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Retail management has undergone a fundamental 

transformation over the past five years, driven by 

accelerated digitalization, disruptions in the global 

supply chain, and drastic changes in consumer 

behavior following the COVID-19 pandemic. This 

article provides a comprehensive qualitative review of 

the concepts, elements, strategies, and contemporary 

challenges in retail management. Through a synthesis 

of literature from journals, the article explains the 

understanding of retail management as a series of 

coordinated activities aimed at effectively meeting 

consumer needs while achieving sustainable profits. 

The basic elements of retail—product, location, store 

layout, pricing, and customer service—are analyzed as 

complementary foundations in creating a meaningful 

shopping experience. Basic strategies include market 

segmentation, retail mix, inventory management, and 

integrated promotions that are responsive to market 

dynamics. However, contemporary challenges such as 

digital gaps, fragile supply chain resilience, multi-skill 

labor crises, omnichannel complexity, and e-commerce 

platform competition demand more adaptive strategic 

responses. The article recommends a holistic approach 

that integrates technology and human resource 

development, with an emphasis on operational 

flexibility, sustainability, and phygital models. These 

findings are relevant for academics, practitioners, and 

policymakers in designing retail management 

strategies that are resilient and competitive in the 

digital era 
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INTRODUCTION 
The development of digital technology and changes in the global business 

environment over the past five years have fundamentally transformed the retail 
management landscape. Digitalization through the use of artificial intelligence 
(AI), big data analytics, the Internet of Things (IoT), and omnichannel retailing 
drives operational efficiency while creating a new, more dynamic form of 
competition (Vadruccio et al., 2024). The COVID-19 pandemic acted as a catalyst 
for change, forcing retailers to undergo transformation in a short period to 
remain relevant amid mobility restrictions and drastic shifts in consumer 
shopping behavior (L. Fang, 2024; Mardosaite et al., 2024). In this context, retail 
management is no longer sufficient by merely managing physical stores and 
conventional transactions, but must be able to integrate online and offline 
channels simultaneously to maintain long-term competitiveness (Maha, 2025). 
In addition to opportunities, this digital transformation also presents various 
complex managerial challenges. Systematic review studies show that AI-, IoT-, 
cloud computing-, and virtual/augmented reality (VR/AR)-based retail 
innovations are often hindered by limitations in digital culture, leadership, and 
human resource competencies (Won et al., 2024). Implementation obstacles 
appear in the form of high investment costs, internal resistance to change, as well 
as ethical concerns related to consumer data privacy and security. These 
conditions affirm that contemporary retail management requires more adaptive 
managerial capacities, technology-savvy insights, and the ability to balance 
short-term efficiency with long-term sustainability (Stylianou & Pantelidou, 
2025). 

On the other hand, global supply chain disruptions have become an 
increasingly prominent source of uncertainty for the retail sector. The COVID-19 
pandemic, geopolitical conflicts, and commodity price volatility have caused 
supply shortages, distribution delays, and significant increases in logistics costs 
(Y. Fang et al., 2024; Muzamil et al., 2025). Research published in Industrial 
Marketing Management and the International Journal of Production Economics 
shows that the threat of supply chain disruptions needs to be addressed with a 
combination of pricing strategies, supplier diversification, increased inventory 
reserves, and investment in operational flexibility to maintain service 
performance and profitability (Lücker et al., 2025). In the retail context, supply 
chain resilience is even identified as a critical prerequisite for business continuity, 
especially for food products and essential goods (Huo et al., 2024; Liu et al., 2022). 
Changes in consumer behavior post-pandemic have also added to the urgency of 
updating retail management strategies. Consumers are now increasingly using 
social media, marketplaces, and mobile applications to search for information, 
compare prices, read reviews, and make purchases, making the decision-making 
process more rational while also influenced by digital networks (Kumar & 
Sharma, 2021). Recent research shows a shift towards omnichannel behavior, 
where consumers expect a seamless shopping experience between online and 
offline channels, whether for information search, transactions, or after-sales 
services (Khasanah et al., 2023). At the same time, preferences for 
personalization, speed of service, as well as health and safety aspects have 
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become determining factors in shaping contemporary retail customer loyalty (Raj 
& Venkatesh, 2024). 

In the Indonesian context, this transformation has specific implications for 
retailers, especially micro, small, and medium enterprises (MSMEs) that form the 
backbone of the national economy. Various studies indicate that MSMEs and 
traditional retailers face significant pressure due to declining demand, limited 
access to technology, and weak digital capabilities, making them vulnerable to 
falling behind large-scale modern retailers and e-commerce platforms (Rizky et 
al., 2025). On the other hand, research on post-pandemic business strategies 
emphasizes that adopting digital marketing, adjusting business models, and 
innovating products are key for MSMEs and retailers to survive and grow in the 
new competitive environment. This highlights a gap between the demands of the 
contemporary retail business environment and the managerial readiness of most 
domestic retailers (I. K. Dewi, 2023). 

