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LO1 - Know how retail operations are 
organised

AC1.1 Describe activities of retail functional areas

Functional areas within a retail business are almost like departments. Each business will 
have their own functional areas of the way the business is divided or organised. This helps 
workers understand their roles and the workings of the business. Each functional area will 
have its own objectives, and these should be aligned to the business aims, so that there is 
a synergy between the strategy of the functional areas and the overall strategic direction of 
the business.

Sales

The sales department is responsible for generating revenue through the sales of products 
and services; ultimately aiming for profit. The sales department often co-ordinates with 
the marketing department to create sales promotions, raise brand awareness and with the 
launch of products. Employees within this functional area will be tasked with developing ways 
to sell the products and services to the target audience.

Warehousing

The warehousing department is tasked with the control and management of stock. Ensuring 
that enough stock is kept is essential, and co-ordinating with the sales functional area and the 
purchasing team is a regular occurrence.

Retail
Functional

AreasSales

Warehousing

Marketing

Finance

Human
Resources

ICT and
systems

operations

Administration

Customer
Service
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Customer Service

The customer service department is responsible for the interaction with customers. They 
will deal with everything from enquiries and advice to complaints and feedback. Creating 
and maintaining good relationships and rapport with customers is vital in creating loyal 
customers. This department will be responsible for customer interaction from before the 
sale through to the after sales.

Marketing

This department is responsible for the promotion of the retail business with the aim of 
increasing sales. They will create and implement various marketing strategies from sales 
promotions to advertising. They do these with the intention of informing customers of the 
retail businesses’ products and services.

Administration

The administration department is where the planning is done and decisions are made. 
Employees within the department ensure that their planning enables the business to run 
smoothly. This department co-ordinates extensively with numerous other departments to 
discuss and decide upon strategies such as growth.

Finance

This department manages the budget and the money within the business. The finance 
department is responsible for creating and monitoring the budget and the financial 
documents, such as the profit and loss account, and the cash flow. Managing the incomings 
and outgoings of the business is essential to ensure that the business has enough money to 
pay its cost and expenses at any one time.

Human Resources

The human resource department is responsible for recruiting the correct people who have 
the appropriate skills, qualifications and experience. They are also responsible for the training 
of staff and for deciding the salaries of different levels of staff. 

ICT and Operations Systems

This department is growing in importance to retail businesses with the advancement of 
technology. The ICT and operations systems department is responsible for all digital data, 
processes and platforms within the business. This department will offer advice and support 
to all other functional areas with their ICT or digital needs and dealings.
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Check your understanding by noting which functional department would be responsible for 
the following scenarios:

Scenario Functional area Explain your suggestion

The marketing team wants 
help with creating a monthly 
newsletter

Providing induction training 
to new staff

Paying suppliers within the 
trade credit agreement

Developing a rapport with 
customers through greeting 
them in store

Drawing the attention of 
customers to a January sale
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Powell and Daughters is a nationwide pet store chain, with large pet shops in most 
UK cities. There are three elements to the business: the selling of pet food and 
accessories, selling small house-based pets and a training school for pets.

Each store employs a minimum of 25 staff; of these 4 will be trained in the pet 
school aspect of the business, 6 will be fully trained in all administrative tasks, 
including ordering and re-ordering stock, payroll and the training and recruitment of 
employees. There is at least 1 marketing expert in each store who’s responsible for 
recognising and attracting possible customers, and all remaining staff complete a 
variety of roles within the store and warehouse.

 

There is a regional manager who oversees all strategic decisions along with 
conducting mystery shopper exercises, ensuring all stores are delivering the same 
constant high standards. Each regional manager is responsible for between 5 and 7 
stores depending on locality.

Although all employees are trained in customer service, Powell and Daughters have 
a Customer Service and ICT support Centre, located in Hull. The owner believed this 
was a key strategic decision as customers may want advice regarding their pets at all 
hours of the day. Additionally, as ICT has developed, having central control ensures 
the staff with the appropriate expertise are available with the required equipment. If 
there is an issue with one individual store that cannot be remotely repaired, a staff 
member will travel from Hull. 

1. Describe the activities of the retail functional areas of Powell and Daughters.
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AC1.2 Describe rights of retail employees

All retail employees have rights. Imagine yourself as an employee, 
what would you expect from the business? Employees have rights 
that protect them from any unfair practice and discrimination from 
the retail business. Some of the rights that employees have are:

Rights of
retail

employees

Health
and

Saftey

Working
Hours

Contract

Equality

Working Hours

Under EU legislation, the Working Time Directive, employees are allowed to work a maximum 
of 48 hours per week. However, if an employee is under 18, the maximum they are allowed 
to work is 8 hours a day, or a maximum of 40 hours per week.

