.3%)
Relationship bu... 108.3%)
Loyal customer 2(16.7%)

0 1 2 3 4 5 G T 8

Top 5 ranked choices for Consumers to prefer Gifl{Brick & Mortar Stores)
shopping are :-

1. Experience, Touch, Feel & then Buy

2. Shopping Convenience & Quality

3. Low Prices / Discounts offered by Stores
4. After-Sales Service & Family Experience

5. Out of Habit & Ease of Reaching Out



Interpretations for Rank Preferences for Consumers’Online (Click & Order
Portals) Shopping

Top 5 ranked choices for Consumers to prefer On{Dkck & Order Portals)
shopping are :-

1. Low Price Strategies / Discounts

2. Payment Options like COD, etc. & Home Delivery
3. Ease & Convenience

4. Personal Experience & Trust

5. Social & Emotional Connect

Positive Correlation

Reason - Experience

0.503

Emotional & Trust Factors

0.532

Reason — Daily Needs

0.588

FIGURE F : CONSUMER'S PREFERENCES MODEL (SUB-PART OF SUSTAINABLE
BUSINESS MODEL) SHOWING POSITIVE CORRELATION BETWEE N ONLINE & OFFLINE
VARIABLES WHICH ARE SIGNIFICANT TO THE OUTPUT OF IN TEGRATION CHANNEL

STRATEGY



43 PART - 2 KNOWLEDGE MANAGEMENT MODEL DERIVED
FROM HEDLUND’S N-FORM MODEL ON THE BASIS OF CUSTOME RS’
& RETAILERS' FEEDBACK SYSTEM

For Business To Consumer (B2C model) organizatiaugperior knowledge

generated at POS (Point of Sale) Retailers’ endiegdback from Customers both
Online & Offline are important to be captured aritk tisolated knowledge

generated needs to be utilised for improvement rocgsses, deliverables and
service to ensure Customer Delight.

Our survey gave insights that 66.7% RespondentsingsRetailers (Offline
Shopping) prefer giving feedback & out of this marage of Consumers 41.7%
are not satisfied or not convinces with the actitelsen on their feedback by
Retailers or Manufacturers.

On the contrary, 50% of the Respondents prefengiveedback while shopping
Online (Click & Order) & out of this almost 91.7%easatisfied with the responses
to the their feedback and are convinced that Custdfeedback System is indeed
working in Online mode.

Which gives an important insight that Online patelith their capability built in
for capturing feedback of consumers and being maetoupon are treating
Consumers’ feedback or Knowledge generated in impgo their shopping
experience further and ensuring consumer deligtitrapeat purchase. Companies
built around an “inside-out” mind set—pushing owbgucts to the marketplace
based on a customer view that looks at them onigutfh the narrow lens of
products has made them less competitive than tlooganizations that have
transformed to an “outside-in” mindset that puts tdustomer at the center of the
organization and looks to deliver competitive valpeopositions. Outside-in
orientation, strategy, operating model and exeoutnaximizes customer lifetime
value (LTV) and ultimately creates differentiatiais-a-vis competitors.

Taking cue from Hedlund’'s N-Form KM Model, proposaddel for Knowledge
Management as sustainable enabler for optimizastvategy is “outside-in”
approach from Customers’ and Retailers’ point afwiand capturing superior
knowledge generated to be used and re-used foegsoenprovement, product
modification and superior customer experience.
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FIGURE G : PROPOSED MODEL OF KNOWLEDGE MANAGEMENT B ASED ON HEDLUND'S N-
FORM MODEL FROM CUSTOMERS' AND RETAILERS’ KNOWLEDGE AND FEEDBACK
CAPTURING AND SUPERIOR KNOWLEDGE GENERATION POINT O F VIEW — TRANSFORMED
MODEL AS BUSINESS STRATEGY FOR B2C ORGANIZATIONS
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44 PART — 3 CONFLICT FACTORS IDENTIFICATION BETWEE N
OFFLINE & ONLINE CHANNEL AND ANALYSIS USING MARKETI NG
MIX 8 P’s TOOLS & DEVELOPMENT OF MARKETING STRATEGI ES
TO OVERCOME CONFLICTS FOR SUSTAINABILITY MODEL

Depth Interviews were taken to record various Gonfactors. Depth Interviews
were taken from February, 2016 to May, 2016 fromeseof channel partners in
both Offline & Online Trade for identification ofavious factors and to develop
approaches to the problem from organizational pafiniew.

