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This edition marks a major milestone for Retail Management: A Strategic Approach—
a Tenth Edition. We are both pleased and truly thankful to have produced a book
that has been so enduringly popular. As we move further into the new millen-
nium, our goal is to seamlessly meld the traditional framework of retailing with
the realities of the competitive environment and the emergence of high-tech as a
backbone for retailing. We have worked hard to produce a cutting-edge text, while
retaining the coverage and features most desired by professors and students.

The concepts of a strategic approach and a retail strategy remain our corner-
stones. With a strategic approach, the fundamental principle is that the retailer has
to plan for and adapt to a complex, changing environment. Both opportunities
and constraints must be considered. A retail strategy is the overall plan or frame-
work of action that guides a retailer. Ideally, it will be at least one year in duration
and outline the mission, goals, consumer market, overall and specific activities,
and control mechanisms of the retailer. Without a pre-defined and well-integrated
strategy, the firm may flounder and be unable to cope with the environment that
surrounds it. Through our text, we want the reader to become a good retail plan-
ner and decision maker and to be able to adapt to change.

Retail Management is designed as a one-semester text for students of retailing
or retail management. In many cases, such students will have already been
exposed to marketing principles. We feel retailing should be viewed as one form
of marketing and not distinct from it.

HOW THE TEXT IS ORGANIZED

Retail Management: A Strategic Approach has eight parts. Part One introduces the
field of retailing, the basics of strategic planning, the importance of building and
maintaining relations, and the decisions to be made in owning or managing a retail
business. In Part Two, retail institutions are examined in terms of ownership types,
as well as store-based, nonstore-based, electronic, and nontraditional strategy
mixes, The wheel of retailing, scrambled merchandising, the retail life cycle, and
the Web are covered. Part Three focuses on target marketing and information-
gathering methods, including discussions of why and how consumers shop and
the retailing information system and data warehouse. Part Four presents a four-
step approach to location planning: trading-area analysis, choosing the most desir-
able type of location, selecting a general locale, and deciding on a specific site.

Part Five discusses the elements involved in managing a retail business:
the retail organization structure, human resource management, and operations
management (both financial and operational). Part Six deals with merchandise
management—developing and implementing merchandise plans, the financial
aspects of merchandising, and pricing. In Part Seven, the ways to communicate with
customers are analyzed, with special attention paid to retail image, atmosphere, and
promotion. Part Eight deals with integrating and controlling a retail strategy.

At the end of the text, Appendix A highlights career opportunities in retailing,
Appendix B explains the components of the Web site and how to use it, and
Appendix C is a comprehensive glossary.

Xvii
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NEW TO THE TENTH EDITION

Since the first edition of Retail Management: A Strategic Approach, we have sought
to be as contemporary and forward-looking as possible. We are proactive rather
than reactive in our preparation of each edition. That is why we still take this
adage of Wal-Mart’s founder, the late Sam Walton, so seriously: “Commit to your
business. Believe in it more than anybody else.”

1.

For the Tenth Edition, there are many changes in Retail Management:

These Substantive Chapter Changes Have Been

Made

Chapter 1, “An Introduction to Retailing”—We introduce the National
Retail Federation’s career Web site and look, in-depth, at Target
Corporation’s current retail strategy.

Chapter 2, “Building and Sustaining Relationships in Retailing”—There is
enhanced coverage of “value” and relationships in retailing—with both cus-
tomers and other channel members.

Chapter 3, “Strategic Planning in Retailing”—There is a new section of the
chapter that demonstrates how a strategic plan can be developed. This section
is keyed to the Computer-Assisted Strategic Retail Management Planning tem-
plate that appears at our Web site (www.prenhall.com/bermanevans).
Chapter 4, “Retail Institutions by Ownership”—All of the data on retail own-
ership formats have been updated. The appendix on franchising opportuni-
ties presents current data on the costs of setting up a new franchised outlet.
Chapter 5, “Retail Institutions by Store-Based Strategy Mix"—All of the data
on store-based retail strategies have been updated, and the chapter is keyed to
today’s economic conditions and trends.