Contract

All employees have an employment contract with the retail business. Within the contract are 
the terms of the contract, usually containing:

• employment conditions

• rights

• responsibilities

• duties or main roles.

Health and Safety

All employees have the right to work in a safe environment, where any risks within their 
working conditions are controlled. Employers should control and offer any relevant health and 
safety training to employees. Basic health and safety conditions would include appropriate 
clothing (if there is a uniform) and heating within the retail business. 



8 R e t a i l  B u s i n e s s  U n i t  3

Chapter 3: Retail Operations

Equality

Task

Research the Equality Act 2010 and summarise your findings below

The above legislation replaced numerous older laws that prevented discrimination of all 
kinds, including on the basis of disability and race. The Equality Act 2010 contained numerous 
aspects, including:

•  making ‘reasonable adjustments’ for a disabled employee

• equal pay (sex equality) where men and women in both full-time and part-time roles 
have a right to equal pay

• discrimination at work, including training, dismissal, promotion and redundancy

• discipline and grievances.

Research task

Employees have many other rights, including the right to a minimum wage. Research 
the current minimum wage for the different age groups and describe why it is 
important to retail employees. 
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AC1.3 Summarise responsibilities of retail employees

This assessment criteria focuses on responsibilities and legal requirements that retail 
employees must respect, such as fulfilling the terms of their contract, working safely and not 
discriminating. Employees also have a responsibility to comply with company policies.

Employees also have a duty to inform their employer of anything that happens that could 
affect their ability to work, such as becoming pregnant or suffering an injury.

Megan’s boutique is a luxury clothing retailer in Surrey, specialising in occasion wear 
and cocktail dresses. The owner, Megan, employs 2 members of staff; 1 is 17 and the 
other 25. Both have a written contract with the retailer that states the following:

• Working hours: 16 hours per week

• Responsibilities: Serve and advise the customers; aiming to maximise sales

• 24 days’ paid leave per year on a pro-rata basis (including bank holidays)

• Wage: Under 18 – minimum wage, over 18 – national living wage

Megan expects her employees to assist the customers with fittings and adjustments 
as a part of their role. Alice, the 17-year-old, is always on time and completes all 
duties of her contract. Sam, the 25-year-old, has started to grow her nails and on two 
occasions has led to damage to the lace on the dresses. Also, for Sam’s Saturday shift, 
she’s started turning up late to work. In the last month, her lateness has amounted to 
6 hours. As a result of this, Megan has decided to dock her wages by 6 hours for the 
month; therefore, Sam will be paid for 58 hours instead of the 64 she was contracted 
to work.
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Task

1. Describe the rights of Alice and Sam.

2. Summarise the responsibilities of both Alice and Sam.

3. Research the national living wage and calculate the amount of wages Sam lost 
by being repeatedly late to work.

4. In your opinion, was Megan within her rights as an employer to dock Sam’s 
wages?
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AC1.4 Describe effects of legislation on retail operations

Note that this assessment criteria requires that the effects of legislation on retail operations 
are described. Within the specification the following areas of legislation are noted:

Research into the above 6 areas of legislation. Complete the following table to summarise 
your findings:

Security

Health 
and safety

Equality and
diversity

Age restriction
laws

Restricted 
products

Consumer
protection
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Area of legislation Summary of the legislation

Health and Safety

Consumer Protection

Security

Equality and Diversity

Age Restriction Laws

Restricted Products
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Health and safety

All retailers, regardless of size, have a legal responsibility to their employees and customers 
on health and safety. Any and all potential hazards need to be identified, assessed and 
controlled. Follow this link to a free online risk assessment tool that different types of business 
use: https://www.besmart.ie/. Navigate to a retailer of your choice to identify the risks faced 
by that type of retailer.

Consumer protection

The most common act or legislation referenced within this area of legislation is the Consumer 
Protection Act 1987. Whilst the legislation is extensive, the subsection that impacts retail 
businesses the most is section 3(1). This section refers to defective products, where they 
don’t meet a reasoned or advertised standard. In this case the customer can make a claim 
against the retailer.

Security

In this day and age, the use of CCTV is widespread and common practice at most retailers. 
Under the Data Protection Act 1998 (updated in 2018), all businesses that have CCTV in 
operation must clearly display signage stating that their use is in operation. This is only an 
aspect of this area of legislation; you could also consider exploring the required credentials 
that security staff need in order to work at a retailer.

 Equality and diversity

The Equality Act 2010 states that retailers must not discriminate against any customer 
needing the service provided by the retailer. An example of this would be accessing the 
shop. The retailer is responsible for ensuring accessibility to the shop, i.e. through installing 
a wheelchair ramp so that both able-bodied and wheelchair users can access the shop. 
Additionally, the retailer must make reasonable adjustments to the property and not 
discriminate or disadvantage any customer of disability.

