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1. INTRODUCTION

“MKTT533:   Retailing Strategy and Processes (SU) Strategic planning and operation of retailing organizations.  Investigation of the various types of retailing with emphasis on both the strategic and functional aspects in retail processes.”

With respect to the dynamics of institutional change, few could be considered as vulnerable to the effects of technology and competition as those involved in retailing in the past twenty years.  The most visible aspect of this change is the increased concentration in several retail categories, such as in department stores, women’s specialty clothing, and category specialists, such as in toys, hardware, and electronics.  This increased concentration has led to an increased dependence of suppliers on fewer retailers and a subsequent increasing influence of retailers over production processes.  With this regard, understanding the strategies and processes governing retailers has become increasingly important to manufacturers of consumer products.

This course has two major thrusts.  First, the basic functions of retailing are analyzed, particularly with respect to those that result in the development of intermediaries, i.e., what are the basic services provided by retailers that are valued by households.  An important part of this is the understanding the nature competition in retailing, as households choose among various retail institutions (specialty retailer, department stores, catalog and electronic retailers) for comparable products.  This provides a ‘foundation’ for understanding retail profitability and the emergence of retail modes.

The second half of the course will examine the relationships between retailers and their suppliers.  This section will begin with an examination of pricing (and margins) at both the retailer-household and the supplier-retail levels.  In this regard, the incentives underlying various organizational patterns can be examined.  Additionally, efforts to achieve coordination and control are examined, with the anticipated aspects of channel conflict.
2. COURSE CONTENT

This course is designed as an introductory course in retailing for graduate students in business.  Therefore, there is no requirement to have completed an undergraduate course in retailing.  
Description:  Strategic planning and operation of retail organizations.  Investigation of the various types of retailing with emphasis on both the strategic and functional aspects retail processes.  Prerequisite:  admission to the MBA program.

a. This course is an elective course designed for students seeking an MBA.  Therefore, all students must have graduate standing at the University of Arkansas, Fayetteville, to receive graduate credit for this course.  Students who are currently applying to a WCB degree program must recognize that no more than 12 hours taken prior to acceptance can count toward the degree.

b. The course is designed for concurrent enrollment in MKTT 5533, Strategic Category Management.  Content of the two courses will be different and complementary.

3. COURSE OBJECTIVES:

a. The term retailing means the collection of functions performed by firms in the sale of goods to consumers and households.  

b. The course examines the functions and demand for functions from consumers, showing the relationship between the  institutions and sociological, geographical, economic factors Exposure to the criteria for evaluating the performance of retailers in terms of cross-sectional measures of productivity and long-term issues concerning strategic effectiveness--with this will come a familiarization with the performance of leading retailers in the United States.

c. Students will obtain proficiency in conducting the analyses expected and valued by the market.  Specifically, the course will focus on the variables of interest to researchers and practitioners.

4. COURSE REQUIREMENTS

Text, Readings, and Web Sites

a. Anne T. Coughlan, Erin Anderson,  Louis W. Stern, and Adel I. El-Ansary, Marketing Channels (6th Edition).  Prentice Hall, Inc.  This is a broad-based text providing full coverage of matters regarding relationships between suppliers and channel intermediaries.  This text is required of all students and will provide a reference for assignments.

b. Topical readings:  Wall Street Journal.  All students should have access to the articles referred to in the WSJ.  Articles will be used for in-class discussion, plus will be used in the final exam.  Copies of old articles will be distributed in class

c. Security and Exchange Commissions (SEC) 
EDGAR archives http://www.sec.gov/cgi-bin/srch-edgar, source for financial information on leading retailers and suppliers.  We will regularly examine income statements and balance sheets for purposes of calculating gross margins, labor costs, store construction costs, inventory, and other matters related to retailer profitability.

d. U.S. Census Bureau, http://www.census.gov/, our key source for household demographics, of particular interest are reports within the Economic Census, http://www.census.gov/epcd/www/econ97.html.  Files created from the 1997 Economic Census will be maintained for the course webpage:  (1) Concentration of Manufacturing Firms, (2) Concentration of Retailing Firms, and (3) Sales of Merchandise Lines by Retail Type.  These files provide background information for understanding industry cases, discussed below.

e. Chain Store Age, source for sales of specific competitors within retail category http://www.chainstoreage.com/, Chain Store Performance is found in a *.pdf file within http://www.chainstoreage.com/Research_Desk/Industry_Data/industry_data.htm.  All students should print the industry data file showing the leading competitors in all the major retailing categories.