1. Mr. Vikas Soni, Product Manager — Kitchen & Harde/aSNAPDEAL,
Gurgaon

2. Mr. Sunil Gauba, Facilities & Infrastructure — V®/S Retail Limited,
Bangalore (FLIPKART)

3. Mr. Rahul Shukla, Sr. Manager — Projects, SNAPDEAYulcan Logistics,
Gurgaon

4. Mr. Ankit Jangalwa, Category Manager — AppliancA8)AZON India,
Mumbai

5. Mr. Sandeep Bindra, Proprietor, M/s Pathways Mamket National
Distributor for AMAZON India, SNAPDEAL & TOLEXO

6. Mr. Rajesh Gupta, Proprietor, M/s Ansh Traders,tritigtor for Godrej
Security Solutions for Noida region

7. Mr. Ashok Mittal, Proprietor, M/s PLML Traders, igoutor for Godrej
Security Solutions for Ghaziabad region

8. Mr. Sanjay Sharma, Proprietor, M/s Reliable Saferk&po Retailer for
Godrej Security Solutions for Noida region

9. Mr. Vinod Kalla, Proprietor, M/s Accurate Surveillge Solutions,
Distributor for Electronic Home Security SolutiorfgHSS) for Godrej
Security Solutions for Delhi-NCR

10. Mr. Sunil Kumar, Proprietor, M/s Kwality Hardwar®ehradun. Largest
hardware Retail store in Dehradun, Uttarakhand



11. Mr. Bhatia, Proprietor, M/s Bhatia Trading Compahgcal Kiraana Store
at Poosangipur, Near Janak Puri, New Delhi

12. Mr. Inayat Khan, Proprietor, M/s Khan Trading Heukocal Kiraana Store
at Maharani Bagh, Near New Friends Colony, New Delh

Mix of Offline & Online Trading Partners were intggwed to determine Conflict
Factors and to strategize by using Marketing Mi»[$@ P’s. Sample Videos were
taken during interviews with due permissions framefviewees for records and
interpretation later on.

MARKETING STRATEGIES ( 8 P's STRATEGIES ) FOR
ORGANIZATIONS TO REDUCE CHANNEL CONFLICT BETWEEN
ONLINE & OFFLINE CHANNEL

With identification of Conflict Factors through Dipinterviews and Secondary
Sources, the Conflict Factors are being discusseédd wespect to Marketing
Strategies as Proposed Solutions for channelizimgy Conflict Factors into
symbiotic, sustainable and integrated relationstipre both channels can co-exist
for organizational benefits.

PRODUCT STRATEGIES FOR OPTIMIZATION TO REDUCE CHANN EL
CONFLICT

Identified Conflict Factors related to Product —

v' Same Product being offered by both channels — Nerdntiation
v’ Confusion regarding Product Life Cycle

v Obsolete Product cannibalising New Product throaghflicting channel
working

Marketing Strategies suggested-

v' General Trade Retailers are generally more accestdowards selling few
variants of Product / Limited SKU due to paucitydi$play space / limited
operational knowledge and limitation in carryingentory. The fast selling
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products could be pushed through traditional retad slow moving SKUs
could be pull generated by online marketplace moaelthere is no
limitation towards inventory carrying capacity sglay limitations.

v' Different Product — Different Channel Approach. &neg online exclusive
products.

v' Complex or Technical Products could be sold throOgline only approach
whereas Integrated Solution Centric products cbeldold through Offline
only approach as these would mean tie ups with ABBthorised Service
Providers) for installation support.

v Product identification through Serial Nos. / Bar ddw / etc. for
Organizations to instil discipline and complianceomg channels.

v' Omni-channel approach for related product categdfgr example,
Electronics items sold through online marketplace@deh could be
complemented by Accessories / Fixtures / Subssitsé#ling through offline
retail channel. Organizations need to adopt coatsudt mode of selling.

