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HELLO FROM ACRA
PRESIDENT RODNEY RUNYAN

n behalf of your
new officers group, we
are very excited to begin
our two-year stint leading the premiere organization in North America
for retailing educators!
We have several goals
to achieve over the next
two years to continue
positioning ACRA for
growth and relevance
to its members. Our
partnership with the
AMA Retail and Pricing
Special Interest Group
has helped increase our
membership and diversified the research that is
presented at our annual conferences. This is
essential to help us meet
one of our stated goals
from 2010, which was
to improve the level of
scholarship disseminated
at our conferences. Anecdotal evidence points
to meeting this goal, as
each subsequent year

conference attendees
comment on the interesting and rigorous work
presented and discussed.
To continue this momentum, we will focus on
three goals in the near
term: the Second Trienni-

al conference; increasing
our membership both
geographically and with
industry; continue seeking ways to add value for
our members.
First, we are focused
on the second AMA/
ACRA Triennial Conference in Miami, FL. From
March 4-7 we will host
scholars and industry

leaders from around the
world, at the Hyatt Regency Alhambra in Coral
Gables. This promises to
be a great conference,
and we feel it will be as
well attended or better
than our Seattle Triennial. The Hyatt Alhambra
sits in the shopping and
restaurant district of
Coral Gables, with lots
of places within walking distance from the
Hotel. We plan to have
three keynote speakers
over the duration of the
conference, with two
confirmed and one still
in the planning stage.
The topical focus of our
keynote speakers will be
technology and talent:
merchandising technology, in-store service and
operations; data gathering and mining; talent
and the retail industry.
Mindy Grossman, CEO
of the Home Shopping
Network (and current
President of the National
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Retail Federation) will
be one of our two

opening day keynote speakers. Our

second will be Derek Phillips, North
American VP-Retail for JDA, along
with two-three top executives from
retailers such as Sports Authority,
Chico’s FAS, and Kohl’s. We are in
discussions with Google’s Head of Retail Industry Solutions, which would
round out a great list of speakers. The
conference will also feature some

great research sessions as well as
workshops from our members.
Please join us!
Second, we hope to leverage
the scope of the AMA/ACRA
Triennial to bring in more international scholars, especially from
the Americas. To that end we
added two Co-Chairs from outside the U.S. for this conference:
Jens Nordfalt from the Stockholm
School of Economics and Maria
Elena Vazquez Lira from Monterrey Tech in Mexico. Our international liaison Leigh Sparks has
done a great job over the years
with connecting UK and other
European faculty with ACRA; our
plan is to help him spread the

word. This larger footprint will
also help us attract industry to our
conferences, and create synergies
across members, and members’
institutions. This is part of the
reason for inviting executives
from some of the retail leaders in
technology: we hope that their
attendance will become a regular
occurrence at our conferences!
Finally, we seek to add value to
the ACRA membership. Our experiment with the two online journals
(IRRDCR and IJRDM) is coming
to a close, as we complete our
three-year commitment to each.
We find that few of our members actually access the journals
through our website, using the
ACRA member login. This does not
mean our members do not access
the journals: I do all the time. But
I have access through our university library, so it is more convenient to do so through that site.
We have fielded offers from the
NRF to provide ACRA members a
discounted pass to the Big Show
(though the cost to us was prohibitive at the time). Retail Education

TO POTENTIAL
DOCTORAL STUDENT
MEMBERS

Today continues to grow in quality,
with Cosette Armstrong and Manveer Mann doing a great job. The
Board would love to hear from
you regarding ideas for co-creating
value!
In summary, I am looking forward to leading this organization
for the next two years. We have
a great Board to work with: Jane
Swinney, VP; Susan Fiorito, Treasurer; Robert Jones, Secretary. Tell
a colleague who is not a member
about ACRA and invite him or
her to submit a paper to the next
conference.

2014 Dallas Highlights
FOssil

Fossil welcomed ACRA members during the
annual conference in Dallas.

Rodney C. Runyan, President
Professor & Director
School of Family and Consumer Sciences
Texas State University

To ACRA members:

During the 2013 conference in Nashville the
organization membership voted to develop a
special doctoral student membership level for
ACRA. The annual dues were set below the regular faculty membership, $50 for students versus
$75 for faculty. We believe this student membership level will allow the organization to grow and
welcome new members and creative researchers.
Sincerely,
ACRA Executive Board
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2015 CONFERENCE INFORMATION
J

oin us March 4-7, 2015 for the
AMA/ACRA Triennial Conference in sunny and warm Coral
Gables, FL. We will be at the Hyatt Regency Alhambra, in the heart of
the restaurant and shopping district of
Coral Gables. Check out the hotel and
its amenities: I think you will love it. As
with the last Triennial, we have some
excellent speakers lined up, and this
year’s theme is technology in retailing.
Our two confirmed keynote speakers
are Mindy Grossman, CEO of Home
Shopping Network and the current
President of NRF. Derek Phillips, VP of
North America Retail for JDA will be our
second speaker, along with two (yet to
be named) retail merchandising executives. JDA is the world leader in retail
merchandising and logistics software
solutions, with customers including
Macy’s, Target, Chico’s, Pepsico, Kohl’s
and many others. Of course we will also
feature cutting-edge research from
your colleagues around the world, and
several interesting workshops sure to
generate thought and discussion.
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Miracle Mile:
Downtown Coral
gables, florida

We look
forward to
seeing you in
Coral Gables
next March!

