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Preface

Upon first leaving a business career to teach at the college level, I dedicated myself
to the task of preparing students for the “real world.” I soon discovered (and
I should have remembered from my own days as a student) that the so-called
chasm that purportedly separates “life as a college student” from “life in the real
world” is a myth. College students are part of the real world. They suffer real-world
social pressures, real-world financial pressures, real-world pressures from parents
and spouses, and real-world pressures relating to the classroom. As consumers,
students know well the real-world pressures that come from searching for products
and services that will satisfy their everyday wants and needs. And most college
students have already experienced real-world pressures on the job in some facet
of business, either as part-time or full-time employees or as business owners.

My orientation as a teacher, therefore, is no longer centered around the idea of
readying students for the “real world after graduation.” Rather, I see my responsi-
bility now as one of assisting students in honing the skills and insights necessary
for their normal growth and development in the real world of which they are
already an essential part. Some may see this as merely a matter of semantics. Yet
it is impossible for a teacher or a textbook to prepare students totally for a career
in retailing. At best one can only hope that students will, in studying this book,
come away with an improved knowledge of what it takes to be a good retailer
and, in the process, will gain “the larger vision.”

Contemporary Retailing, second edition, is written for college students enrolled
in their first retailing course. It began as a germ of an idea after experiencing
what many of my colleagues have experienced —the frustration of searching for a
suitable retailing textbook that not only was highly readable and interesting for
students but also had a great deal of content. Additionally, this book is a departure
from the norm in that it is imbued throughout with two important themes that, it is
hoped, will not go unnoticed by students as they read it. The first theme embodies
the dynamic nature of retailing. The retail industry is a far cry from what it was
five, ten, or twenty years ago. This is because it is in a constant state of flux.
With each passing year new concepts and new institutions of retailing emerge as
dramatic changes occur in the competitive, economic, societal, technological, and
legal environments. It is imperative that retailers, and those who would be, be
aware of and keep pace with these changes.
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The second theme running through this book relates to the priority that the
retailer must place on sensing, serving, and satisfying the wants and needs of
consumers. Without this priority, the retailer cannot prosper in the competitive
environment, which is characterized today by a glut of products in the marketplace.
The retailer’s total effort must revolve around the customer. Every facet of the
business should be focused on satisfying customer needs, yet at a fair profit to the
firm.

These two themes have influenced the design of this text. Chapter 1 discusses
retailing careers. This topic is placed first in the book in order that students may
be aware of and may think through possible career alternatives as they progress
through the course. In many retailing textbooks career opportunities are covered
in the concluding chapter or in an appendix, almost as an afterthought. Chapter
2 presents an overview of retailing. A description of retail institutions and institu-
tional change appropriately follows in Chapter 3. Chapters 4 and 5 emphasize the
importance of store location and store planning. Chapters 6, 7, and 8 deal primar-
ily with the “people factor” that is so vital in retailing—organizing the employees
of the firm, human resource management, and consumer behavior, respectively.
Chapters 9 through 13 relate to merchandising decisions, beginning with the mer-
chandise budget and following through to merchandise control. A natural tie-in
to these five chapters is the subject of pricing, discussed in Chapter 14. Chapters
15, 16, and 17 are concerned with the retailer’s promotional task. The text con-
cludes with chapters that cover retail accounting and control, nonstore and service
retailing, and the legal and technological aspects of retailing.

Each chapter begins with a set of learning objectives that informs the student what
to expect in the pages that follow. An opening vignette is then presented, unlocking
the door to the topic at hand. This vignette and additional vignettes throughout the
chapter relate to the world of retailing and give realistic examples that pertain to
the chapter discussion. Notable quotations are also highlighted at appropriate points.
Each chapter discussion concludes with a short summary, followed by ten questions
that are application oriented. A list of common buzzwords (terms found within the
chapter) follows the questions. These buzzwords are defined in a glossary located
after Chapter 20. Finally, at the end of each chapter are two cases that, when
assigned by the instructor, will encourage students to apply concepts learned in
the chapter.

College students have been a great inspiration to me. I have learned as much
from them as they have learned from me. If this book in some small way con-
tributes to their success in whatever path they choose to take, then it has been
well worth the effort.

