Retail Education

TODAY

HELLO FROM ACRA
President Jane Swinney
Greetings
to all, I trust
your fall
2016 is off
to a strong
and positive
start! This
issue of RET
will introduce the new officers
serving you this academic
year. Robert Jones from UT
Tyler is your Vice-President,
Patrali Chatterjee from
Montclair State University
is your Secretary and Greg
Clare from Oklahoma State
University is your Treasurer.
In addition, we have two new
newsletter editors from the
University of Tennessee: Seijin
Ha is the Editor and Michelle
Childs is the Assistant
Editor. Our Development
Committee is chaired by
Archana Kumar from
Montclair State University.
The Development committee
is tasked with, “Seeking
out new opportunities for
the organization.” The new
opportunity the officers feel
that needs attention is Digital
Communications. This will
include improvements in the
ACRA website, development
of a Facebook page, promotion
of the twitter account and
other means to communicate
RET OCTOBER 2016

more effectively with our
members. Archana would like
her team to include ACRA
members and doctoral students
to assist in this effort so please
contact her if you or one of
your students is interested in
engaging with ACRA on this
committee.
Our 2017 Conference will be
March 29-April 1, 2017 in
Minneapolis, Minnesota. The
venue is very nice, convenient
to the Mall of America and
other sites. Our conference
chairpersons are Kim Johnson
and Hye-Young Kim.The call
for papers is posted at http://
www.acraretail.org/2017acra-conf--call-for-papers.
html. Make plans now to join
all of your ACRA colleagues!
It is a privilege to serve as
your President and I am
happy to answer questions
or concerns members may
have. Fortunately, we are
not raising our annual
organization dues, they
remain at $75 if paid before
December 31 and increase to
$100 after December 31, 2016.
The new membership form
will be on the website in the
very near future.
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CALL FOR

Papers

We are excited to launch our next issue of Retail Education Today in May 2017! ACRA now offers its
newsletter twice a year, once in the Fall and once following the ACRA conference. This provides ACRA
members two annual opportunities to contribute in a variety of ways. Please see below for the following
options and coordinating deadlines for the 2016-2017 academic year.

The BuZZ
Recently attended a retail-related industry or trade conference? Send us a 200-word synopsis of where you
went, who was there, and what the major themes of the conference were! Include opportunities you’ve had
to work with academic institutions beyond your own.

Ask the Expert
Have a question related to teaching re-tailing concepts? Send your question in via email to the Editor and we
will find an expert to respond!

Research Articles
Papers should be approximately 1000-4000 words and should be unpublished and non-copyrighted. Papers
will undergo a double-blind referee. The author(s) will retain copyright of their paper. Graduate students are
especially encouraged to submit. The editor, along with at least one reviewer, will pursue a policy of timely
and meaningful review of each paper. If the paper is accepted, the author(s) must provide the paper’s final
version in Microsoft Word format. Papers should comply with APA guidelines.

Feature Articles
We are always looking for feature articles on innovative teaching or leadership strategies relevant to the
retail industry and its sectors. These papers should emphasize issues and topics relevant to faculty in the
classroom. Papers should not exceed 2,000 words and will be reviewed by the RET editors for publication.
Submissions should be submitted in Microsoft Word format to the Editor (sha5@utk.edu) and cc: the Associate
Editor (mlchilds@utk.edu). We look forward to serving you!
May Issue Submission Deadline: April 15, 2017
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November 15, 2016

http://www.acraretail.org/2017-acra-conf--call-for-papers.html

The deadline for all submissions is November 15, 2016
RET OCTOBER 2016
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19TH EAERCD CONFERENCE DUBLIN. IRELAND l 4-6TH JULY 2017

19

TH

Conference of the

European Association for Education and
Research in Commercial Distribution

Dublin Institute of Technology, Ireland

l

July 4-6th 2017

19th EAERCD Conference Venue
DIT School of Retail & Services Management,
located in the heart of Dublin City Centre, will host
the 19th International Conference on Research in
the Distributive Trades of the European Association
for Education and Research in Commercial
Distribution (EAERCD).

About the EAERCD
The EAERCD was formed in 1990 to act as a contact point for academics involved in
research and teaching in the distributive trades. The EAERCD biennial international research
conference aims to stimulate discussion and contribute to an international exchange of
ideas, through the presentation and analysis of research and practical experience amongst
researchers and practitioners within the distributive trades.

School of Retail & Services Management, DIT
The Dublin Institute of Technology is one of Ireland’s largest providers of third and fourth level
education, with almost 20,000 students. The College of Business, Ireland’s largest business
school, is renowned for the breadth of high quality executive offerings. The School of Retail &
Services Management has a rich heritage in retail education in the city of Dublin, nationally and
internationally. It is one of the oldest schools within the Dublin Institute of Technology, and is
currently one of the largest specialist retail business schools in Europe.
Papers on any major issue concerning the general field of retailing and distribution are welcome.
Papers may be submitted for any of the following tracks:
•

Strategic Retailing

•

Consumer Behaviour

•

International Retailing

•

E-Commerce in Retailing

•

Branding & Private Labels

•

History of Retail & Distribution

•

Retail Management

•

Supply Chain Management

•

Retail Marketing

Full Paper submission deadline Friday February 3rd 2017
RET OCTOBER 2016
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CONFERENCE

Highlights
From ACRA 2016 Annual Conference, April 13-16, 2016, Secaucus, NJ

Not only did
we have a
snow-free
conference,
the weather
was perfect
Associate Professor,
at the 2016
Montclair State University
ACRA
Spring Conference held at Embassy Suites, Secaucus,
NJ (April 13-16). The theme of “Retailing Research
and Education: Past, Present, and Future” was
manifested through the conference programming,
the panels (“Meet the ACRA Presidents”, Meet the
Editors), keynote speech, paper presentations and
workshops. We received more than 100 submissions
of which 91 were accepted. We also received a
record number of participants from overseas with
research papers submitted from countries across
the globe such as UK, Germany, Sweden, France,
Canada, India, and Korea.
The conference kicked off with an inspirational
talk by Beth Guastella, CEO
of giggle Inc., a specialty
omnichannel retailer of
upscale baby products and
resources. Guastella began
her career as store manager
for Laura Ashley twenty
years ago, to leadership
positions with prominent
Beth Guastella,
Giggle Inc. CEO
consumer brands, including,
Calypso St. Barth, Stuart Weitzman, Kate Spade,
Montblanc, and Hermes to president and chief
executive officer at giggles, Inc. In 2014, she was
included in Retail Online Integration’s annual list
of The Top Women in Omnichannel Retail. She
shared her insights on the future of omni-channel
retailing and how businesses can adapt to this
fast-paced digital retail environment.
We also had two interesting workshops. If you
had ever wondered how to maximize your research

productivity, then the first workshop allowed
for an interesting discussion on how to involve
undergraduates in our research (Panelists: Joan
Ellis; Ann Fairhurst; Patricia Huddleston; Brenda
Sternquist). The second workshop, by Greg Clare,
took a hands-on approach to invigorate the retail
curriculum by using Excel to understand datadriven analysis. Further, there was a ‘Meet the
Editors’ Panel, in which participants had the
opportunity
to talk to
the editors
of Journal of
Research in
Interactive
Marketing
(Debra
Zahay-Blatz),
International
Journal of Retail
and Distribution
Panel of Past ACRA Presdients
Management
(Neil Towers), and the editorial board member of
Journal of Retailing (Anne Roggeveen). Further,
new and not-so-new ACRA members learnt about
the formative years of ACRA and how it evolved
over the years from a panel comprising of ACRA
Past Presidents (Barry Berman; Ann Fairhurst;
Susan Fiorito; Rodney Runyan; Martin Topol).

