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Jane Swinney: President
Letter for RET Spring 2017
Hello to all
fellow ACRA
members! The
academic year
is ending for us
all and I trust
that when you
reflect on the year you will find
that you really did accomplish a
lot with your students. As I muse
about our ACRA year I think
about the new members we
welcomed, a terrific conference
in Minneapolis complete with
outstanding industry speakers
and tours. I also appreciate that
our treasurer, Greg Clare, led
the way in guiding the process
for ACRA, with Board approval,
to the purchase of three new
projectors to support our annual
conferences. Gone are the
days where we have to borrow
projectors from our academic
partners, or require costly
rentals from conference venues!
The projectors payback period is
approximately 3 years based on
typical conference rental rates.
The projectors ACRA purchased
are the Epson Bright Link 536Wi
interactive short-throw design.
The new equipment offers the
ability to project an 87-inch
image from just 36 inches away
from the screen and the Ultra
High Efficiency lamps last 5000
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hours and will last ACRA for the
next ten years of conferences.
Presentations can be loaded
to the projector directly via
USB drive for PC free use or
through a connected computer.
Digital pen technology allows
presenters using whiteboards
to essentially transform a
standard whiteboard to a smart
board and allows highlighting
and marking key concepts on a
PowerPoint. Those who were in
Minneapolis saw the projector
used in one presentation.
Our 2018 triennial AMA/ACRA
conference planning has begun.
Conference co-chairs include
Maria Elena Vazquez-Lira from
Mexico, Jens Nordfält from
Sweden and Gopal Iyer and
Lauren Beitelspacher from
AMA along with Jane Swinney
and Robert Jones from ACRA
and our hosts from Ryerson
University Frances Gunn and
Mark Lee. Mark the date: June
6-10, 2018!! Soon we will
be issuing the Call for Papers
and looking for reviewers. The
triennial is a great place to
meet international colleagues
and forge new research
partnerships!

1

Table of Contents
Call for Papers

2

2017 ACRA Conference
Highlights

4

2017 ACRA Conference
Reflections

7

Articles:
Feature

8

Research

18

Recent Publications
Journal of Retailing

22

Journal of Retailing & 			
Consumer Services

22

International Journal
of Retail & Distribution
Management

23

International Review
of Retail, Distribution,
and Consumer Research

23

Awards

24

Meet the Board

25

ACRA Contacts

26

WWW.ACRARETAIL.ORG

Call for Papers
CALL FOR PAPERS!
We are excited to launch our next issue of Retail Education Today in October 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 2017-2018 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 retailing concepts? Send your question in via email to the Editor and we
will find an expert to respond!
Research Articles
Papers should be approximately 1000-2000 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: September 30, 2017
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TED ROGERS SCHOOL

Retail Management

ACRA/AMA Tri-Annual Conference
Toronto, Canada June 6-9, 2018
SAVE THE DATE

ACRA/AMA Tri-Annual Conference
Toronto, Canada June 6-9, 2018

In the heart of downtown Toronto
• Ranked World’s “hottest” Luxury Market, by Christie’s International Real Estate (2014)
In in
the
downtown
Toronto
• Rated 2nd Most Reputable City
theheart
World of
by Reputation
Institute
(2013)
World’s
“hottest”
Luxury
by Christie's
Real Estate
• Home• toRanked
over 9,500
students,
6 schools
of Market,
Management
Studies,International
2 MBA degrees,
(2014).
1 Masters
of Management Science, 13 research centres/institutes
• Rated 2nd Most Reputable City In the World by the Reputation Institute (2013).
• Home to over 9,500 students, 6 schools of management studies, 2 MBA degrees, 1
Industry
and Social
Tours
Masters of Management Science,
13 research
centres/institutes
• Shopping District Tour: Queen StreetIndustry
West
& Social Tours
declared
the
second
coolest
Neighbourhood
• Shopping District Tour: Queen Street Westin the World by Vogue magazine
• Union Station
Renovation
Project
- projected
to serve 500,000
commuters
by 2020
- declared
the second
coolest
Neighbourhood
in the World
by Vogue
magazine
with 160,000 sq.ft. retail space
• Union Station Renovation Project - projected to serve 500,000 commuters by 2020
• Toronto city tours
withtours
160,000 sq.ft. retail space
• Niagra Falls
• Toronto city tours
• Niagara Falls Tours
For More Information

For More Information

Dr. Frances Gunn fgunn@ryerson.ca
Dr. S.H. (Mark) Lee lee.mark@ryerson.ca
Dr. Frances Gunn fgunn@ryerson.ca			
Dr. S.H. (Mark) Lee lee.mark@ryerson.ca
Website Coming Soon
Details available at: http://www.ryerson.ca/tedrogersschool/rm/acra-ama2018/
th