 Age restriction laws

Age restriction laws prevent the sale of restricted items to underaged customers. Examples 
of these products include alcohol, tobacco-based products, dangerous chemicals, weapons, 
fireworks and certain DVDs and computer games. Trading standards carry out regular checks 
to ensure that retailers comply with this law.

If we take the DVD example, if caught breaking this law by selling age restricted DVD’s to 
underage customers, the maximum penalty is a fine of £20,000 and/or imprisonment of six 
months.

https://www.besmart.ie/


14 R e t a i l  B u s i n e s s  U n i t  3

Chapter 3: Retail Operations

Retail Operations that could be impacted upon by legislation:

Principal’s Key Tip

This is the first assessment criteria of unit 3 where all performance bands are 
available. (See the below performance bands.)

To achieve a Level 2 Merit or Distinction, learners must apply the effects of legislation 
on the given retailers’ operations. When writing your responses to the scenario on the 
next page, consider using a paragraph structure such as the one shown below:

Level 1 Pass Level 2 Pass Level 2 Merit Level 2 Distinction
Outlines effects of 
legislation on retail 
operations.

Describes effects 
of legislation on 
general retail 
operations.

Describes effects of 
legislation on retail 
operations. There 
may be limited 
application to 
a specific retail 
business.

Describes clearly 
and accurately the 
effects of legislation 
on a retail business’s 
operations.

Retail
Operations

Sta�ng

Opening 
Hours

Product 
Range

Customer 
Types

Services 
Provided

Customer 
Expectations

Health and 
Safety

Promotions
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1. Describe the area of legislation and its impact on general retail operations.

2. Then apply to the given scenario retailer, by using words and phrases such as; 
in the case of…  
For ___ this would impact them through….

This will ensure that each legislation area is attempted to be applied to the retailer, 
therefore accessing the higher performance bands

Explain how each legislation affects how a retail business operates. Consider what the retailer 
must do or cannot do as a result of the legislation.

Aspect of legislation
Explain how the legislation affects 
how the retail business operates

Dangerous items, such 
as knifes, must be 
stored securely

Fire exits must be 
accessible and not 
restricted

Any employee serving 
alcohol must be at 
least 18 years of age

Customers can 
seek a full refund if 
the product isn’t as 
advertised

The employer must 
not discriminate in any 
aspect
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PriceDrop is a new discount retailer which has 10 stores, all situated in the South 
West of England. PriceDrop’s main competitors are Home Bargains, B&M and various 
pound stores.

PriceDrop sells a wide range of products, from gardening equipment to kitchen 
utensils, and from alcohol and snacks to children’s toys. Additionally, over the last 6 
months the retailer has started to sell computer games for the top branded consoles. 
Various items are discounted on weekly promotions, and on these discounted 
products the returns policy is 14 days, whereas full priced items have a returns policy 
of 28 days. 

In the lead up to Christmas, the retailer participates in the Black Friday sales, 
discounting different items daily for the whole week. PriceDrop has prepared for 
this event by ordering extra stock of the items on sale, as well as their best-selling 
products. Additionally, they have employed an extra 10 employees on a temporary 
basis until January to ease the burden on existing staff and to serve customers as 
promptly as possible. On the Friday of the week of sales, the managers are expecting 
a large number of customers at opening time as the product on sale is the latest and 
highly desirable computer game. As the mark-up on this product is minimal, only 100 
units will be available to purchase.

PriceDrop’s flagship store is located in Exeter, and due to the high volume of sales 
the owners have decided to extend the store by adding a second floor. In order to 
access the second floor, PriceDrop have decided to install escalators. The owners 
intend to create the second floor into a children’s paradise, where all products are 
targeted towards children and families. The products will range from toys to bedroom 
furniture such as beds and cots. 

1. Describe the effects of legislation on the operations of PriceDrop.
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LO2 Understand interaction between 
customers and retail activities 

AC2.1 Assess methods used by retail businesses to 
encourage sales

Methods
used to

encourage
sales

Product 
mix

Product 
Location

Customer
�ows

Signage

Loyalty
cards

Promotions

Services
provided

Link sales

The above diagram shows some methods used by retailers to encourage sales. Different 
retailers will use different methods or a combination of methods at any one time. If we look 
at Tesco, for example, their signage is prominent, they have a vast range of products, most 
of their customers have the Tesco ClubCard, services provided range from click and collect to 
home delivery, and they often have ongoing promotions.