Archana
Kumar
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The conference
awarded best
papers and out
of the 4 best
paper nominees,
the paper titled
‘Competitive
Visual
Glasgow Calcedonian University
Clutter: Visual
Complexity Effect on Online Browsers’ Attention
and Evaluation of Products and Advertisements’
5
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CONFERENCE Highlights
authored by Hyunjoo Im; Hae Won Ju; Kim K. P.
Johnson; Minjung Park was selected as the best
paper. Journal of Research in Interactive Marketing
selected the paper titled ‘Perceived Characteristics
of Innovation Affecting Mobile App Engagement:
Moderating Role of Mobile App Types’ authored by
Seeun Kim and Tae Hyun Baek as the best paper from
the E-Retailing; Omni Channel Technology; Social
Media track. Stephen Doyle was presented with the
Best Reviewer Award for his contributions to the
academic scholarly community.

conference attendees split up to explore NYC: some
went to see a Broadway show, some went shopping,
some enjoyed the various dining options that NYC
has to offer.
All in all, the conference
attendees were treated
to intellectually
stimulating research
sessions, workshops,
panels and were able
to enjoy the sightsof
the city as well. We
thank the ACRA board
members, reviewers,
Attendees explore NYC
and everyone who
made the conference a success and we look forward
to attending another great conference in Minnesota
next year!

After the sessions on Thursday, we took a bus to NYC
to attend a panel at Glasgow Caledonian University.
Panelists included Stephen Doyle, Karinna Nobbs,
Brendan Lowry, Susan Fiorito. The stimulating
conversation included topics on visual social media
within fashion, Instagram experience for brands,
issues related to sustainability within the fashion
industry, and entreprunership. After the panel,

Beth Gustella
Giggle Inc. CEO

Ms. Beth Guastella has been President
and Chief Operating Officer of giggle, Inc.
since May 7, 2013. Ms. Guastella joined
giggle from Cole Haan where she was Vice
President, Direct to Consumer. With more
than 20 years of leadership experience in
retail, merchandising, operations, and P&L
management, Ms. Guastella has previously
worked with prominent consumer brands,
including, Calypso St. Barth, Stuart Weitzman,
Kate Spade, Montblanc, and Hermes. She
served as Senior Vice President and Head
of Retail Stores at Calypso and CALYPSO
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St. Barth Inc. Ms. Guastella joined Calypso
from Stuart Weitzman, Inc. where she served
as President, Retail from 2006 to 2008. She
served as Senior Vice President, Retail of Kate
Spade New York LLC from 2003 to 2006,
Vice President of Retail of Montblanc, LLC
from 1999 to 2003, and Executive Director of
Retail for Hermes of Paris, Inc. from 1992 to
1999. Ms. Guastella began her career as a Store
Manager with Laura Ashley. Ms. Guastella
received a Bachelor of Science degree from
Texas State University.
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ACRA

Reflections

I felt so fortunate
that I returned
back to ACRA
conference.
The last time I
Assistant Professor,
participated in
Lousiana State Univeristy
ACRA/AMA
conference
was ten years ago in Orlando, FL in 2006. The
2016 annual conference in NJ/NY not only well
maintained its tradition and culture with a focus on
ideas, connection, and collaboration but also clearly
revealed its forward moving direction. The whole
conference was full of idea exchange in research,
teaching, and practical practice.

Chuanlan
Liu

The concurrent presentation sessions covered every
aspect of retailing, merchandising, and related
consumer behavior. I always got something from
any session I attended. For instance, Mann and
Byun’s winning research, To Retrench or Invest?
Turnaround Strategies during and Recessionary
Time impressed me by the way they applied
qualitative data analysis tool of atlas.ti to take
advantage of abundant secondary data.
The supporting and friendly culture of ACRA
conference make it a great place to refresh
developed connection and to meet people and
expand connection. I was so excited to see and talk
with people whom I met at ACRA more than ten
years ago. I also got to meet more great scholars
including Drs. Charles Gengler from York College
and Susan Fiorito from Florida State University.
They both are scholars and entrepreneurs. I listed
them as external reviewers for my grant on fashion
entrepreneurship research. Collaboration is always
one of the main themes of ACRA conference. Dr.
Gengler frankly exchanged his ideas and practices
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on education internationalization with me, and
we met again in Beijing exploring collaboration
opportunities in last summer. Dr. Fiorito’s
initiation on establishing top entrepreneurship
institute was very impressive. She was super busy,
but still squeezed time to help Carolina Kobia’s
research proposal on fashion entrepreneurship.
The teaching workshop was awesome. I very
much appreciate Greg Clare for sharing his
instructional efforts on incorporating real data into
the advanced merchandising course. He integrated
spreadsheet functionality, virtual store display
function, and real inventory and selling data from
a brand into the curriculum. He patiently showed
analytical techniques and openly shared all his
course material with me later to help me propose
a new course for our merchandising program. In
addition, all the information obtained from guest
speaker Beth Guastella, and the three young
entrepreneurs at the panel discussion was exciting
and practical, I have to share it in my classes.
The most exciting forward-moving change for
ACRA is to have its own journal. A peer-review
journal will significantly facilitate having all the
ACRA’s contribution in academic and practical
areas accredited. It will also encourage more
scholars to join and enjoy ACRA.
Overall, I came back from ACRA conference with
a refreshed mind and renewed passion for doing
research and teaching in retail related areas. I
am very much looking forward to ACRA 2017 in
Minneapolis.
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Leslie Cuevas
Graduate Student,
University of Tennessee Knoxville

The ACRA conference in Newark, New Jersey
was my first experience attending any sort of
scholarly event. I attended the conference as a
graduate student and not as a presenting scholar.
For this reason, I thought I was going to experience
a disengaging environment. Nonetheless, the
conference offered a welcoming atmosphere that
helped me relax and enjoy presentations as well
as network with many individuals from diverse

backgrounds.
The conference was very organized, yet easygoing and this encouraged me to attend the
research presentations of my liking. In review of
the presentations, I remember being particularly
intrigued by how relatable research topics were to
my own interests. The many unique ideas triggered
an immeasurable appreciation for our field. I am
excited to see what the next conference will bring.