55 Dundas St. West, 9 floor
350 Victoria Street
Toronto, ON, Canada M5B 2K3
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2017 ACRA Conference Highlights
Dear ACRA Members,
As a co-conference chair, I had an amazing time at the conference and hope you did too! I wanted to send
a special “thank you” message for all of the research presentations made, fun memories created, and
friendships shared in Minnesota. The ACRA 2017 conference attendees represented 5 different countries
and 40 different institutions, ranging from A (Auburn University, USA) to Y (Yuan Ze University, Taiwan). I will
just recap briefly on the conference events for those who did not attend the conference.
Wednesday (3/29): The reception was an excellent way to meet new people at the start of the conference
as well as to meet seasoned researchers who were there to welcome our first-time attendees. We had some
great networking and mingling opportunities accompanied by delicious appetizers and wines!
Thursday (3/30): It was our first official day of sessions. Roberta Bonoff (CEO and President of Greater Good
Kids & Creative Kidstuff/Sensational Beginnings) was a truly amazing and inspiring keynote speaker. The title
of her speech was “Influence, Service, Change: Retail Revealed.” One important takeaway from her speech
was that we, as retailing educators, should teach our students to be inquisitive information seekers looking
around and paying attention to all sectors of the business all the time. If you wish to view her PowerPoint
presentation from the conference, please let me know.
We also had an amazing industry panel from Target in the afternoon. This session was organized and
moderated by Greg Clare from Oklahoma State University. We had a chance to meet Target’s Product
Design and Development Team including Alexis Kantor, Vice President of Apparel and Accessories Product
Development & Raw Materials. Many thanks to Greg for this wonderful session!
Friday (3/31): I was so happy that Jennifer Anderson (Co-founder, Owner and President of Made For Retail
Inc.) could join and tell us about her professional journey. Her story was especially touching to me when she
said that there had been an inspiring and caring professor, Kim Johnson from the University of Minnesota, in
her introduction to the retail industry. Jennifer highlighted that students who are inspired by their professors
can accomplish amazing things, and that motivation always stays with them.
In the afternoon, we were able to check a tour item off our list. The weather was great! It was perfect for
walking around Target Field, enjoying breathtaking views, and learning about the role of retailing in sports
marketing and management!
Saturday (4/1): Our last day was mostly spent covering ACRA Business Meeting, Awards, and the final session
of presentations. There were three award categories this year: Undergraduate Research Awards, International
Journal of Retail and Distribution Management (IJR&DM) Editor’s Choice Award, and the ACRA Best Paper
Award. Congratulations to all 2017 award recipients!
Thanks again for the great conference! Your presence helped make this conference a great success and your
enthusiasm and friendship helped make our time together both worthwhile and fun. I wish you all the best
and hope that you continue to be engaged with ACRA.
Thank you,
Hye-Young Kim, Ph.D.
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ACRA 2017 Conference Co-Chair
Associate Professor and Program Director
Retail Merchandising Program
University of Minnesota
E-mail: hykim@umn.edu
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Keynote Speakers Highlights
breakfast on Friday, March 31st, was formerly a
student of Dr. Kim K.P. Johnson from the University
of Minnesota where she studied design and
merchandising. Jenny spent the beginning of her talk
reflecting on the valuable life-lessons she learned in
college such as “figure it out” and “ask questions.”
She recommended that faculty continue to challenge
students to work hard, be curious, and pursue their
dream careers.
Through the leadership of Jenny Anderson, Made for
Retail develops and designs custom collections of
stationery, DIY, and party supplies for retailers such
as Target, JoAnn Fabrics, Five Below, and Dollar Tree.
Jenny uses her background in product development,
assortment planning, mass-market retailing, and
supply chain management, to position her company
as very dependable- they vow to deliver what they
promise on time in order to satisfy customers. This
is just one way she strives to set the company apart
from the competition.

The keynote speakers for the 2017 ACRA Annual
Conference, held in Bloomington, MN at Hilton
Minneapolis/St. Paul Airport (March 29-April 1), were
Roberta Bonoff, CEO and President of GreaterGood
Kids & Creative Kidstuff, and Jennifer Anderson, cofounder, owner, and president of Made for Retail, Inc.
ACRA members and guests were engaged at
lunch on Thursday, March 30th by Roberta Bonoff,
who oversees the daily operations of Creative
Kidstuff (a toy company focused on developmental
and educational toys) and GreaterGood.org (an
independent, charitable organization devoted to
improving the health and well-being of people, pets,
and the planet) to benefit causes that help children
throughout the world. She provided insight into the
necessity of meeting today’s service expectations in
multichannel retailing and emphasized the necessity
of providing great customer service (in store and
online) as well as providing unique products that
are relevant and innovative. She described how her
team searches for educational and developmental
toy trends on international trips, at trade shows,
and within pop culture. She also encouraged college
professors to instill the importance of service, selling,
volunteering, and information-seeking skills to our
students.
Jenny Anderson, the keynote speaker during
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Kelly Green Atkins, Ph.D.

