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Group Assignment - Retail Audit 
BUS 425 – Spring 2008 

 
Project Overview 
  
Objectives 

The primary objective of this project is to provide you with a first-hand look at the problems/ 

opportunities faced by retailing organizations in a competitive and rapidly changing environment. 

Some additional objectives of the term project are: 

• Assist a local retailer in identifying patterns of consumer behavior and competition. 

• Provide the retailer with recommended strategic options. 

• Allow students the opportunity to apply the concepts studied in class to field settings. 

• Provide a forum for the development of oral and written communications skills. 

• Have fun. 

 

Requirements 

1. Develop a comprehensive retail audit for a local firm of the organization’s customers and 

competition.  There are seven basic steps involved in the audit process: 

• Determine the client’s business and product offering 

• Determine the retailer’s target market 

• Define competition based on the targeted market 

• Analyze the competitive environment 

• Analyze differences in competitive retailing strategies 

• Forecast competitors’ strategic retailing efforts 

• Develop a strategic plan for the retailer (including recommendations) 

 

2. Submit a written report of your retail audit. 

 

3. Present an oral summary of your audit and recommendations in class. 

 

Project Rules  

1. Teams - teams will have 4-6 members each and will choose a local retailer to audit. 

2. Confidentiality - a confidentiality agreement (discussed later) must be submitted to the instructor 

by Thursday, February 28, 2008.  This confidentiality agreement will be sent to your retailer.  

This form is available in the “Assignments” section of the class blog. 

3. Project Updates - every two weeks each group will do a brief (5-10) minute update on their 

progress with their client and the project. 

4. Data Collection - You are free to obtain the information needed to complete the audit in any way 

you see fit.  However, it is expected that personal interviews, secondary data search, and direct 

observation of competitive practice will constitute the primary data collection procedures. 

5. Written Report - there is no maximum or minimum length requirement for the written report.  

However, it must be typed and double-spaced.  Only one version of the written report for each 
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team will be accepted.  Submit your written report by the START of class on Thursday, May 

1, 2008. Reports submitted after the start of the class period will be penalized up to one letter 

grade.  Each additional day late will result in an additional penalty of one letter grade. 

6. Oral presentations – final presentations will be given April 24 – May 1. It is possible that to 

accommodate your retailer’s schedule we may have some presentations outside of regular class 

time. The minimum length requirement for these presentations is 20 minutes and the maximum is 

25 minutes (including question time).  Each team is to decide on the content of this presentation.  

It is expected that all group members will participate in the presentation and all students from all 

teams attend all presentations. 

 

Grading 

The Team Project counts as 20% (200 points) of your course grade.  Each team member will receive a 

team grade for his/her group’s project.  The final written audit is worth 10% of your final grade, and the 

in-class oral presentation is worth 10% of your final grade. 

 

Peer Evaluation  

In determining an individual student’s final course grade, the team grade for the term project will be 

adjusted by peer evaluations submitted by the other members of the team.  Each student will be required 

to rate the other members of the team, as well as himself/herself.  

 

Class Presentation Evaluation 
Below is the form I will use to rate the class presentation.  On the back of this form is my interpretation of 

each category on which you will be graded. 

 

 

Audit Procedure 
 
Questions and Issues to be addressed in your report 

The checklist which follows should be considered a guide for the audit procedure. You are free to make 

additions or deletions to this list.  However, a “good” audit will contain most of the information covered 

by the questions given.  Superior audits will treat each of these issues to the degree necessary and 

appropriate to the retailer being studied and will probably go beyond these guidelines as warranted. 

Copies of past “A” audits are on reserve at the library.  It is strongly suggested that you review these 

audits/projects at the earliest possible date. 

 

1. What business is this customer in? 

• What are the retailers primary product (service and goods) offering? 

• What are the psychological as well as tangible aspects of the product? 

 

2. Who is the customer (target market)? 

• What are the needs and wants of this retailer’s customers?  What are the motivations of 

consumers? 