Miracle Mile:
Downtown Coral
gables, florida

Hyatt Regency
Alhambra: Coral
gables, florida
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Hyatt Regency
Alhambra: Coral
gables, florida
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Ask
the
Expert

T

Question: What is a key challenge you have faced teaching
the topic of digital retailing and
its various applications, and
how have you overcome this
challenge?

ing. Just in the past year or two there have
been incredible advancements in mobile
devices, wearable computing, digital wallets,
he number one challenge I face
augmented reality, the internet of things,
daily, teaching digital retailing is keeping up
web beacons, geo-fencing, big data …. and
with the rapid pace of change. Change octhe list goes on
curs almost daily in this industry. Although
ecommerce has now been around for twenty 3. Disruptive business models rapidly emerge
years, it is still very much in its early stages of out of start-up incubators and turn traditiondevelopment and not a day goes by without al retail models upside down. Private sales,
crowd sourcing, curation, personalization,
another potentially disruptive event taking
place. There are three drivers of the rapid
cross border solutions, rent / trade / share
pace of change:
alternatives, social shopping, etc.
1. The agile connected consumer: today’s
consumer is connected 24X7 through digI have approached this challenge of keeping current and relevant (for myself and my
ital channels, and she expects her favorite
students) in three ways:
brands and retailers to be connected and
relevant. Business are having difficulties
keeping up with the ever increasing demands 1. Keeping myself active and involved in the
industry. This is difficult but necessary, espeof the connected consumer
2. Rapid advancements in technology contin- cially since retiring from industry. How?
a. Attend industry events –at least two per
ue to re-shape the definition of digital retail-

6

RET Sept

www.acraretail.org

year
3. Bringing students out into the industry to
b. Read relevant daily newsletters, the
learn through observations and experiences
same that are followed by industry
a. Study Tour classes (Silicon Valley, Dallas,
c. Read as many relevant consumer reNYC, etc.) expose students to operations,
search reports as I can
cultures, and best practices
d. Write about or post significant developb. Bring students to industry events on
ments on Twitter or in LinkedIn groups to
a competitive scholarship basis - at least
generate discussion
two events per year.
e. Maintain an active contact list for regc. Require an internship as part of the
ular dialogue with industry experts and
degree plan, while encouraging multiple
thought leaders.
internships
The exciting outcome of being current and
2. Bringing industry experts to campus to
relevant is that the rapid pace of change
address and have dialogue with students.
is producing growth, and growth, in turn,
How?
means career opportunities for the stua. Invite guest lecturers to the classroom. dents.
At least five in my Into class alone
b. Bring well known industry leaders to
Contact Mr. Last at Rich.Last@unt.edu for
address our majors together in one room additional information and resources.
through our Executive + Scholar Lecture
Series (presented by The Global Digital
Richard E. Last
Retailing Research Center).
Senior Director, Global Digital
c. Bring in a panel of expert speakers on a Retailing
single important topic for our Annual Con- Research Center
sumer Experience Symposium. This year
Digital Retailing
for example, the subject was the mobile
Lecturer and
consumer and mobile commerce. This is
Program
also presented by the Global Digital ReCoordinator
tailing Research Center
College of
d. Bring industry leaders to our student
Merchandising,
organization meetings. For example, our
Hospitality, and Tourism
monthly NRF Student Association meeting University of North Texas
always includes an industry keynote.

www.acraretail.org
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FEA TURE ARTICLE
Facilitating Student Learning Through
Judiciously Devised Group Assignments

Kelly Green Atkins &
Anna Duggins Roberts

Department of Management and Marketing
College of Business and Technology
East Tennessee State University

A

recent survey of employers conducted
by the National Association of Colleges
and Employers (NACE) found that the most
important candidate skill was the “ability to work in a
team structure” (“Candidate skills,” 2013). It is vital,
therefore, that students develop teamwork skills
enabling them to work collaboratively in professional
settings (Aggarwal & O’Brien, 2008). Since the Millennials or “NetGen” college students of today learn
best in active, team-based environments (Matulich,
Papp, & Haytko, 2008), work experience through
internships and group assignments in the classroom
may be utilized to develop teamwork skills such as
communication and group interaction (Williams,
Beard, & Rymer, 1991).
The purpose of this article is to share professional
experience with criterion-based selection of student
teams, and to identify best practices reviewed in the
literature for enhancing student learning through
effective management and evaluation of group
assignments. As retailing/merchandising students
prepare for careers, successful experience working
collaboratively in the classroom increases confidence

8
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and ability to work effectively with future colleagues.
Effective teams, inside and outside the workplace,
may be created in a number of ways. Assignment
of students to teams for class projects may be accomplished through self selection, interest-based
selection, random selection, and criterion-based
selection. While any group selection method may be
employed, different methods are most successful in
particular classroom situations.
Self selection allows students to form their own
teams. This method assumes that students know
each other and typically creates groups with either
highest performing students or lowest performing
students. Self selection is utilized most effectively
in small, lower division classes where students are
already acquainted with their classmates and know
with whom they might like to partner. Interest-based
selection forms teams based on self-reported and
ranked interest in pre-determined project topics.
This selection method applies when a variety of
topics are to be researched and presented in class.
Interest-based selection is utilized most effectively in
small, lower division classes where students are not
yet acquainted with their classmates. Random selection mimics real world experiences where employees
often have no choice with whom they work. This
method is most effectively utilized to simulate real
world experience for senior students nearing graduation and embarking on careers. Criterion-based selection forms teams using self-reported assessment
of individual skills, assuring that the team has within
its membership all the necessary skills to successfully complete the assignment. This method yields
the greatest team success and assignment quality in
larger, upper-division classes where students from a
variety of disciplines are enrolled and student numwww.acraretail.org

