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Abstract 

Category management refers to the effective management of product categories in order to maximize the 

production of income and profit for an organization. A well-organized and strategical approach of 

category management positively influence in attracting new customers by providing satisfactory 

experience to the customers as well as by enhancing sales. Moreover, category management which 

involves promoting various offers, targeting prices, assortment planning and displaying products etc. 

assist in better marketing, thereby driving the profitability aspect of a business enterprise. By analyzing 

various ways of category management, the study intends to provide retailers a perspective on how to 

maximize effective category management methods in order to attract new customers and boost the 

business of the organization. At the same time, exploring category management practices also allow to 

formulate a comprehensive understanding on various other aspects of marketing such as customer 

satisfaction, product assortment, sales volume etc., allowing one to have an idea on how these factors 

shape the business and profit in a sustained manner. 181 respondents is the sample size considered in this 

study. T test and mean was applied to find the result of study. 
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Introduction 

In the market field and retail industry that is exposed several dynamics with respect to the innovativeness 

and instability in customer preferences on a day-to-day basis, it is important to have an effective strategy 

of category management that can positively influence the expansion and growth of business. In order to 

ensure a sustained growth and success in this field, it is very much necessary to attract new customers, 

ensure a good engagement with them as well as retain them being loyal customers to the brand. Most 

often retailers have to play a huge role in maintaining this flow of new customers to a business. Retailers 

constantly seek for strategies that help maintain a good relationship with the customers, particularly with 

the ever-expanding changes in their choices of products and services. One such significant strategy that 

help maintain a good relationship with the customers is obviously the category management strategy. 

Category management simply refers to the strategical practices conducted by retailers in organizing the 

product, deciding its display, arrangement, pricing, assortment etc. to suit the customer’s choice and 

needs. Effectively organizing category management requires sufficient understanding regarding the 

dynamics of market as well as the continuously changing preferences, likes and dislikes of the customers. 

The interplay of category management and customer relationship expose how a good category 

management structure positively influence the customer behaviour and engage in attracting new 

customers to the firm. However, it is not easy to manage diverse products that come under a category 

particularly with the emergence of n number of products in the day-to-day market. Karampatsa (2016) in 

the study conducted shares the difficulty in arranging diverse products in accordance with the different 

interests of customers and expose the limitations in terms of resource and knowledge that retailers face 

often in targeting customers through category management. 

Since category management puts retailers to situation where they need to invest a lot in deciding product 

assortment, arrangement, pricing etc. that cater to the demands of customers, it automatically drives the 

competitiveness within the retailers. Han, Fu and Chen (2014) according to their study depict how 

category management assist in increasing the competitiveness and productivity of retailers there by 

enhancing the customer engagement, optimize profitability as well as attract new customers in retail. 
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Retailers face the demand to organize an effective category management system by putting themselves 

develop and become better in terms of knowledge regarding diverse products and changing market needs. 

This increase in the competing attitude to excel than other retailers in fact influence the customer 

behaviour and develop engagement of the customers with the retailers in a better way. 

Category management is one of the most significant strategical practices that help enhance business by 

attracting new customers to the business. Retailers play a crucial role in exhibiting effective category 

management such that they take decisions regarding product display, pricing, assortment as well as shelf-

spacing of products. It is true that there are several challenges and limitations with respect to category 

management particularly due to the ever-evolving nature of the markets and products around. However, 

by understanding better ways to incorporate category management, retailers can bring into methods that 

will help optimize profitability as well as ensure customer acquisition in the process of marketing.  