• Is there a difference between consumers and customers?  For instance, a day care has children 

as the consumer but parents as customers.  This can get tricky, but is important.   
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• Does this retailer know who its customer is?  Are he/she focused, or are they attempting to be 

all things to all people? 

• Is the retailer successful at appealing to its target or not?  This is an important question, because 

it will determine the nature and magnitude of the recommendations.   For instance, if the 

retailer is successful, recommendations may very well be along the lines of “do what you are 

doing, but do it better.”  On the other hand, if the retailer is not as successful as they would like 

to be or if major changes are on the horizon, more drastic actions such as identifying and 

marketing to a new customer group might be warranted. 

 

Warning!!!!  Give careful thought to the question of who is the customer as an error at this 

step will have a cumulative effect.  Avoid the knee jerk response of “market (advertise) better to 

UI students.”  In some cases you may decide that the target customer group is or should be UI 

students, but defend this conclusion and make specific marketing recommendations.  

 

3. What is the Nature and Structure of Competition? 

• Use the customer base and motivation to determine the competition.  For instance, consider 

restaurants.  Does McDonald’s really compete with The Broiler (University Inn) or Pizza Hut?  

• Who are the retailers which compete in the area, and what are their respective market shares?  

How do these retailers compare in terms of breadth of product line, market coverage, and rates 

of growth? 

• What are the trends in sales and market shares between the various competing retailers, and 

how do these vary by types of customer, merchandise category, geographical area, or other 

relevant market-segment dimensions? 

• What are the distinguishing features of each major retailer’s competitive strategy?  What are the 

strengths and weaknesses inherent in each approach?  How well do they appear to be executing 

their respective strategies?  What kind of store image does each retailer have? 

• What are the pivotal store features that prompt a buyer to purchase from one retailer and not 

another? 

 

4. Forecast of Future Competitive Trends and Conditions 

• What market opportunities/threats appear to be on the horizon for this type of retailing?  How 

will these likely affect competition in this market? 

• What demographic and population-based changes can be anticipated, and what do these portend 

for the size of the market and for competition? 

• Are there any reasons to expect major changes in costs or in supply (such as merchandise costs 

or health insurance)? 

• Is the probable future course of the economy (i.e., rates of inflation, unemployment, economic 

growth, interest rates) likely to produce any unusual change in competition or market direction? 

• What competitive changes are likely to stem from new or existing governmental policies on 

product liability, consumer protection, taxation, energy conservation, and other pertinent areas? 

 

5. Evaluating a Retailer’s Own Competitive Position 
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• What is the retailer’s competitive strategy?  What is the firm’s key sustainable competitive 

advantage?  On what is it based?  Does the retailer have a clear corporate mission? 

• What do consumers think of the company?  How does this compare with what they think of 

competing retailers? 

• What are the specific consumer benefits from shopping at this retail store?  Which retailer 

offers the most value for the money?  How important is this? 

• How successfully has the retailer been at promoting the key competitive feature of its store(s)? 

• In what segments is the retailer strongest?  Weakest?  What segments are being missed or 

overlooked?  How well has the retailer done in expanding the customer base?  Why?  

• What is the retailer’s biggest competitive weakness or weaknesses?  How important are these 

weaknesses, and what can the retailer do regarding these weaknesses? 

• What specific market opportunities/threats can be identified for this retailer?  To what extent is 

the retailer’s ability to respond to these opportunities/threats conditioned by its competitive 

strengths/weaknesses? 

• Overall, how strong is the retailer’s competitive position in the marketplace?  What would it 

take to strengthen its position? 

• Can the retailer respond to such emerging important issues as relationship marketing, value 

marketing and the total quality movement? 

 

6. Strategic Plan and Recommendations for Your Retailer 

• Based upon the preceding analysis, develop a strategic plan for your retailer.  The strategic plan 

should be concise.  Note, the quality of the preceding sections will, in essence, allow the 

strategic plan section to “write itself.”  