bers are sufficient to form multiple groups of 4-5
members. Recommendations for ideal group sizes
vary from 2 to 6 people (Aggarwal & O’Brien, 2008).
The authors find 4 or 5 to be the optimal group
size because this size does not enable social loafing
(Aggarwal & O’Brien, 2008), yet it functions successfully even if one student leaves the group (Sarkisian,
2010). Criterion-based selection functions admirably
at achieving Haas and Wotruba’s (1990) recommendation of placing students in “positions where they
can contribute effectively to the project and have a
beneficial learning experience” (p. 41).
Self-ratings promote personal development,
heighten self-responsibility and require team members to thoughtfully participate in the evaluation
process (A. L. Haas, Haas, & Wotruba, 1998). The six
criteria for self-rating used most frequently by the
authors for criterion-based selection of teams are
writing, speaking, research, creativity, leadership,
and organization. These criteria were selected from
the literature to ensure the presence of necessary
skills for class projects and to parallel roles and
responsibilities used in previous studies (“Roles and
responsibilities,” n.d.). The criteria used for self-assessment were rated on a 5-point scale where 5 =
superior or excellent and 1 = weak or inadequate.
The students’ self-reported ratings were used to assist the faculty in creating heterogeneous teams with
strengths in each area (writing, speaking, research,
creativity, leadership, and organization) (Felder &
Brent, 2001).
Methods for measuring and monitoring individual performance within teams are vitally important
(Reisenwitz & Eastman, 2006). Aggarwal and O’Brien
(2008) recommend a multi-layered perspective for
individual accountability and teamwork. Measures
RET Sept
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such as team contracts, meeting reports, peer evaluations, and statement of consent forms assist with
student performance evaluations. These evaluations
can be utilized by students to document team activities and situations in a professional manner.
Scheduling some class time for team meetings
contributes to team success since it is often difficult
for student teams to schedule meeting times around
classes, work schedules, and extracurricular activities. Even then, teams do not always function well
for a variety of reasons. When all interventions by
teammates and the instructor fail, a team may vote
to “fire” a team member for non-participation or
inferior contribution if adequate documentation of
the problem is presented (Abernethy & Lett, 2005).
The “fired” student may then choose to receive a
zero on the project or to complete the entire project
individually.
By the project due date, the group must submit
the team project and a statement of consent form
signed by each team member, while each student
must individually submit a completed peer evaluation. The instructor evaluates the project, and the
team is assigned a group project grade. The group
project grade is then adjusted to determine each
team member’s individual final grade based on that
student’s individual deviation from the group mean
in the peer evaluation score (Beatty, Haas, & Sciglimpaglia, 1996; Reisenwitz & Eastman, 2006).
The process of criterion-based selection of team
members was evaluated over ten semesters in 32
classes by merchandising faculty and students.
Course projects, both written and oral, included
marketing campaigns, marketing case studies, visual
displays, textile labs, career exploration reports, and
client wardrobe analyses. Average class size was 20,
with a range from 11 to 46 juniors and seniors majoring in merchandising, general marketing, general
management, and sport management. Anecdotal
evidence based upon student feedback and faculty
observations revealed advantages, disadvantages,
and best practices for each selection method.
One advantage of criterion-based selection was
that students liked participating in teams consisting
of members with different strengths. Through this
experience, they learned the benefit of capitalizing
on one another’s abilities. A disadvantage of this
method was that students were not always accu-
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rate in their self-assessment of the criteria used to
form groups (writing, speaking, research, creativity, leadership, and organization). As a result, some
teams suffered because members who claimed to
be superior at a particular skill could not perform at
a reasonable level. An inaccurate self-assessment
affected the dynamics of the whole team in addition
to the quality of the final project. More accurate
self-assessment can be encouraged by thoroughly
explaining the project and the process, clarifying the
criteria of the 5 point rating scale, and describing the
roles of each team member prior to self-assessment
of individual skills. These strategies provide teams
all the necessary skills to successfully complete the
assignment.
Student comments about the criterion-based
selection of team members were largely positive.
Student comments included: “Honestly, this was one
of the most successful teams I’ve been in during my
time at ETSU” and “The peer evaluation held everyone accountable and accurately represented the
team members’ performance.” Students appreciated
the fairness of the system, learned how to capitalize
on the talents of all team members, and recognized
that the collaborative effort typically results in a
product (e.g., manuscript, presentation) that is superior to individual effort.
Teamwork and collaboration are a reality in
today’s world of work and, in order to succeed,
students must demonstrate skills at working cooperatively to produce a quality product. The authors
suggest that student teamwork success is facilitated
through careful and deliberate assignment of students to teams, solicitation of feedback from team
members, peer and faculty evaluations, and rewards/
penalties for those who contribute more/less to the
team project. Judiciously devised group assignments
educate students to recognize and utilize strengths of
team members and develop skills for working collaboratively in professional settings.
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FEA TURE ARTICLE
Evidence Based Decision-making: An Asian Video
Study Using Critical Incident Analysis to Teach
International Business or Retail Buying
Brenda Sternquist,
Sonia Manjeshwar, &
Linda Good
Department of Marketing
Broad College of Business
Michigan State University

Abstract

Professional buyers in retail organizations are directly responsible for performing complex functions
such as the gatekeeping of consumer choice and
the management of inventory, the most important
current asset on the retail balance sheet. As retailers move to new foreign markets, they encounter
distinct institutional environments, which further
complicate buying decisions. There is a gap in the
literature on the role of institutional pressures on
retail buying strategies. Using the critical incident
analysis technique, we analyze successful and unsuccessful decisions of retail buyers in the US, China,
India, South Korea and Turkey. Critical incidents are
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matched with theoretical evidence to generalize the
outcome, providing evidence-based decision-making. The deliverables are 44 professionally edited
short videos (3-6 minutes long) for use in teaching
international business, international retailing or retail
buying. These videos are available and free.

