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Foreword

The retail industry has faced many challenges, but one thing is certain: The
industry is resilient and will come out on top. Retailers are innovative and dynamic,
and the retail landscape is competitive. The many changes in the world of retailing
also offer exciting times for retailers and consumers alike.

This seventh edition of Introduction to Retailing gives the reader an insight into
all aspects of retailing in a well thought out and methodical approach that is
sensitive not only to the industry’s current environment but also to its future
changes. Professors Dunne, Lusch, and Carver have conducted the highest level of
research to stay current with the industry. This enables the reader to engage in a
well-rounded dialog about the retail industry. To gain the best possible
understanding about the industry, this latest edition covers all major disciplines
for retailing including human resources, operations, marketing, merchandising,
multichannel retailing, finance, supply-chain management, and more. The
conversational writing style presented in the book makes even the most critical
issues easy to understand.

The National Retail Federation co-brands this seventh edition of Intreduction to
Retailing by Dunne, Lusch, and Carver to encourage people who may be
considering careers in retailing and others who may be beginning their journey
into understanding retailing.

The National Retail Federation is the world’s largest retail trade association.
NRF represents an industry with more than 1.6 million U.S. retail establishments,
more than 24 million employees—about one in five American workers—and 2008
sales of $4.6 trillion.

It is our hope that your study of the retail industry reveals diverse challenges
and opportunities for a fulfilling career that can last a lifetime.

Daniel Butler
VP Merchandising and Retail Operations
National Retail Federation
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Retail Federation
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This edition brings some new blood to Introduction to Retailing. James Carver, who
joined the author team, has already had a considerable impact on the material
presented as the authors continue to seek tc offer an Introduction to Retailing text
that describes the exciting challenges that a career in retailing offered college
students. This is especially important given the changes that have occurred in the
world’s economic environment since the previous edition was published. At the
same time, the authors wanted a textbook that students would enjoy reading. Today,
as we introduce our seventh edition of the highly accepted text, we believe we have
accomplished our goals.

This edition of Introduction to Retailing, like retailing itself, has undergone
major revisions from prior editions. Fifty-nine of the book’s 70 story boxes (“Global
Retailing,” “Service Retailing,” “Retailing: The Inside Story,” and “What’s New?”)
and cases are new or updated to better reflect retailing’s changing environment. As
noted above, a major contributor of the new ideas in this edition is Dr. James
Carver of Auburn University. Dr. Carver was a student of Dr. Dunne and Dr.
Lusch; as a result, his thoughts and views fit into the popular flow of the book.
Therefore, despite these new and exciting additions, we sought to maintain the
conversational writing style that past adopters have come to appreciate.

Given the influence of the Internet, the continuing growth of the service
industry, and the ever-changing global market, we also felt that there has never been
a more exciting time to study and pursue a career in retailing. Thus, we tried to
capture this excitement with the story boxes and text content. Each chapter of this
edition updates retailing changes now occurring as well as a behind-the-screen
story relating to the chapter’s topic. We have continued to offer the in-depth
coverage of the topics that readers have come to expect. As a result, we believe that
students and instructors will like this edition even more than they did the highly
successful first six editions.

With retail providing 15 percent of the jobs in today’s economy, we have a srong
belief that retailing offers one the best career opportunities for today’s students. Thus,
Introduction to Retailing was written to convey that message, not by using boring
descriptions of retailers and the various routine tasks they perform, but by making the
subject matter come alive by focusing on the excitement that retailing offers its
participants in an easy-to-read conversational style filled with pictures and exhibits.
This text demonstrates to the student that retailing as a career choice can be fun,
exciting, challenging, and rewarding. This excitement arises from selecting a
merchandise assortment at market, determining how to present the merchandise in
the store, developing a promotional program for the new assortment, and planning
next season’s sales in an ever-changing economic environment. And the reward comes
from doing this better than the competition. While other texts may make retailing a
series of independent processes, this edition, like the first six editions of Introduction to
Retailing, highlights the excitement, richness, and importance of retailing as a career
choice. Introduction to Retailing provides the student with an understanding of the
interrelationship of the various activities that retailers face daily. To do this, we
attempted to show how retailers must use both creativity and analytical skills in order
solve the problems and pursue the opportunities of today’s fast-paced environment.
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In keeping with our goal of maintaining student interest, Introduction to
Retailing focuses on the material that someone entering the retailing field would
need to know. We were more interested in telling the student what should happen,
and what is happening, than in explaining the academic “whys” of these actions.
Thus, when knowledge of a particular theory was needed, we generally ignored the
reasoning behind the theory for a simple explanation and an example or two of the
use of the theory. In presenting these examples, we drew from a rich array of
literature sources, as well as from our combined 80 years of work in retailing.

Students and teachers have responded favorably to the “personality” of
Introduction to Retailing because the numerous contemporary and relevant
examples, both in the text itself and in each chapter’s various story boxes, provide
realistic insights into retailing. One student wrote to say “thanks” for writing a
book that was “so interesting and not too long.” A faculty member noted she was
“so pleased with the writing style because it was easier to understand, and the
examples used were very appropriate and helped to present the material in a
meaningful and easy-to-grasp manner for students.” Still another liked
Introduction to Retailing because the writing style was “conversational,” thus
lending itself to very easy reading, so that she felt confident that her students
would read the chapters. “The content coverage was excellent. Terms were
explained in easy-to-understand language. And, although most of the topics of an
advanced retailing text were presented, the extent and presentation of the material
was very appropriate to an introductory course.” Another reviewer was especially
pleased that we were able to incorporate so many current examples.