Department of Management and Marketing
College of Business and Technology
East Tennessee State University
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Target Panel Highlights
One highlight of the 2016 ACRA
Conference in Minneapolis was a panel
comprised of 6 Product Development/
Design employees from the Target
Corporation. The members of the panel
shared their career journeys and reminded
us that you should “follow your passion”
and find a work environment where you
not only enjoy what you do, but also
love the people with whom you work.
The Target panelists demonstrated
their success as a functional team as
they volleyed insights and technical
information during the panel. We learned
that technology – and especially 3D – is
a critical driving trend. They shared their experiences of learning from the auto industry regarding how 3D
can be used in visionary ways in apparel and accessories.
As we guide students, the panelists emphasized that we need to develop strong curricular programs
that teach technological skills and also address soft skills such as effective communication, flexibility, and
teamwork. They suggested that students seek shadowing opportunities and informational interviews
as they navigate their career options. When addressing portfolios, panelists stressed the importance of
selectivity and demonstrating the ‘critical thought process’ behind the items being showcased.
Parting advice underscored an element of effective collaboration: “Teamwork is critical; team members must
realize that they play different roles at different times – you can’t always be the leader, even if you are the
boss!”

V. Ann Paulins, Ph.D.

Senior Associate Dean – Research & Graduate Studies
Professor – Retail Merchandising and Fashion Product Development
The Gladys W. and David H. Patton College of Education
Ohio University
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2017 ACRA Conference Reflections
Erin Renslow
Ohio University

Entering the world of professional conferences for the first time seemed daunting. I am so incredibly
grateful that ACRA was so welcoming to Sarah Divine and I as undergraduate researchers and treated us as
one of their own. Between the amazing keynote speakers, the dynamic and engaging Target Panel, and the
insightful and thought-provoking research sessions, there was no shortage of opportunities to listen and
grow throughout the conference. It led me to start developing a new mindset about what the field of retail
actually looks like outside the classroom. Getting to network with these polished professionals was such a
humbling and enriching experience.
Leaving Minneapolis on Saturday, I felt so inspired to continue working toward change and to collaborate
with others. I realized that this field has endless possibilities both in industry and in academia. Thank you
ACRA for giving me the rare opportunity to, as an undergraduate student, share with all of you my passion
for the field by presenting my research. I hope there are many undergraduates that are afforded the same
opportunity in the near future.

Hakyung Lee, Ph.D.

Post-doc, University of Minnesota
I attended a research workshop for young scholars during this year’s ACRA Conference. The workshop
was facilitated by five panelists and covered every aspect and stage of academic writing from prewriting
to publication. The information I gained from the workshop was practical and down-to-earth because
it was based on the panelists’ experience in writing, reviewing, and editing for peer-reviewed journals.
The panelists were enthusiastic about sharing their own experiences and mentoring young scholars. The
examples they shared were informative and provided us with valuable insights. The panelists’ discussion
on how to write a quality manuscript or select a journal for publication was particularly helpful to me as well
as graduate students who have just started their doctoral courses. I wish I had the opportunity to attend
this kind of exercise earlier in my academic career. In addition, the content on how to write a good review
allowed me to ponder on my work as a reviewer. The workshop and the conference left me with a fruitful
and interesting experience that made me feel welcomed by my colleagues and supported by my mentors.
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Feature Articles
Undergraduate Research
Undergraduate research has become an important
component of academic activity across colleges and
universities. The benefits for undergraduates that
participate in research are plentiful. Studies report
that students gain intellectual as well as personal
and professional development (Hunter, Lauresen,
& Seymour, 2007). To name a few, studies report
that students gain communication, leadership
and teamwork skills, as well as an increased
understanding of concepts, and an escalated interest
in pursuing graduate education (Carter, Ro, Alcott,
& Lattuca, 2016; Russell, Hancock, & McCullough
2007). To commend students and their mentors for
participating in undergraduate research, this issue
highlights some exceptional undergraduate research
in our field.

References
Carter, D. F., Ro, H. K., Alcott, B., & Lattuca, L. R. (2016).
Co-Curricular Connections: The Role of Undergraduate
Research Experiences in Promoting Engineering Students’
Communication, Teamwork, and Leadership Skills. Research in
Higher Education, 57(3), 363-393.
Hunter, A. B., Laursen, S. L., & Seymour, E. (2007). Becoming
a scientist: The role of undergraduate research in students’
cognitive, personal, and professional development. Science
Education, 91(1), 36-74.
Russell, S. H., Hancock, M. P., & McCullough, J., (2007). Benefits
of undergraduate research experiences. Science (Washington),
316(5824), 548-549.