There are a number of individuals who have directly or indirectly made a valu-
able contribution in the preparation of this book. I would be remiss if I did not
mention their names.

I am indebted to the late A. C. Nielsen, Sr., founder of the market research
firm bearing his name, who by his example taught me the value of integrity,
perseverence, hard work, and high standards of quality. I am also in debt to his
son, Art Nielsen, Jr., who continued to set the example and who “kept the latch
string out for me,” should I ever have had the desire to take advantage of it.
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Barnett A. Greenberg and the late Jack M. Starling inspired me to greater effort
during my years as a doctoral student at North Texas State University.

I would like to acknowledge the continued support and encouragement I re-
ceived from three of my closest colleagues: L. Lynn Judd, California State Univer-
sity at San Bernardino; Ronald D. Taylor, Mississippi State University; and Bobby
Vaught, Southwest Missouri State University.

My thanks also goes out to Terry L. Mendenhall, Dean of the Kelce School of
Business and Economics, and Arthur K. Fischer, Chairman of the Department of
Management and Marketing, both of Pittsburg State University. They supported my
efforts to produce the second edition of this book. Of course, this edition could not
have been possible without the valuable assistance of Miriam Morrison, who spent
many hours on the manuscript when she could have been doing other things. Her
work was greatly appreciated.

I would also like to express my thanks to Christy Bass, Julee Brackett, Reese
Henrie, and Sandy Wernsman, all student secretaries who dedicated much time to
the project. My graduate assistant, Jacqueline Dahmen, made many trips to the
library for me to gather material that was needed. I appreciated her willingness to
help when needed.

My editors at Macmillan Publishing Company, Bill Oldsey, Ron Stefanski, Fred
Easter, and Charles Stewart, made many suggestions that improved the quality of
both editions of this book. I am deeply indebted to them for their guidance, their
patience, and their encouragement.

A number of esteemed colleagues reviewed all or parts of the manuscript and
made perceptive comments and valuable suggestions that were eventually incor-
porated into the final versions of either the first or the second editions. To them, 1
am grateful. They include:

Charlene Bomrad, Onondaga Community College
Bruce Buskirk, Kent State University

Frank Dannenberg, Jr., Saint Philip’s College
Peter T. Doukas, Westchester Community College
Joanne Eckstein, Macomb Community College
Tom J. Edwards, York Technical College

Robert M. Fishco, Middlesex County College

E. E. Grape, Northern Arizona University

Frank McDaniels, Delaware County Community College
Judith Nickel, Milwaukee College of Business
Charles R. Patton, Pan American University
Florine Rasch, University of North Alabama
Howard Seigelman, Brookdale Community College
Clifford E. Springmeyer, Saint Philip’s College

Ed Stevens, Sioux Falls College
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Barbara Swaebe, Cape Cod Community College
Paul C. Thistlethwaite, Western Illinois University

In addition, I would like to express my utmost admiration and appreciation to
talented writers such as Laura Zinn, Kathleen Kerwin, Amy Dunkin, and Christo-
pher Power of Business Week; Jules Abend, Marjorie Axelrad Lake, Penny Gill, and
Gary Robins of Stores magazine; Steve Weiner, Francine Schwadel, Hank Gilman,
and Jeffrey A. Trachtenberg of The Wall Street Journal, Bill Saporito and Jeremy
Main of Fortune; Alan L. Gilman and Jacquelyn Bivens of Chain Store Age Execu-
tive; and many, many more authors from these and other publications. Many of
the vignettes and cases in the text were adapted from their original articles. I am
constantly amazed at their adeptness at writing. They are not only well informed
about retailing, but also masters of their craft. Few writers today can match their
brilliance. In this regard, teachers and practitioners of retailing would find it highly
beneficial to read Stores, Chain Store Age Executive, Fortune, The Wall Street Journal,
and Business Week on a regular basis. These publications are loaded with timely
articles on retailing.

Last, but not least, I would like to thank the members of my family, who have
always given me support in all my endeavors. It was good to come home late after
a day or evening at the office working on this book and know that they were there
to welcome me.

J. L. B.
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