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Preface

International retailing is an essential ingredient for the global economy. International
retailing satisfies the increasingly complex and demanding needs of global consumers.
Cultural diversity is expressed through the products and services that are provided by
global retailers, who are in a position to discover new tastes and preferences, work with
global suppliers to bring these products to the consumer speedily and at a fair price.
International retailers are able to transfer knowledge and experience across cultural
boundaries, and this ensures that they are constantly improving their quality of products
and service delivery, and supplying the best of what is available to their consumer base.
Retail technology enables responsive demand, real-time pricing, such as bar-coding,
point-of-sale systems, e-commerce and customer relationship management schemes, for
example loyalty programmes. Global retailers are at the forefront of technology change to
manage their operations and consumer interface. Consumers are international in their
outlook through travelling for business and/or pleasure, through accessing the Internet,
music, television and magazines, and so are looking for new experiences and a global
appeal when shopping. Progressive retailers have to meet this demand through keeping
abreast of global trends and working with suppliers to optimise the appropriate product
mix in store. Sustainability and ethical aspects of retailing are particularly apt when work-
ing globally. This is a challenging area for retailers and is an aspect of their quality man-
agement. Addressing the dynamics of the market for teenagers and youth market is
another demanding area. Young consumers have their own finance and make their own
decisions about what products they chose to buy and where from. They tend to be
strongly influenced by celebrities, brands and peer-group pressure. Retailers need to
understand their shopping habits and cater for the needs of this cohort. In general, con-
sumers are increasingly brand aware and want to have access to luxury products. Own
brands, or private labels, have to offer premium quality and a sense of uniqueness to
attract and retain consumers’ loyalty.

International Retail Marketing addresses all of the major issues affecting international
retailing, including logistics and supply chain management, service quality across inter-
national boundaries, e-tailing, design, ethical sourcing, luxury brands, young consumers
and global trends. This is a book that will be useful to retail managers, suppliers and
academics.




Foreword

Yesterday, I returned to the UK from China, with its explosive retail development, and on
this day the Safeway Merger Inquiry reported its findings. We indeed live in interesting
times!

International retailing is a reality. It started slowly but surely, it will continue for many
years, and we will not see global retailing for a generation. Retailing touches every person,
and even in its early stages of development, international retailing is having profound
effects on consumers, communities, competing retailers and on their suppliers.

This book on International Retail Marketing is very timely. The subject is massive, so the
authors, wisely, do not attempt an all-encompassing study. They would shoehorn, pigeon-
hole and stereotype too much if they tried. Instead they choose separate important sub-
jects, which reflect what is happening in our industry.

I like the way the book moves easily between such diverse matters as supply chain,
young consumers and e-commerce. In this way you get to see both the wood and the trees
at the same time! In some ways it is an accurate impression of how a retailer would see it,
moving, sometimes jumping, from subject to subject. Each piece is important and has to be
dealt with, but it is not a jigsaw, so do not try too hard to force them into a single picture.
I also like the way it travels around the world. It is not centred on the US, as so many offer-
ings are.

I am fascinated by our industry, and I am sure the reader of this book will see why.

Sir Terry Leahy, Chief Executive, TESCO
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Introduction

Retailing is an international business. To satisfy the needs of global consumers, retailers
have to meet these through the products they offer, whether these are principally food,
fashion or multiple retailers. Consumers experience different cultures when they travel for
work or pleasure and they have access to the Internet, television, magazines, etc and they
demand products, which reflect these tastes. Retailers are sourcing globally for the fashion
or cosmetic or electronic gadget that is new and exciting for their challenging consumer
base. Sustainability and fair trade are issues that are coming uppermost for retailers and
they have to ensure that they are trading and sourcing ethically. Thus, they have to have
in place optimum quality management to do so. One growing market is that of young con-
sumers who have their own finance, are strongly influenced by celebrities and peer-group
pressure. This market sector is fast moving, brand-led, difficult to satisfy and fickle.
Consumers are increasingly aware of luxury brands, which is particularly challenging for
private- or own-label retailers. Own-label or private-label products have to be of a pre-
mium quality and at a competitive price to attract and retail consumers. International
retailers are under pressure to identify key trends in different regions and deliver the
appropriate product mix, at the expected level of service quality to satisfy their global con-
sumers. This entails having effective supplier relationships in place to guarantee product
delivery on time and at the agreed price point to meet demand globally. It means moni-
toring the retailer brand to ensure that it is strengthened, not diluted, by different expec-
tations across the world. It includes keeping ahead of the game in terms of customer care
and global trends. It means being aware of competitors that may come into the market
through the Internet, through merger and acquisition, and/or through vertical integra-
tion. All of these issues are captured in this book.