Chapter 6, Web, “Nonstore-Based, and Other Forms of Nontraditional
Retailing”—There is an all-new appendix on multi-channel retailing and its
impact. The Internet discussion reflects the present state of Web retailing.
Chapter 7, “Identifying and Understanding Consumers”—There is a strong
emphasis on the retailing ramifications of consumer characteristics, attitudes,
and behavior. We include current data on where U.S. and foreign consumers
shop, as well as global demographics.

Chapter 8, “Information Gathering and Processing in Retailing”—We have
strengthened the section on “Information Flows in a Retail Distribution
Channel.”

Chapter 9, “Trading-Area Analysis”—There is new material on geographic
information systems and many new applications. The American Community
Survey is introduced as a data source.

Chapter 10, “Site Selection”—We include many new retail applications.
Chapter 11, “Retail Organization and Human Resource Management”—There
is more strategic emphasis on the human resource environment in retailing.
Chapter 12, “Operations Management: Financial Dimensions”—We have new
material on events relating to asset management, including mergers, consoli-
dations, and spinoffs; bankruptcies and liquidations; questionable accounting
and financial reporting practices; and other topics.

Chapter 13, “Operations Management: Operational Dimensions”—There is
updated material on operations issues in retailing.

Chapter 14, “Developing Merchandise Plans”—We make a sharp distinction
between the roles of buyers and sales managers, with illustrative (and real)
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career ladders. There is current coverage of private brands and a description
of commercial merchandising software.

Chapter 15, “Implementing Merchandise Plans”—There is new coverage of
RFID (radio frequency identification).

Chapter 16, “Financial Merchandise Management”—There is updated cover-
age of financial merchandise management.

Chapter 17, “Pricing in Retailing”—We focus on the retailer’s need to provide
value to customers, regardless of its price orientation.

Chapter 18, “Establishing and Maintaining a Retail Image”—We place more
focus on the total retail experience, retail positioning, and atmospherics and
Web-based retailers, as well as how to increase shopping time.

Chapter 19, “Promotional Strategy”—There are many new examples and a
strong strategic emphasis on the retail promotional strategy.

Chapter 20, “Integrating and Controlling” the Retail Strategy—There is a
compelling discussion on integrating the retail strategy and how to assess it,
with many new tables.

Appendix A, “Careers in Retailing”—We dispel several negative myths about
retailing careers.

2. The OpeninghVi neftes Are All Updated
and Highlight the Titans of Retailing

Chapter 1—Wal-Mart Chapter 11-——Nordstrom

Chapter 2—Stew Leonard’s Chapter 12—Federated Department Stores
Chapter 3—Limited Brands Chapter 13—Starbucks

Chapter 4—McDonald’s Chapter 14—Gap Inc.

Chapter 5—Ikea Chapter 15—Pearle Vision

Chapter 6—Amazon.com Chapter 16—eBay

Chapter 7—Staples Chapter 17—Costco

Chapter 8—Mrs. Fields Chapter 18—Target

Chapter 9—Blockbuster Chapter 19—Mary Kay

Chapter 10—Dunkin’ Donuts Chapter 20—Home Depot

3. All of the Applied Boxes in Each Chapter Are
LNoe:I:.:Iere Are Some Examples of the Topics We
t

a. Technology in Retailing: "PayPass Comes to Retailing,” “Power Sellers on eBay,”

“Hyperactive Bob: Predictive Technology Comes to Fast Food,” “Sportsman'’s
Warehouse: Optimizing Logistics,” and “Casual Male's In-Stock Guarantee.”

. Retailing Around the World: “Upscale Retail Slowly Enters China,” “How
Popular Are Convenience Stores Outside the United States?” “Understanding
Eastern European Shoppers,” “Times Square in Hong Kong,” and
“].C. Penney's New Japanese-Inspired Inventory System.”

