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1. According to my viewpoint, some of the significant factors that are driving the new retail atmosphere include,
a. The competition usually happens when the goal of new retail is to produce and offer a unique product and service to the market. On the other hand, potential consumers want competition that will help the new vendor offer an allowance that will help consumers check on what they are being offered.
b. From my perspective, the state of the economy is feeling confident about their current jobs' prospects and the economy they usually buy more. As a result, this contributes a lot to the development and growth of the country’s new retail shops to satisfy the consumer's needs and fill the market gaps.
c. Prevailing trends in the business sector, consumer trends are usually vital for retail stores to pay attention to, simply because these shifts within the market can have lasting impacts on retail stores' success. For example, most potential clients are usually concerned about how retail products and services affect the prevailing environment and how retail stores play a vital role in sustaining options when shopping.
d. [bookmark: _GoBack]The rate of technology within the country affects every aspect of the retail market. Technology has played an essential role in completely changing the landscape of new retail shopping on how shops and retailers need to offer high-quality products to the market.

2.  The store-based strategy Mix of today’s retail
A retail strategy mix is usually referred to as a marketing plan that addresses critical market factors such as location, price, and goods that affect the store-based retail. The retail mix is also referred to as the 6 Ps since its analysis the following,
a. The overall price of the products sold by the retail by evaluating the market price of the product and also, price margins.
b. Promotion of products to create awareness to the final consumer regarding the products offered by the retail stores.
c. The place of the store in terms of location and also operating hours to avoid and prevent confusion. 
d. The retail store's products evaluate and analyze the service level categories and new brands offered in the market.
e. The presentation of final products within the market in terms of uniforms and fleet.
f. The personnel is evaluated in terms of internal marketing and service support selling, which favors both the retailer and the final consumer.
In addition to the above retail mix, retailers should keep in mind that any competitive advantage over competitors in terms of retail mix helps develop the retail mix. Further analysis and research also prove that the retail mix should always have the target market in mind since, in every organization, consumers are considered to be valuable assets. Evaluating the retail mix offers several benefits, such as assisting the retail stores in achieving their set goals and objective and obtaining a competitive advantage over competitors by offering affordable and high-quality products.

3. Two sources that support my position regarding retail stores 
Justin Paul, K. G. (2016). Consumer satisfaction in retail stores: Theory and implications. International journal of consumer studies, 40 (6), 635-642. 
This journal article evaluates minor retail substitution with large retail stores that are more favorable in operation. The journal article further analyzes the retail store atmosphere's determinants in both small and large stores emerging in the market. Some of the significant factors that affect retail stores' operation include the rate of t6echonology and how retail stores adapt to the recent changes in the market. 
Reina-Arroyo, J. A.-G. (2020). Ways of shopping and retail mix at Greengrocers. Journal of retailing and consumer services, 60, 102-451. 
This journal supports my retail mix position by comparing how potential consumers perceive value creation when buying retail stores' products and services. The journal also evaluates the 6 Ps that retail stores follow to understand the relationship between retail stores and customers, contributing to creating an effective retail strategy that helps organizations obtain a competitive advantage over competitors.