• Include in the strategic plan section, a separate, labeled section of the group’s recommendations 
for your retailer.  Recommendations should be realistic, actionable, and should be based upon 

the analysis given in the audit.  (Recommendations should not come out of the blue.)  
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Audit Timeline  
 

2/19-2/22 Teams Assigned 

• Choose Retailers (Top 3 Choices) and share with instructor 

• Exchange telephone numbers and class schedules with team members 

• Assign Project Manager 

• Read project document 

2/26-2/29 Make Contact 

• Contact your client (retailer) 

• Make first appointment with client 

• Turn in Confidentiality Agreement 

3/3-3/7 First Meeting with Client 

• Prepare using the process and questions laid out in Appendix C 

• Meet with client at their place of business 

• Exchange necessary contact information with client 

• Set expectation to follow up in 2-4 weeks 

 

3/17-4/4 Follow-up Meeting with Client 

•          Prepare initial findings 

•          Prepare list of additional questions 

4/8 Rough Draft of Written Report Due 

4/22 – 5/1 Presentations to Client  

5/1 Written Report Due 

 



BUS 245 – GROUP ASSIGNMENT: Retail Audit REVISED – April 2, 2008 

 6 

APPENDIX A 

Group Presentation Evaluation Form (FRONT) 

 

 

Team: ________________________   Client: ________________________                         

                            

  
 
POINTS 

 
20 
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Creativity & Appropriateness 

 
 

 
 

 
 

 
 

 
 

 
Content & Depth of Analysis 

 
 

 
 

 
 

 
 

 
 

 
Answering Questions 

 
 

 
 

 
 

 
 

 
 

 
Group Effort 

 
 

 
 

 
 

 
 

 
 

 
Overall Quality 

 
 

 
 

 
 

 
 

 
 

 
 

TOTAL 

 
 

 
 

 
 

 
 

 
 

 

COMMENTS:  
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APPENDIX A 

Group Presentation Evaluation Form (BACK) 

 

Creativity & Appropriateness  

Essentially, you have two choices regarding this category.  The first is to choose a creative skit (which is 

the most typical approach taken).  However, creative skits need a lot of work to be successfully pulled off. 

 In my experience, creative skits tend to either bomb terribly or succeed brilliantly. Alternatively, you can 

choose a standard, more formal business presentation.  Business presentations should not be synonymous 

with boring.  I will expect professional business dress for this type of presentation.   

 

Regardless of the approach taken, it is important to try and keep the audience as involved as possible.   

Therefore, I evaluate presentations on the use of graphics and visuals, asking the class questions, and 

general energy level. 

 

You are not required to use Power Point.  If you do, make sure you know what you are going to say 

before you design your Power Point presentation 

 

In general, I expect you to dress professionally (suits for men, equivalent for women).  Remember to 

introduce all group members.  Look attentive (not bored) when other team members are presenting.  Don’t 

try and cram your whole report into 20 minutes, it can’t be done.  Hit the highlights and keep it simple 

and upbeat. 

 

Content and Depth of Analysis 
Did you teach the class (and me) anything new?  Are all major points covered in acceptable depth with 

the major points stressed?   

 

Answering Questions 
Did the presentation generate enough interest that there were questions?  Were the questions effectively 

answered?  Did just one member field the questions, or did each member participate? 

 

Group Effort 
Is this a group effort, or did just one or two people do most of the presenting?  Does the workload seem to 

be spread out?  Does the presentation flow from one individual to the next, or does it seem like several 

small presentations stuck together?  Is the typeface consistent for overheads?  

 

Overall Quality  

Does the presentation work?  Does it accomplish what it intended?  Is the overall presentation well 

organized, carefully prepared, and effectively executed? 
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APPENDIX B 

Project Update Worksheet 

 
 Team:   ___________________________ 

 

Client:  ___________________________ 

 

Overall Summary: 
 

 

 

Meetings: 
Last client meeting date: ___________________________                                    

 

Last team meeting date: ___________________________                                   

 

Tasks Accomplished Since Last Bi-Weekly Progress Report: 
1. Task 1 

2. Task 2 

3. etc 

 

New Tasks Identified: 

1. Task 1 

2. Task 2 

3. etc 

 

Outstanding Issues: 

1. Issue 1 

2. Issue 2 

3. etc 

 

Need to discuss with instructor: 

1. Point 1 

2. Point 2 

3. etc. 
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APPENDIX C 

Your Client Relationship 

 

Providing a useful set of recommendations to your client is the guiding objective.  Decide as a group what 

your responsibility is and what your goal will be. The following guidelines may be helpful: 

· Promise only those consulting objectives that you can deliver during the term.  It is better to commit 

to what you can deliver and finish on time than to promise more than you can possibly produce.  For 

instance, if your client wants you to conduct a research survey, don’t commit unless you are confident 

you can do a professional job.  