This situation indicates an academic and practical urgency to re-examine 
retail management from a more comprehensive perspective. Several literature 
reviews emphasize that studies on retail transformation tend to remain 
fragmented—separated between issues of digital technology, consumer 
behavior, and supply chain resilience—thus not fully providing integrated 
conceptual guidance for decision-makers in the retail sector (Stanca et al., 2025). 
On the other hand, internationally reputable retail journals stress the need for a 
more systematic understanding of how fundamental retail functions (product, 
price, place, layout, and service) should be aligned with the dynamics of digital 
transformation and changes in consumer behavior. This gap forms the important 
basis for the development of a conceptual article that connects the basic concepts 
of retail management with the challenges and developmental directions in the 
contemporary era (Castro Ijiri et al., 2025). 

Based on this background, the urgency of writing this article lies in the 
need to provide a structured framework for understanding retail management 
that is relevant to the post-pandemic context and the digital era, particularly for 
retail players in Indonesia (G. C. Dewi et al., 2023). Amid economic uncertainty, 
supply chain volatility, and rapid changes in technology and consumer behavior, 
retailers need clear guidance on the fundamental elements that must be 
strengthened and the strategies that should be prioritized in order not only to 
survive but also to transform into a more resilient and competitive business. This 
urgency becomes even more pronounced considering that retail is one of the 
sectors that significantly contributes to employment absorption and economic 
growth, so its failure to adapt will have broad social and economic impacts 
(Kumar & Sharma, 2021). 

In line with the background and urgency described above, the purpose of 
writing this article is: first, to systematically explain the concept and scope of 
retail management along with its roles and functions in the modern economy; 
second, to elaborate on the basic elements of retail management—ranging from 
products, location, layout, pricing, to customer service—as the foundation for 
effective retail management; third, to analyze fundamental strategies in retail 
management, including market segmentation, retail mix, inventory 
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management, and promotion; and fourth, to identify contemporary challenges in 
retail management and formulate the future direction of retail management 
based on the findings of recent research (Latief et al., 2024). Thus, this article is 
expected to provide both conceptual and practical contributions to academics, 
students, and retail business practitioners in understanding and responding to 
the dynamics of retail management in the contemporary era. 
 
LITERATURE REVIEW 
Understanding and Scope of Retail Management  

Retail management can be defined as a series of activities involving 
planning, organizing, controlling, and managing store operations aimed at 
meeting consumer needs with appropriate products and services (Idris et al., 
2025). This definition emphasizes that retail management is not only limited to 
the process of selling goods but also involves how business strategies are 
systematically implemented (Isharyani et al., 2024). The success of retail is greatly 
influenced by how managers understand consumer behavior, arrange store 
layouts, and manage resources. In practice, retail also integrates elements of 
marketing, operational management, and customer service, enabling a more 
comprehensive shopping experience (Sutanto, 2022). 

From an academic perspective, retail is considered a complex form of 
management because it integrates various business functions into one entity. 
Therefore, understanding the basic concepts is key so that the strategies 
developed can be implemented continuously. Retail management is a 
coordinated process that involves strategic decisions regarding product 
selection, pricing, promotion, and distribution to satisfy consumers and achieve 
business objectives (Cahyani et al., 2025). With a clear understanding, business 
actors can direct retail activities to be more focused on customer needs 
(Rahardian, 2021).  
The Role and Function of Retail in the Economy 

Retail acts as the main link between producers and end consumers. In an 
economic system, the presence of retail ensures that products can reach 
consumers on time, in the right quantity, and at affordable prices. This function 
makes retail a crucial pillar for maintaining the stability of the flow of goods 
(Risnawati et al., 2023). Retail also contributes to creating job opportunities, 
promoting local economic growth, and supporting the sustainability of both 
small and large businesses. Thus, the role of retail is not merely limited to buying 
and selling activities, but is also part of a sustainable economic system (Wijayanti, 
2021). 

Retail has the functions of distribution, providing market information, and 
creating added value through the services offered. Without retail, consumers 
would have difficulty accessing various products they need. Retail plays an 
important role in making products more accessible to consumers, maintaining 
product availability, and supporting economic dynamics through value creation 
and job opportunities. This function shows that retail is not just a business entity 
but also has a significant socio-economic impact on society (Setiawan, 2022).  
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Main Characteristics of Retail 
Retail has distinctive characteristics that set it apart from other types of 

businesses. The main feature of retail lies in the direct sale of goods and services 
to the final consumers, rather than for resale (Risnawati et al., 2023). Transactions 
that occur are generally in small quantities and take place in more personal 
interactions. In addition, retail is also associated with physical locations such as 
stores, minimarkets, or supermarkets that offer a direct shopping experience, 
although nowadays it is also expanding through digital platforms. This shows 
that retail continues to adapt to changing times (Fauziah, 2023). Another 
characteristic of retail is the presence of additional services such as ease of 
payment, product warranties, and friendly customer service. These factors 
differentiate retail from large distributors or wholesalers. The main 
characteristics of retail include direct sales in small quantities, intensive 
interaction with consumers, and a focus on creating satisfaction through the 
services provided. Understanding this characteristic is very important so that 
retail management strategies can be designed according to market needs 
(Handayani, 2020). Retail is different from wholesale or distribution because its 
focus is on the end consumer, not other business actors. While wholesalers 
purchase goods in large volumes to resell to retailers, retail emphasizes selling in 
small quantities with the aim of meeting the personal needs of buyers. This 
difference is also reflected in the way the business is managed, where retail 
prioritizes consumer experience and service. In other words, retail is closer to 
consumers because it is the final point in the product distribution chain (Arifin, 
2020). 