- RET Editorial Team

Compulsive Buying in American Culture:
Analysis of Online Discourse
Sarah Divine
University of Minnesota Class of 2017
Advisor: Hye-Young Kim

wonder if selling as much as possible to consumers
truly maintains a retailer’s integrity. If becoming
a profitable business causes consumers to fall
into debt, is the business ethical? Can retailers
morally allow people to charge money they do not
have to their credit cards or employ techniques
that cause consumers to overspend? Or, should
consumers be better educated at how to control
their spending behaviors and spend within their
means? Furthermore, what steps should retailers
and consumers take to ensure healthy spending
behaviors? I do not believe there is one correct

As a senior about to graduate from the Retail
Merchandising program, I have spent many hours
studying how retailers succeed. Recalling numerous
courses I have taken, I often think back to a retail
ethics class that I took the first semester of my
freshman year. This class focused on how retailers
can maintain their integrity while staying profitable
and successful. This juxtaposition makes me
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answer to these questions, but it is crucial to explore overspending. Advertisements tell consumers that
them in order to shed light on harmful compulsive
they will be happier if they buy their new product.
spending behaviors.
Spending becomes a measure of social worth, and
Another motivation for my research is that I can
people feel the need to purchase new items to prove
empathize with compulsive spenders. I have often
their status. These observations inspired me to
found myself unable to
research what is being said
focus on anything except
online about compulsive
for a designer handbag I
buying, and learn if there is
want but cannot afford.
more serious information
I have convinced myself
and education available
that I need products
for those with compulsive
that, in all reality, I can
buying disorder. I want
live without. I have felt a
to dive deeper into what
rush of joy when making a
people are saying about
purchase, followed by the
this disorder.
intense guilt of spending
The aforementioned
money I should have
factors led me to the
saved or used elsewhere.
following research
While I have ultimately
questions:
been able to control my
•RQ1: What is being said
spending and stay out of
on the Internet regarding
debt, I can understand
compulsive buying?
how easily others
•RQ2: What information
Sarah Divine’s presentation.
might fall into patterns of
is available to those with
compulsive spending how these individuals may
compulsive buying disorder when they search the
spiral out of control. I wanted to research compulsive Internet?
spending to educate myself on this phenomenon,
To address these questions, I researched personal
and to ensure that I understand the following: signs stories shared by those with a compulsive buying
of compulsive shopping, techniques to curb this
disorder, educated myself about how to prevent
behavior, and how to help others with compulsive
compulsive buying behaviors, and learned to
buying disorder.
identify compulsive buying behaviors and how those
Finally, I am interested to learn what is being said
with compulsive buying behaviors can find help.
about compulsive spending. I believe that our
Literature Review
society often glamorizes overspending, yet avoids
Compulsive Buying Disorder (CBD)
discussing the consequences of this behavior.
It is necessary to examine Compulsive Buying
People label themselves “shopaholics” or say they
Disorder (CBD) in order to understand its effects
engage in “retail therapy” in a flippant manner. Some and impacts. Compulsive Buying Disorder is
even make jokes like, “I’m not a shopaholic, I’m just
characterized by a preoccupation with shopping and
helping the economy”. These jokes are not funny
spending money that causes distress and anxiety to
for many consumers, who face actual issues that
individuals with the disorder (Black, 2012). While the
are trivialized by anecdotes about overspending.
majority of the United States population shops, not
Moreover, many lifestyle publications publish articles every “shopaholic” has Compulsive Buying Disorder.
telling women what they need to buy each season,
CBD occurs when normal shopping becomes an
but fail to publish articles about the dangers of
addiction. Those with the disorder cannot control
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their shopping, and therefore, it negatively impacts
their lives. CBD causes “excessive and ritualistic
behaviors designed to alleviate tension, anxiety,
or discomfort aroused by an obtrusive thought or
obsession” (O’Guinn & Faber, 1989, p. 147). The
disorder can be found in 5.8 percent of the United
States population (Black, 2012).
Difference Between CBD and Normal Spending
While many factors lead to compulsive buying
disorder, two important factors are commonly
found in those with CBD (Turnham, 2014). First is a
“discrepancy factor”, which has also been associated
with eating disorders and alcoholism. This theory
involves a difference between the perceived actual
self versus the desired self. When people are not
happy with who they think they are, they convince
themselves that purchasing items will make
themselves into their desired selves. These items
can include clothing, beauty products, and more,
as long as the buyer thinks it will improve who they
are (Turnham, 2014). The second important factor
is materialism. Those with CBD believe that their
new materials will create happiness. They associate
happiness with their possessions, believing that the
key to their well-being is linked to what they own
(Turnham, 2014).