R

etail buyers are gatekeepers of consumer
choice, they control what merchandise
will be made available to consumers
(Hirschman and Stampfl, 1980; Sternquist, 2007).
In addition to performing this vital function, buyers
are also expected to make active decisions in product development, marketing, and the promotion of
goods in stores (Choi and Gaskill, 2000). As modern
retailing spreads to international shores, the role of
retail buyers becomes increasingly complex because
buyers are now required to make decisions that
achieve both economic efficiency in the task environment as well as socio-political legitimacy in the
institutional environment. In international business,
there are few countries where the teaching of retail
buying has become an academic area of study. The
United States has led the way in developing professional buyers and teaching buying principles. The
institutionalization of procurement practices has lead
to a new realization that developing a system for capturing high potential gross margin merchandise leads
to profitable businesses.

Retail Decision Makers

Retail buying is a hybrid between consumer buy-

www.acraretail.org

ing and industrial purchasing. It is similar to consumer buying in that the what is bought, generally the
product, is a finished good and not the input into a
manufacturing process. Industrial buying generally
focuses on cost containment, but retail buying generally focuses on margin generation. However, when
retail procurement also includes the development
of their own products such as prepared meals or a
private label line, then the activity becomes more
like industrial purchasing.
Retail food purchasers also have the additional
consideration of food safety, a major issue in most
parts of the world. Although food safety is considered a non-competitive issue among food companies
and retailers, the impact of an outbreak or recall can
adversely affect the public perception of a company, an industry, and a whole sector. The activities of
employees of processors, retailers, suppliers including importers, and transporters can create critical
incidents in the industry’s, government’s and public’s
mind. These incidents can be generated from local
issues such as a norovirus outbreak in a restaurant
with several hundred people ill, through well-publicized national problems, such as the discovery of dioxin in pork or chicken or E. coli O157:H7 in spinach,
to an international issue such as the finding of BSE in
cattle in many countries over many years, generating
public dread of fatal illnesses and adversely impacting export sales worldwide.
Manufacturers also have a large input into food
retailer’s choice of products. Slotting fees, payments
to retailers for introducing a new product (SKU),
RET Sept
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EVIDENCE BASED DECISION-MAKING, Cont’d

2014 Dallas Highlights
JCPenney

ACRA members tour the headquarters.

influence what products will be found in retail stores.
Research on slotting fees indicates that there are
two theoretical explanations for use of slotting fees;
one is based on efficiency theory and the other on
enhancing market power. Preliminary findings show
that slotting fees shift the risk of new product introduction and help reduce the costs to a retailer of
new product introductions (Bloom, Gundlack and
Cannon, 2000). They also found that slotting fees are
associated with the retailer power and lead to higher
retail prices.

The Buying Environment

According to Scott (1995, p. 132), institutional
environments “are characterized by the elaboration
of rules and requirements to which individual organizations must conform in order to receive legitimacy
and support”. In the retailing literature, the importance of institutions at firm-level decision-making is
commonly recognized. Retailers consider institutional legitimacy and economic efficiency equally while
constructing their marketing actions (Handelman &
Arnold, 1999), and adopt institutionally motivated
symbols and ideology to maintain legitimacy with the
external environment (Arnold, Kozinets, & Handelman, 2001). Huang & Sternquist (2007) claim that
international retailers’ strategic decisions of foreign
market entry location, entry timing, and entry mode
are affected by the environmental influences of regulative, normative, and cognitive institutions. Recent
research shows that the superior resources and
capabilities of a retailer are rendered ineffective in
the host market unless they are adapted to the social
norms of the institutional environment (El-Amir &
Burt, 2008). The violation of ethical and social norms
of the local institutional environment is deemed
as the main reason behind the failure of powerful
international retailers in South America ( Bianchi &
Ostale, 2006; Bianchi & Arnold, 2004)
The extant literature on retail buying also indicates the salience of country-specific, institutional,
and socio-cultural factors at the level of managerial decision-making (Manjeshwar, Sternquist and
Good, 2013; Srivastava, Sternquist and Mahi, 2012;
Sternquist and Chen, 2006; Sternquist, Runyan and
Chen, 2008). The importance of culture in shaping
buyer-supplier relationships is evident in Japan,