The difference can be seen from the marketing strategy approach used. 
Retail usually emphasizes visual promotion, store layout, and direct interaction 
with customers, whereas wholesale businesses focus more on distribution 
efficiency and competitive pricing. Retail has a fundamental difference compared 
to other types of business because its orientation is toward the end consumer, 
with a focus on the shopping experience, not just product distribution. By 
understanding these differences, business managers can determine the most 
appropriate strategy according to the field of business they are running (M. 
Lestari, 2023). 
Purpose and Importance of Retail Management 

The main goal of retail management is to effectively meet consumer needs 
while achieving sustainable profits for the company. Retail is not only aimed at 
selling goods but also at building customer loyalty through satisfying services. 
With the right strategy, retail can create a unique shopping experience, 
differentiate itself from competitors, and strengthen its position in the market. 
This makes retail management an important aspect of the success of modern 
businesses (Sari, 2021). 

The importance of retail management lies in its ability to connect business 
strategy with consumer behavior. The success of retail depends on 
understanding trends, customer needs, and innovation in delivering services 
(Risnawati et al., 2023). Retail management plays a vital role in creating added 
value, maintaining long-term relationships with consumers, and ensuring 
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business continuity amidst increasingly dynamic competition. This shows that 
retail management is not merely about conducting transactions, but also about 
strategies for long-term sustainability (Pratama, 2024). 
Basic Elements of Retail Management 

Retail management is not limited to buying and selling transactions but 
encompasses all the elements that determine the consumer shopping experience. 
The basic elements play a role as the foundation that shapes the strategy and 
operations of a retail store. By understanding elements such as product, location, 
store layout, pricing strategy, and customer service, managers can build a more 
targeted system (Sumar’in et al., 2024). 
1. Products and Categories in Retail 

Products are at the core of retail management because without goods or 
services being offered, transactions would not occur (Sumar’in et al., 2024). 
Product management is not only about availability, but also about how product 
categories are organized to match consumer needs and preferences. Each product 
has a life cycle that retail managers need to understand to effectively manage 
stock rotation and promotional strategies. For example, products with a short 
shelf life, such as fresh food, need to be managed carefully to avoid losses due to 
expiration. On the other hand, durable products like household appliances focus 
more on variety and quality. Systematic product management and logical 
category arrangement can enhance shopping convenience while also 
encouraging consumer purchase decisions by making navigation within the store 
easier. This highlights the importance of the connection between consumer 
understanding and the right product presentation strategy in retail management 
(L. Rahmawati & Nugroho, 2021). Product categories in retail serve as a 
communication tool that bridges sellers and buyers (Sumar’in et al., 2024). 
Consumers can more easily understand the value being offered when categories 
are clearly organized, for example, based on daily needs, function, or brand. The 
use of categories can also be maximized to support cross-selling, which involves 
offering complementary products relevant to the consumer's main choice. 
Modern retail managers often utilize sales data analysis to align categories with 
current market trends. The more accurately categories are organized, the greater 
the opportunity to increase the transaction value per consumer. Thus, product 
strategy is not only oriented toward providing goods, but also creating a more 
directed and efficient shopping experience.(Idris et al., 2025). 
2. Location and Business Site Selection 

Location is one of the most crucial elements in retail management because 
it determines consumer accessibility (Risnawati et al., 2023). Choosing a business 
location must take into account visitor traffic, proximity to community activity 
centers, and alignment with the target market. Retailers targeting middle to 
upper-class consumers usually choose locations in modern shopping centers, 
while retailers targeting the general public tend to situate themselves near 
residential areas. Selecting the right location can increase store attractiveness by 
up to 40% because consumers are more likely to choose places that are easily 
accessible and meet their needs. Therefore, location is not only related to the 
physical place, but also to how the store can be closer to consumers' daily lives 
(Santoso, 2020). 
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Choosing a strategic location is also an important factor in creating a 
competitive advantage (Sumar’in et al., 2024). Retailers located in busy areas can 
more easily attract buyers even in the face  

Conversely, less strategic locations require more intensive marketing 
strategies to attract customers. In the context of modern retail, location selection 
also includes digital channels as a representation of the store online. Thus, 
location in retail management now has a dual dimension: physical and virtual. 
Both must be managed synergistically so that consumers can easily access 
products and services (Cahyani et al., 2025). 
3. Store Layout 