Furthermore, two important characteristics
distinguish CBD. In cases of CBD, compulsive
consumption is repetitive and problematic to
the individual (O’Guinn & Faber, 1989). At first,
individuals do not understand that their behavior
is problematic. Instead, they believe that making
purchases is beneficial and helpful. Thus, they tend
to repeat their purchasing behavior, which causes
more harm (O’Guinn & Faber, 1989).
Another important distinction between compulsive
shoppers and non-compulsive shoppers is purchase
motivation. Those without CBD make purchases
based on their value and usage, while those with
CBD make purchases in order to enhance their
moods (Turnham, 2014). However, these positive
moods are short-lived, and those with CBD
commonly feel guilt and regret over their purchases.
These negative emotions often restart the cycle of
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CBD, making the disorder highly addictive (Turnham,
2014).
Process of CBD
Individuals with CBD engage in a process of
anticipation, preparation, shopping, and spending
(Black, 2007). Those with the disorder become
preoccupied with shopping, feel anxious before they
make their purchase, and experience relief only when
they buy their item. Consumers often know that
they cannot afford certain items, but they make the
purchase anyway (Faber, O’Guinn, & Krych, 1987).
However, many experience post-purchase anxiety,
which can start the cycle again, as they can only
relieve the tension by buying something new (Black,
2007). This cycle can lead to debt, depression, anger,
and negative self-images. People generally show
their first signs of CBD in their early 20s, and can
be affected by this disorder throughout the rest of
their lives (Black, 2012). Many affected with CBD feel
the need to keep their addiction secret (Turnham,
2014). Individuals commonly feel that their disorder
is not understood or makes them seem weak, and
therefore they must hide it.
Methodology
Netnography
This research utilized a netnographic approach,
as it provides information that is best suited to
analyze the aforementioned research questions.
Netnography is the study of online interactions and
computer-mediated communication. This method
can provide strong consumer insights by studying
users of the Internet. Nethnography is an important
tool for researchers because it provides a window
to consumers, who are frequently very active on
the Internet, and it provides context into consumer
behaviors and desires (Braga, 2009).
Origin of Netnography: Ethnography
The term “netnography” was derived from
a combination of the words “Internet” and
“ethnography”. Ethnography focuses on observing
human social behavior and involves studying
a subject in his or her natural environment to
gain insights into unbiased human behaviors
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(Kozinets, 2002). The purpose of ethnography is to
understand how people live their lives. Ethnographic
researchers make efforts to keep their research
as natural and unobtrusive as possible in order to
understand the subject on his or her own terms. The
researcher frequently observes and interviews the
subjects while taking every precaution possible as
to not disrupt the subjects’ normal lives (Kozinets,
2002). Ethnography is very adaptable and flexible
to different situations, allowing researchers to
choose how best to apply ethnography to their
study (Kozinets, 2002). Ethnographic research
must be adapted to each situation, meaning each
ethnographic study is conducted in a way that is
unique to that study.
As technology advanced, a new method of
ethnography emerged, called netnography.
Netnography utilizes ethnographic techniques to
study virtual communities and computer-mediated
communications (Braga, 2009). Consumers use the
Internet to share stories, advice, lifestyle choices,
and ideas. People have a plethora of places to
communicate and share this information: blogs,
message boards, comments on websites, product
reviews, and more (Yadav & Pavlou, 2014). As
people began to form virtual communities using
the Internet, researchers saw the potential to
study these computer-mediated communications.
They saw netnography as a way to add context to
consumer behaviors and gain valuable consumer
insights (Braga, 2009).
Netnography is an unobtrusive, naturalistic
approach that is flexible and adaptable to research
studies. Netnographic researchers are able to see
exactly what any individual sees when he or she
research the internet, allowing the researcher to
gain a true understanding of online conversations
regarding their field of study (Braga, 2009).
Data Collection
In this research study, five key terms were searched
using Google. Google was selected as it is the world’s
most popular search engine, accounts for 68.75
percent of online searches, and shows what many
consumers see when they perform online searches
(Krawczyk, 2014). The five key terms were selected
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to best estimate what a typical consumer might
use to learn about compulsive buying behaviors.
Each term was searched using Google separately,
and the results from each search were studied
and analyzed. The research first selected recurring
themes from the results page to develop a general
idea of the articles available to consumers when
they use each search term. Next, the top articles
of each results page (excluding advertisements)
were read and analyzed in order to determine what
consumers read when they search each term. From
there, the study draws conclusions about Internet
communication regarding compulsive spending
behavior.
Five Key Search Terms
The scope of this research is focused on the
two major questions, “What is being said on the