14
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where Japanese retailers’ long-term orientation is
formed well before the development of trust, economic dependence and satisfaction with the supplier
(Chung, Sternquist, & Chen, 2006). This finding is in
sharp contrast to extant western retail-buying research, where long-term orientation is found to be
the consequence of trust, economic dependence and
satisfaction (Ganesan, 1994). Recently, Manjeshwar,
Sternquist and Good (2013) used the critical incident
technique to capture buying decisions of senior retail
buying executives in China and India. Their study
found strong evidence on the influence of national
culture on key retailing concepts, including- assortment planning, product promotion, sourcing strategy, and supply chain issues (Manjeshwar et al, 2013).
Specifically, cultural values pertaining to intergroup
and intragroup dynamics determined trust, opportunism, and power dependence in buyer–supplier
relationships (Manjeshwar et al, 2013).
Sternquist et. al., (2008) found that environmental
factors such as the level of economic development
in the local market and ownership structure of the
retail organization influenced the use of buying
committees in China. Also, Sternquist and Chen
(2006) found that retailers in China seldom moved
out of their current business networks to look for
new suppliers, a trend consistent with Indian buyers’
reliance on socially embedded network relationships
(Srivastava et al., 2012). Retail buyers in developing economies are also required to make decisions
under conditions of poor institutional support and
unreliable market information, while competing
with low-cost informal traditional retailers on one
side and international retailing giants on the other
side (Reardon, Timmer, Barrett & Berdegue 2003).
Additionally, the role of institutions becomes prominent as developing Asian economies chart their way
towards industrial and post-industrial growth; explicit contractual transactions become institutionalized
and once such countries cross over to the post-industrial stage of development, transactional exchanges
take on a more relational form (Steenkamp and
Geyskens, 2012), at times resembling hybrid institutions that incorporate both contractual and relational
exchanges (Manjeshwar, et al 2013). However, given
the salience of institutions to decision-making, there
is a gap in understanding the exact manner in which
institutional processes influence retail buyers’ deciRET Sept
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sion-making. Additionally, literature on retail buyer
behavior indicates that a majority of decisions are
not based on scientific evidence but instead on an
individual’s subjective judgments concerning the
appropriate actions to be taken for a given buying
problem (Johansson, 2002). Therefore, the purpose
of this video project is to understand the institutional processes that determine retail buyers’ decision-making. We identify critical decisions made by
retail buyers in South Korea, India, China and Turkey
that led to either successful or unsuccessful outcomes and match it with theoretical and empirical
evidence.
The broader goal of this paper is to advance our
knowledge of the retail buying process by using the
critical incident technique and evidence-based analysis. The paper outlines the critical incident technique
and discusses findings from interviews with senior
buying managers in five countries- US, China, India,
South Korea and Turkey. The critical incidents are
then matched with relevant research from the institutional research and theory.

Methods

Examining the decision-making of buyers demands a research methodology that is capable of
capturing the unique subjective qualities of buying
decisions. The critical incident technique (CIT) developed by Flanagan (1954) has emerged as a technique
that meets this criterion because it can be employed
to generate detailed process descriptions of a decision and its positive or negative outcome.
In this study, a critical incident is a specific, buying-related experience or event (positive or negative)
that triggers awareness that the experience was a
learning experience. The critical incident technique is
an effective research tool for generating valid data on
cognitive processes (Bitner et al., 1994) and is successfully applied in cross-cultural settings (Lorenzoni
and Lewis, 2004) to identify culturally critical concepts and behaviors (Fiedler et al., 1971).
A total of 62 critical incidents were collected from
senior retail buyers in the US, China, India, South
Korea, and Turkey. Only those respondents with 5
or more years of experience were recruited for the
interviews. The interviews were videotaped and
recorded; retail buyers were asked to give a detailed
description of one critical incident that resulted in
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success and one that resulted in failure. The buyers were asked probing questions, including: When
did this critical incident take place? Who were the
people involved? What did you learn from the incident? The first author conducted the (CI) interviews,
bringing 30 years of international B-B experience to
bear on the information. In this type of interview the
interviewer becomes a kind of “instrument” in the
collection and analysis of data. The interviewer relies
on knowledge related to the subject and this allows
them to determine which paths to pursue with each
individual interviewee. As the interviewer’s knowledge becomes greater, the possibility of reaching
break-through information is greater.
The raw footage from the critical incident was
analyzed and matched with theoretical and empirical evidence from extant research to generalize the
actual outcome (Table 1). The videos were professionally edited to brief, 6-8 minutes videos that could
be used in international business classes or a retail
buying class. The videos could be organized around
country (China, India, South Korea or Turkey); type
of retailer (Food, Nonfood) type of incident (Assortment Planning, Sourcing, Product Promotion, Food
Safety, Pricing, Supply Chain Issues); or Theory (Opportunism, Trust, Long-term orientation, power-dependence, Transaction Cost Analysis).
This project is part of a larger project (Global Best
Buying Practices) funded by the United States Department of Agriculture. This funding allows us to
make these videos available at no cost. These videos
are available by clicking the websites provided and
will be available through globalEDGE.com a portfolio
for international business information.
Contact Dr. Sternquist for additional information
and resources.
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FEA TURE ARTICLE
Utilizing Technology in the Classroom to
Prepare Students for Future Retail Careers
Jessica L. Hurst

Department of Apparel, Events,
& Hospitality Management
Iowa State University

The Importance of Technology in the
Classroom

T

oday’s students, enrolled in retail-related
programs, will enter a job market comprised of environmental change and uncertainty. Ackerman, Gross and Perner (2003) suggest
that students preparing for services-related careers
(e.g., retail, hospitality, health, etc.) must be able to
critically analyze the position of a firm versus competitors and envision potential ways that value can
be created for customers. The skill set required to
manage continual change and vision opportunities
in these fields will most certainly include technology
applications and know-how. To prepare students for
these career opportunities and challenges, faculty will need to rethink what and how they teach
in regards to retailing, merchandising, and other
business-related courses. One such method is to
integrate the use of technology into the classroom,
whenever possible. Extant literature affirms that
technology is a powerful tool that allows educators to customize instruction based on the needs
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of individual students (Boorady & Hawley, 2008;
Brunjak, 2009; Gentry, 2007). In addition, previous
studies suggest that computer-based technology can
improve student learning and heighten engagement
with course content (Batra, Marcketti, & Ratute,
2011; Fletcher, 2003). Therefore, the purpose of this
article is twofold: 1) highlight the critical role that
technology plays in the classroom, and 2) provide an
example of how the Visual Retailing software can be
integrated into retailing courses.