Store layout plays a crucial role in creating an enjoyable shopping 
experience. Efficient space arrangement makes it easier for consumers to find the 
products they need while also increasing the potential for additional purchases 
(Gul et al., 2023). In retail management, there are several commonly used layout 
approaches, such as the grid layout, which is suitable for convenience stores, the 
racetrack layout for department stores, and the free-flow layout, which is more 
flexible and often used in boutiques (Fauziah, 2023). An effective store layout 
design can influence consumer behavior by creating a more comfortable 
shopping atmosphere and increasing the duration of customer visits. This 
indicates that store layout is not merely a matter of aesthetics but a business 
strategy that directly impacts sales (A. D. Putri, 2022). 
In addition to creating comfort, store layout also functions as a tool to direct 
consumer flow (Mohammed, 2024). Placing high-margin products in strategic 
areas can increase profits, while promotional areas are usually located near the 
entrance to attract early visitor attention. Digital technology now also supports 
layout through the use of electronic signage, interactive screens, or even 
consumer flow mapping with sensor systems (C. L. Wang, 2023). This allows 
retail managers to dynamically adjust store layouts based on actual shopping 
patterns (Nguyen et al., 2022). Thus, the layout is not only a visual factor but also 
an instrument for controlling retail marketing strategy (Risnawati et al., 2023).  
4. Price and Pricing Strategy 

Price is the most sensitive element in retail because it directly affects 
consumer purchasing decisions (Idris et al., 2025). Pricing strategies must take 
into account operational costs, consumer purchasing power, as well as 
competitor prices. There are several approaches to setting prices, such as cost-
based pricing, demand-based pricing, and competitive pricing (Yeoman, 2023). 
Flexibility in pricing strategies can help retailers survive amidst market 
fluctuations, as prices adjusted to consumer conditions will increase loyalty and 
strengthen competitive position (Li & Mizuno, 2022). Therefore, price is not only 
seen as a monetary value, but also as a form of communication between seller 
and buyer regarding perceived quality and transactional fairness (Hidayat, 2023). 
Pricing strategies can also be combined with promotional programs, such as 
discounts, bundling, or offering loyalty points (Hitsch et al., 2021). The 
implementation of these strategies aims not only to increase sales volume but 
also to build long-term relationships with consumers. In modern retail, the use 
of big data technology allows for more personalized pricing, for example through 
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dynamic pricing systems that adjust prices based on demand and specific times 
(Kopalle et al., 2023). This approach not only enhances competitiveness but also 
increases efficiency in managing profit margins. Thus, pricing strategy in retail 
management becomes an important factor that determines business 
sustainability (Sumar’in et al., 2024).   
5. Customer Service as the Core of Retail 

Customer service is a key factor in determining consumer satisfaction and 
loyalty (Sumar’in et al., 2024). In retail management, service is not limited to 
direct interactions at the checkout but encompasses the entire consumer 
experience from entering the store to after the purchase. Friendly, fast, and 
solution-oriented service becomes the main differentiating factor between one 
store and another. High-quality customer service can increase the likelihood of 
consumers returning to shop by up to 60%, as positive experiences foster the 
creation of an emotional bond with the retail brand. This shows that customer 
service is not merely an additional activity but the heart of retail operations 
(Mulyani, 2021). 

The quality of customer service is also influenced by employee training, 
the implementation of technology, and a company culture that emphasizes 
customer orientation. In the digital era, customer service extends across various 
communication channels such as social media, instant messaging applications, 
and even automated chatbots (Idris et al., 2025). Response speed and information 
consistency are important factors in building a retail reputation. Additionally, 
actively listening to consumer feedback helps managers address weaknesses and 
improve service quality. Thus, customer service is not just an operational activity, 
but a key strategy to retain customers in an increasingly competitive retail 
environment (Idris et al., 2025). 
 
METHODOLOGY 
 This article uses a Qualitative Literature Review (QLR) approach, which 
is a qualitative, narrative, and interpretative literature review aimed at building 
a deep conceptual understanding of contemporary retail management. This 
approach differs from the Systematic Literature Review (SLR), which requires a 
highly strict and standardized study search and selection protocol (for example, 
following PRISMA). In QLR, researchers emphasize critical reading, thematic 
synthesis, and the development of a conceptual framework, with greater 
flexibility in study selection, review structure, and organization of findings 
compared to SLR. Recent literature emphasizes that well-designed qualitative 
literature reviews—including narrative, integrative, and critical reviews—can 
make a strong theoretical contribution through the development of new 
conceptual models or frameworks that integrate various previous findings and 
perspectives (Uttkarsha, 2025). 
 Operationally, the QLR in this article is conducted through several main 
stages. First, the author identifies keywords relevant to retail management, such 
as “retail management,” “retail strategy,” “omnichannel retailing,” “digital 
transformation in retail,” and “consumer behavior in retail,” and then searches 
for articles in the Google Scholar database with a publication year limit from 2020 
onwards to align with the context of contemporary retail. Second, studies are 
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selected purposively based on topic relevance, depth of conceptual discussion, 
and direct relevance to modern retail issues (such as digital transformation, 
changes in consumer behavior, and supply chain resilience), rather than being 
based on very strict exclusion criteria as in SLR. Third, each selected article is 
read in depth and critically evaluated in terms of theoretical contribution, clarity 
of concepts, and consistency of findings, as recommended in literature review 
guidelines qualitative and integrative, emphasizing critical evaluation as well as 
mapping research patterns and gaps (Sarkki et al., 2025). The analysis phase in 
this QLR uses qualitative thematic synthesis, where information from various 
articles is openly coded to identify key themes related to the basic concepts of 
retail management, retail elements (product, location, layout, price, and service), 
basic retail strategies, and contemporary challenges faced by retailers. This 
process aligns with the qualitative synthesis approach, which emphasizes 
grouping findings into descriptive and analytical themes, and then using them 
to build interpretative constructs and new conceptual frameworks. The QLR 
approach is considered appropriate for this article because its goal is not to test 
the effectiveness of a specific intervention quantitatively, but rather to formulate 
a comprehensive conceptual understanding of retail management and integrate 
findings from various studies into a coherent narrative about the direction of 
contemporary retail management development. Thus, QLR allows the author to 
synthesize evidence in a deep and reflective manner, while also identifying areas 
that have received less attention for future research agendas (Booth et al., 2024). 