Internet regarding compulsive buying?” and “What
information is available to those with compulsive
buying disorder when the search the Internet?”
Based on these, the five following key search terms
were chosen:
•
Compulsive buying advice
•
Retail Therapy
•
Shopaholic
•
Shopping addiction
•
Shopping addiction community
Results
Compulsive Buying Advice
The search term “compulsive buying advice”
produced results that included identifying signs of
compulsive buying disorder, managing CBD, helping
others with CBD, and personal stories of those with
CBD. The articles provided examples of compulsive
buying behaviors and signs of CBD to help
individuals understand and identify the behavior.
These articles also gave advice for those with CBD,
which commonly included avoiding credit cards,
purchasing only necessities, following a budget, and
seeking help from therapists or support groups. The
top articles were straightforward and would benefit
individuals looking to identify and understand
their problem. An article titled, How I Stopped
Compulsive Shopping: One Women’s Journey,
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cannot purchase anything, but can get a job to
included a personal story about a woman whose
make more money. The game allows individuals to
CBD forced her into bankruptcy (Iliades, 2013).
Once she recognized her problem, she learned to
easily spend large amounts of money and quickly
manage a budget and purchase necessities (Iliades, make more money when necessary. It does not
2013). Finally, each article provided more resources teach financial responsibility or explore any of the
for individuals with CBD to get more help. These
dangers of becoming a “shopaholic”. Players are
resources included more articles, websites, help
not incentivized for saving money nor do they have
lines, and therapists.
to spend money on necessities. The game treats
money as a disposable good to be spent solely on
Retail Therapy
clothing and shoes. Furthermore, it makes it seem
This search term produced articles that defined
as though money is easily available, as players
retail therapy, provided examples of retail therapy,
questioned the validity of retail therapy as a coping receive allowances and can easily make more money
mechanism, and showed images with quotes about as needed (Shopaholic Games, n.d.).
The search term “shopaholic” also produced
retail therapy (for example, “shopping is cheaper
pictures of so-called shopaholics. These pictures
than a psychiatrist”). UrbanDictionary defined
displayed women carrying large amounts of
retail therapy as, “an excuse for people, mostly
shopping bags with smiles on their faces. They did
female, to go shopping when they’re feeing bad,
when in reality their bad feelings could be released/ not show any consequences of paying for the items
in these shopping bags. Furthermore, some of the
treated other ways” and “an idiot’s way of dealing
photos included flippant quotes, such as, “I’m not
with an idiotic problem.” (Retail Therapy, n.d.) The
a shopaholic, I’m just helping the economy”. This
website failed to give any advice, tips, or statistics
that would be helpful to an individual
with compulsive buying disorder. Another
Search Term
Number of Definition Common Key Themes Emerged from the Data
Results
article discussed the benefits of retail
Returned
therapy, stating that the technique could
418,000
No
• How to identify signs of CBD in others
help individuals ease transitions, dress
• How to manage CBD
well, relax, escape problems, and form
“Compulsive
• How to help others with CBD
Buying Advice”
• Personal stories of those with CBD
social connections (Yarrow, 2013). The
4,980,000
Yes
• Definitions of retail therapy
article argued that retail therapy is a good
• Examples of retail therapy
practice when used in moderation, but
“Retail Therapy”
• Questioning the validity of retail therapy (does
it work?)
it could hide bigger problems. However,
• Images featuring quotes about retail therapy
the article did not go into detail about the
(ex: “Shopping is cheaper than a psychiatrist”)
663,000
Yes
potential consequences of retail therapy
• Online games
• Information about the book and movie
(Yarrow, 2013).
“Shopaholic”
“Confessions of a Shopaholic”
• Images with flippant quotes about shopaholics
Shopaholic
(ex: “I’m not a shopaholic, I’m just helping the
The key search term “shopaholic” produced
economy”)
a large amount of online games and
5,570,000
Yes
• Understanding causes and affects of
shopping addictions
images. In the games, an individual creates
“Shopping
• Understanding symptoms of shopping
a female avatar. The avatar is given a daily
Addiction”
addiction
allowance and a daily budget, which are
• Signs of shopping addiction
• Treatments
the same amount without any incentive to
“Shopping
3,400,000
No
• Causes of shopping addiction
save money. The character can purchase
Addiction
• Signs to identify a shopping addiction
Community”
• Treatments for shopping addiction
clothing, shoes, makeup, accessories, and
haircare. Once she runs out of money, she
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search term did not produce any serious information
about compulsive spending.
Shopping Addiction
The term “shopping addiction” produced the
themes of understanding symptoms, causes,
affects, and signs of shopping addictions. Many
articles focused on the effects of a shopping
addiction and how to recover from an addiction.
These articles provided concrete evidence about
the consequences of normal shopping turning into
an addiction. The top articles explored signs of a
shopping addiction, how to help family members,
and resources to take advantage of to help the
problem. These articles took the problem seriously