· Be dependable; this includes being on time for appointments and punctual with promised services.  If 

you take records or information from your client's business, ensure that they are returned in a timely 

fashion.  Take copies rather than originals of important documents. 

· Do not expect to know all of the answers.  If you need to gather further information, tell your client 

that you want to research the topic before you make recommendations. 

· Be considerate of your client's time, experience, and opinions.   Independent business owners are 

proud of their accomplishments.   

· It is essential to develop an effective working rapport with your client.  Show your sincere interest by 

listening intently to your client's complete story.  Gain your client's confidence by asking questions 

and not being judgmental in the first meetings.  Take detailed notes.  Do not give your client any 

recommendations in the first few visits until your client knows you have studied his/her business.  

The ability to "put yourself in another's shoes" is an important factor in the establishment of a good 

consulting relationship.  This will give insights into your client's actions. 

 

Language and Communication 

Clear communication with your client is important.  Use basic and precise language rather than technical 

terminology in communicating with business clients.  Practice the art of listening; this will be your most 

powerful tool as a consultant. 

If there is any indication of confusion or misunderstanding, rephrase the thought until you are certain that 

what you are hearing accurately describes your client's concept 

 

Courtesy 

Good business manners become an important consulting technique for putting your client at ease and 

securing his/her cooperation. Always work with appointments.  Explain the length of time you think you 

will need.  This gives your client maximum flexibility in the consulting relationship.   

Emphasize your willingness to adjust your schedule to the convenience of your client.  Allow plenty of 

time for your appointment.  Since your client must give his/her customers priority, wait patiently and 

observe what is taking place. 

Never insist on keeping an appointment if your client is hurried or distracted.  Be willing to repeat your 

discussion of any problem area or consulting service until your client has fully grasped the idea you are 

trying to convey. 

Encourage questions and discussion until you are sure that the business client is entirely comfortable with 

the idea that is being discussed. 
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Know when to leave.   If you arrive for an appointment and it is "crisis day" for the business, do not wait 

around until things settle down.  Depart immediately and graciously after making an appointment on 

another day. 

 

Points for Successful Consulting 

1. Use an objective, professional, and positive approach that focuses on your client's needs. 

2. Encourage your client to talk about the business on an in-depth basis. 

3. Determine your client's business objectives and needs. 

4. Show empathy and respect for your client. 

5. Apply your expertise without proving you are an expert. 

6. Ask questions and perform research that will help you uncover the root problem, evidenced by 

the symptoms. 

7. Apply thorough analysis to your research and information before reaching conclusions or 

determining recommendations. 

8. Make clear recommendations that are consistent with your client's objectives and his/her 

ability to implement them. 

9. Keep your faculty case supervisor well-informed about problems and progress. 

 

Initial Client Meeting 

The instructor will make the initial contact with your retailer and explain the project and requirements.  

Your retailer will have agreed to the following: 

1. Being available to the student team for at least 2 meetings and via email/phone as necessary 

2. Making available to the student team any files and records that the team and the client agree 

are necessary to complete their project. 

3. Using the student team in their proper capacity as "consultants" and not expecting the students 

to serve as temporary help to do work that would normally be performed by regular 

employees. 

Your instructor will also provide your client (the retailer) with the “What Is Expected of the Client” form 

to help him/her understand what will be expected of him/her. 

During the initial meeting with your client, you should gather as much information as possible through a tour 

of the facilities, observation, conversation, and printed materials.  Always ask for a tour of the business, pick 

up any available brochures, catalogs, or other product information (e.g., a restaurant menu).  All group 

members should attend the initial client meeting.   