Sergio C. Bedford

Graduate Student,
University of Tennessee Knoxville

Although I attended the ACRA conference with an
open mind, I wasn’t sure what to expect. I imagined
a cold environment that would not be inviting to
graduate students, especially a master’s student. I
was awestruck to present to a room full of scholars
who’s names and articles I had read throughout
graduate school, and was astonished by the positive
welcoming as an upcoming scholar. The advice and
encouragement from everyone I spoke to energized
me, providing me a long lasting high that confirms

RET OCTOBER 2016
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I am in the right industry.
Still, months later, I find myself thinking
about how enriched my experience was by the
presentations I attended. Meeting professors and
other graduate students who are passionate about
their research was thrilling and I can’t wait to feel
the same positive energy and experience at the next
ACRA conference.
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FEATURE
Fashioning
Sustainability:
A Manufacturing
Perspective
Stephen Doyle
On September 16th, 2016,
the Business of Fashion asked
the question “How can the
fashion industry become more
sustainable?” This is not a new
question; indeed, it has been a
question asked of the industry
both externally and internally
for a number of years now. It
was, however, a convenient
coincidence that BoF asked
this question on the same day
that I began to write this piece
and thus, this was the most
contemporaneous asking of
the question. Arguably, the
idea of resource management,
which is in essence what we are
referring to, has been a common
theme of industrialization
for centuries, but often with
a view to pursuing efficiency
gains rather than societal or
environmental benefits. It may
therefore be worth recognizing
that the question itself is not
a new one, but rather that the
nuances within the question
have shifted to a broader sense
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Article

of responsibility.
Nor is this a challenge faced
solely by the fashion and
textiles industry; the dialogue
around sustainability is in
many respects sector nonspecific. It is, in fact, the
breadth of the discourse that
indicates the import of the
issues relating to sustainability,
suggesting that solutions
are likely to be multi-faceted
and multi-contextual through
changes in how we, as a society,
manage factors such as energy,
raw materials, people, the
natural and built environment
and importantly, stakeholder
expectations.
Future is at the heart of
sustainability and one of the
great challenges facing us, in
the pursuit of sustainability, is
our inability to see sufficiently
far into the future to anticipate
what it is that we are sustaining,
what it is that we should be
sustaining and for whom. There
are, of course, BIG answers
these questions and these
generally form the basis of
the argument. We need to, for
example, protect and sustain
the planet, but possibly, more
accurately, out place on this
planet. Our problem is that,
while we may want to sustain
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the planet, its resources, peoples,
cultures, fauna and flora, we also
want to optimize our own lives
and that involves interventions
and resource depletion.
From an economist’s perspective,
we are trying to optimize a
situation that we cannot fully
understand in terms of balancing
present value with future value.
Sustainability, must, by its
nature, involve some form of
trade-off. Economically speaking,
we may adopt a position that it
is not critical to leave current
resources undepleted or even
extant, but that we leave the
potential for substitutable
resources for future generations.
If the position is to leave things
as they are, then the solution is
relatively simple (although not
absolute); we need to stop using,
making and consuming anything
that cannot be directly replaced.
This would be limitation rather
than resolution.
This is not to suggest that
some of the big issues linked to
sustainability are not important;
they are. And each sector plays
its part in contributing to their
solution. It is difficult, for
example, to argue against the
undesirable reality of climate
change. This suggests that recent
generations have consumed more
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FEATURE Article
than they have ‘set-aside’. This
is likely to be in part, a result
of growing global populations,
widening distribution (but not
equalization) of wealth and the
intensification of a consumer
culture (which has associated
with it a ‘throw-away’ culture).
Yet, commercially, these very
characteristics also create
opportunity – more people, with
more money and with more
demands. It is therefore easy to
see why the current position has
arisen.
It would be, I suggest, foolish
to argue that people will cease
to be acquisitive and therefore
demand for clothing is likely to
continue. The industry, finds
itself facing a conundrum.
Fashion and fashion retailing, by
its very nature is about change.
For there to exist a fashion
industry there must be product
transience, product obsolescence
born out of stylistic shifts rather
than product degradation. This
is not to suggest that the pursuit
of a better way of doing things
is not laudable, but, arguably,
this should be part of a general
approach to doing things better.
What we cannot avoid is the
recognition, that a fashion
industry will have consequences
on resources be that through
usage, wastage or pollution.
With respect to pollution,
figures suggest that the garment,
textile and fashion industry is
the second most polluting in
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the world (The Danish Fashion
Institute, 2013). Some of this
pollution is derived directly from
the processes of manufacturing,
such as dying, while others are
linked to the production of raw
materials through, for example,
agriculture with natural fibres
remaining a popular choice
among consumers regardless
of the existence of man-made
and reconstituted cellulosic
alternatives.

potentially by businesses and
consumers alike. Low price,
fast-fashion retailers, such as
Primark and New Look are often
at the sharp end of criticism
when it comes to concerns
regarding sustainability. They
are often presented as selling
clothes that are characterised
low-price, low quality (although
that is a relative term) and high
disposability. Nevertheless,
it is also worth highlighting
that these retailers created
Within the context of the
opportunity for less affluent
environment we need to
consumers to buy fashionable
acknowledge the impact of
clothes and it is unreasonable
land designation for large-scale
to assume that they would not
production of raw materials, such wish to do so. To create a more
as wool, cotton and cashmere.
sustainable fashion model may
In recent times, we have seen
result in participation exclusions
the price to consumers of
for certain consumers.
these fibres reduce to the point
where they have become almost
In the context of the UK, there
commoditized (UK supermarket
are a number of factors that
chain, Tesco, introduced
have significantly changed
cashmere to its aisles in 2008).
how fashion is perceived,
This diminishes the cache of
presented and consumed. The
what was once seen as being a
intensification of international
premium / luxury fibre, but it
competition at all levels has
does raise the question of why
created a more cosmopolitan
should the physical properties
landscape. Consolidation of
of cashmere be denied a less
fashion brands at the expense
affluent customer?
of smaller independents is also
a feature of a changing retail
This brings me to a further area
landscape, especially in the
of potential conflict; that of
mainstream. The emergence
time-based compromise, or to
of powerful, retail chains
put it more colloquially, “jam
dominating the market – be
today or jam tomorrow?’ And
they domestic or international
also, jam for whom? In pushing
– has resulted in competitive
for greater sustainability in the
challenges for start-ups or
fashion industry there will be
growth opportunities for small
necessary sacrifices to be made,
brands. Within this group we

10
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must consider not only dominant
M&S, Next, Primark and Arcadia,
but also the supermarkets and
their impact upon not only how
fashion products are purchased,
but also where. This list is not
exhaustive, nor is it examined
in any great detail, it is here
simply to indicate a dynamic and
competitive marketplace.
This brings me to the
final aspect that I intend
to explore and the aspect
that was the basis of my
presentation to ACRA in
April. The UK has, if we
look at it historically, a
long and strong heritage
of textiles and apparel
manufacturing since the
industrial revolution.
Weaving, knitting
and garment making
remained buoyant until
the 1970s /early 80s with
high levels of domestic
demand. Dominant
retailers such as Marks and
Spencer proudly proclaimed
“Made in Britain” and so
manufacturing was an important
industry. Manufacturing levels
were high because there was
volume demand from high
street retailers and thus there
was a critical mass to support
manufacturing at all levels
within the UK. This leads me
to an aspect of sustainability
that rarely features in the
discourse, but has consequences
environmentally, economically
and socially; sustaining
manufacturing.
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In 2015, the British Fashion
Council embarked upon a study
of high-end manufacturing in the
UK. The sub-title of the report is
“A report on Protecting Existing
Resource and Encouraging
Growth and Innovation” This
is a report first and foremost
on sustainability and growth.

