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Preface

As we move further into the new millennium, we are delighted by the continuing positive response
to our book as evidenced by adoptions at hundreds of colleges and universities around the world. In this
edition, we have raised the bar higher for ourselves—in a way that we hope you find rewarding. Our goal
is to seamlessly meld the traditional framework of retailing with the realities of the competitive environ-
ment 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,and reducing the length of prior editions. We have spent many
hours eliminating the “middle age spread”that occurs in books, without eliminating any important con-
tent or examples.

The concepts of a strategic approach and a retail strategy remain our cornerstones. 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 framework 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 retail-
er. 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 manage-
ment. In many cases, such students will have already been exposed to marketing principles, We believe
retailing should be viewed as one form of marketing and not distinct from it.

BUILDING ON THE E-VOLUTION OF RETAIL
MANAGEMENT : A STRATEGIC APPROACH

As Bob Dylan once said, “The times, they are a changing. ” What does this all mean? The “E”
word—electronic—now permeates our lives. From a consumer perspective, gone are the old Smith-Coro-
na typewriters, replaced by word processing software on PCs. Snail mail is giving way to E-mail. Loo-
king for a new music CD? Well, we can go to the store —or we can order it from CDNow
(www. cdnow. com) or Amazon. com(www. amazon. com) or maybe even download some tracks as we
create our own CDs. Are you doing research? Then hop on the Internet express and have access to mil-
lions of facts at your fingertips. The Web is a 24/7/365 medium that is transforming and will continue
to transform our behavior.

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, These are store-based retailers

that also offer Web shopping, thus providing customers the ultimate in choice and convenience.
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Over 90 percent of the world’s largest retailers, as well as many medium and small firms, fall in-
to this category or will shortly. This is clearly the fast-growing format in retailing, exemplified
by such different firms as Barnes & Noble ( www. barnesandnoble. com ), Costco
(www. costco. com) ,and Target(www. target. com).

@ Clicks-and-mortar retailers. These are the new
breed of Web-only retailers that have emerged o

" ;umwumnhmfmmcﬂ e ‘.,v-‘
in recent years, led by Amazon. com. Rather

cant. gife shop, and food store. Look 1 the growth wi Costen, Kobls. and Xrispy Keeme
Dooghmny o -d

than utilize their own physical store facilities, . e ey o
ll-i -d--d-w—w»l W&—HMM&‘RMII
. “ s ” 5 e wodd-hod” sl I Chape 1. k of retie. e o s
these companies promote a “virtual” shopping e
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experience: wide selections, low prices,and con S oottt
venience. Among the firms in this category are « Syt v e st o it e
Priceline ( www. priceline. com )—the discount Heltie
s . . By conswnnty hifling i
airfare, hotel, and more retailer, and toy retail- T
ond wrdicer ut the
er,eToys(www. etoys. com). %%_‘
operitet hundracds of mam
® Direct marketers with clicks-and-mortar retailing oG
g and Maxco
operations, These are firms that have relied on ey,

traditional nonstore media such as print cata-
logs, direct selling in homes, and TV infomer-
cials to generate business. Almost all of them have added Web sites, or will be shortly, to en-
hance their businesses. Leaders include Lands’ End ( www. landsend. com ) and Spiegel
(www. spiegel. com). These direct marketers will see a dramatic increase in the proportion of

sales coming from the Web.

@ Bricks-and-mortar retailers, These are companies that rely on their physical facilities to draw
customers. They do not sell online, but use the Web for customer service and image building.
Bloomingdale’s( www. bloomingdales. com) mostly offers customer service and a gift registry.
Firms in this category represent the smallest grouping of retailers. Many will need to rethink
their approach as online competition intensifies.

We have access to more information sources than ever before, from global trade associations to
government agencies. The information in Retail Management , Ninth Edition,is more current than ever
because we are using the original sources themselves and not waiting for data to be published months or
a year after being compiled. We are also able to include a greater range of real-world examples because
of the information at company Web sites.

Will this help you, the reader? You bet. Our philosophy has always been to make Retail Manage-
ment as reader-friendly, up-to-date, and useful as possible. In addition, we want you to benefit from our

experiences,in this case,our E-xperiences.
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chapter.
® In each chapter, there are multiple references to




& 3

Web links regarding particular topics(such as free online sources of secondary data).

® Every chapter has a number of margin notes that refer to company and company Web sites.

#® Every chapter concludes with a short Web exercise.

® At our Web site, for each chapter, there are chapter objectives, a chapter overview, a listing of
key terms,interactive study guide questions, hot links to relevant Web sites,and more.

® QOur Web site contains extra math exercises for Chapters 9,12,16,and 17.

@ QOur Web site includes in-depth exercises that apply key course concepts through free company
downloads and demonstrations. There are several for each part of the book.

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

But, that’s not all! Retail Management ,Ninth Edition,is packed with other E-features:

® QOur Web site has an interactive study guide(with feedback on the correct answers).

® Qur Web site has more than 1,000 “hot links,” a glossary,and much more.

® There is a “Technology in Retailing” box in each chapter that cover various E-applications.

® Many cases have E-components.