 

Before the Teams Initial Client Meeting 

Have a team meeting before going out to see your client and select a team Project Manager.  It will be the 

PM’s responsibility to see that the instructor is kept up-to-date and to see that all deadlines are met.   This 

does not mean that the Project Manager does all the work. 

Develop a set of questions that are personalized for your client's business.  Be prepared to ask your client 

questions about his/her business, products, services, customers, and perceived market niche. 

Your Project Manager will make all appointments with your client.  The purpose of the first client 

meeting is to get to know one another.  You will be able to get answers to your general questions and 

identify potential issues.  Be sure to call ahead, confirm, and be on time for your appointments. 
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Approach your chosen retailer in a positive and professional manner. To develop a professional 

relationship, it is helpful to appear clean and businesslike.  You do not need to wear a three-piece suit; 

however, torn jeans and dirty running shoes will not provide you with a professional appearance. 

Establishing credibility can be a challenge in the early stages of your assignment.  One way to accomplish 

this is by learning all you can about your client's business and industry.  Get all the available information 

about your client from your professor, case supervisor, or others who know the business.  

 

After the Initial Meeting 

After your initial visit, meet as a team and decide what additional information you need.  Determine what 

the business is, where the business is headed, and what strategies your client is using to achieve those 

goals. 

Set up a group meeting and decide what information you need (population figures, industry trends, 

financial, operating methods, etc.) and where you will obtain this information (local Chamber of 

Commerce, industry, library, SBDC, etc.).   

 

Begin collecting your information and making written notations as soon as possible. This will enable you 

to stay on task. 

 

Identify the Root Problems 

Small business owners sometimes focus on treating the symptoms instead of determining the root 

problems. This can be because: 

• Entrepreneurs are so busy managing the immediate concerns of the business that they may 

not have time for the analysis that will uncover the underlying problems. 

• Some owners have not had the management education or experience to identify subtle 

weaknesses in their operations that are leading to fundamental problems. 

• Independent business owners can have a deep sense of pride that may preclude examining 

their management system objectively. 

• For these reasons, it is not uncommon for small business owners to treat the symptoms 

rather than cure the problem. 

 

Your challenge is to apply thorough analysis to the case using the interdisciplinary knowledge you have 

gained in business school.  Identifying the symptoms should be done jointly with the business owner, but 

reserve judgment before accepting solutions 

To find the underlying problems, your team will need to look at the probable causes for the issues facing 

the business. The questions in the Appendix E – Additional Questions may be of some help.  Do not ask 

your client to answer all these questions.  Instead, treat this list as an idea generator for your team.  

Starting with the symptoms, the team can brainstorm to develop the probable causes. Through research, 

inquiry, observation, and analysis, your team should narrow down the list of probable causes until you are 

able to determine the actual root problems. 

Once the underlying problems have been spotlighted, the team can concentrate on developing solutions.  

The resulting recommendations must be realistic and substantive. Recommendations should be made with 

the means and resources of your client uppermost in mind.  Your client should be given an understanding 

of how the recommendations will help alleviate the symptoms troubling the business.  By showing your 

client the reasoning and logic behind the recommendations, your team can improve the extent of 
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implementation.  In this way, you will have contributed to the long-term success of the business while 

honing real-world problem solving skills that are so highly valued in free enterprise. 

APPENDIX D 

Client Expectations 

  

Thank you for considering participating in the Business 425 Case/Retail  Term Project.  The program is 

designed to give students practical experience to supplement their classroom training while providing 

small businesses an opportunity to work with students. 

 

The Student Team Will Prepare a Written Report That: 

1. Identifies your primary current and potential customer/target market groups. 

2. Identifies your primary and potential competitive groups. 

3. Identifies the strengths and weaknesses of your retail/service provider versus the competition. 

4. Provides actionable and tangible recommendations for your business. 

 

By Agreeing to Participate, You Would Indicate Your Willingness To: 

1. Be available to meet with the student team twice during the course of the semester 

2   Maintain communication with the team via email and/or phone as needed 

3. Make available to the student team any resources that you and the team agree are necessary to 

complete the project. 