and without judgment.
Shopping Addiction Community
The key search term “shopping addiction
community” explored the causes, signs, symptoms,
and treatments of shopping addictions. The articles
were mainly from institutes that help individuals
recover from addictions. They were straightforward
articles that would were intended to help individuals
with CBD or individuals with family members or
friends with CBD. This search did not lead to any
support groups, but it did provide resources that
would be helpful for those with CBD.
Table 1 summarizes the results of the data analysis
in terms of a total number of results generated by
Google, whether or not its definition was provided,
and (a) common theme(s) emerging from each
search term.
Table 1. Results: Themes Identified
Discussion and Conclusion
The first research question was “What is being said
on the Internet regarding compulsive buying?”
After analyzing the results, it can be concluded that
there is a significant amount of helpful information
about compulsive buying on the Internet. From
stories written by those with CBD, to tips to
identify signs of CBD, to causes and effects of the
disorder, consumers have plenty of resources to
help them understand, identify, and manage CBD.
Furthermore, much of the discussion about CBD is
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serious and scholarly. While some of what is being
said on the Internet does trivialize compulsive
buying, there are also many serious conversations.
The search terms “compulsive buying advice”,
“shopping addiction”, and “shopping addiction
community” returned serious articles, while the
terms “shopaholic” and “retail therapy” produced
less thoughtful articles. Many of the serious articles
do not blame individuals with CBD, but they provide
insight into their problems and help find solutions.
The articles are empathetic rather than judgmental.
Individuals share stories of how they overcame
CBD. Furthermore, articles share statistics about
the disorder, from the prevalence of CBD, to the
amount of money it costs consumers, and more.
This can help educate consumers that many people
are affected by CBD and they are not alone. While
there are good sources of information, many of the
articles are very repetitive without performing their
own research. They do not explore current trends in
retail that contribute to compulsive spending, nor
do they perform in-depth analysis of compulsive
buying.
The second research question was “What
information is available to those with compulsive
buying disorder when they search the Internet?”
Fortunately for consumers, there is a significant
amount of information available about CBD. From
scholarly articles, to addiction institutes, to help
websites, consumers can find information about
every stage of compulsive buying disorder, from
causes, to signs, to consequences, to recovery
techniques and resources. However, in order to
access this information, consumers need to be
able to search the right term. An individual might
search “shopaholic” and find only games and movie
titles that glamorize overspending. Furthermore,
an individual who searches “retail therapy” would
find similarly impractical information, including
jokes that trivialize the real problems associated
with compulsive spending. If they come across this
information, they might feel helpless and weak for
experiencing symptoms of CBD. If an individual
understood what to search, they will have access
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to plenty of information about CBD, but they must
know what to look for. They must search the more
scientific terms of “compulsive buying advice”,
“shopping addiction” and “shopping addiction
community” in order to produce serious results.
Searches of the colloquial phrases “shopaholic”
and “retail therapy” do not provide serious, helpful
information.
Learnings
Compulsive buying disorder is an important
issue that affects millions of Americans (Black,
2012). It causes stress to relationships, families,
and individuals with the disorder. While scholars
have studied this disorder for many years, it is still
trivialized by the media and individuals who do not
understand CBD. For this reason, it is imperative to
study and understand CBD and its effects.
While today’s society and technologies allow the
constant flow of information, it is always important
to examine the content of this information. An
Internet search of “shopaholic” might provide
hundreds of thousands of web pages, but when
these web pages trivialize or make fun of CBD,
they are not useful to individuals with the disorder.
Furthermore, if the scholarly articles about CBD
are too impersonal, they are not always helpful for
the average consumer, who may find it difficult to
find the resources he or she needs. For this reason,
netnography provided important insights into
communication about CBD. It showed where there
was ample information and what can be improved.
In the future, scholars should research how current
trends in the economy and technology affect those
with CBD. Many current articles define the problem
and provide solutions, but do so without considering
how the current society might change and affect
CBD. This is an important area of study that will be
useful to individuals with CBD who find that some
of the information on the Internet is outdated.
Furthermore, research should be done to determine
how social media affects individuals with CBD, as
much of today’s online communications occur on
social media.
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Exploring Customer Service Quality in a
Fashion Retail Setting
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Advisors: V. Ann Paulins, Michael Hess,
Yuchun Zhou