Task

Choose your favourite retailer and research which of the 
above methods they use to encourage sales. Write a report 
on your findings, focussing on why the retailer uses the 
different methods. 
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Signage

Signage refers to both external signs and branding, and signs within the retail outlet. 
Externally, the purpose of the signage is to draw in customers, whereas internally the 
purpose of signage is to drive additional sales whilst the customer is in the store or shop. An 
example of this would be to increase spontaneous purchases, such as the way supermarkets 
use the end of isle to promote various products with strong prominent signage that is usually 
discount based. 

Task

Consider this photo. By referring to sales and number of 
customers, what impact will the signage here have on the 
retailer?

Customer Flows

Customer flow refers to the path of the customers through the store. Which areas of 
the store are the most frequented? What length of time do customers spend in each 
section?

Consider why in a large department store such 
as John Lewis or Debenhams, the restaurant is 
almost always located on the top floor?

Consider:

• What do the customers walk past?

• Potential impact on sales?

• Time spent within retailer
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Product mix

Product mix is the range and variety of products offered by the retailer. Some retailers 
specialise in a niche market, such as a vegan supermarket, whilst some retailers such as 
Home Bargains sell a large variety of products. By selling a large mix of products, the retailer 
can target a range of different customer types and various segments of the market. Although 
this requires more shelf space and a larger amount of stock, more varied product mix can 
lead to an increase in sales.

Product location

Product location refers to where products are located within a store or a shop. Have you 
ever gone into a grocery store or a supermarket to get a certain product but can’t seem to 
find it? Retailers must decide where to locate products within their store; the best-selling or 
most desired products should be located in easy to find locations. Another aspect the retailer 
should consider is where do customers spend the longest amount of time within the store, 
and which products to place there. Often for retailers, this is by the tills whilst the customers 
are queueing. Therefore, an important decision the retailer will make is which products to 
place by the tills.

Loyalty Cards

Loyalty cards are a great way to create loyal customers. A number of loyalty cards collect 
information on the customer, creating a customer profile. The retailer can then use this 
information to better target customers with personalised offers. 

Marks & Spencer have their own loyalty card, ‘Sparks.’ Follow the QR code or 
hyperlink below to read about how Marks & Spencer uses the ‘Sparks’ card.

Write a report, summarising the effects on both the 
retailer and the customer of using the 
‘Sparks’ card. 

http://bit.ly/2NoCSe8

http://bit.ly/2NoCSe8
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Promotions

There are various promotions that retailers use, which can include:

• discounts, such as percentages (20% off)

• money off, e.g. £50 off

• buy one get one half price/free

• multi-buys

• free delivery

• try before you buy

• buy now, pay later and other credit-based promotions.

Visit the following online retailer, www.mandmdirect.com, and fill in the table below:

Promotions
Reasons for offering the promotion and impact 

on the retailer

http://www.mandmdirect.com
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Services Provided

“Our complimentary personal shopping service is tailored to you and is available in selected stores. 
We're here to help you wear the must-have trends, pull off the latest cuts and dress up (or down) 
for every occasion.” (https://www.debenhams.com/content/personal-shopper)

Consider the above quote from the Debenhams website; what is the impact on both the 
retailer and the customer of offering a Personal Shopper service?

Impact on the retailer Impact on the customer

https://www.debenhams.com/content/personal-shopper
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Link Sales

This is when a customer purchases a product, and employees of the retailer try to sell an 
additional product that is linked to the customer. A good example would be a shoe retailer. 
When a consumer purchases a pair of leather shoes, the employee might try and sell them 
an additional product such as leather polish. Linked sales increase the sales revenue for the 
retail business.

Visit www.amazon.co.uk and search for any item of your choosing. Scroll towards the 
bottom of the page and you’ll find the heading “frequently bought together”, as seen 
below:

https://amzn.to/37XXDFK

Assess the impact on Amazon of promotions such as the above.

http://www.amazon.co.uk
https://amzn.to/37XXDFK
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AC2.2 Explain how technology is used to interact with 
customers

Management
Information

Systems

Mobile
Applications

Digital Media

Electronics

Technonologies

Internet

Mobile Applications

Mobile applications are software programmes developed to be used on smart devices such 
as mobile phone and tablets. These applications can be downloaded from places like the 
App Store on Apple based products. In a retail 
sense, applications have been developed to 
provide the customer with the best shopping 
experience. Some features that have been 
developed and are utilised through the 
applications are live chat functions and various 
payment options such as PayPal and Apple 
Pay.
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Customers are finally getting used to shopping on their phones.

A big part of that is an uptick in the downloading and usage of retailers' mobile 
apps. A new study by financial-services firm Synchrony found that customers are 
using double the number of retail apps on their phones than they did previously. On 
average, they're using four apps, up from two just last year.