4. Use the student team in their proper capacity as "consultants" and not expect the students to serve as  

temporary help to do work that would normally be performed by regular employees. 

6. Attend a 30-minute presentation by the student team of their findings one day at the end of the 

semester, April 24 – May 1 . 

7.  Sign a "Client Acknowledgment" of the final report at  the completion of the project. 

8. Review the written project and provide feedback to the instructor and, if you wish, students 

concerning your opinion of the quality of the case. 

 

All information you provide will be kept in the strictest confidence, and the students will provide you 

with a signed confidentiality agreement.  Of course, you may deem some information too sensitive to 

share with the students; but, in general, the more information you provide the better and more useful a 

report they will be able to provide.  If you have any questions please, feel free to contact the faculty 

advisor, Chris Cooney, PO Box 443221, University of Idaho, Moscow Idaho, 83844-3221.  Phone: (208) 

885-4295, E-Mail: ccooney@uidaho.edu. 

 

Thank you for your consideration. 
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APPENDIX E 

Additional Questions 

 

I. FOR EVALUATING MARKETS 

 

1. Is the firm's major problem lack of sales? 

2. What has been the trend of sales in recent years? 

3. What factors can be determined as responsible for the trend of sales? 

4. Was a proper market survey made when the firm started? 

5. If so, what were the predicted results in sales volume? 

6. If not, should such a survey be made now? 

7. Have the basic sources of market survey data been studied? 

8. Does population growth, new competition, or competitor change in methods justify new 

ways of serving this market? 

9. Has the character of the population in the trading area changed, aside from general growth or 

decline?  Has this  affected sales? 

10. Has the ratio of population to number of firms in this trading area changed since the firm was 

established?  If so, what has been done by management to keep current with these changes? 

11. What is the nature and form of competition? 

12. Does the future look good, medium, or bad for this firm in this market? 

 

II. FOR EVALUATING ASSET ADEQUACY 

 

1. Does the firm lack any assets that would improve its capacity for service, its image, or its 

profitability? 

2. Are its store fixtures, office fixtures, or machines modern?  

3. Would newer ones improve image, service, or profitability? 

4. Are present fixed assets consistent with the floor plan, available additional space, and 

customer comfort? 

5. Does the firm have the necessary capital to finance its own receivables?  Should this be 

done? 

6. Are cash balances and working capital adequate for the volume of business being done? 

7. Do growth requirements of the immediate future suggest the need of any other current or 

fixed assets?  If so, are plans satisfactory for their acquisition? 

8. Could the firm expand sales and profits with more assets in its present operation?  How? 

 

 

III. FOR EVALUATING ADEQUACY OF INTERNAL MERCHANDISING CONTROL SYSTEM 

 

1. Does the proprietor have monthly statements readily available? 

2. Does a complete accounting system exist? 

3. Does the present system involve excessive posting? administration? 
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4. Is a point of sale (POS) system being employed? 

5. Can your client tell quickly the amounts owed by credit customers?  (Is there an accounts 

receivable ledger?) 

6. Can he/she quickly find out the balances due to creditors?   (Is there an accounts payable 

ledger of some kind?) 

7. Can sales easily be broken down into departments, chief lines of merchandise, or special 

items? 

8. Does the system provide a means of telling the profitability of individual departments or 

lines of merchandise? 

9. What types of information, not now easily available, does  your client need? 

10. Does the firm take advantage of purchases discounts?  Do the records provide adequate 

notice of discount periods? 

11. Does the system easily produce meaningful control reports? 

12. Does your retailer use the retail method of inventory control? 

13. Does your retailer have an IMU plan?  Does this vary by zone? 

14. Does your retailer know average inventory turnover (total store and by major zones?) 

15. What is the working capital?  Is it adequate? 

16. Does the firm have trouble paying its current bills?  Why? 

17. Is the inventory turnover a cause of financial stress?  Has it been reviewed for slow-moving 

merchandise lately?  Are there other problems? 