PRICING STRATEGIES FOR OPTIMIZATION TO REDUCE CHANN EL
CONFLICT

Identified Conflict Factors related to Pricing —

v' Low Pricing / Penetrating Pricing / Discounts beiaffered by Online
Players.

v Market Operating Price getting disturbed

v’ Retailers margins getting squeezed

v’ Leakage Pricing Model by Offline Channel

v" Inter — Online competition may force Price below RED

Marketing Strategies suggested-

v' Different Margin Structure for Offline Channel & @me Players.
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v’ Stackelberg Strategy In this pricing strategy, one of the retaileets &s
price first and after that other retailers reactifgreasing their prices and
their own profit.

v' Channel Integration Strategy Organizations set the optimal price in a
manner the retailers and traditional retailers iceomease their profits. For
example, reduction for retailers (push) or pricenpotions for consumers

(pull).

v Equal pricing approach- Webb & Lambe pricing strategy. Being followed
by big brands like Apple & Samsung. Equal pricicgoss channel will have
low level of conflict.

v' Compensation & Commission strategyf raditional set up heavy companies
may adopt this strategy to compensate or incestiteir general trade
retailers by offering commission through distrilnstor to their salespersons
which can act as motivation for them.

v' Logistics & Overheads rationalization Traditional distributors may adopt
the approach perfectly followed by Online marketplanodel by reducing
logistics and overheads and offering FOR delivesre®ehalf of Retailers to
cut down on operational cost which builds on Progwicings.

v’ Exclusive deals by brands with Online Channel facgpadvantage to them
and getting numbers commitment as a result. Pugmosgh.

v Organizations need to understand that Online Mplthke¢ model do not
have moral obligatory responsibility of maintainifgarket Operating
Prices. They are Marketplace typically like PaliBazaar / Mall where
customers goes for window shopping and whosoeverffesing the best
price will sell the products. They are like devedopvho has developed the
mail and will do the maintenance and will rent abé shop or sell to
shopkeeper in that context online website will giree display of products
but moment it sells they charge a commission. Sudin® players will not
take ownership of maintaining MOPs.
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PLACE STRATEGIES FOR OPTIMIZATION TO REDUCE CHANNEL
CONFLICT

Identified Conflict Factors related to Place—

v Channel Distribution approach not identified clgarl
v' Territorial infringements and disputes

v" Intra stock transfer and related challenges, pdaity in Modern Trade
Outlets

v' Delay in fulfilment of customers’ orders by Onliokannel

Marketing Strategies suggested-

v" Distributor Sales Tracker Mechanism should be astbpty organizations to
track secondary and tertiary sales and to checkess of sharing margins
across retailers.

v Proper Channel Distributor Approach to be in plaocethat Retailers feel
confident that their segment / territorial custosn&vill not be infringed
upon.

v’ Frazier Strategy- Selling lower volume products at higher pricesotigh
different channel say, Online and higher volumedprts at lower prices
through traditional retailers.

v' Check on delay in fulfilment of orders by keepingack of Online
marketplace registered suppliers and periodic faeklb

PROMOTION STRATEGIES FOR OPTIMIZATION TO REDUCE
CHANNEL CONFLICT

Identified Conflict Factors related to Promotion —

v" Ineffective and uneven promotion strategies acchasinel

v Promotion efforts not customised and channel aentri
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v' Competing promotions strategies between Offline &lit®. Even within
Offline Channel viz. Traditional Retail / Modernaltle Outlets / Exclusive
Business Outlets

v Non-adherence to commitments by organizations
v Non-uniform communication plan which hampers ptrttegy

Marketing Strategies suggested-

v It is important for organizations to know that mogtastic consumers’
demands are, the more profitable price reductiams far the retailers.
Elasticity of demand is directly proportional toetlpromotion efforts
required.

v' Push & Pull Strategies need to be combined asfthetef Promotions to
price sensitive consumers will increase thus.

v Having uniform promotion content across retailard aharing of consumer
data bases with retailers by organizations.

v' Promotion budgets should be made as part of Madkebudget and
dissemination of promotional content should be Ipgrto the achievement
and in line with communication plan.

PEOPLE STRATEGIES FOR OPTIMIZATION TO REDUCE CHANNE L
CONFLICT

Identified Conflict Factors related to People—

v" Personalities conflict
v' Partial treatment with channel
v Qver-commitment

Marketing Strategies suggested-

v Organizations need to understand that businessasgeis moving away
from Product approach to Fulfilment / Customer Blali approach and
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relationships with channel would be the drivingtéado their motivation,
drive, push, effort and achievement.

v' Back office and troubleshooting support needs tostsengthened from
person specific to system specific approach.

v More robust contract spelt out clearly to channill dispel any perception
towards partial treatment.

v’ Effective communication policies and channel engagy# programs.