Why are they keeping the apps? Perhaps it's because they're finally happy with the 
experience. According to the study, 83% of customers said they are happy with 
the experience of mobile apps overall. Only 21% said they deleted a retailer's app 
because of a poor experience — down from 35% saying the same last year.

1,255 people responded to Synchrony's survey. 

That good experience could also be making 
customers braver when it comes to mobile 
shopping. More of them appear to be willing to 
try out these shopping apps, with 67% saying they 
have downloaded a retailer's app and about half 
saying they did so as soon as they heard about it.

The uptick in mobile app usage is great news for retailers trying to build a relationship 
with customers. 

"In today's competitive landscape, a mobile application is not just another piece of 
technology for retailers, it is a vital tool to engage shoppers with their brand. Done 
well, retail apps engage both in and out of stores with personalized experiences 
and easy credit solutions," said Maya Mikhailov, head of marketing at GPShopper, a 
subsidiary of Synchrony.

Retailers like Best Buy, Macy's, Nike, and Amazon have all added extra functionality 
to their app in addition to purchasing ability. Some have integrated payment services 
like Apple Pay or overhauled the app to improve the overall experience.

"Consumers that use retail mobile applications are a retailer's top shoppers. As 
such, they want their apps to be tailored to their unique shopping experiences and 
preferences," Mikhailov said.

The rise in retail app and mobile phone usage led to a large uptick in mobile shopping 
in 2017, contributing to the largest holiday sales in recent years.

http://bit.ly/2Uko9VO

http://bit.ly/2Uko9VO
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By considering the above article and your own research on your favourite retailer 
apps, explain why mobile applications are increasingly important to retailers to 
interact with customer.

Digital Media

Digital media refers to any digital technology a retailer uses within their stores to engage with 
customers, ultimately trying to achieve a competitive 
advantage and improve the shopping experience. An 
innovative example is Specsavers’ frame style tool, 
which is an imaging software tool, where the 
employees use a tablet to generate a 3D model of a 
customer’s face. Specsavers introduced this 
technology in 2018 to speed up the process of trying 
on different glasses. The digital model suggests to 
the customer the most suited frames and colours for 
their glasses.

Find out more about this innovative use of in-store technology by visiting the Specsavers 
website: http://bit.ly/36VUy7Y

Internet and Social Media

With the growing trend of e-commerce and m-commerce, the use of the internet and social 
media becomes more important for retailers to interact with customers. Internet speeds are 
getting faster and faster and consumers are used to working at such speeds. The challenge 
and opportunity for retailers is keeping up with demand and answering customer questions 
as quickly as possible.

Watch the following video from YouTube: http://bit.ly/2uVeLxf

Towards the end of the video, numerous new technologies are discussed. Choose one of 
these technologies and investigate how this could benefit a department store with interacting 
with customers.

http://bit.ly/36VUy7Y
http://bit.ly/2uVeLxf
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Scenario Functional area

The use of technology by retailers is increasing. The majority of customers now expect 
retailers to provide various services such as augmented reality (AR). These technologies are 
advancing, and when used effectively by retailers can lead to successful interactions with 
customers, leading to increased brand loyalty and sales. Follow this link to research effective 
use of AR in retail and complete the below tasks: http://bit.ly/39djHMZ.

1. Explain three different ways augmented reality has benefitted retailers by improving 
their interaction with their customers.

Benefits of AR 
technologies

How does it improve 
the interaction with 

customers?
Which retailers use this 

technology/strategy?

http://bit.ly/39djHMZ


27 R e t a i l  B u s i n e s s  U n i t  3

Chapter 3: Retail Operations

LO3 Understand how retail businesses 
prepare for changes in the retail 
environment

AC3.1 Explain the effects of seasonality on retail operations

Seasonality can refer to a range of situations or events that can have an impact on a retail 
business. These impacts can be both positive and negative. Seasonality can refer to:

• seasons in the year, e.g. summer/spring/autumn/winter

• calendar events such as bank holidays/Halloween/Christmas and other celebratory 
events

• special events such as the Olympics/Football World Cup/local festivals.

Local4U is a clothes retailer in a relatively small town in Somerset. Local4U sells a 
range of clothing products, but the top sellers are school uniforms, including school 
sport kits, and the official replica kits for all the local sports teams. As the clothing 
market is competitive, Local4U has begun to offer a bespoke embroidery service for 
free to any customer that spends over £50 in-store.

Every September, the local area hosts numerous endurance events such as triathlons. 
Mrs Singh, the owner, has noticed that more and more of the customers are making 
enquiries about specialist endurance equipment such as running trainers and 
wetsuits. The months July, August and September have been the busiest in the past 
few years with the release of the new sports kits, back to school shopping and now 
the endurance events. However, October and November, along with January to March 
tend to be the quieter months for sales.