18. Is the gross margin consistent with that of comparable firms?  If not, why not? 

19. Are operating expense ratios reasonable when compared with industry and historical norms? 

 If not, why not? 

20. Are any other financial weaknesses apparent? 

 

 

V. FOR EVALUATING LOCATION 

 

A.  For Retailers 

1. Is the firm located in a high-rent or low-rent area?  Should it be?  Is the rent paid by the firm 

competitive? 

2. If in a low-rent area and competing with firms in high-rent areas, how does it compensate to 

attract customers? 

3. Is the location good from the standpoint of meeting competition? 

4. Is the total traffic in the area adequate? 

5. Do neighboring stores draw potential customers? 

6. Is there a parking problem for customers?  Would it be worthwhile to pay for customer 

parking? 

7. Is the location good for development of sales via promotion? 

8. Is the location appropriate to the principles of location for convenience, shopping, and 

specialty stores? 

9. Is there a better site available in the area?  
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10. Is the going-home side of the street or the sunny side of the street important to this firm?  

Does it have that advantage? 

11. Do the community and general area suggest adequate payrolls, population trends, living 

habits, and attitudes to encourage firm development here? 

12. Are any other disadvantages of this location observed? 

 

 D.  For Service Firms 

 

1. Is customer visitation an important part of the business?  If so, are facilities for customer 

comfort adequate? 

2. Is the location consistent with the type of clientele sought and their habits in buying this 

service? 

3. Does the firm need a high-rent location?  Is it in one? 

4. If efficient working conditions for employees are important, do they exist? 

5. Is the firm paying an expensive rental for space when most of its business comes via 

telephone?  Is this necessary? 

6. Is drop-in business important?  Does it exist in adequate quantity?  Can it be developed by 

advertising? 

7. How does intangibility, heterogeneity, perishability, and co-production impact the business. 

 

VI. FOR EVALUATING LAYOUT 

 

  A.  For Retailers 

1. Is the present layout encouraging to sales because it reflects buying habits of customers? 

2. Could it better reflect a good "selling machine?"  How? 

3. Is merchandise attractively displayed? 

4. Is merchandise displayed to facilitate easy comparisons and easy examination? 

5. Is customer comfort properly provided to meet the particular shopping habits of the firm's 

customers? 

6. Are associated lines of merchandise displayed adjacently? 

7. Does the layout reflect maximum use of light, ventilation,  and heat? 

8. Is maximum view of store space by customers, employees, and managers desirable?  If so, is 

this view now possible? 

9. Are selling and nonselling activities properly separated? 

10. Are convenience, shopping, and specialty goods properly located in the floor plan? 

11. Does the image of the store reflect colors, fixtures, and displays that are compatible with the 

type of customers sought? 

 

VIII. FOR EVALUATING SALES DEVELOPMENT AND PROMOTION 

 

1. Has the firm properly distinguished between established demand and promotion methods? 

2. Has your client considered all the direct and indirect sales promotion methods? 

3. Are the applicable sales promotion methods being used in effective quantities? 
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4. Is the present advertising program being checked for its effectiveness? 

5. Is the present sales volume consistent with the potential for the firm in this trading area?  If 

not, how could it be increased? 

6. Do customers generally reflect a feeling of satisfaction in doing business with the firm? 

7. What is the firm's image in the community that it serves? 

8. How could it be improved if deficiencies are found? 

9. Is personal selling by employees consistent with best practices? 

10. Do any suggestions seem apparent for improving sales promotion? 

11. Is the sales force producing at efficient economic opportunity levels? 

 

IX. FOR EVALUATING PRICING POLICIES 

 

1. Do prices now produce an average gross margin consistent with the sales volume for this 

type of firm?  If not, why? 

2. Is the pricing policy influenced by fair trade laws, nationally advertised prices, or competitor 

prices? 

3. Is market strategy employed in setting prices? 

4. Is your client reluctant to adopt less-than-average markup prices when good judgment 

dictates their use? 

5. Do prices reflect attempts to sell slow-moving merchandise? 

6. Are proper methods used in moving slow merchandise? 

7. Is merchandise style a factor in markups and markdowns? 

8. Does original markup policy reflect normal markdowns, employee discounts, damaged 

merchandise, and shortages? 