Teaching Visual Retailing in Retail Merchandising Courses

To expose students to visual merchandising and
planning software that is widely used within the
retail industry, learning modules using the Visual
Retailing software were developed. The Visual Retailing learning modules give students the opportunity
to gain exposure to and experience with real-world
retailing technology that will better prepare them as
they enter today’s competitive job market. The Visual
Retailing software provides the ability to virtually
recreate specified area dimensions (i.e. retail store
spaces, window displays, etc.) and populate them
with 3D-virtual images of the product; thus, allowing
one to produce merchandising and/or space-allocation directives that are easy to read and execute.
The learning modules exposed students to four main
programs within the Visual Retailing Software: Visual
Range, Visual Library, Visual Store, and Visual Storyboard. A brief description of each program is given
below:
Visual Range: also referred to as the Sampleroom,
is an interactive visual database that holds garment
www.acraretail.org

images, sketches and/or photos, along with detailed product information.
Visual Library: database location for fixtures,
materials (e.g., Beachwood for hard wood floor
pattern), and other option templates (e.g., folding
board or signage/graphics).
Visual Store: also called Mockshop, is a virtual
reality tool that lets one build fully merchandised
interactive 3D stores of any size, and design store
layouts.
Visual Storyboard: function within Visual Retailing
that serves as the communication tool where the
store and planogram images can be combined to
create a merchandising directive or other useful
visual communication tools.

Hands-on Learning via Visual Retailing
Learning Modules

A brief introduction to the Visual Retailing software, along with four learning modules was developed for delivery in a computer lab setting to provide
hands-on experience with the software. A brief description of the introduction, along with each learning module with their respective learning outcomes
is provided below:
Introduction to Visual Retailing: In this introductory
module, students were presented with a brief background of the Visual Retailing Software and were informed how the software was donated to our university. Then, the students were presented with a brief
list of how they will be expected to incorporate the
RET Sept
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Visual Retailing software into their coursework for
the remainder of the semester. For example, within
six-weeks, students will learn how to:
• Create mini catalogs and/or line sheets to showcase a line of clothing or create a “mood sheet” by
organizing and managing garment images into a
refined selection and/or group
• Work from finished digital images or concept
sketches to create a holistic view of the product line
• Create and test individual store concepts and floor
plans virtually, without having to fold a single real
garment or disrupt any actual store space
• Produce merchandising directives, including visual planograms, simply and quickly by dragging and
dropping images into a 3D store space
Learning Module 1. Visual Range: In this module,
students were given their first hands-on assignment
using Visual Range. The goal of this first assignment
was to teach students how to:
• Quickly and efficiently access product data and
garment images
• Organize the data into a refined selection and/
or group that reflects the company’s processes (i.e.
pricing structure, brand image, product categories,
color story, etc.)
• Create a new option by adding a garment image to
the database
• Clean up the background of garment images and
prepare these garment images for use to display on
fixtures
• Maintain and prepare data and images for use
within the store space
Learning Module 2. Visual Store: Once the students
gained experience working with garment images
within Visual Range, they were ready to start working within the store space. In this module, students
learned how to do the following:
• Use drag and drop techniques to apply fixtures,
carpets and merchandise into the virtual store space
• Merchandise garments and/or products to see how
the customer would view them in the store
• Incorporate lighting concepts to enhance the merchandise within the store space
• Organize the collection of garments they created in
their Visual Store by developing a Planogram view of
each fixture that communicates critical information
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(e.g., item name, style number, retail price) about
each garment/product merchandised within the
store
Learning Module 3. Visual Storyboard: Since Visual
Storyboard serves as the
communication tool within Visual Retailing, students
were asked to combine their store and planogram
images of select fixtures and garments from Visual
Store into Visual Storyboard; their overall goal was
to develop a “mini-directive” that explained to the
sales team at the store level how to implement their
proposed merchandising layout. In this module,
students learned how to:
• Use the tools in Visual Range and Visual Store to
create and organize the collection of garments they
created in their Visual Store and display them in a
planogram view (i.e. 2D, 3D, and garment view) within Visual Storyboard.
• Create company directives, presentations and
reports based off of suggested merchandising strategies
Learning Module 4. Final VR Project: After students
had been exposed to Visual Range, Visual Library,
Visual Store and Visual Storyboard, they were now
ready to combine all of the skill sets and content
learned over the past five weeks into a holistic final
project. Students were required to complete the final
project in groups of two or three. The final project
consisted of three major parts:
1. Creating a collection to merchandise in Visual
Store. The purpose of this part of the assignment
was to tap into the skills learned in Visual Range.
In this part of the assignment, they are expected to create and organize their own collection
of garments and display/merchandise in Visual
Store. First, the students determine what type of
store, boutique or department within a larger store
they would like to focus on (i.e., junior sportswear
department within Macy’s Department Store).
They then write a brief introduction explaining the
type of store, the store image, target market, etc.
Next, they create their own collection of garments
from the Visual Range database, and merchandise
them in the store using a variety of fixtures. They
are asked to ensure that they had garments that
could be mixed and matched when displayed in
www.acraretail.org