Industry Cases: (60%) Four case assignments (15% each) are scheduled so that students can apply material from class to current industry situations.  They appear on the schedule of dates on Fridays, and will be due on the following Monday, component requirements of these assignments will be follow weekly discussion topics.  These industries were selected for their importance (automobiles) and the extent that change in structure of functions are expected to change significantly (prescription drugs).  Students will be given issues to address in the assignment in the week prior to the date on schedule of meeting dates.  Each assignment will address three related issues in the industry and require students to submit 1-2 page answers. 

Examination: (40%):  There will be a take-home examination which will evaluate the student's ability to apply material covered in the lectures and in required readings.  The exam will be similar to the cases in that it will be completed outside of class.  It will apply lecture material to current issues in retailing, such as to articles found in leading publications, such as the Wall Street Journal, New York Times, or local newspapers.   Exam questions will be distributed to students, along with relevant articles on dates leading up to exam.

5. CLASS WEBPAGE

http://comp.uark.edu/~bstassen/MKTT_5333/main2.html
This page will be updated daily with outlines of class notes (Power Point files), Spreadsheets and links to other web pages.  Additionally, assignment questions and exam questions will be posted here as well.  Notes outlines are made available to support those who attend class, not as a substitute for attendance.  All changes to page will be completed prior to 9:00a on the day of class, but will be removed following class.

INSTRUCTOR POLICIES

Grading Philosophy:  Simply meeting the requirements for acceptance in an MBA program is no assurance that with average individual effort, you can pass the program by getting "Bs."  This instructor's philosophy is that all students should be provided a significant challenge, and that earning a "B" is a substantial accomplishment.  Individuals deserving of an "A" must be above average in all components of the course.  Students consistently scoring below their classmates will receive lower grades.

All graded components will require students to submit short (1-2 page) word-processed essays.  The standard format will be double-spaced, 1” margin, Times Roman 12 pt. font.  Assignments may also include merging a portion of a spreadsheet into text or creation of a table into the page.

90%+ A:  Students regularly receive 9s and 10s on all components of assignments and on the exams.  Answers on assignments exhibit curiousness in the subject, and appropriate supporting of answer with evidence from the reading.

80-89% B:  Vast majority of scores are 8s, answers on assignments are complete, and demonstrate adequate understanding of the concept.

70-79% C:  While a C is a passing grade, it is not satisfactory work in the WCB, where students must maintain a 3.00 GPA.  

If assignments do not address the questions asked, or are incomplete in some other major respect, they receive scores below 70%.

Academic Honesty:  Students are advised to be familiar with the definitions of academic dishonesty in the Faculty Handbook (Page 4‑15).  In addition, students are prohibited from obtaining any materials from students from previous semesters.  Any act by where the instructor determines a student (or students) is achieving an unfair advantage over their classmates will receive a zero for that portion of their grade.

All graded material in this course may be completed outside of class.  Students are asked not to meet with classmates for purposes of work on the industry cases or the exam.

Absenteeism:  During the summer, students regularly have job interviews, early assignments with employers, and other personal matters that may interfere with regular class attendance.  These are not regarded as unusual circumstances, and there is no need to notify the instructor if you will not be in class.  Outlines of notes and all instruction for assignments from class meetings are made available on the class webpage for this purpose.   Students anticipating these absences should make use of the webpage and should also make arrangements to get additional notes from classmates.  

Inclement Weather and Class Cancellation Policy
If the University of Arkansas is open, classes will meet at the regular time.  If class needs to be canceled, for example, in case of an illness, I will notify as many students as possible via an “e-mail” message.  If you do not have access to an e-mail account, acquire the phone numbers of classmates who do.
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