Ethics in Retailing: “McDonald’s Introduces a More Well-Rounded Menu,”
"Blockbuster Removes Late Fees,” “Selling to the Poor Can Be Good—for the
Consumer and for Business,” “Home Depot Is Now Green,” and “Is ‘Free’
Really Free?”

. Careers in Retailing: The National Retail Federation has graciously permitted
us to reprint material from the career section of its Web site throughout our
book. This material encompasses the broad range of career opportunities
available in retailing.
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4. All of the Cases Are New

There are 30 shorter cases, as well as 8 comprehensive cases. Every case is based
on real companies and real situations. Among the popular companies featured in
the cases are Abercrombie’s Ruehl No. 925, Albertson’s, Amazon.com, Bed Bath &
Beyond, Ben & Jerry’s, eBay, Home Depot, Limited Brands, Neiman Marcus,
Netflix, Sony, Starbucks, Stop & Shop, Subway, and Trader Joe's.

BUILDING ON A STRONG TRADITION

Besides introducing the new features just mentioned, Retail Management, Tenth
Edition, carefully builds on its heritage. At the request of our reviewers, these fea-
tures have been retained from earlier editions of Retail Management:

® A strategic decision-making orientation, with many illustrative flowcharts,
figures, tables, and photos. The chapter coverage is geared to the six steps
used in developing and applying a retail strategy, which are first described
in Chapter 1.

@ Full coverage of all major retailing topics—including merchandising, con-
sumer behavior, information systems, store location, operations, logistics, ser-
vice retailing, the retail audit, retail institutions, franchising, human resource
management, computerization, and retailing in a changing environment.

® Areal-world approach focusing on both small and large retailers.

@ Real-world boxes on current retailing issues in each chapter. These boxes fur-
ther illustrate the concepts presented in the text by focusing on real firms and
situations. ‘

e A numbered summary keyed to chapter objectives, a key terms listing, and
discussion questions at the end of each chapter.

e Both short cases involving a wide range of retailers and retail practices and
comprehensive cases.

e Up-to-date information from such sources as Advertising Age, Business Week,
Chain Store Age, Direct Marketing, DSN Retailing Today, Entrepreneur, Fortune,
Inc., Journal of Retailing, Progressive Grocer, Stores, and Wall Street Journal,

e "How to Solve a Case Study” (now online at www.prenhall.com/bermanevans).

@ End-of-chapter appendixes on service retailing (following Chapter 2), global
retailing (following Chapter 3), and franchising (following Chapter 4).

@ Three end-of-text appendixes: “Careers in Retailing,” “About the Web Site,” and
“Glossary.”

BUILDING ON THE EVOLUTION OF RETAIL MANAGEMENT:
A STRATEGIC APPROACH

From a retailer perspective, we see four formats—all covered in Retail Management—
competing in the new millennium (cited in descending order of importance):
combined “bricks-and-mortar” and “clicks-and-mortar” retailers—store-based
retailers that also offer Web shopping, thus providing customers the ultimate in
choice and convenience; clicks-and-mortar retailers—the new breed of Web-only
retailers that have emerged in recent years; direct marketers with clicks-and-
mortar retailing operations—firms relying on traditional nonstore media such as
print catalogs, direct selling in homes, and TV infomercials that have recently
added Web sites to enhance their businesses; and bricks-and-mortar retailers—
companies that rely on their physical facilities to make sales.
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Retail Management: A Strategic Approach, Tenth Edition, incorporates a host of
Web-related features throughout the book—and at our Web site (www.prenhall.com/
bermanevans). This book has a very strong integration with its Web site:

@ Every chapter concludes with a short Web exercise.

® We have moved some material to our Web site for better currency and visual-
ization, including hints for solving cases, a listing of key online secondary
data sources, and descriptions of retail job opportunities and career ladders.

e The end papers show the Web addresses for more than 225 retailers around
the globe.

e A number of “Technology in Retailing” boxes cover E-applications.