 
RESULTS AND  DISCUSSION 
Basic Strategies in Retail Management 

Strategies in retail management are an important foundation for 
maintaining business sustainability and winning market competition. Retail is 
not only about selling products, but also about understanding customers, 
managing products, and creating meaningful shopping experiences. In the 
context of modern business, basic strategies in retail management emphasize 
market segmentation, the retail mix, inventory management, promotion, as well 
as how businesses face new challenges that continue to grow and evolve in line 
with changes in consumer behavior and technology (Sundari & Syaikhudin, 
2021). 
1. Segmentation and Retail Market Targeting 

Market segmentation in retail is the process of dividing a broad market 
into groups of consumers with similar needs and characteristics (Sumar’in et al., 
2024). This aims to ensure that product and service offering strategies are more 
precisely targeted. By effectively segmenting the market, retailers can save on 
operational costs while also increasing customer satisfaction because the 
products and services offered align with consumer preferences. The target 
market set after segmentation helps retailers focus more on specific consumer 
groups, making marketing strategies more effective. For example, retail targeting 
students will certainly have a different approach than retail targeting families. 
Through a deep understanding of who the main consumers are, retailers can 
create a stronger competitive advantage (Cahyani et al., 2025). 
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Segmentation plays a role in assisting the development of new products as well 
as additional services that meet the specific needs of customers. For example, 
retailers targeting young urban markets can offer fast food products with a 
modern concept, while the target market of housewives requires more basic 
necessities at competitive prices. Clear segmentation is a key factor in retail 
success because it provides direction for communication strategies and fulfilling 
consumer needs, thereby building stronger long-term relationships with 
customers (Santoso, 2021). 
2. (Retail Mix) 

Retail mix is a combination of strategies used by retailers to attract 
consumer attention, which includes products, pricing, location, promotion, store 
presentation, and service (Cahyani et al., 2025). Each element in the retail mix 
must support one another to create a comprehensive shopping experience. For 
example, a retailer with high-quality products should be accompanied by 
appropriate pricing and a strategic location. Store layout and customer service 
also determine how consumers perceive the comfort and quality of a retail store. 
The success of the retail mix lies in the harmony between its elements, not just 
the strength of a single aspect (Sumar’in et al., 2024). The concept of the retail mix 
emphasizes the importance of flexibility in responding to market dynamics. 
Changes in consumer trends, technological advancements, and fluctuations in 
raw material prices require retailers to quickly adjust their retail mix strategies. 
Consistent application of the retail mix can enhance loyalty customers, especially 
when retailers are able to maintain product quality, offer competitive prices, 
provide friendly service, and create an enjoyable shopping experience (A. Putri, 
2022). 
3. Inventory and Stock Management 

Inventory is an important asset in retail that must be managed carefully. 
Having too much stock can lead to high storage costs, while having too little 
carries the risk of missing sales opportunities (Suharyanto & Dwiarta, 2024). 
Therefore, balancing demand and product availability is the key to effective 
inventory management. Modern technology such as digital inventory 
management systems makes it easier for retailers to monitor stock in real-time, 
predict demand, and adjust orders from suppliers. This not only reduces the risk 
of losses but also increases supply chain efficiency (Judijanto et al., 2025). 
Inventory management is also closely related to pricing and promotional 
strategies. Products that accumulate in the warehouse can be marketed through 
discounts or product bundling, while high-demand products must always be 
available to avoid disappointing customers (Suharyanto & Dwiarta, 2024). The 
use of digital technology in inventory management has been shown to improve 
planning accuracy and reduce the risk of lost sales due to stockouts, while also 
helping retailers optimize business performance (D. Rahmawati, 2023).  
4. Retail Promotion and Marketing Communication 

Promotion is one of the main ways for retailers to attract consumers and 
introduce products (Cahyani et al., 2025). Effective forms of promotion include 
price discounts, loyalty programs, and the use of digital media. Today, retail 
marketing communication cannot be separated from the use of social media and 
online platforms that can reach consumers widely (Idris et al., 2025). Promotions 
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carried out consistently and creatively can shape a positive image and strengthen 
the relationship between retailers and consumers. In addition, promotion 
strategies must be tailored to the target market to ensure that the message 
conveyed is truly relevant (Idris et al., 2025). 