PROCESSES STRATEGIES FOR OPTIMIZATION TO REDUCE
CHANNEL CONFLICT

Identified Conflict Factors related to Processes

v Refusal of service or fulfilment of order obligatiby third party channel
v' Person driven approach rather than System drivproaph

v" Warranty / Guarantee obligations non-adherence

v' Disparity in delivery, differentiation, gratificath and fulfilment processes

Marketing Strategies suggested-

v System Approach necessary like Online Tracking &IBgishment System
to check fairness in margins, adherence to MOR&nitory replenishment
and slow moving SKUs across channel.

v' Adherence to Warranty / Guarantee obligations thinainird party services,
due diligence and periodic audits.

v System driven delivery process and distributiorcalfaterals, rewards and
gratification materials across channel.

v" Call Centre / Back Office training and communicatio
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PHYSICAL EVIDENCE STRATEGIES FOR OPTIMIZATION TO
REDUCE CHANNEL CONFLICT

Identified Conflict Factors related to Physical Evdence—

v Non-uniformity in customer experience results isihgy sales

v' Absence of SOP to deal with intangibility of semscto convert them into
tangible benefits

v Offline channel more exposed to physical evider@dlenges as consumers
experience, touch, feel and then buy at physicaést

Marketing Strategies suggested-

v Training is important for Offline physical storediamnel for uniform
customer experience and to avoid disparity.

v Guiding policy or SOP in place.

v Adherence to brand positioning and brand guidelatesll times by online
marketplace players.

v Social media tracking by organizations.

PARTNERSHIPS STRATEGIES FOR OPTIMIZATION TO REDUCE
CHANNEL CONFLICT

Identified Conflict Factors related to Parthers—

v Absence of uniform partnerships in differentiatagproach
v’ Laggards and non-competing approach by channel

v Person driven approach rather than policy drivgsr@gch especially among
traditional general trade model

v’ External factors like financial discipline, envirnental factors contribute to
channel conflict
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Marketing Strategies suggested-

v' More strategic partnerships with differentiationpagach with Offline &
Online channel.

v Partnering Online through organic optimization t@gnes in driving or
diverting consumer traffic to their websites.

v Creating demand by pull strategies through effectivegrated Marketing
Communications.

v' Exclusive dealings / partnerships / assortment #sodepiggybacking
approach / substitute modelling.

45 PART — 4 PROPOSITION OF SUSTAINABLE BUSINESS MEL
WITH INTEGRATED OFFLINE — ONLINE CHANNELS, SYMBIOTI C,
OMNI-CHANNEL & OPTIMIZATION APPROACH BY B2C
ORGANIZATIONS FOR CONSUMERS' & ORGANIZATIONAL
INTERESTS

Identification of Consumers’ Preferences, Marketihigx Strategies to avoid
Offline — Online Channel Conflicts and Knowledge mdgement Modelling for
Knowledge capturing and dissemination to improvenstoners’ & Stakeholders
Feedback processes would enhance profitabilitypousr centricity index and life
time value and would do good for B2C organizatilmoking for more sustainable
approach to their business.

WHY SUSTAINABLE BUSINESS MODEL ?

Products & Processes Innovations are costlier atidimcreased commaoditization
and no substantial value differential propositioatween competing brands,
Sustainable Competitive Advantage could be obtaimgedB2C organizations by
integrated and optimization approaches to theirinesses and stakeholders
involved.
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FIGURE H : SUSTAINABLE BUSINESS MODEL (INCORPORATIN G ALL FACTORS)
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CONCLUSIONS, MANAGERIAL IMPLICATIONS,
LIMITATIONS & FURTHER RESEARCH

5.1 CONCLUSIONS

B2C organizations looking for optimization and sursability in their approaches
towards traditional General Trade and modern Onliiaeketplace model have to
evolve themselves and have outside — in approagpitkg Consumers at the centre
of their business strategies. Integration and sasiee of Offline — Online is
essential to maintain Profitability, Growth, Omni&hnel approach and Multi-
Channel Integration.

First, Consumers’ Preferences needs to be unddrstearly. Research shows that
58.3% consumers using online mode still prefer Ea@erce platforms as against
41.7% online users who prefer M-Commerce platforribere is positive
correlation between Online factors of ExperienamoEonal & Trust reasons and
the value is significant. There is positive cortiela between Offline factors of
Daily needs for consumers. So, integration apprdachbrganizations is important.