Text Organization

Introduction to Retailing, which features an attractive, full-color format throughout
the entire text, is divided into five parts that are, in turn, divided into 14 chapters
that can easily be covered over the course of the term. Part 1 serves as an
introduction to the study of retailing and provides an overview into what is involved
in retail planning. Part 2 examines the environmental factors that influence
retailing today: the behavior of customers, competitors, channels, as well as our
legal and ethical behavior. Part 3 examines the role that location plays in a retailer’s
success.

Part 4 deals with the operations of a retail store. This section begins with a
chapter on managing the retailer’s finances. Special attention in this section is given
to merchandise buying and handling, pricing, promotion and advertising, personal
selling, and store layout and design. The book concludes with Part 5 and managing
people—both customers and employees.

Chapter Organization

Each chapter begins with an “Overview” that highlights the key topic areas to be
discussed. In addition, a set of “Learning Objectives” provides a description of what
the student should learn after reading the chapter. To further aid student learning,
the text material is integrated with the learning objectives listed at the beginning
of the chapters and the summaries at the end. In addition, the text features a
prominent placement of key term definitions in the margin to make it easier for
students to check their understanding of these key terms. If they need a fuller
explanation of any term, then the discussion is right there—next to the definition.

The body of text has photos, exhibits, tables, and graphs that present the
information and relationships in a visually appealing manner. Each chapter has four
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retailing box features that cover the inside story of a particular retailing event or
decision (“Retailing: The Inside Story”); what is happening in the international
retail market (“Global Retailing”); the impact of technology, especially the
Internet, on retailers (“What’s New?”); and retailers who provide services (“Service
Retailing”) that have addressed the issues presented in that chapter. These boxes
are typically lengthier real-world examples than can be incorporated in the regular
flow of text material. Some of these box features are humorous, while others present
a unique way to solve problems retailers faced in their everyday operations.

Each chapter ends with a student study guide.

The first feature of this section to the text is a chapter “Summary” by learning
objectives followed by “Terms to Remember.” These are followed by the traditional
“Review and Discussion Questions,” which are also tied into the learning objectives
for the chapter, which are meant to test recall and understanding of the chapter
material, and provide students with an opportunity to integrate and apply the text
material. Another feature is a “Sample Test Questions” with multiple-choice
questions that cover each chapter’s learning objectives. The answers to these
questions are at the end of the book.

The second half of the study guide is the applications section, which opens with
a “Writing and Speaking Exercise” that attempts to aid the instructor in improving
the students’ oral and written communication skills as well as their teamwork skills.
Here the student, or group of students, is asked to make a one-page written report
or oral presentation to the class incorporating the knowledge gained by reading the
chapters. Some instructors may prefer to view these as “minicases.”

A “Retail Project” has the student either visiting a library or a website or
finding an answer to a current retail question.

The next feature of each chapter’s study guide is a “Case.” The cases are located
at the end of the text after Chapter 14. Most of these are drawn from actual retail
situations. The authors believe that the ability to understand the need for better
management in retailing requires an explanation of retailing through the use of case
studies. These cases will cover the entire spectrum of retail operations and involve
department stores, specialty shops, direct retailing, hardware stores, grocery stores,
apparel shops, discount stores, and convenience stores.

Since many of the students taking this class will one day open their own retail
businesses, the next section is for them. “Planning Your Own Retail Business”
presents a very specific problem, based on the chapter’s material, that a small
business manager/owner will face in his or her day-to-day operations. Importantly,
the student, by working the problems, can witness the financial impact of retail
decisions.

Finally, key terms and concepts are presented in boldface type in each chapter,
and their definitions are presented in the margins.

Supplementary Material

‘The Supplementary material includes an overview of the chapter, several detailed
teaching tips for presenting the material, a detailed outline, the answers to
questions for review and discussion, suggestions for handling the writing and
speaking exercises, retail projects, cases, and planning your own business.

B The test bank contains more than 2,000 questions. These questions are
true-false and multiple choice. The test bank is available in Word as well
as ExamView—Computerized Testing Software. This software is provided
free to instructors who adopt the text.
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PowerPoint slides includes a chapter overview, key terms and definitions,
charts, tables, and other visual aids by learning objectives.

A retail spreadsheet project called The House is a spreadsheet analysis of the
financial performance of a family clothing store in a small college town.

As you read and work with the material in this electronic text, you can
answer the problems and, if necessary, print out your answers. The software
used is Microsoft Office, which integrates word processing (Word) and
spreadsheet analysis (Excel). You will be able to work the problems as they are
presented since the spreadsheet worksheets are linked to the electronic text.

The Instructor’s Manual includes an overview, learning objectives, an outline,
answers to the end-of-chapter material, and a “Teaching in Action” section.

The book’s companion Website at www.cengage.com/international contains a

section on choosing a retailing career and 12 to 20 online questions (true—false and
multiple-choice) for each chapter.

A DVD supplement offers a professionally written and produced video case

package that provides intriguing, relevant, and current real-world insight into the
modern marketplace. Each video is supported with application questions located

on the website.
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