Examples of seasonality 
that would affect the 

business
Positive or negative 

effect?
How will the business be 

affected?
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Retail operations may refer to the below:

Retail
Operations Promotions

Product 
range

Opening  
hours

Sta�ng

Health and 
safety

Customer
types

Service
provided

Customer
expectations

In the case study it states, “The months July, August and September have been the busiest.” This is 
due to return to school shopping, new sports kits being released and the endurance events. 
Complete the matrix below to show the effect on retail operations and what Local4U could 
do in response to this increase in demand.

Retail operations
Effect on retail operations 

in July, August and 
September

What could Local4U do in 
response to the increase 

in demand?  
Effect on business?

Product Range

Staffing

Opening Hours
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Pick one example of seasonality and explain its effects on the operations of 
Local4U

Level 1 Pass Level 2 Pass Level 2 Merit Level 2 
Distinction

AC3.1 
Explain the 
effects of 

seasonality 
on retail 

operations.

Explains the 
effects of 
seasonality on 
retail operations.  
Evidence 
is mainly 
descriptive.

Explains the 
effects of 
seasonality on 
retail operations. 
Evidence 
is mainly 
descriptive 
with limited 
application.

Gives a reasoned 
explanation of 
the effects of 
seasonality on a 
retail business’s 
operations.

Gives a clear and 
well-reasoned 
explanation of 
the effects of 
seasonality on a 
retail business’s 
operations.

St
at

e 
th

e 
se

as
on

al
ity 1. Which retail 

operations will it a�ect?

2. What could the business 
do in response/preparation?

3. What would be the desired 
outcome for the business?

4. On the other hand...?

On the next page is an 
exemplar answer. In the line 
spacing write the number 
(1-4) that corresponds:

1 = Retail operation identi�ed
2 = Response of business
3 = Desired outcome for 
business
4 = The risk or negative stated

Also, highlight every time 
the answer is applied to 
Local4U
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Due to the increase in demand from customers for endurance equipment, Local4U should 

increase their product range to include various items including bike accessories and 

wetsuits. If the retailer stocked these items, they could reasonably expect an increase in 

sales, especially in and around the month of September as this is when the endurance 

events are held locally. Due to the specialist nature of these products, Local4U must 

ensure that they have enough staff who have the required product knowledge as this 

is what the customers will expect. A further impact on Local4U could be that due to the 

training regimes of the triathletes, longer and later opening hours might be advised. 

However, whilst these changes to operations could positively impact the store due to 

increase in sales and customers, there are a number of associated risks. The increase in 

product range would be a financial risk, and if the business purchases too much stock 

it is possible that they might not have enough capital to purchase other stock, such as 

its popular school uniforms. Also, by hiring more staff and staying open longer this will 

also increase the costs to the business.
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AC3.2 Explain measures retail businesses use to prepare for 
unplanned situations in daily retail operations.

Unplanned Situations

Health and Safety

StockSta�ng

Security

This assessment criteria requires you to think critically about what effects various unplanned 
situations could have on daily retail operations.

Principal’s key tip

The better responses for this criterion tend to follow the structure below:

1. What is the scenario/unplanned event?

2. The possible effects it could have on a retailer’s daily operations

3. How could the retail business prepare for the event or even prevent it from 
happening?

By following this structure, it enables access to the Merit Performance Band, which 
states, “Reasoned explanation of how a retail business prepares for unplanned situations 
in daily operations.”
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Putting the above structure into practice:

Within a grocery store, a customer could spill a large bottle of milk on 
the floor. This could have a detrimental effect on the retailer as other 

customers could potentially slip or fall on the wet floor and potentially injure 
themselves. This would be bad for the grocery shop in a number of ways: 
the injured customer could potentially make a claim against the retailers 

which could lead to negative press coverage, harming the brand image of the 
grocery store. Additionally, if the milk spilled onto other products, it would 

mean the staff having to sort the damaged items from the undamaged, 
reducing the amount of stock left on the shelf for customers to purchase. 

This health and safety situation of the spillage is unavoidable; however, the 
retail employees could react quickly by placing wet floor signs around the 

area and cleaning the spillage in a quick manner. To facilitate this, the retailer 
should have plenty of signs and sufficient staffing levels to be able to react 

promptly. Furthermore, staff could aid other customers to ensure they don’t 
slip or fall. By being prepared and reacting effectively it’ll help the grocery 

store keep a good relationship with its customers. 

Consider the following potential unplanned situations and complete the table:

Situation Measures the retail business 
could put in place

How could the situation 
impact on daily retail 

operations?