International Retail Marketing is a primary source for managers in retailing or their sup-
pliers, or those wishing to embark on a career in international retailing. The book is
divided into two sections. Section 1 reviews and discusses the main conceptual and theo-
retical themes facing international retail marketing. Section 2 examines topical issues
affecting international retail marketing and is based on contributions from leading experts
from around the world. Each chapter concludes with a set of Study Questions.

Moore and Fernie examine the nature of international retailing, how international retail-
ers operate globally, the pressures they face, and approache{[G1]}s to strategic international
retail marketing. Retailers are cost driven and to achieve a profitable international retailing
business requires consideration of key activities, systems and processes. This is addressed
by Moore and Fernie. In Chapter 2, Fernie focuses on logistics and supply chain manage-
ment for international retailers. Products have to be manufactured, assembled, and trans-
ported to the retailer and then distributed to retail outlets throughout the retail operation.
This is complex and when systems fail, then this means that anchor products are not in
store at the time they need to be. Achieving a fail-safe process that is agile, lean, quick
response, and that is able to meet changing consumer needs within tight cost parameters is
not easy! Fernie considers the contingent factors impacting on an efficient and effective
supply chain. Central to any retailer are the roles of sourcing, buying and merchandising.




Xxvi Introduction

Without the right products in stores at the right time and price and presented appropriately
to the consumer, then the retailer would be out of business. And yet, these activities are not
always given the attention that they deserve and they are clearly a strategic activity. In
Chapter 3, Moore gives an intelligent synopsis of retail buying and considers its role as a
‘change agent’, ‘gate-keeper’ and ‘opinion-leader’. To fulfil these roles, buying needs to be
closely linked with the retailers’ strategic objectives, predict future trends and create and
deliver on the buying plan. Buyers also have to be able to cultivate effective relationships
with suppliers to negotiate on price and delivery. Doyle considers store design and visual
merchandising in Chapter 4. Atmospherics, layout and visual merchandising are increas-
ingly critical aspects of the retail offering. They serve to attract or detract potential con-
sumers and impact on purchase behaviour and customer retention. Creating zoned areas in
stores, for example for teenagers, baby and toddlers, etc. is one approach to meeting differ-
ent customer needs and assists consumers to navigate around the store.