9. Does the firm use adequate markups to produce desired results? 

10. Are markups based on cost or retail prices? 

11. Have loss leaders ever been used?  Were they necessary or productive? 

12. Does the overall pricing policy reflect dynamic management? 

13. Do above-average markup sales cover sales in less-than-average markup items? 

14. What are the prices and pricing policies of the competition? 

 

X. FOR EVALUATING MERCHANDISING 

 

1. Does your client recognize the differences in convenience, shopping, and specialty goods? 

2. Does he/she properly place merchandise inventory into these categories?     

3. If sales effort is primarily in one category, does the merchandising policy properly reflect 

this fact? 

4. Is the merchandising policy generally in line with most customers' needs in the trading area? 

5. Are selling policies and services in line with the product  (credit plans, delivery services, 

etc.)? 

6. If selling industrial goods, does the firm recognize the difference in merchandising its goods 

and consumer goods? 

7. Is the location consistent with the type of merchandise sold and the price policies in effect? 
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8. Are employee capabilities and qualifications consistent with the needs of the type of 

merchandise being sold? 

 

XI. FOR EVALUATING SEASONAL VARIATIONS 

 

1. Are there distinct variations in sales during different months or seasons of the year? 

2. Is the management using accepted methods of adjusting operating expenses to these 

variations? 

3. Is purchasing policy consistent with the noted variations? 

4. Would the addition of different lines of merchandise or different products help to even out 

the seasonal variation in sales? 

5. If seasonal variations are drastic, would it be better to close the business entirely for some 

period in the year? 

6. If a manufacturing firm, would it be more profitable to use the slack periods to build up 

inventory and cut down factory overtime in the busy seasons?  What are the trade-offs? 

 

XII.  FOR EVALUATING PURCHASING AND INVENTORY CONTROL 

 

1. Are the proper sources of supply now being used? 

2. Is your client taking advantage of all purchase discounts? 

3. How are minimum inventories and ordering points determined? 

4. Have stockouts of finished merchandise or raw materials occurred? 

5. What is the record for quality, service, and price of its present suppliers?  How about 

dependability and assistance in periods of sellers' markets? 

6. Are minimum or economic ordering quantities used? 

7. Have managers been guilty of buying too large quantities that were not justified by carrying 

costs? 

8. What is the cost of carrying inventories in stock until needed? 

9. Does your client know what his/her best average inventory is and use it to guide purchasing 

policy? 

10. Could more effective purchasing contribute profits to the present results of operation?  How? 

11. How often does the inventory turn over each year?  Is this consistent with the industry 

average? 

 

XVI.  FOR EVALUATING PERSONNEL POLICIES 

 

1. What is the turnover rate of desirable employees? 

2. Are there any specific reasons for resignations? 

3. Does the company provide training for new employees? 

4. Are company policies regarding personnel known to all employees? 

5. Are there incentives in the personnel policy for employees to seek advancement? 

6. Does the policy reflect the generally agreed-upon objectives of all employees? 

7. Do opportunities exist for employees to work at different types of positions? 
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8. Is the company image one that suggests this is a good place to work? 

9. Are pay scales and other advantages consistent with local pay scales in this area? 

10. Is there a problem of employees being over-trained or under-trained? 

11. Are there recommendations for changes in the present policy? 

12. Is there a stated policy on equal employment opportunity? 

13. Is there a stated policy on sexual harassment? 

 

XVII. FOR EVALUATING MANAGEMENT PRACTICES 

1. How much time does the owner/manager spend on planning? 

2. How is performance against plans evaluated?  How often is this done? 

3. What steps has the business taken to ensure the firm’s viability if something should happen 

to the owner/manager? 

4. How does the manager spend a typical day? 

5. What leadership style(s) are used by the manager, and how effective is this style? 

6. If more than one owner, is division of responsibilities effective?  Appropriate? 

7. What processes are in place for generating and using information...about competitors, 

customers, employees, etc.? 