the store, as to create a realistic collection. They
were then asked to write 1-2 pages explaining how
this collection of garments will satisfy their target
market and how this collection assists in creating a
cohesive brand image for the store.
2. Creating a planogram in Visual Store. Once
their collection in Part 1 had been decided upon
and merchandised within the store, they are now
ready to complete Part 2. The purpose of this part
is to encourage the students to use what they
learned in Visual Range and Visual Store to create and organize their collection of garments and
display them in a planogram view for each fixture.
Students were reminded that effective planograms
must be easy to read and understand; hence, they
were instructed to organize the planogram accordingly and ensure that all garment labels were easy
to read and understand. Additionally, they were required to have relevant garment information next
to each item (i.e., item name, style number, retail
price, etc.). In addition, during the completion of
Part 1 and Part 2, students were asked to consider
other content learned throughout the course and
incorporate (when possible) the following business
benefits for buyers and/or merchandisers regarding the use of Visual Range and Visual Store:
• Streamlined buying and merchandising processes via the use of digital images and collections; thus, removing the need to create physical
mock up samples
• Reduced cost of samples since they are available online
• Immediate and 24/7 access to full range of
garments in each collection
• Ability to easily visualize the multi-dimensionality of each collection of garments and make
changes within seconds without costly time
spent re-merchandising the selling floor
3. Develop a merchandising directive to guide
merchandising implementation. The purpose of
this final part of the project is for students to blend
the content learned in Visual Range and Visual
Store, and put that into Visual Storyboard to develop a merchandising directive that will be sent out
to the stores, that is easy to follow and execute.
Students were reminded that Visual Storyboard
www.acraretail.org

is a communication tool that extends beyond just
the spatial display of Visual Store. Hence, they are
asked to create a powerful visual communication
tool for their chosen company and garment collection. Lastly, they are required to write 1-2 pages
about how this planogram in Visual Storyboard
creates a merchandise directive that is easy to read
and implement. Additionally, during the completion of Part 3, students are reminded to consider
other content learned throughout the course and
incorporate (when possible) the following business
benefits for buyers and/or merchandisers regarding the use of Visual Range, Visual Store, and Visual
Storyboard for this part of the final project:
• Ability for store-level associates to efficiently
execute and create accurate planograms in the
store based on fixture guidelines developed as a
part of the merchandising directive
• Improved collaboration among the buying,
merchandising, marketing, and store operations
team
• Potential to improve stockroom management
by reducing overstock; hence, due to improved
stock management, there is potential for higher
sell-through percentages, less markdowns, and
ultimately leading to higher gross margin and
GMROI
• Planogram optimization as a tool to improve
shelf layout, space allocation and product placement, in an effort to increase sales
• Provides opportunity to test designs and see
what collections will look like in a virtual retail
environment prior to implementation at the
store level; creating visual merchandising concepts early on in the process ultimately saves
time and money at the store level because it
gives sales associates the ability to spend more
time assisting customers instead of repeat setup and take-down of merchandise displays
Students were asked to complete Modules 1 – 3
individually, so that each student learned the necessary content and completed the learning objectives regarding the Visual Retailing software. For
Module 4 (final lab project), students were asked
to complete the assignment in groups of 2-3, which
not only allowed the work load of the final project to be more manageable, but it also fostered
team-based learning skills (i.e., communication,
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POSITION
ANNOUNCEMENTS

Assistant/Associate Professor
Retail and Consumer Sciences
University of Tennessee

Tenure track, nine month salary commensurate with experience and qualifications.
Summer teaching and/or research funding.

Assistant Professor
Department of Consumer, Apparel and Retail Studies

Bryan School of Business and Economics, The University of North Carolina
Greensboro
Nominations and applications are invited for the position of Assistant Professor, a 9- month tenure-track
appointment available August 1, 2015.
Qualifications: Applicants must hold an earned Ph.D.
in Retailing, Apparel, Consumer Sciences or related
field. Other requirements include evidence of teaching effectiveness, teamwork, and excellent communication skills. Evidence of successful grantsmanship
and research and publications in apparel retailing
and/or consumer sciences is preferred. Evidence of
relevant industry experience is also a plus.

Application: Review begins immediately and shall
continue until the position is filled. Candidates
should submit a letter of interest, current C.V.,
teaching philosophy and portfolio of sample course
materials, current research statement, unofficial
transcripts from all universities attended, and the
names and contact information of three references
to: https://jobsearch.uncg.edu/. Questions about
the position may be directed to Dr. Kittichai (Tu)
Watchravesringkan, Search Committee Chair,
(336) 256-2474, k_watchr@uncg.edu.
EOE AA/M/F/D/V

Qualifications: Ph.D. required in retailing, consumer behavior, marketing, merchandising or related field. Three to five years of related industry experience preferred.
Undergraduate and graduate teaching competence/aptitude essential. Success in
research and ability to obtain research funding. Experience directing graduate research desirable.
Responsibilities: Assume significant responsibilities: engage in relationships with
industry professionals; plan and coordinate the undergraduate and graduate programs; teach undergraduate and graduate courses; direct graduate students; publish
in top-tier journals; seek funding opportunities; participate in curriculum development; participate in service activities and professional societies.
Available: August 1, 2015. Screening of applications - November 15, 2014 and
continue until position is filled. Send letter of application, curriculum vitae, list of
three references and transcripts to: Dr. Sejin Ha, Search Committee Chair, RCS, 110
Jessie Harris Bldg., 1215 W. Cumberland Ave., University of Tennessee, Knoxville, TN
37996-1911, Phone: 865-974-6334, sha5@utk.edu.
The University of Tennessee is an EEO/AA/Title VI/Title IX/Section 504/ADA/ADEA
institution in the provision of its education and employment programs and services. All qualified applicants will receive equal consideration for employment
without regard to race, color, national origin, religion, sex, pregnancy, marital
status, sexual orientation, gender identity, age, physical or mental disability, or
covered veteran status.