 

Literature Review 

Category management refers to the executed and strategical management of products in order to 

smoothen the process of marketing as well as optimize sales and attract new customers to the firm. The 

existing literature review on category management explore the role of retailers and suppliers in effectively 

organizing product category management to attract new customers to the business. Záboj (2012) in the 

study conducted that analyzes category management and its role in the process of distribution emphasizes 

how the same takes part in making the consumer feel that the retail works for his or her benefits and to 

satisfy the customer’s needs. The study also discuss how modern technology combines its innovativeness 

in dealing with category management, thereby making it easy to optimize profit in the business. Murray, 

Talukdar and Gosavi (2010) discuss in their study about the retailer’s stacking patterns particularly in 

terms of product display, orientation and arrangement of products with respect to the pricing. The 

findings of the study substantiate the significance of shelf allocation and spatial arrangement of products 

in incorporating an effective category management. These all elements have important influence in 

attracting new customers such that retailer’s decision about product pricing and display involve depicting 

organized nature of the marketing structure. 

Moorthy (2005) laid foundation for the study of category management in which the influence of category 

management in retail competitiveness is examined throughout to understand ways in which retailers even 

change the cost of the brand in the process of their marketing strategies. Category management influence 

is not just limited to the retail, but it also affects in almost all the layers of marketing and play crucial role 

in attracting new customers to the business. Lindblom (2009) studies the role of suppliers in category 

management and in the process analyzes the relationship between supplier and retailer to find how both 

consider category management as a key business operational strategy particularly in attracting new 

customers. The findings of the study also reveal that category management effects are more visible to 

suppliers than others with respect to the intense responsibility of decision-making process they involve 

with in running the business. 

Kurtulus and Toktay (2011) studies about the significance of shelf-space in category management 

exposing the serious implications scarcity of space in shelf can cause to the products and their sale. The 

study dissects two kinds of category management, one which give primary significance to the retailer and 

the other one which gives predominance to the manufacturer. The findings of the research take us to an 

interesting aspect where two competing manufacturers sell their products to same retailer. In this scenario, 

it is the retailer and the category management strategies that he or she considers which decide the product 

priority. This in itself reveals the importance of category management in displaying and allocating 

products as well as in ensuring the attraction of customers to the brand. 

Kurtulus, Nakkas and Ulku (2011) further extended their study on understanding the aspects of category 

captainship. Category captainship refers to the management practices where a retailer depends upon a 

manufacturer in comprehending decisions related to category management. Here, the retailer relies upon 

the manufacturer to strategically plan for products in a category when it comes to matters such as 

assortment planning. The study coherently indicates that the competitiveness of manufacturers and 
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retailers to involve in the category management effectively help offer wide variety of products to 

consumers thereby attracting new customers in retail. 

The modern market depicts an evolving nature where the consumer also changes with time and exposure 

to technology and much more heightened lifestyle. In this aspect, the choices of customers also differ and 

expands making it more competitive for the retailers. Karampatsa (2016) conducted a study that explores 

the various dynamics of retail management, especially its role in shelf-spacing and assortment planning. 

The findings of the research reveal how retail category management address questions regarding products 

in its attempt to meet the demand of the customers. The study exposes that the category managers find it 

obviously complex to address the diverse questions of customers with respect to the instability and huge 

increase in their preferences. Hübner and Kuhn (2012) refer to the immense support that retail requires in 

order to effectively establish a proper structure of category management that can constructively address 

queries regarding product proliferation as well as meet the wide variety of choices of customers.  

Han, Fu and Chen (2014) explore category management and analyzes the significance it plays in 

increasing the competitiveness of retailers. The findings of the study reveal that category management 

helps retailers to enhance their competing attitude, aids in maximizing profitability as well as support in 

maintaining a healthy relationship with the customers. The strategies of category management have been 

applied to large number of manufacturers and retailers in assisting to attract new customers in retail. 

However, there are several challenges that arise with category management in retail where retailers often 

face huge limitations in arranging wide variety of products as well as in dealing with diverse customer 

preferences. The lack of resources and capabilities in managing the products affect the smooth 

functioning of category management. Along with this, the findings of the study also expose that retailers 

with huge availability of resources are less likely to take help from category captain in managing product 

display and assortment. The above-mentioned studies coherently indicate that it is important to 

understand ways to strategically apply category management in retail in order to effectively optimize 

profit and enhance customer engagement. 