NEW TO THE NINTH EDITION

Since the first edition of Retail Management : A Strategic Approach s we have sought to be as con-
temporary 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 seri-
ously: “Commit to your husiness. Believe in it more than anybody else, ”

For the ninth edition, there are many changes in Retail Management :

1. There is a livelier writing style,and the length of the book has been reduced.

2. The all-new opening vignettes highlighting 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—Caestco

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 new: “Technology in Retailing,”“Retailing Around
the World, ”“Ethics in Retailing,”and“Careers in Retailing”.
4. There is greater use of line art and fewer table“lists”,
5. All of the cases are new and based on real companies and situations; and the cases have been re-
positioned to the end of each part(rather than each chapter).
6. These substantive chapter changes have been made;
® Chapter 1, An Introduction to Retailing—We introduce multi-channel retailing much earlier in the
book and look, in-depth, at Target Corporation’s successful retail strategy.
® Chapter 2, Building and Sustaining Relationships in Retailing—There is enhanced coverage of“value”
and relationships in retailing,as well as new material on the American with Disabilities Act.
¢ Chapter 3, Strategic Planning in Retailing—There is a streamlined, more applications-oriented
emphasis on the strategic planning process in retailing,
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Chapter 4, Retail Institutions by Ownership—All of the
data on retail ownership formats have been updated.
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
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Nontraditional Retailing—There is new material on
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ling, and their interrelation with nonstore retailing.
The Internet discussion reflects the present state of
Web retailing.

Chapter 7, Identifying and Understanding Consumers—There is greater emphasis on the retailing
ramifications of consumer characteristics, attitudes, and behavior; and we include current data on
where America shops.

Chapter 8, Information Gathering and Processing in Retailing—We have a new section on “Infor-
mation Flows in a Retail Distribution Channel. ”

Chapter 9, Trading-Area Analysis—There is new material on geographic information systems, as
well as many new retail applications.

Chapter 10, Site Selection—We include many new retail applications.

Chapter 11, Retail Organization and Human Resource Management— There is a streamlined, more
strategic emphasis on the human resource environment in retailing.

Chapter 12, Operations Management : Financial Dimensions—We have new material on events re-
lating to asset management:the state of the U. S. economy; funding sources; mergers, consoli-
dations,and spinoffs; bankruptcies and liquidations; and questionable accounting and financial
reporting practices.

Chapter 13, Operations Management : Operational Dimensions—There is a streamlined, more stra-
tegic emphasis on operations issues in retailing.

Chapter 14, Developing Merchandise Plans—We make a sharper distinction between the roles of
buyers and sales managers, with illustrative(and real) career ladders. There is enhanced cover-
age of private brands.

Chapter 15, Implementing Merchandise Plans—There is a streamlined, more strategic emphasis
on implementing merchandise plans,including logistics and inventory management.

Chapter 16, Financial Merchandise Management— There is a streamlined, more strategic empha-
sis on financial merchandise management.

Chapter 17, Pricing in Retailing—We emphasize the retailer’s need to provide value to custom-
ers, regardless of price orientation.

Chapter 18, Establishing and Maintaining a Retail Image—We place more focus on the total retail
experience and retail positioning. There is enhanced material on atmospherics and Web-based re-
tailers.

Chapter 19, Promotional Strategy—There is a streamlined, more strategic emphasis on the retail
promotional strategy.

Chapter 20, Integrating and Controlling the Retail Strategy— There is a better, tighter discussion
on integrating the retail strategy and how to assess it. The retail audit forms are more focused.
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Besides introducing the new features previously mentioned, Retail Management , Ninth Edition
carefully builds on its heritage as the market leader. At the request of our reviewers, these features have

been retained from earlier editions:

A strategic decision-making orientation, with many ; R
illustrative flowcharts, figures, tables, and photos. . = T el
The chapter coverage is geared to the six steps used o e e o -
in developing and applying a retail strategy, which T e st e
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are first described in Chapter 1. 1501 e et s
Full coverage of all major retailing topics—including :
merchandising, consumer behavior, information sys-
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tems, store location, operations, logistics, service re-
tailing, the retail audit, retail institutions, franchi-
sing, human resource management, computerization,

and retailing in a changing environment.

A real-world approach focusing on both small and
large retailers. Among the well-known firms discussed are Amazon. com, Bloomingdale’s, Cost-
co, Gap, Home Depot, Kohl’s, Limited Brands, McDonald’s, Neiman Marcus, Spiegel, Starbucks,
Target Stores,and Wal-Mart.

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

A numbered summary keyed to chapter objectives,and discussion questions at the end of each chapter.
Thirty-two short cases involving a wide range of retailers and retail practices.

Eight comprehensive cases(one per part).

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.

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

WWW. PRENHALL. COM/BERMANEVANS .

A WEB SITE FOR THE 21 ST CENTURY

We are E-xtremely E-nergized about the Web site that accompanies Retail Management : A Strate-
gic Approach ,Ninth Edition. The site 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 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.

Career and Company Information: Advice on resumé writing, how to take an interview, jobs in re-
tailing, 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: 20 multiple choice, 20 true-false,and 15 fill-in questions per chapter. You
can get page references for wrong answers, check your score,and send the results to yourself or