® Many cases have E-components.

A WEB SITE FOR THE 21ST CENTURY:
www.prenhall.com/bermanevans

The Web site that accompanies Retail Management: A Strategic Approach, Tenth
Edition is a lively learning, studying, interactive tool. It is easy to use (see
Appendix B for more details), provides hands-on applications, and has easy
downloads and hot links. We believe the supplement will be of great value to you.
It is completely revamped for the Tenth Edition and has separate student and
instructor sections.

The student section of the Web site has several elements, including:

# Important “Hot Links”: Applications broken down by chapter of Retail
Management.

o Career and Company Information: Advice on résumé writing, how to take an
interview, jobs in retailing, retail career ladders, and a comprehensive listing
of retailers. There are “hot links” that go directly to the career sections of the
Web sites of numerous retailers.

#® Study Materials: Chapter objectives and summaries and chapter-by-chapter
listings of key terms with their definitions.

® Interactive Study Guide: More than 1,000 questions in all. You can get page
references for wrong answers, check your score, and send the results to your-
self or your professor.

® Glossary: All of the key terms from Retail Management with their definitions.
Terms may be accessed alphabetically through an easy-to-use search feature.

® Web Site Directory: Hundreds of retailing-related Web sites, divided by topic.
The sites range from search engines to government agencies to retail firms to
trade associations.

o Computer-Based Exercises in Retail Management: 16 hands-on exercises to
reinforce your knowledge of key concepts. An icon in the text shows the best
use for each exercise.

® Strategic Planning Template for Retail Management: Places the retail plan-
ning process into a series of steps that are integrated with the discussion at the
end of Chapter 3. This template is built around several scenarios involving
different types of retailers. Each retailer has unique strengths and weaknesses
and faces a different set of opportunities and threats.

® Web Exercises: Dozens of user-friendly exercises. These are keyed to parts in
the text and involve real company Web materials.

#® Free Downloads and Demos: Encourage you to visit specific Web sites to
gather useful information and try out innovative software.

o Extra Math Problems: For Chapters 9, 12, 16, and 17. These exercises help you
to better understand complex retail mathematical concepts.
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The instructor’s section of the Web site includes teaching notes, hundreds of
colorful PowerPoint slides, and a whole lot more at the password-protected sec-
tion of our Web site.

ABOUT THE VIDEOS ACCOMPANYING RETAIL MANAGEMENT

Retail Management is accompanied by a lively video package on both VHS and
DVS, which consists of 10 videos that comprise about 90 minutes of viewing. All
of the videos are new to this edition. The videos involve a variety of retailers and
their suppliers: American Express, DDB Worldwide, Dunkin’ Donuts, Federated
Direct, Hasbro, iWon.com, Marriott, Song Airlines, Starbucks, and Subaru.

FOR THE CLASSROOM

A complete teaching package is available. It includes:

® A detailed, password-protected section of our Web site devoted to instructor
materials. Please visit www.prenhall.com/bermanevans for more details.
The site contains student material, as well.

® A comprehensive, several-hundred-page instructor’s manual, complete with
sample syllabi, lecture notes, and a lot more.

e Hundreds of colorful PowerPoint slides.

@ A large computerized test bank.

e Teaching notes on the videos noted above.

® A companion book, Great Ideas in Retailing, with additional cases, exercises,
and more to use in the classroom with your students. Contact your local
Prentice Hall representative for the ISBN.

As always, the authors have remained extremely “hands on” in the develop-
ment of these instructor materials. Please feel free to send us comments regarding
any aspect of Retail Management or its package: Barry Berman (E-mail at
mktbxb@hofstra.edu) or Joel R. Evans (E-mail at mktjre@hofstra.edu), Department
of Marketing and International Business, Hofstra University, Hempstead, N.Y,,
11549. We promise to reply to any correspondence.
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