It in part (and only in part)
answers the question posed
at the beginning of this piece
“How can the fashion industry
become more sustainable?”,
but it requires us to think
about sustainability in a more
expansive manner, to think
about it in terms of sustaining
businesses, sustaining local and
national economies, sustaining
skillsets and sustaining
livelihoods.
The intensified drive to
outsource by UK retailers in the
1980s resulted in the demise of

11

domestic mass-manufacturing of
textiles and apparel in the UK.
Opportunities to achieve greater
margins, profits and growth
from a global supply chain
resulted in the rapid closure of
long-established companies. In
those initial stages, the principal
motivation was not to deliver
fashion garments at lower
prices to consumers,
although that became a byproduct of it, but to deliver
improved profitability and
competitiveness through
reduced costs. Any benefits
derived by UK-based
retailers of this policy
came at the expense of UK
manufacturing and large
numbers of predominantly
female workers. The costs
of manufacturing in the UK
were not competitive when
compared to manufacturing
in Asia.
Why then high-end
manufacturing? The answer to
this question is simple. There
remains a competitive base
of excellence with respect to
CMT (cutting, making and
trimming) in the UK at this level
with, as the report highlights,
a collective turnover of £1.76
billion and employment levels
of around 8,750 workers. This
sector comprises a number of
small, highly skilled and flexible
manufacturers with a strong ‘can
do’,. Successes aside, the report
also highlights that as designers’
and retailers’ volume demands
grow, there is an increased
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likelihood of procurement
transference outside of the
UK and thus the business
environment has elements of
fragility and risk, hence the
need for a more sustained and
collaborative approach.
In terms of sustaining and
growing this sector, a number of
issues come to the fore of which
I will isolate only three:
1. Manufacturing is not seen
as an alluring career choice
for young graduates (we, in
UK education must assume
some responsibility for this)
and this creates challenges
for recruitment. There is a
wider apathy towards working
in manufacturing and so the
recruitment of a young labour
force is constrained. A priority
therefore has to be investment
in talent and a ‘re-envisioning’
of factory-based work from
William Blake’s ‘dark, satanic
mills’ to one of opportunity. We
also need to stress that for things
to be consumed, they need first
to be made.
2. The majority of these
manufacturers face challenges
by dint of location. The brands
to which they supply are
located in or around London
meaning that they, for the sake
of access and convenience, are
located in or around London.
This results high premises and
people costs impacting upon
their overall competitiveness
and while buyers will travel
to Italy, Portugal or Spain for
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manufacturing bases, there is a
concern that re-locating outside
of the London catchment area
would be detrimental.
3. Arguably, the most
significant, is the need for greater
long-termism and commitment
by more designers and retailers
to allow manufactures to commit
to investment and growth,
thereby enabling manufacturers
to build their production
capacities. This is not to suggest
an exclusive approach whereby
UK designers and retailers buy
uniquely British. That itself
would be unsustainable and
most likely detrimental to those
businesses and their consumers.
Instead, it is to suggest that
a small shift in commitment
could deliver shared long-term
benefits derived from a local
relationship. This could bring
with it convenience-benefits,
cost-benefits, brand-perception
benefits, social benefits and
environmental benefits.

and global value. I would
however argue that the task of
sustaining it must start at home.
Stephen Doyle is a Senior
Lecturer in Fashion Marketing
and Sustainability Lead at
the School of Materials, The
University of Manchester and
Freelance educator, Designer and
Industry Consultant
Contact Details:

Stephen.Doyle-5@manchester.ac.uk
Studiostephendoyle@gmail.com
Telephone: 0044 7815 053050

This brings me to my final
question. Is it worthwhile
sustaining a UK manufacturing
base? I would argue that it is, not
from a protectionist perspective,
but from a benefits perspective.
There are undoubtedly domestic
benefits linked to employment,
society, economics and these
disregarded. There are, however,
more extended benefits. The
high-end market as whole,
benefits need expertise, where
that expertise resides in the UK,
sustaining it has both domestic

12
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Today I am
presenting at
an internal,
informal,
lunchtime
session on
Case Studies
in Using
Leigh Sparks
Social Media
for Public
Engagement.
Four of us (I am joined
by Rachel Norman: @
AFSRachel, Paul Cairney:
@CairneyPaul, and
Peter Matthews: @
urbaneprofessor), at least
one of whom should
be old enough to know
better, are setting ourselves up for public ridicule at
our (well speaking personally, my) amateur attempts
at public engagement using social media. But who
knows, perhaps there will be a nugget of gold in a
mountain of ………
Just as I was thinking about the session, the
whole issue “exploded” in The Guardian with a
blanket condemnation of tweeters as not being
serious academics, some robust counter arguments
revelling in being non-serious academics, further
commentary on the whole shebang and a continuing
discussion on Twitter using #SeriousAcademic. So,
I contemplated my navel and came up with the
following thoughts about what I have got out of
blogging and tweeting. Others can decide if I am a
serious academic or if they have got anything out of
my efforts.
“In research terms blogging is quite simply one of
the most important things an academic should be
doing right now”. (Dunleavy P & Gilson C, 2012).
Social media began for me out of a sense of
frustration; frustration with the University and
frustration with (some) journalists. Changes to the
University’s web profile processes had made me
unhappy with my web profile and I was a little fed

up of answering the same old questions on retailing
for journalists. So www.stirlingretail.com was born
to give me my voice back and to collect some of my
thoughts in one place.
My initial aim for this blog was for it to act as
a public depository of my research material
and thoughts on retail and those of some of my
colleagues. It has never really become that, but
instead has became a channel of communication
for my thoughts about retail stories and events, my
research output, details of my media activities and
some other odd retail things. This isn’t a blog that
attracts huge interaction but it did get voted one
of the top 50 retail blogs in the UK in a (probably
bizarre) survey this year. It does allow me to adopt
a distinct and different tone of voice to my other
(more academic) writings, which I really enjoy. It
has amplified my research output reach, including
for journal articles, and made me focus my thinking.
Of my posts, an obituary on a leading retailer led
to a request from the executors for some of my
research material as they seek to build an archive.
Pieces I wrote years ago on Whole Foods in
Gourock and on IKEA’s Swedish meatballs seem
to have a long shelf life. Eataly in Singapore (not)
has proved popular. Anything on Woolworths
has a tremendous devotee following, and Tesco
seems to produce reactions. My Scotland’s Towns
Partnership work is hugely reinforced by its
discussion here.
So does it work? Well the numbers say that since
April 2011 I have posted c250 times – i.e. roughly
once a week, though it is patchier than that. It
gets 10-12k visits per year and is followed by 1.5K
people. But numbers are not the point, nor the
whole story. More interestingly, the blog has
led both to a request to produce pieces for The
Conservation and also for both myself and, in a
separate case, a colleague, to have reblog requests
on the LSE public policy site. It has led to research
collaboration offers, sales of my book, requests
for articles (passed over often to our University
repository, STORRE), many journalist contacts, and
has proven in my view to be a visible and viable