The effectiveness of promotions is also influenced by the consistency of 
the brand identity built through appropriate communication. Retailers need to 
ensure that each promotional campaign reflects the values and uniqueness of 
their respective stores (Sumar’in et al., 2024). Retail promotions combined with 
interactive digital communication strategies can enhance customer engagement, 
expand market reach, and strengthen retail competitiveness in increasingly fierce 
competition (C. L. Wang, 2023; Wibowo, 2020). 
Contemporary Issues in Retail Management and Strategies to Overcome Them 

Retail management faces a variety of evolving challenges, ranging from 
changes in consumer behavior, technological advancements, to increasingly 
intense competition. Consumers are now more critical, demanding fast service, 
competitive prices, and a convenient shopping experience (S. Lestari, 2024). This 
forces retailers to innovate, for example, by offering online shopping services, 
digital payments, as well as product and service personalization. Modern retail 
does not only compete with physical stores but also with e-commerce platforms 
that provide greater convenience for customers (Sari, 2021). 
The future direction of retail management emphasizes the integration of 
technology and human experience. Artificial Intelligence, big data, and the 
Internet of Things are increasingly used to predict consumer behavior and 
enhance services (Judijanto et al., 2025). The success of future retailers will be 
determined by the ability to combine digital innovation with a deep 
understanding of customer needs, thereby creating sustainable added value (S. 
Lestari, 2024). 
1. Digital Transformation and System Integration 

The transition towards a digital ecosystem has become a major challenge 
for the contemporary retail sector, as many companies face difficulties in 
integrating new technologies with existing legacy systems (Isharyani et al., 2024). 
This problem is exacerbated by limited technological skills among employees as 
well as resistance to organizational change. Effective strategies involve a phased 
approach to technology adoption, investment in comprehensive digital training 
programs, and the implementation of cloud-based solutions that enable 
smoother integration. The implementation of Agile Operating Models with 
quarterly planning cycles has also been shown to reduce technical barriers by up 
to 40% and increase the speed of innovation (Andriansyah et al., 2025). 
2. Supply Chain Resilience and Risk Management 

Supply chain disruptions that have continued since the COVID-19 
pandemic highlight the vulnerability of reliance on a single supplier and the 
inadequacy of stock reserves (L. Fang, 2024). Retailers face complex risks, ranging 
from natural disasters to geopolitical instability, which require specific 
mitigation strategies (Huo et al., 2024). Proven effective solutions include 
diversifying the supplier base, implementing Internet of Things (IoT) technology 
for real-time visibility, and developing contingency plans that are tested 
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periodically (Judijanto et al., 2025). Recent studies show that retailers who adopt 
a hybrid strategy—combining proactive and reactive responses—are able to 
restore operations 60% faster compared to those relying solely on traditional 
approaches (Chikwava, 2024). 
3. Workforce Crisis and Talent Retention 

Labor shortages have become a structural crisis in the retail sector, with 
turnover rates reaching 75% and only 39 workers available for every 100 
vacancies in some areas. Intense competition in recruiting digital talent and the 
need for multi-skilled employees have further worsened this situation. A 
comprehensive strategy involves developing talent management programs that 
include internal mobility, improving employee welfare, and implementing 
automation technology to reduce routine workload. The establishment of 
empowered cross-functional teams for local decision-making has also been 
shown to boost employee morale and reduce turnover by up to 30% (Sumar’in et 
al., 2024). 
4. Evolution of Consumer Behavior and Personalization 

Changes in consumer behavior post-pandemic indicate an increased 
demand for personalized, transparent, and meaningful shopping experiences. 
Modern consumers are more critical, expecting instant service, competitive 
pricing, and seamless integration between physical and digital channels. Failing 
to meet these expectations leads to rapid loss of loyalty. The necessary strategies 
involve leveraging big data analytics and artificial intelligence to understand 
individual preferences, as well as developing a segment of one that customizes 
offerings in real-time. Implementing an integrated Customer Relationship 
Management (CRM) system enables retailers to track omnichannel behavior and 
improve conversion rates by up to 35% (S. Wang et al., 2024). 
5. Complexity of Omnichannel Implementation 

The implementation of an effective omnichannel strategy faces major 
technical and organizational barriers, including data gaps, system 
incompatibilities, and inconsistencies in customer experience. Data silos between 
physical stores, e-commerce, and mobile applications result in limited visibility 
and poor coordination (Radomska et al., 2025). Proven successful solutions 
involve investing in integrated platforms that connect inventory, sales, and 
customer data in real time, as well as the adoption of standardized application 
programming interfaces (APIs) to ensure system interoperability. A phygital 
approach—combining physical and digital elements—also increases customer 
engagement by 32% (Kembau et al., 2024). 
6. Data Security and Consumer Privacy 