Secondly, Knowledge Management Principles of sopé&mowledge generated to
be captured, stored, used and re-used and actigmmd is necessary. Here, the
model proposed is derived from N-Form Hedlund's Wlemige Management

model with outside — in approach with aim of capigrRetailers’ and Consumers’
knowledge for Consumers’ delight and satisfaction.

Thirdly, understanding of Offline — Online Confliparameters from Marketing
Mix 8 P’s point of view is very important. It is portant for organizations to
understand that stakeholders needs to be takeng alth managing and

minimizing conflicts in their approach towards nmahannel integration plans.
Perceptions about Online Marketplace model neebetanderstood in practical
sense by traditional General Trade heavy orgawniastiScale of E-Commerce is
very high. Generalist approach needs to give waypiferentiation approach.

Gone are the days of numbers driven approach. Nowefit maximisation and

consumer centric strategy needs to be adoptedn®©mlarketplace is also re-
inventing themselves by focussing on Basket Ptafitg Model rather than Gross
Mechanising Value Model. Market Operating Pricesnifgement, Scalability of
Businesses, Optimization of Channels, Minimizingentories, Superior Supply
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Chain Design leveraging and evolving channel sfrateare going to be superior
competitive advantage for the organization in fatur

5.2 MANAGERIAL IMPLICATIONS

Marketing Managers, Knowledge Practitioners & Lead@ B2C organizations
can benefit in several ways of the informationto$ tProject. There is no available
research as on date on the subject of optimizatnshintegrated approach to multi-
channel strategy. Marketing Strategies need to flierfeom Knowledge
Management principles and culture within the orgaton for organizational
strategic intent.

Marketing & Knowledge Managers should study the ppsed Sustainable
Business Model and can use implementable suggestma marketing mix
conflict minimisation and resolution models for teet decision making and
proactive consumer centricity approaches insteadrudting only their own
intuition. Learning curve could be minimised by myvKM as a core strategy.

Offline — Online Channel conflict might occur tonse Managers as dysfunctional
and having negative repercussions to profitabifitgfivation and relationship. But
without channel conflict, organization and chanm#il tend to become passive and
decrease their creativity to make use, adapt ogdeinteresting opportunities in
multi-channel strategies.

5.3 LIMITATIONS & RECOMMENDATIONS FOR FURTHER
RESEARCH

Research conducted with a pool of 63 respondergstalypaucity of time could

have been more exhaustive to get diverse consumepg responses. Statistical
tool of Confirmatory Factor Analysis could have bespplied then. Sustainable
Business Model framework proposed might not worlalinB2C organizations as
the level of integration of Offline & Online may myaas per their organizational
strategy. Moderating factors could be more andakdes could have been more
exhaustive which may possibly lead to interestingihgs, insights or completely
new marketing models. Third limitation in the Paijas the assumption that
organization is always the powerful one, drivingsinesses and implementing
business strategies but in practicality, ChanneDfline or Online can take

precedence in deciding organizational strategy.

42



REFERENCES
Malhotra, N.K. & Satyabhushan, D (2014). MarketiRgsearch An Applied

Orientation, 5ed; Pearson Publications, New Ddéitluiia.

Kotler, P., Kevin L.K., Koshy A., Jha M. (2013). kkating Management, 14ed;
Pearson Publications, New Delhi, India.

http://www.connect.godrej.com/index.asp

LCP Research Report 2015 on Retail Channel

White paper Prudus 2015 Price Optimization Techesqu

Andrews, R. L., & Currim, I. S. (2004). Behaviourdifferences between
consumers attracted to shopping online versus tiwadl supermarkets -
implications for enterprise design and marketinmgtsgy.International Journal of
Internet Marketing and Advertisingsol. 1, nr. 1, p. 38-61.

Berry, R. K. (1997). Managing Channel ConfliBest's Reviewvol. 98, nr. 8, p.
75.

Carlton, D. W., & Chevalier, J. A. (2001). Free Rgland Sales Strategies for the
Internet.Journal of Industrial Economicsvol. 49, nr. 4, p. 441-461.

Cattani, K., Gilland, W., Swaminathan, J., & Hedde S. (2006). Boiling Frogs -
Pricing Strategies for a Manufacturer Adding a Bir€hannel that competes with
the traditional channeRroduction and Operations Managemenol. 15, nr. 1, p.
40-65.

Deloitte White Paper February 2015 on Omni-ChafReail.

43



APPENDIX
QUESTIONNAIRE

44