Scaffolding on the 
exterior of the building 
which covers signage

Accident such as 
slipping on a wet floor

Staff member does not 
turn up to work

Theft, e.g. shoplifting

Adverse weather 
preventing all staff 
from getting to work

Late delivery from key 
suppliers



33 R e t a i l  B u s i n e s s  U n i t  3

Chapter 3: Retail Operations

LO4 – Be able to propose changes to retail 
operations
Within Learning Outcome 4 there are three assessment criteria that are somewhat interlinked.

• AC4.1 Identify issues to resolve

• AC4.2 Suggest actions in response to issues

• AC4.3 Justify suggestions for change

 » Identify benefits of suggestions

 » Consider different perspectives

 »  Draw on successful examples to support conclusions

Chop&Cook is a chain of stores selling kitchen and cooking equipment. Based in 
North Wales and Cheshire, Chop&Cook is the market leader and stocks the newest 
and most innovative kitchen and cooking equipment and technologies. Chop&Cook 
is owned by Omar Stevens, who’s previously competed successfully on televised 
cooking competitions and has a reputable and recognised name within the industry. 
He received national recognition when he won small retailer of the year during his 
first year of trading in 2015. Chop&Cook now has 8 locations with further plans of 
expansion, possibly through franchising.

All eight shops are currently glass fronted to maximise the advertising potential of 
in-store promotions. All stores have two floors, with the heavy and large kitchen 
and cooking equipment on the ground floor, and the utensils such as knife sets and 
chopping blocks, and smaller equipment such as blenders located on the first floor. 
The second floor is located through a small one person lift. The layout can be seen in 
Appendix A.

Chop&Cook uses social media extensively, including Instagram to share photos of the 
latest promotions and stocked items, Twitter for customer interactions, and Facebook 
for a combination of these as well as to show the reviews. Followers of these accounts 
have access to exclusive weekly sales promotions.   

These are the opening hours for Chop&Cook:

Monday – 9am-5pm

Tuesday – 9am-5pm
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Wednesday – 9am-5pm

Thursday – 9am-7pm

Friday – 9am-7pm

Saturday – 9am-5pm

Sunday – Closed

Omar Stevens employs a store manager, a deputy store manager and two part 
time members of staff for each of the eight locations. Omar then works from home, 
communicating with each store manager on a daily basis as well as tracking sales 
and stock levels through the management information systems he has installed. 
When a product, such as an oven, is sold a central spreadsheet is updated, which 
Omar monitors so that he can reorder stock when needed. However, as all 8 shops 
are relatively small and some of the products sold are large, only a limited amount 
of stock is held; therefore, Omar relies on the prompt delivery of stock from his 
various suppliers. Omar is the only person that processes the payroll and orders and 
reorders stock.

Omar asked a marketing agency to conduct mystery shopper research and 
observational reports at each of the 8 shops and received the following feedback:

• Customer waiting times to be served at times were longer than acceptable.

• Staff were overheard telling customers that they didn’t know how some 
products worked and were therefore unable to give a demonstration.

• Some shelves within some of the stores seemed empty, particularly during 
busier times. 

• At two of the stores, the store manager put the closed sign in the window, 
and as a result a number of customers were seen being turned away. 

• A number of negative reviews have appeared online about the quality of 
customer service.

Following this feedback Omar decided to hold an anonymous survey with his staff in 
order to try and gain the staff’s perspective on some of the issues identified by the 
marketing agency.

• A number of staff members indicated that they were frustrated as they 
never seemed to close on time, leading to staff having to work on past their 
finishing time. They did not receive overtime.
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• The majority of staff felt they were insufficiently trained to offer guidance 
and recommendations to customers on the products stocked.

• Around half of staff stated that they’ve had to deal with situations where 
customers asked about certain products that were out of stock. Staff 
indicated that customers were often frustrated, and this led to hostile 
situations.

• Although theft isn’t a big issue, there has been an increase over the last few 
months, mainly of knives and sharp kitchen utensils.

After analysing the feedback from all parties, Omar Stevens decides to close all stores 
on one Saturday to hold a staff meeting. Omar’s intention is to address all feedback 
and wants to empower his staff to have an input by proposing change.

A typical store layout for Chop&Cook can be seen on the next page.
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AC4.1 Identify issues to resolve

By referring to the case study ‘Chop&Cook’, identify issues to resolve in the table below:

Issues to resolve Why does the issue need resolving?

Principal’s key tip – have you considered and referred to both the case study and 
the store layout? Both may contain clues to issues that need resolving.
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AC4.2 Suggest actions in response to issues

This assessment criteria naturally leads on from AC4.1, which is identifying the issues to 
resolve. Successful completion of this assessment criteria requires realistic suggestions that 
the retailer could implement to change existing practices or operations.