The increase in consumer data collection poses significant cybersecurity 
risks and privacy breaches, with regulations such as GDPR demanding stricter 
compliance. The retail sector has become a primary target for cyberattacks due to 
the high volume of financial transactions and the vulnerabilities of legacy 
systems. Mitigation strategies require the implementation of end-to-end 
encryption, regular security audits, and cybersecurity awareness training for all 
employees. The use of artificial intelligence for real-time threat detection and 
automated response has also been shown to reduce security incidents by up to 
50% (Utami et al., 2025). 
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7. Inflation Pressure and Margin Management 
The sustained inflationary pressure since 2022 has increased operational 

costs, property rent, and construction expenses, while consumer purchasing 
power has weakened. Retailers are forced to balance between maintaining 
competitive prices and preserving profit margins. Effective strategies include 
implementing AI-based dynamic pricing that adjusts prices in real-time based on 
demand and competition, as well as rationalizing stock-keeping units (SKUs) to 
reduce cost complexity (Faiqoh et al., 2025). Predictive data analysis also helps 
optimize resource allocation and reduce product waste by up to 30% (Elorza et 
al., 2025). 
8. Competition from Global E-commerce Platforms 

The emergence of global e-commerce platforms like Amazon, Temu, and 
Shein has exponentially increased competitive pressure, with direct-to-consumer 
models offering lower prices and a wider range of choices (Kazemi et al., 2024). 
Traditional retailers face the threat of disintermediation and loss of market share. 
Survival strategies require differentiation through unique in-store experiences, 
leveraging augmented reality technology for product demonstrations, and 
emphasizing local added value. Collaboration with local suppliers to reduce 
delivery times and build responsiveness advantages has also proven effective 
(Maha, 2025). 
9. Sustainability and Social Responsibility 

Pressure from consumers and regulators on sustainable practices is 
increasing, with expectations of transparency in the supply chain and 
environmental impact. Retailers face challenges in implementing eco-friendly 
practices without significantly raising costs. A comprehensive strategy involves 
integrating Environmental, Social, and Governance (ESG) into the core business 
model, using recyclable raw materials, and partnering with suppliers who have 
sustainability certifications (Arif et al., 2025). Transparent communication about 
sustainability efforts and empowering employees as program ambassadors also 
increases consumer trust (Permatasari et al., 2025). 
10. Digital Skills Gap and Cultural Transformation 

Digital transformation requires new skills in data analysis, social media 
marketing, and IoT technology operation, yet 74% of retailers report a lack of 
employees with these competencies (Judijanto et al., 2025). The skills gap hinders 
the implementation of omnichannel and personalization strategies. Effective 
solutions involve investing in Learning Management Systems that support social 
learning and mentorship programs, as well as partnerships with educational 
institutions for technology certification programs. An organizational culture that 
supports experimentation and a fail-fast mindset is also critical to accelerating 
innovation adoption (Napitupulu & Supriadi, 2025). 
11. Regulatory Uncertainty and Compliance 

Government regulations that continue to evolve in consumer protection, 
labor, and data security demand changes to complex business processes. The lack 
of integrated data makes it difficult to demonstrate compliance, which risks 
substantial fines. The necessary strategy involves implementing AI-based 
compliance platforms that automate reporting and monitor regulatory changes 
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in real-time. Active collaboration with industry associations for pro-growth 
policy advocacy also helps to reduce the regulatory burden (Xu et al., 2024). 
12. Transformation of the Role of Physical Stores 

Physical stores now need to transform from being merely transaction 
points into experience spaces and showrooms, yet many retailers struggle to 
redefine this function. Nike's House of Innovation concept demonstrates that 
mobile checkout technology and instant personalization can boost engagement. 
An effective strategy involves designing store layouts that support experiential 
retail, integrating AR technology for virtual try-ons, and positioning stores as 
centers for online order pickups (click-and-collect) (Kazemi et al., 2024). This 
approach increases store traffic by 32% and average transaction value (Alexander 
& Varley, 2025). 
13. Limited Visibility and Supply Chain Coordination 

The lack of end-to-end visibility in the supply chain leads to inventory 
inefficiencies, stock-outs, and significant overstock. An unintegrated system 
hinders collaboration with suppliers and logistics partners. Implementing a 
supply chain digital twin allows scenario simulations and stress-test analyses to 
identify vulnerability points (Wangke et al., 2025). Blockchain technology also 
enhances audit trails and transaction transparency, reducing dispute resolution 
time by up to 40% (Hertanto & Daru, 2025). 
14. Operational Resilience Against Future Disruptions 

The inability to predict and respond to disruptions similar to a pandemic 
in the future is a strategic weakness. Retailers that only react when a crisis occurs 
experience slower recovery and lose market share. A strong resilience strategy 
requires developing adaptive capacity through geographical diversification of 
suppliers, dynamic safety stock, and strategic partnerships with the government 
and the supply chain ecosystem (Huo et al., 2024). A hybrid resilience framework 
that combines proactive and reactive strategies has been shown to increase 
operational recovery speed by up to 60% (Efeoglu et al., 2025). 
15. Optimization of AI and IoT Technology Usage 