Objective of the Study  

1. Identifying the role of Category Management in attracting customers in retail. 

2. To ascertain how Category Management helps to attract customers in retail sector. 

Methodology 

The study is empirical in nature. Number of respondents was 181. Structured questionnaire was prepared 

for collection of data. Mean and t-test was applied to find result of study. Convenience sampling was the 

method of sampling. 

Demographic Outcome 

Table 1. Shows gender of respondents, male respondents– 54.13%, and female respondents– 45.87%. 

Respondent’s age is 25 - 27 years are 31.49%, 27 - 29 years are 34.81%, and Above 29 years are 33.70%. 

Looking at the Industries, Clothing is 23.76%, Food / Beverages are 28.18%, Electronics is 21.55%, and 

others are 26.51%. 

Table1. Respondent’s demographic details 

Variable Number of Respondents % 

Gender   

Male respondents 98 54.13% 

Female respondents 83 45.87% 

Total 181 100 % 

Age   

25 - 27 years 57 31.49% 

27 – 29 years 63 34.81% 

Above 29 years 61 33.70% 

Total 181 100 % 

Industries   

Clothing 43 23.76% 
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Food / Beverages  51 28.18% 

Electronics 39 21.55% 

Others 48 26.51% 

Total 181 100 % 

 

Table2. Role of Category Management in attracting customers in retail 

Serial. 

No. 

Survey Statement Mean 

 

T-Value Sig. 

 

1. Category management involves promotion of offers, 

targeted prices, and displaying products to attract 

customers 

4.13 15.470 0.000 

2. Category management helps in better marketing thus 

driving the profitability aspect of a business enterprise 

4.09 15.017 0.000 

3. It helps in increasing competitiveness and productivity 

of retailers that enhances customer engagement 

4.00 13.996 0.000 

4. Category management boost profitability as well as 

attract new customers in retail 

4.11 15.222 0.000 

5. Shelf allocation and spatial arrangement of products 

under category management helps in attracting 

customers 

4.07 14.915 0.000 

6. Category management address questions of customers 

regarding products is an attempt to meet the demand of 

the customers 

4.19 16.308 0.000 

 

Table 2. Shows mean value of “Role of Category Management in attracting customers in retail” first 

statement says that Category management involves promotion of offers, targeted prices, and displaying 

products to attract customers (mean value 4.13), Category management helps in better marketing thus 

driving the profitability aspect of a business enterprise (mean value 4.09). It helps in increasing 

competitiveness and productivity of retailers that enhances customer engagement (mean value 4.00), 

Category management boost profitability as well as attract new customers in retail (mean value 4.11), 

Shelf allocation and spatial arrangement of products under category management helps in attracting 

customers (mean value 4.07).Category management address questions of customers regarding products is 

an attempt to meet the demand of the customers (mean value 4.19). T-value of statements in a survey in 

context of Role of Category Management in attracting customers in retail are found to be significant 

because t-value of each statement is positively significant because value is less than 0.05. 

Conclusion 

Category management refers to the strategical practices that aim in product positioning, product display, 

product assortment and allocation which ensure effective organization of various products in a category, 

thereby enhancing the business and customer engagement. Category management plays crucial role in 

developing customer relationship by catering to the diverse product preferences of customers in modern 

day market. There are several challenges and limitations that retailers face in effectively organizing 

category management since they often lack resources and knowledge to balance the immense diversity of 

products and customer choices of contemporary times. Thus, it is very significant to comprehend the 

ways in which one can incorporate effective category management structure such that it allows retailers to 

adopt better strategical ways to ensure profitability and attract as well retain customers in retail. T-value 

in T test for each statement in context of Role of Category Management in attracting customers in retail is 

found to be significant as t-value of statements is positive and significance value also less than 0.05. 
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