Section 2 covers a number of major issues affecting international retail marketing and is
full of interesting cases and examples. E-commerce hype envisaged a future without
‘brick-and-mortar’ retailers. This vision has not been proven, as yet. Internet shopping is
another channel open to the consumer and can prove to be convenient and cheaper for cer-
tain products and services, for example books, compact disks, flights, hotels, etc. This new
channel has led to the emergence of new types of retailers and novel trading activities,
such as auction sites like e-bay. For many retailers, e-commerce has been adopted to sup-
port key operations, such as sourcing and buying, tracking of shipments, billing, ticketing,
training, etc. Marciniak and Bruce review e-tailing and the strategic options that this pro-
vides. In Chapter 6, Hines focuses on relationship management within the domain of the
supply chain management. Investment in partnerships is one approach that is used to
guarantee access to new product ideas, to ensure priority of delivery and to maintain a
sensitive price. Drawing on examples, Hines argues that supply chains are effectively
‘value creation mechanisms for customers’ and need to be treated as such, rather than
merely taking a cost-driven approach. Where retailers take this perspective, they are able
to create a supply chain that meets with their strategic objectives, for example lean and
agile as the case of Zara in fashion. Bannister and Nejad address the area of young con-
sumers in Chapter 7. This is a rapidly expanding market in its own right and also young
consumers’ influence on household purchases, so that they are being referred to as ‘brand
managers of the home’. Bannister and Nejad segment the market into ‘kids’, ‘tweens’ and
‘teens’, and focus on the influence of celebrity on young consumers. By conducting their
own research, they reveal a range of attitudes and influences on purchase behaviour in
this sector. Regarding celebrity endorsement, then they appeal to very small-age bands
and the celebrity needs to be managed to ensure their values were still appealing to the
target segment. Next, Tomolillo and Shaw take the topical issue of ethics in fashion in
Chapter 8. Using focus groups, they have asked consumers directly about their perspec-
tives on ethical consumerism and the trade-offs they, as consumers, make between cost,
fashion, aesthetics and ethics. Consumers were aware of environmental issues in the pro-
duction of fabrics and ethical issues in terms of exploitation of women workers in clothing
factories. They would like more choice in terms of fashionable and ethical garments.
Chapter 9 provides an analysis of global luxury brands. Jackson addresses the thorny
question as to whether luxury and fashion are synonymous or not, and then he goes onto
question the nature of luxury. Luxury is now being diffused down the social strata and so
the meaning of ‘luxury’ is in itself dynamic. He cites Menkes (2002): ‘the word luxury is
almost old fashioned. I have a different philosophy on luxury — to me it is the right pair of
jeans that fit well and could be any brand. I call it design-led quality.” The connection with
design has meant that the luxury brands are acquiring design talent to expand their busi-
nesses on the basis of the creative talent and inherent sense of exclusivity that this can
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bring. Keeping ahead of the ‘Jones’ and retaining, or expanding the market, is not easy for
luxury brands in a climate of copycats and accessibility of fusion lines. Service quality is
another concern of international retailers. In Chapter 10, Smith reports on an international
survey of consumers’ cross-cultural expectations of service in financial services. She notes
that without understanding the tacit nature of service expectations, retailers are taking
unforeseeable risks in geographical expansion across cultural boundaries. Indeed, the
intangible elements of service are often neglected by international retailers who tend to
assume a ‘mono-culture’ throughout their organisation, which can create problems of cus-
tomer attraction and retention. Birtwistle extends this theme in terms of store image and
retail positioning. Consumers have perceptions of stores, which influence their propensity
to enter that store and their retention to it. From her research, she has found that a key fac-
tor of store image is customer care and service quality and is the ‘most significant differ-
entiator, particularly in fashion retailing where staff can have high customer contact.’
Thus, store staff have a major role in store image, in addition to that of advertising and
merchandising. The final chapters in this section consider trends in Asia and the US. In
Chapter 12, Chu and Yick focus on fashion trends in Asia. The markets in cities like Hong
Kong are becoming saturated and intensely competitive, as international retailers are
using Hong Kong as a base to enter China. With fast-moving fashion markets, no one
retailer is able to cater for the diverse range of wants and needs of consumers, so ‘portfo-
lio retailing’ is becoming more and more common. Portfolio retailers operate a number of
different retail formats to meet distinctive market needs and each has its own-tailored
merchandising programme to serve the specific needs of a different target group. Hong
Kong retailers have expanded in the region into China, Thailand, Korea but these face
operational problems and also have to adapt to and reflect the cultural needs of these envi-
ronments. Brand image and a customer-centred approach to marketing are necessary for
success in Asian markets.

Little and May-Plumlee, in Chapter 13, provide an overview of the technological
impacts on retailing in US, which have enabled responsive demand, real-time manage-
ment and optimization, such as point-of-sale systems, bar-coding, e-commerce and cus-
tomer relationship management activities, like loyalty schemes. They describe a study of
US consumers and note the key factors affecting the decision to purchase - fit, colour,
style, brand and price. The study also compared intention to buy with point-of-sale figures
and from this the authors argue that such data is an accurate predictor of future sales.
They suggest that vendor-managed inventory systems using point-of-sale data can pro-
vide powerful style and attribute data to support merchandising and product develop-
ment functions for both local and global consumers.
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