Limited understanding of AI and IoT implementation in retail operations 
hinders the potential for significant efficiency. Many retailers fail in AI solution 
implementation due to unstructured data and unrealistic expectations (Judijanto 
et al., 2025). Proven effective strategies involve pilot projects focused on high-
impact areas such as demand forecasting and route planning, as well as the use 
of edge computing to reduce data processing latency. This approach improves 
inventory planning accuracy by 30% and reduces logistics costs by up to 25% 
(Ben Yahya et al., 2025). 
16. Financial and Liquidity Risk Management 

Macroeconomic instability and changes in consumer spending patterns 
increase liquidity risks and cash flow pressures. Retailers who do not have 
accurate financial forecasting models are vulnerable to bankruptcy, especially in 
the discretionary goods sector. Necessary strategies include implementing 
hybrid demand forecasting models that combine seasonal analysis with real-time 
economic indicators, as well as tighter working capital management (Granata et 
al., 2023). Scenario analysis that integrates supply chain data and consumer 
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behavior helps to simultaneously reduce the risks of stock-outs and overstock 
(Elorza et al., 2025).  
 
CONCLUSIONS AND RECOMMENDATIONS 

Based on the comprehensive discussion in this article, retail management 
has transformed from a traditional operational function to a strategic competency 
that determines business competitiveness and sustainability in the contemporary 
era. The role of retail as a bridge between producers and end consumers is no 
longer limited to buying and selling transactions but extends to creating added 
value through integrated shopping experiences, personalized services, and 
resilient supply chains. Research findings indicate that retailers who are able to 
understand and systematically implement the basic concepts of retail 
management—from product planning, selecting strategic locations, designing 
effective store layouts, setting competitive prices, to providing meaningful 
customer service—have a stronger foundation to face disruptions and 
increasingly intense competition. 

The fundamental elements of retail management that have been described 
provide a holistic framework for managers in designing strategies that align with 
market dynamics. Product and category management based on consumer 
behavior data analysis, location selection that considers both physical and virtual 
accessibility, and store layout that combines aesthetics and functionality are key 
differentiators between retailers that thrive and those that are left behind by 
change. Flexibility in pricing that responds to market fluctuations, supported by 
consistent customer service quality across all touchpoints, forms a retail 
ecosystem capable of building long-term loyalty. The combination of these 
elements, when managed synergistically, becomes an indispensable pillar of 
success. 

Nevertheless, the contemporary challenges faced by the retail sector 
demand a more proactive and adaptive strategic response. Incomplete digital 
transformation, supply chain resilience vulnerable to global disruptions, a multi-
skill labor crisis, the increasingly complex evolution of consumer behavior, and 
competitive pressures from global e-commerce platforms are interconnected 
problems that amplify each other. This article identifies that failing to address 
any one of these dimensions will impact the overall sustainability of the retailer's 
management system. Therefore, a fragmented approach that separates issues of 
technology, human resources, and operations must be promptly replaced with 
an integrated strategy involving all business functions. 

In the future, retailers will be required to adopt a holistic strategy that 
integrates technology and humans into a balanced unity. The implementation of 
AI and IoT should not only serve as efficiency tools but must become part of the 
organizational culture that strengthens data-driven decision-making. Investing 
in the development of digital talent through continuous training programs, 
internal mobility, and competitive incentives will be key to reducing turnover 
and enhancing multi-skill capabilities. Strategic collaboration with local 
suppliers and technology partners, as well as the implementation of a shared 
value model that prioritizes sustainability and social responsibility, will reinforce 
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the retailer's position in an increasingly connected ecosystem. Operational 
flexibility, built through supplier diversification, dynamic inventory, and 
regularly tested contingency plans, becomes a prerequisite for long-term 
resilience. 

For retail management practitioners in Indonesia, the recommendations 
arising from this review must be tailored to the unique local context. Medium-
sized retailers and SMEs need to leverage more affordable and collaborative 
digital platforms, such as local e-commerce platforms or software-as-a-service 
solutions, to reduce technology investment barriers. The government and 
industry associations play an important role in facilitating access to resources, 
digital training, and policy advocacy that supports growth. Traditional retailers 
must promptly transition to a phygital model that combines the strengths of a 
physical network with digital convenience, enabling them to capitalize on local 
advantages such as community trust and deep understanding of local consumer 
preferences. This transformation requires strong managerial commitment and 
readiness to experiment with new business models. 

Academically, this article also opens up opportunities for further, more in-
depth research on the implementation of contemporary retail management 
strategies in the specific context of Indonesia. Empirical studies examining the 
effectiveness of hybrid resilience and dynamic pricing approaches in local 
retailers, as well as case studies on the transformation of MSME retailers into a 
phygital model, would provide significant practical contributions. Comparative 
analyses between modern and traditional retailers in adopting AI and IoT 
technologies, as well as their impact on operational performance and customer 
satisfaction, also present an interesting research agenda. Thus, the theoretical 
understanding presented in this article can be tested, enriched, and refined 
through empirical evidence in the field, forming a body of retail management 
knowledge that is more contextual and relevant to the development of the 
national retail sector. 
  
FURTHER STUDY 
 This research still has limitations so that further research is needed on the 
topic of Retail Management in the Digital Era: Integrating Traditional 
Foundations with Contemporary Challenges and Strategic Responses to perfect 
this research and increase insight for readers and writers. 
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