My Serious
Academic Use of
Blogs and Twitter
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engagement shop window.
Every post is noted on Linkedin (and my c1000
contacts), and this generates some professional
comment and does tend to amplify what is written
here somewhat. I must confess that my use of
Linkedin is not much more sophisticated than that.
All blog posts also receive a Tweet announcing
them.
I had major concerns about Twitter, which stopped
me using it until April 2013. These concerns were
around its value for academics and potential to
distract me. I do take more time from my day on
Twitter than I should, but it has proved a valuable
amplification of the blog and has led people to
the blog and my academic work as well as being a
channel in its own right. On Twitter as @sparks_
stirling I have produced c6500 tweets and am
followed by 1.4K people.
My twitter profile is particular – this is my retail
account and most tweets are on Scottish retailing or
towns or other retail matters. Occasionally Welsh
rugby gets a look in and increasingly some aspects of
the University’s sporting and international life and
retweets about Donald Trump. It is not my Deputy
Principal’s account as in my eyes (but not others)
it is unofficial. I may yet launch a DPs account to
go alongside this personal one and I do confess to
occasional guest tweets as Stirling Graduate School.
Does Twitter work for me? Absolutely. One of
the first things I found was @NeilRetail; an analyst
who every day tweets all the retail news in the UK
newspapers – it saves me a huge job. I have engaged
directly with Scottish Government Ministers with
whom I am working and the new Minister ‘knew’
me from Twitter. I have engaged with many
people I then met in ‘real’ life and have begun to
work with on retail matters. It has made a global
retail academic contact network readily achievable,
without the central bureaucracy often seen or
required. I have found it addictive, infuriating,
rapid and a valuable channel for my work and
to learn about and contact others. It amplifies
and connects. Occasionally of course it is an echo
chamber.
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Lessons? I don’t tweet and drink (alcohol) and I
try not to do personal stuff (there have been a few
exceptions and the same is true of this blog). I link
the accounts (Blog, Twitter, Linkedin) and have
found this pays off in contacts and opportunities.
If you are passionate about your research and
about learning from and with people, then I find
Twitter and Blogging to be very rewarding, both in
engagement but also opportunity terms. Is it good
for my serious stuff; absolutely. But it is also serious
in its own right.
The blog hasn’t stopped questions from journalists
(in fact it has encouraged them, which is a
good thing, if occasionally repetitious) and the
University’s web profile of me remains an ugly thing
(though change is apparently on its way, so it may
all end in sweetness and light).
So get engaged, take control and build your profile
(or even brand) and network; it will help your
career in my view, and certainly help engagement
(public and otherwise) and visibility, which we all
welcome and I believe is part of the job. Just don’t
take some of it too seriously and recognise its limits
as well as its possibilities.
Where to next? This blog and twitter work for
me in their own way. My initial ambition for a
multi-author retail blog based at Stirling has not
materialised, mainly as my colleagues don’t share
my feelings for these channels and for engagement
of the various forms I do. Maybe one day? I also
have pondered Facebook for some time but never
made the jump. Perhaps I should, but then time is
a concern (again)? I guess I remain a slightly, selftaught informed amateur, but am convinced we
need to become omni-channel and move away from
our damaging journal article centricity. Is it serious,
useful, valuable activity? You bet. And it is open
to everyone, unlike so much of our elite academic
output.
Leigh Sparks is Deputy Principal and Professor of
Retail Studies at the University of Stirling in Scotland.
He blogs at stirlingretail.com and is on Twitter as @
sparks_stirling A version of this piece appeared on
stirlingretail.com on the 30th August 2016.
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Thus, it is necessary to understand the ways in which
consumers perceive and/or experience online reviews.
Two relevant research questions are raised in the
current research: What does experiencing an online
review mean to consumers? Are there key themes
emerging from consumers’ experiences of online
reviews? The purpose of this study is a preliminary
exploration of consumers’ perceptions of online
reviews, by identifying themes that relate online
reviews to consumers and products. This study mainly
focuses on consumers as online review recipients.
A qualitative, phenomenological approach is used
as a primary method in this study. Interpretation
was conducted based on verbatim transcripts of
two in-depth interviews (Thompson, Locander, &
Pollio, 1989). The study has two implications. At the
academic level, this study provides a theoretical model
explaining what online reviews mean to consumers. It
also sheds light on online word-of-mouth marketing
that benefits both companies and consumers at the
market level.

Consumers’ Perceptions
of Online Reviews:
A Phenomenological
Approach

Ran Huang, Graduate Student
University of Tennessee Knoxville
As an influential means of electronic word-of-mouth,
online consumer reviews act as a vital resource
for consumers to seek quality information before
they purchase new products (Utz, Kerkhof, & van
Bos, 2012). Online reviews are more credible and
trustworthy than traditional information sources
(Bickart & Schindler, 2001), by which consumers
evaluate strengths and weaknesses of a product (Park,
Lee, & Han, 2007). Especially when negative reviews
are included, the reviews increase sales (Metzger,
Flanagin, & Medders, 2010).
Extant research has provided insights into how
consumers refer to online reviews when purchasing
products or services. For instance, consumers have
preferences of online reviews written by reviewers
with a better reputation and higher exposure; they
further place greater trust in opinion leaders as
the number and quality of reviews in an online
community increase (Lu, Jerath, & Vir Singh, 2013).
In addition, reviewers’ credibility positively influences
the helpfulness of reviews which in turn contributes to
consumer decision-making process (Korfiatis, GarciaBariocanal, & Sanchez-Alonso, 2012). While prior
studies have focused on the effects of online reviews
on consumers’ decision making, however, little
research has explored a broad picture of consumers’
perceptions of online reviews (Yin, Bond, & Zhang,
2014).
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METHOD

Data was collected via two in-depth interviews.
Each interview lasted for approximately one hour.
This qualitative research used a phenomenological
approach to better understand the phenomenon of
consumer experiences of online reviews (Thompson
et al., 1989). Phenomenological interviews were
conducted separately with participants to obtain
specific descriptions of consumer experience
(Thompson et al., 1989). Two participants who
searched online reviews before purchasing products
were selected. Phenomenological reductions were
used to get structural features of meanings (Creswell,
1998). That is, interview questions was not prespecified but instead were set by the participants
to help the interviewer find a descriptively focused
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dialogue (Thompson, Locander, & Pollio, 1990). The
interview data were auto-taped and transcribed,
followed by interpretation. The interpretation was an
iterative back-and-forth process of comprehending
the whole data as well as relating the partial text to the
whole structure (Bleicher, 1980). Based on interview
transcripts, the common concepts or ideas mentioned
by the participants were identified as themes
(Thompson et al., 1990).

performances. From Angela’s perspective, product
descriptions written by a company provides general
information of product and services. A detailed
description of what to use, how to use it, and the
value for money on a product meets consumers’
needs for information. When consumers write online
reviews about a product on which they spend their
money, they write the truth. According to Angela,
as consumers indeed invest time and money on a
product, they share true product experiences.
In an exchange, not only do consumers expect equal
transaction between time and product knowledge, but
also they want to get as much information as possible
with limited time invested. Angela considers negative
online reviews that describe what go wrong in
products to be revealing a larger amount of knowledge.
In her view, raising efficiency in this type of exchange
and looking for negative reviews enrich consumers’
knowledge of a product. In contrast, positive
reviews are not primary choices for Angela when
considering a product. The role of negative reviews
is more important in the exchange process, which
may determine the possibilities of next real product
transactions (i.e., to purchase or not to purchase a
product). Meanwhile, consumers want to be wiser
in the exchanges by spending the least amount of
time while getting the most amount of product
information. Time is precious for Angela because that
is what is spent with family or on work to get more
returns. In this sense, negative reviews are valued to
include richer information including the problems
and the disadvantages, by which the consumers can
understand the products quickly in a short time period.