Use the same issues that you’ve identified for 4.1 and suggest actions Omar Stevens could 
implement:

Issues to resolve Why does the issue need resolving?
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AC4.3 Justify suggestions for change

KEY TIP

When completing this section, it’s good practice to use a structure similar to 
the example below:

Principal’s key tip

How will the retailer bene�t 
from suggestion?

Drawbacks or obstacles 
to suggestion?

Suggestion 1

Issue to resolve

Suggestion 2
How will the retailer bene�t 

from suggestion?

Drawbacks or obstacles 
to suggestion?

Choose one of your identified issues and complete the below grid:

Issue to resolve

Suggest actions

Effect on Chop&Cook’s operations?
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In addition to justifying the suggestions made for change, you must also refer to and use 
examples from other retailers to support your suggestions. See the performance bands 
below for this assessment criteria, where the use of examples is in bold and underlined.

Level 1 Pass Level 2 Pass Level 2 Merit Level 2 
Distinction

Benefits of 
suggestions 
are referred 
to and there is 
reference to 
examples used 
by other retail 
businesses.

Limited 
justification of 
suggestions 
with some use 
of examples 
in support of 
conclusions.

Reasoned justification 
of suggestions relevant 
to some issues faced by 
a retail business using 
relevant examples in 
support of conclusions.

Well-reasoned 
justification of 
suggestions 
relevant to issues 
faced by a retail 
business using 
relevant examples 
in support of 
conclusions.

Task

For the issues that you’ve identified in 4.1, and your suggestions for improving these 
issues in 4.2, use the internet to research examples of retailers or do your suggested 
changes. Use the following success criteria:

1. Find at least one example of a retailer per issue.

2. Try and find a variation of retailers, i.e. not the same retailer for each issue.

Use your findings to prepare an information booklet on the practices of various 
retailers.
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Example

Issue to change – Staff not sufficiently trained and do not have an acceptable level of 
product knowledge.

In the case study, Chop&Cook, Omar Stevens has received feedback from the 
marketing agency that stated that staff informed customers that they didn’t 
know how some products worked and therefore couldn’t offer a demonstration. 
Additionally, the staff feedback revealed that the staff felt that they were insufficiently 
trained to offer advice and recommendations. I would suggest that Omar Stevens 
introduces a training programme for his employees. As the business has now grown 
to 8 locations, it would be beneficial for the retailer if all employees were trained to 
the same level, as to offer the same standard of customer service at each location. 
I would further suggest that Omar introduces induction training for each new 
employee so that they have sufficient product information, basic customer service 
skills and some knowledge of health and safety procedures. As Omar is experienced, 
having won small retailer of the year, he could conduct the training himself. In order 
to implement this suggestion, Omar could focus on one store at a time by holding the 
training after closing hours. By doing this, the training would be in the place of work; 
therefore, the employees will be developing specific skills and knowledge of the store 
and the cooking products. Omar could pay the staff overtime for the training as an 
incentive; however, this would be an additional cost for the retail business. A more 
efficient way would be to conduct training with employees from all 8 stores at the 
same time, saving Omar time and having to repeat the training eight times.

I believe that by training the staff in basic customer service and developing their 
product knowledge, Chop&Cook could then utilise the ‘stations for demonstrations’ 
that they have on the ground floor of their stores. This is similar to the way Curry’s/ 
PC World uses the Knowhow desk within their stores to give detailed knowledge 
and advice to customers. The desired effect of this would be increased sales and 
possibly customer loyalty. However, as each store only employs 4 workers each, the 
waiting times for customers may increase as one employee could potentially be tied 
up with demonstrations. This would have a negative effect on the retail business 
as customers were viewed to be waiting a long time to be served, even before the 
changes. To counteract this, Chop&Cook could only use the demonstration station 
during certain hours in order to free up employees to serve customers.
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Another highly effective method of showing the proposed changes on the retail business is 
by diagrammatically showing the change. You may then analyse the changes following the 
suggested structure.

See below for an example:

Ground floor of Chop&Cook

Issues

1. Staff lack requisite product knowledge.

2. Customers waiting too long to be served.

Suggestion

Insert two tablet PC stations into the stores, which is fixed to the home page of 
Chop&Cook.

Justify the above suggestion, by referring to relevant examples, in response to the 
identified issues.

Lift to �rst �oor

Stairs

360 degree display (large kitchen/cooking 
equipment – facing all 4 ways)

Stock room for large cooking equipment Till area

Station for dem
onstrations

Window displays of large and latest cooking equipment

Ground �oor

Tablet station set
to Chop&Cook
home page
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