24

RET Sept

www.acraretail.org

www.acraretail.org

RET Sept

25

UTILIZING TECHNOLOGY IN THE
CLASSROOM, Cont’d
leadership, positive team interaction,
collaboration skills, etc.).

Discussion

The lab portion of this course was
designed to give students a real-world
example of how technology, such as
Visual Retailing, is used in the industry
and how important it is for them to
gain transferrable technological skill
sets before graduation. The hands-on
learning modules enable students to
apply buying and merchandising concepts, while considering aspects related
to space allocation and visual merchandising. Exposing students to a software
package that is widely used within the
retail industry (Visual Retailing) provides students with critical transferrable
skills that could potentially set them
apart from other applicants in today’s
competitive job market. Additionally, integrating a team-based learning
technique into the final Visual Retailing
project increased student learning by
providing the opportunity to enhance
communication, leadership, and collaboration skills; skills that are highly
sought after in many industry sectors
(National Association of Colleges and
Employers, 2013).
Contact Dr. Hurst at hurstj@iastate.
edu to receive a copy of materials for
classroom use.
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Hannah Jo Berg!
You may notice a different look and feel to the
newsletter this month, thanks in part to our new
Layout Artist! Hannah is currently an undergraduate student in the Department of Design, Housing,
and Merchandising at Oklahoma State University.
She is excited for the opportunity to apply her visual communication skills at RET!

RET thanks this month's
contributors...

Brunjak, S. (2009). From blackboards to
whiteboards. Journal of Family & Consumer Sciences, 101(2), 73-75.
Fletcher, J. D. (2003). Evidence for
learning from technology assisted
instruction. In H.F. O’Neil, Jr. & R.S.
Perez (Eds.), Technology applications in
education: A learning view (pp. 77–99).
Mahwah, NJ: Lawrence Erlbaum Associates.

Kelly Green Atkins
Anna Duggins Roberts
Linda Good
Jessica L. Hurst
Richard E. Last
Sonia Manjeshwar
Rodney C. Runyan
Brenda Sternquist

Gentry, D. B. (2007). Using audience response systems in FCS. Journal of Family
& Consumer Sciences, 99(2), 42–44.
National Association of Colleges and
Employers [NACE] (2013), Job Outlook
2014, Bethlehem, PA.

www.acraretail.org

RET Sept

27

Meet the
Board
president

rodney runyan

Professor and Director of the School of Family and Consumer
Sciences at Texas State University. FCS enrolls approximately 1,500
students, both graduate and undergraduate, with 40 faculty and
staff. Rod maintans an active research agenda, with his work appearing in
scholarly outlets such as the Journal of Retailing, International Marketing
Review, Journal of Business Research, International Review of Retail,
Distribution and Consumer Research, and the Journal of Marketing
Management.
As President of ACRA, Rod continues to be committed to the growth
of the organization, strengthening the research focus of the organization,
and raising the profile of ACRA in the scholarly community, just as he did
while serving the past two years as ACRA Secretary.

jane swinney

Robert jones

Assistant Professor of Marketing and Associate Director of the Center
for Retail Enterprises at The University of Texas, at Tyler. Prior to joining
academia he enjoyed an extensive retail career. His research interests
are in shopper marketing, and how brands and branding contribute to
shopper value. He has published a chapter on Consumer Behavior at
Retail in Marketing at Retail, and in journals such as the Journal of Retail
and Consumer Services, International Review of Retail, Distribution, and
Consumer Research, and International Journal of Retail and Distribution
Management.
As Secretary of ACRA, Robert will work on expanding the organization’s
membership as well as increasing its scholarly and industry profile. He
will work with colleagues and industry to make ACRA a destination for
research and industry/academic partnerships.

vice president

Treasurer

Associate Professor of Merchandising at Oklahoma State University.
Following time as a manager and buyer in retailing she transitioned to
the academic world. Her research interests are primarily in the areas of
entrepreneurial orientation and rural retailing. She has published in the
Journal of Small Business Management, the Journal of Business Venturing,
the Journal of Developmental Entrepreneurship, and Entrepreneurship
Theory and Practice. She is also an active member of the United States
Association of Small Business and Entrepreneurship.
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susan fiorito

Professor at Florida State University since 1990, Susan has published her
research in the Journal of Retailing, Entrepreneurship: Theory and Practice,
the International Journal of Retail, Distribution and Consumer Research,
Fashion Marketing and Merchandising, Clothing and Textiles Research
Journal, International Journal of Retail and Distribution Management,
Journal of Retailing and Consumer Services, and the Journal of Small
Business Management. Susan was the first woman president of ACRA
from 1992 to 1994. Prior to this position she was also the secretary, vice
president and NRF liaison for ACRA and was a conference chair or co-chair
for four ACRA Spring Conferences. She has also been a track chair for the
AMS/ACRA Triennial Retailing Conference since 1991. Susan has served one
term as the ACRA treasurer and one year as interim treasurer.

As Vice President of ACRA, Jane is committed to continuing the growth
in the organization she has seen during her 5 years as a member. She wants
to encourage graduate students to make membership in the organization a
priority arena for sharing their research work.
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