CONSUMERS’ EXPERIENCES OF ONLINE
REVIEWS

The Theme of Exchange
“…a consumer, spend their money to get this…They have to
do exchange something they work hard for to buy products.
So I wanna know, do you think it works that money that
you spend.”- Angela
The literature on online reviews uses the concept of
“exchange” to portray consumers’ sharing experiences
and opinions by writing reviews (Duan, Gu, &
Whinston, 2008). Pavlo, Liang, and Xue (2007) who
explored online exchange relationships between sellers
and buyers discussed that uncertainty and risk coexist
in online exchange relationships because of “perceived
information asymmetry”, “fears of seller opportunism”,
and “information privacy concerns and information
security concerns” (p.106). In addition, consumers
tend to weigh the value of current information given
relative to their investment (e.g., time and money).
In this study, an exchange is related to a consumer’s
investment and product of an outcome. That is, her
investment of time and money on searching online
reviews for a product is accompanied with the hope
of getting an equal amount and valence of product
information. Angela considers an online review as an
exchange between review writer and readers. In her
opinion, there are equal transactions between review
writers and readers so that the readers are able to get
what they want from the online reviews. That is, the
truth of a product.
Compared with product descriptions by a company,
online reviews written by consumers are more
detailed in terms of product attributes, benefits, and
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The Theme of Expectation
“…it will be safer by spending money online knowing that,
okay, these people like it or these people do not like it”.
– Angela
Angela looks for online reviews to form an expectation
of a product that makes her feel safer in purchasing
online. Expectation refers to a consumer’s existing
anticipation or prediction regarding expected level
of performance of a product. Consumers formulate
expectations about goods/services based on their prior
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experiences with them (Rust, Inman, Jia, & Zahorik,
1999). Expectation further cumulate perceptions
of product/service quality from a series of prior
transactions which motivate consumers to update
their subjective expected value of the product/
service. This sequentially induces future choice
behavior (Boulding, Kalra, Staelin, & Zeitham, 1993).
Specifically, consumers’ assessment of the product’s
quality based on actual prior experience(s) and
their level of certainty about their judgment help
them gauge or adjust their expectations about the
product or the transaction service. The newly formed
expectations further enable them to make a choice.
Expectations are shown to be multitudinous,
embracing the expectation of product, the expectation
of transaction, the expectation of online reviews, and
the expectation of review websites. Consumers have
a variety of expectations when experiencing online
reviews. They form expectations when they look
at the online reviews before purchasing products.
Also, online reviews help them to enrich or enhance
expectations during or after their purchases. Both
positive and negative online reviews contribute
to consumers’ expectations of products. These
reviews also prompt their expectations even before
the product arrives. Angela indicates expectations
also include a sense of awareness of potential
problems, besides awareness of product benefits.
Expected quality of a product is a core component of
consumers’ expectations formed through searching
online reviews pertaining to the product. Acquiring a
product that meets or exceeds expected quality is an
ultimate goal.

finally. She expects to make purchases without
returning products afterwards, which is difficult
and time consuming. Devan’s expectations mainly
center on price. Her value toward cheap products
lowers her expectations of product quality. She still
purchases a product when it has negative reviews.
It is because the product is cheaper than the same
product sold somewhere else. Through price, Devan
develops performance expectation in a moment. She
expects “cheap” to be “cheap” so that she is more
comfortable and generous with the negative reviews.
Supplementary services such as free shipping add
values for the product being purchased. For Devan,
getting a product that reaches her expectations is
considered as a good purchase.
The Theme of Emotional Attachment
“I have been using amazon primarily cause I know they
have good prices for everything. But I also use google like
google shopping to find out what different things on a
market.” – Devan
“Hmm, or brand loyalty. If they really love the brand,
maybe they wanna post about the brand, hmm, just
keep the product coming, so that more people would buy
therefore they will be there for a lot of longer time.”
- Angela
Emotional attachment concerns deep emotional
bonds with a brand that make future brand
repurchases (Grisaffe & Nguyen, 2011). In
many business settings, marketing objects (e.g.,
product, place, price, and service) and consumer
characteristics (e.g., value or satisfaction) allow
individuals to develop personal emotional attachment
to brands (Grisaffe & Nguyen, 2011). This study
specifies emotional attachment as feeling connected
with the website and/or the product. During the
interviews, two participants express their attachment
with Amazon.com for online reviews. Devan attaches
herself to Amazon.com due to good prices and a
variety of product choices. Angela explains personal
attachments to a product. While consumers write
online reviews to provide potential purchasers with
product advices, they also do so simply because
they feel good about its brand. For example, brand

“I really look into customer reviews just cause I am not …
to buy the product and return the product to hassle.”
– Devan
Devan looks into online reviews with original
expectations of successful transactions. She thinks
that online reviews would give her confidence
in buying products online and avoiding “hassles”
such as product returns. In Devan’s case, negative
reviews can be a signal of poor products, which
would possibly make her return the products
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loyalty enables consumers to go beyond the reality of
product performance.

have detailed reasons regarding why they dislike the
products. For purchase decisions, review readers rely
on the reasons described in negative reviews, which
help them predict post-purchase experiences with
the same products in the future. Taken together, our
data imply that positive and negative reviews have
distinctive psychological motives (i.e., consumers seek
negative reviews to persuade or prevent themselves to
buy, and positive reviews to strengthen their buying
intentions), while review recipients generally give
more credence to negative than positive ones.

The Theme of Negativity Bias
“Sometimes when I see all the bad reviews, it overweighs
all the goods. So I won’t purchase it.” – Angela
Negativity bias refers to a phenomenon in which
negative information is valued more than positive
information (Baumeister, Bratslavsky, Finkenauer, &
Vohs, 2001). It takes place due to differences between
negative and positive information in individuals’
perceptions. Generally, positive information is
considered to carry heavily-weighted personal
perceptions (Fiske 1980) and less product quality
information (Herr, Kardes, & Kim, 1991). Whereas
negative information is considered more informative
with descriptions focusing on product attributes and
performances (Peeters & Czapinski, 1990). This study
also supports that consumers are skeptical about
positive reviews emphasizing great feelings of product
experiences. In Devan’s opinion, positive reviews are
not valuable; they are easy to write as well as to be
copied by other consumers for future reviews.
Consumers’ evaluations of product information
and other consumers’ experience sharing are also
indicated in negativity bias (Chen & Lurie, 2013).
Negativity bias of online reviews occurs when
consumers’ perceptions of others’ experiences are
less weighted than that of true product performance.
For the information content of online review
providers, consumers expect them to be objective
reporters of product quality and performance. For
the valence of information, consumers pay more
attention to negative reviews than to positive ones.
Angela expresses her opinions of positive and negative
reviews. She connects personal feelings (i.e., “like” or
“don’t like”) to define positive and negative reviews.
A negative review shows the reasons why consumers
don’t like the product, with detailed descriptions of
poor product performance. Angela further expresses
her perceptions of differences between positive
reviews and negative reviews. In positive reviews,
reviewers only share how they like the products but
not why they like them. Negative reviews, in contrast,
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DISCUSSION
Searching online reviews before a purchase is
becoming a ritual for consumers living in a digital
world. While quantitative research so far has
focused on how online reviews are related to
consumers’ decision making (Utz et al., 2012),
what online reviews mean to consumers as lived
experiences is less understood. As an initial step, the
main purpose of this research is to understand key
meanings of online reviews for review recipients.
Using a qualitative phenomenology approach,
this study identifies four themes of perceptions of
online reviews: Exchange, Expectation, Emotional
Attachment, and Negativity Bias. This framework
makes four specific contributions to the literature:
(1) it provides a first step towards connecting
consumers who search online reviews, consumers
who conduct online reviews, and products, (2)
it helps to describe essential structural meanings
of experiencing online reviews, (3) it begins to
develop and define some neglected consumers’
perceptions of online reviews (i.e., negativity bias
in written reviews vs. non-negativity perceptions
of numeral reviews), and (4) it provides a
comprehensive viewpoint that links consumers’
investment, other consumers’ experiences and
products to describe the themes involved in
consumers’ experiencing online reviews.
Furthermore, this study gives some practical
insights to electronic word-of-mouth marketing
by realizing consumers’ meanings of experiencing
reviews. Understanding the concepts of exchange,
expectations, emotional attachment and negativity
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bias in online reviews, marketers could conduct
more effective word-of-mouth marketing strategies
that would encourage consumers to share reviews
of actual product experiences (i.e., how to use,
what to use, or what to expect).
This research suffers from the inherent
limitations of the exploratory study with a small
sample size, which may negatively influence

the generalizability of our results. However, the
resulted four themes could be enriched in further
investigation. Specifically, more interviews with
recruited research participants will be conducted
in the following study. Next, experimental design
will be utilized to test how a specific theme (e.g.,
negativity bias) plays a role in consumer decision
making.
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Byoungho Jin

A book entitled “Fashion brand
Putman and Hayes Distinguished Professor
internationalization: Opportunities and challenges”
The University of North Carolina at Greensboro
co-edited by Drs. Byoungho Jin (Putman and
Hayes Distinguished Professor at the University
about the ventures that generate more than half
of North Carolina at Greensboro, USA) and
Elena Cedrola (Associate Professor at the University of their revenues. This book takes a critical look at
the global-by-nature fashion industry through a
of Macerata, Italy) is just published by Palgrave
collection of actual cases from multiple countries
Macmillan and available in both traditional and
e-book format. This book provides a comprehensive and cultural backgrounds. The book will a useful
read to undergraduate and graduate students as
view on the internationalization of fashion brands,
well as practitioners whose interests are in fashion
offering unique academic and managerial insights
industry, retailing, branding, and international
into how fashion brands in diverse sizes can build
business.
and sustain their businesses in competitive global
marketplaces. It explores the theories and trends
For more information, visit:
occurring within the fashion industry, one of the
http://www.palgrave.com/la/book/9781137523365
most active sectors of internationalization. The
majority of global fashion brands operate beyond
their home countries, yet not much is known

Michelle Childs

Assistant Professor,
University of Tennessee Knoxville

The National Retail Federation hosted retail students as part of
their Student Program prior to the 105th Retail’s Big Show in
New York City in January, 2016. A record number of students
were involved as part of their Student Program. In this program,
students heard from industry executives and panel discussions
and had numerous networking opportunities as part of the career
fair. During this time, educators heard from the chair of the NRF
Foundation board of directors, Mindy Grossman from HSNi and
had the opportunity to brainstorm and share ideas on ways to
provide the most relevant education to students. Following the
student Program, Retail’s Big Show had a full schedule. Key note
speakers shared information about hot topics such as customer
relationship management, technology innovation, digital retailing,
social media, mobile retailing, and big data.
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consumers’ internet and store-based grocery
shopping practices
Jonathan Elms, Ronan de Kervenoael, Alan Hallsworth
| Pages 234-243

Effects of shopping centre re-investments and
improvements on sales and visit growth
Johan Anselmsson | Pages 139-150

The role of religious leaders on digital piracy attitude
and intention
Riza Casidy, Ian Phau, Michael Lwin | Pages 244-252

Understanding Customer Engagement and Loyalty: A
Case of Mobile Devices for Shopping
Rakhi Thakur | Pages 151-163

Understanding purchase intention towards Chinese
products: Role of ethnocentrism, animosity, status
and self-esteem
Ritu Naran | Pages 253-261
The role of fashionability in second-hand shopping
motivations
Carla Ferraro, Sean Sands, Jan Brace-Govan | Pages
262-268

Consumer motives and impact of western media on
the Moroccan luxury buyer
Nicolas Hamelin, Park Thaichon | Pages 164-170
Time-dependent demand and utility-sensitive sale
price in a retailing system
Behrouz Afshar-Nadjafi, Hamidreza Mashatzadeghan,
Alireza Khamseh | Pages 171-174
A relational performance model for developing
innovation and long-term orientation in retail
franchise organizations
Jeff Shockley, Tobin Turner | Pages 175-188
A risk worth taking: Perceived risk as moderator of
satisfaction, loyalty, and willingness-to-pay premium
price
Riza Casidy, Walter Wymer | Pages 189-197
Understanding how consumer education impacts
shoppers over time: A longitudinal field study of unit
price usage
Clinton S. Weeks, Gary Mortimer, Lionel Page | Pages
198-209
RET OCTOBER 2016

INTERNATIONAL JOURNAL OF RETAIL &
DISTRIBUTION MANAGEMENT
(VOL. 44, ISSUE 9)
Facility location for a closed-loop distribution
network: a hybrid approach
Abhijeet Ghadge, Qifan Yang, Nigel Caldwell, Christian
König, Manoj Kumar Tiwari | Pages 884 - 902
Does urban form influence grocery shopping
frequency? A study from Seattle, Washington, USA
(pp.)
Junfeng Jiao, Anne Vernez Moudon, Adam
Drewnowski | Pages 903 - 922
Investigating the effects of shyness and sociability
on customer impulse buying tendencies: The
moderating effect of age and gender
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RECENT Publications
Mayank Dhaundiyal, Joseph Coughlan | Pages 923 939

Running for pleasure or performance? How store
attributes and hedonic product value influence
consumer satisfaction
Wagner Junior Ladeira, Walter Meucci Nique, Diego
Costa Pinto, Adilson Borges | Pages 502-520

Customer experience quality and demographic
variables (age, gender, education level, and family
income) in retail stores
Pankaj Deshwal | Pages 940 - 955

Retail-center viability and urban form: a micro
analysis
Reza Banai, Anzhelika Antipova | Pages 521-540

Congruency as a mediator in an IKEA retail setting:
Products, services and store image in relation to
sensory cues
Miralem Helmefalk | Pages 956 - 972

INTERNATIONAL REVIEW OF RETAIL,
DISTRIBUTION & CONSUMER RESEARCH (VOL.
26, ISSUE 5)
Profiling the ageing wellness consumers in the
retailing context
Heli Marjanen, Anna-Maija Kohijoki, Kaisa
Saastamoinen | Pages 477-501

Determinants for store-switching in shopping for
fresh produce: investigating the mediating role of
consumer way of life
Hayiel Hino, Shalom Levy | Pages 541-565
The moderating effects of in-store marketing on the
relationships between shopping motivations and
loyalty intentions
Jaratchwahn Jantarat, Randall Shannon | Pages 566588

Position
Announcements
Details for all current positons available at:
http://www.acraretail.org/position-announcements.html
1. Ryerson University / Assistant Professor
The Ted Rogers School of Retail Management
at Ryerson University in Toronto invites
applications for a dynamic teacher/researcher
to fill a full-time, tenure-track appointment at
the rank of Assistant Professor. The position
will commence July 1, 2017.
2. Philadelphia University / Assistant
Professor of Fashion Merchandising and
Management The School of Business
Administration invites applicants for a
full¬time, tenure-track Assistant Professor
appointment in the Fashion Merchandising
and Management program. The position will
begin August 2017.

RET OCTOBER 2016

3. Philadelphia University / Assistant
Professor of Global Fashion Enterprise
The School of Business Administration
invites applicants for a full¬time, tenuretrack Assistant Professor appointment in
the Masters of Global Fashion Enterprise
program. The position will begin August 2017.
4. University of Minnesota / Assistant
Professor of Retail Merchandising
Department of Design, Housing and Apparel
at University of Minnesota invites applicants
for full-time, tenure-track Assistant Professor
appointment in Retail Merchandising. The
position will commence on August 28, 2017.
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Awards
Best Paper Award

“Competitive Visual Clutter: Visual Complexity
Effect on Online Browsers’ Attention and
Evaluation of Products and Advertisement”
Hyunjoo Im; Hae Won Ju; Kim K. P. Johnson;
Minjung Park

Kim Johnson receives award from Rod Runyan
and Patrali Chatterjee on behalf of the authors.

Best paper award of the E-Retailing

Omni Channel Technology; Social Media track
(sponsored by Journal of Research
in Interactive Marketing)
“Perceived Characteristics of Innovation Affecting
Mobile App Engagement:
Moderating Role of Mobile App Types”
Seeun Kim and Tae Hyun Baek

Seeun Kim receives award from
Debra-Zahay-Blatz on behalf of the authors.

Best Reviewer Award
Stephen Doyle

RET OCTOBER 2016
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Meet the Board
President - Jane Swinney
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. As President of ACRA, Jane is committed to continuing the growth in the organization. She
wants to encourage graduate students to make membership in the organization a priority arena for sharing their
research work.
Vice President – 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 Vice President of ACRA, Robert is committed to continuing the
growth in the organization, and connection to industry.
Secretary - Patrali Chatterjee
Patrali’s research interests include omnichannel retail, modeling consumer behavior in online, social and
mobile media and the role of IT in transforming organizations and industry verticals. She has published her
research in Information Systems Research, Journal of Business Research, Marketing Science, among others and
has been featured in media like the Wall Street Journal, Time, and Stanford Innovation Review. As Secretary of
ACRA, Patrali’s goal is to create more opportunities for on-going engagement and participation among ACRA
members, increase career development opportunities, and enhance ACRA’s visibility in the digital space.
Incoming chair of the Development committee of ACRA - Archana Kumar
Archana’s principles areas of research are in consumer behavior, branding strategies, electronic/mobile
commerce shopping behavior, and cross-cultural consumer behavior. Her research has been published in several
referred journals including the Journal of Services Marketing, International Journal of Retail and Distribution
Management and the Journal of Business Research. She is also the recipient of the 2007 Emerald Research Fund
Award for Indian Management Research. She is an active member of the American Collegiate and Retailing
Association (ACRA) and Marketing Management Association (MMA). She has been involved with ACRA for
over 10 years and was the conference co-chair for the 2016 ACRA Spring Conference held in Secaucus, NJ. In
her role as the chair of the Development Committee, she aims to seek new opportunities for the organization
as well as focus on digital communications.
Incoming treasurer - Greg Clare
Gregory Clare is an Assistant Professor in the Design, Housing, and Merchandising department at Oklahoma
State University. He graduated from Michigan State University in 2012 with a PhD in retailing. Prior to pursuing
a career in academia he worked for over 20 years in the retailing industry in various capacities including store
manager and buyer. His research interests include packaging message design, eye tracking research and the
effects of electric light on consumers and human health. Greg has been a member of ACRA since 2008 and
has always admired the highly supportive and collegial nature of the organization and its members. Graduate
students will greatly benefit from becoming a member and sharing their research with peers and top researchers
in the retail field.
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ACRA Contacts
President

Vice President

Past President

Secretary

Treasurer

ACRA Development
Committee Chair

Jane Swinney
Oklahoma State University
Department of Design, Housing,
& Merchandising
445 Human Sciences
Stillwater, OK 74078
jane.swinney@okstate.edu

Patrali Chatterjee
Montclair State University
School of Business
1 Normal Avenue
Upper Montclair, NJ 07043
chatterjeep@mail.montclair.edu

Robert Jones
University of Texas at Tyler College
of Business and Technology
3900 University Blvd
Business Building 122
Tyler, TX 75799 rjones@uttyler.edu

Gregory Clare
Oklahoma State University
Department of Design, Housing,
& Merchandising
440 Human Sciences
Stillwater OK 74078
greg.clare@okstate.edu

Rod Runyan
Texas State University School of
Family and Consumer Sciences
601 University Drive
San Marcos, TX 78666
rcr56@txstate.edu

Archana Kumar
Montclair State University
School of Business
1 Normal Avenue
Upper Montclair, NJ 07043
kumara@mail.montclair.edu

Member-at-large

Webmaster

Hall of Fame/Archives

Editor

Associate Editor

Layout Designer

Leigh Sparks
University of Stirling
Institute for Retail Studies
Stirling, Scotland, United
Kingdom, FK9 4LA
leigh.sparks@sttr.ac.uk

Sejin Ha
University of Tennessee, Knoxville
Department of Retail, Hospitality
and Tourism Management
sha5@utk.edu

Curt Simmons
Siena Heights University
1005 Lions Park Drive
Saint Joseph, MI 49085
ljmcws@comcast.net / headofideas@comcast.net

Michelle L. Childs
University of Tennessee, Knoxville
Department of Retail, Hospitality
and Tourism Management
mlchilds@utk.edu

Susan S. Fiorito
Florida State University
Entrepreneurship
College of Business
Tallahassee, FL 32306
sfiorito@fsu.edu

Rebecca M. Moody
University of Tennessee, Knoxville
Department of Education,
Health and Human Sciences
RMoody3@vols.utk.edu

Retail Education Today is distributed free of charge to ACRA members
and the leadership of associated trade organizations, sibling organizations, and interested retailers.
Opinions expressed are not necessarily endorsed by ACRA or its officers.
Position listings, ads and feature articles can be submitted for review at any time. Please send
submission in electronic format to the Editor and Associate Editor.
Publication deadline for Vol. 37 No. 1 is April 15th, 2017.
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