Experience. This pilot data can be used to build
survey questions for future research to more
fully investigate consumer perceptions of service
quality at fashion boutique retailers.
Literature review
Customer service is crucial to virtually every
A robust body of literature exists on the topic of
business in the world. In the fashion retail
customer service quality (Parasuraman, Berry,
industry, excellent customer service that is
& Zeithmal, 1993; Lai, Vij, Jain, 2014; Shemwell,
tailored to the customer is increasingly important Yavas, & Bilgiu, 1998). Customer service, whether
as the trilliongood or bad, affects
dollar industry
many aspects of a
continues to
retail business and
grow (Maloney,
is directly related
2016). Listening
to customer loyalty
and adapting
and retention. Brady
to the voices
and Robertson
of customers
(2001) note that
is vital so that
word-of-mouth
retailers can
advocacy and
understand their
retention of
niche consumers’
loyal customers
perceptions and
are important
cater to those
consequences of
specific demands.
customer service
This pilot study
quality. In addition,
was conducted to
Allen and Grisaffe
explore customers’
(2001) suggest that
Erin Renslow’s presentation.
perceptions of
customer satisfaction
service quality
is an indicator of when
at a boutique fashion retailer. Interviews were
a customer’s expectation was met or exceeded.
conducted with three shoppers who were
Customer service is one driver that leads to
recruited after leaving The Fashion Scout (a
repurchase intentions and actual retention of
pseudonym). By analyzing the qualitative data,
customers.
emergent themes to consider in defining customer
Customer Service Quality
service quality at boutique retailers were: i)
Customer service quality, a term that is
Affirmative Perceptions of Sales Associates’
synonymous with customer satisfaction
Attitudes, ii) The Need to go the Extra Mile, and
(Sphpëtim, 2012), is one of the most widely
iii) Providing a Lasting and Positive Customer
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studied phenomena in the retail world today.
What is customer service and why is it important?
Claridy (2009) states:
Excellent customer service is the ability of an
organization to constantly and consistently
exceed the customer’s expectations; being able
to provide the needs and wants of the consumer
in a professional manner, no matter what the
circumstances are. Having excellent customer
service skills are going above and beyond to
provide an extraordinary experience for the
guests. Excellent customer service is not only just
the service you provide, but it is also giving your
customers and your guests the chance to make
their feelings known. (p. 103)
According to Parasuraman et al. (1993), customer
expectations are beliefs about a service that serve
as standards against which service performance
is judged. Other scholars say customer service
quality is a key tool to attract and retain
customers in the current competitive services
markets (Shemwell et al., 1998).
Perceptions of Customer Service
Grönroos (1984) claimed that customer
expectations are judgments that affect how
customers perceive quality service. These
judgments are based on past experiences that
lead to how customer services are perceived.
Customer service quality is based on consumers’
perception of the outcome of the service and their
appraisal of the process by which the customer
service was performed (Parasuraman, Zeithmal,
& Berry, 1985). Parasuraman et al. (1985)
developed a scale to measure customer service
called SERVQUAL. SERVQUAL has sub-sequentially
been implemented in thousands of research
projects. The customer service quality is only
good if it measures up to the past experiences
and in some cases, exceeds it.
Hearing customer perceptions about customer
service is a void in the research. This exploratory
study offers a contribution to this void. By gaining
greater insight into customers’ lived experiences,
the future of customer service quality research
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will be enhanced.
Method
Interview questions addressing three key items
supported by literature were developed. The
inquiry format centered around: (1) how sales
associates act and present themselves to
customers, (2) how the store environment feels,
and (3) when the customer feels valued and
satisfied. Three female university students were
recruited as participants when they exited a
fashion boutique store, The Fashion Scout.
Trustworthiness Assessment
Three validation strategies were implemented
(Glesne, 2011). A credible advising team
helped the PI peer debrief (Creswell, 2010). For
researcher reflexivity, the researcher had to be
upfront about her own knowledge when she was
analyzing the data. The interviewees participated
in member checking.
Results
Each of the three participants had different
definitions of customer service quality but there
was also a surprising amount of overlap. There
was agreement that customer service has to do
with the way customers are treated and the way
their needs, desires, and wants are addressed.
Interview data about customer service
experiences and expectations were coded using
the open coding process (Creswell, 2010). After
in vivo codes were identified, three emergent
themes were established (Wertz et al., 2011).
The three themes that emerged were i)
Perceptions of Sales Associates’ Attitudes, ii)
the Need to go the Extra Mile, and iii) Providing
a Lasting and Positive Customer Experience.
All three themes helped answer how customer
perceptions vary from what previous literature
has stated. These themes help specify what
consumers want and expect for customer service
quality.
Conclusion
This study informs researchers on topics for
future survey research. The themes that emerged
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can be used as the next step to develop more
comprehensive surveys. Earlier research states
that customer service can be fulfilled using a
checklist. To a point, this is accurate. One of the
issues discovered is customers are wanting more
from these interactions. They want an experience
that will last in their memory and they want a
relationship with the sales associate they are with,
even if it is a one-time interaction. This finding
can be used in boutique fashion retailers. Knowing
that customers’ are wanting a memorable
shopping experience and a relationship with sales
associates means that you can train in advance so
that what you offer in your boutique is what your
target customers are desiring.
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Introduction
Taking an online course has recently become an
expected experience of higher education. According
to a study by Pew Research Center, 46% of students
have taken a course online during their college
education (Baker, Roumeliotis, & Stone, 2015).
Many academic leaders consider online education
as a critical part for the long-term strategy of
their institutions (Allen & Seaman, 2015). For retail
and merchandising educators, who often utilize
collaborative learning strategies, online education
offers a new avenue for student collaborations and
interactions, and potentially enhances learning
outcomes.
Although academic leaders are optimistic of
the impact of online education, some challenges
surfaced as taking online courses become a norm. A
survey by Babson Survey Research Group showed
that academic leaders have concerns about retaining
students in an online course, which have not shown
any improvement since 2009. They also pointed
out that students need more discipline to succeed
in online courses (Allen & Seam, 2015). These
concerns might present some specific challenges to
collaborative learning, because collaborative learning
is not a single learning mechanism, but an approach
that encompasses more complex processes including
exchanges of perspectives, negotiation of common
goals, and reciprocal understanding (Häkkinen &
Järvelä, 2006).
To help develop teaching strategies that will
overcome these challenges for retail merchandising
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educators, an examination of student interactions
in an online collaborative learning setting is needed.
Therefore, through social network analysis (SNA),
the purpose of this study is to gain a preliminary
understanding of the interactions and interaction
patterns among students in a large online retail
merchandising course in which collaborative learning
was implemented.
Theoretical Background and Research Questions
Social Network Analysis (SNA)
SNA is a research method that focuses on the ties
(i.e., connections, such as social interactions and
social relations) between a collection of nodes
(i.e., entities, such as people) and the network
formed by these ties among all nodes (Borgatti,
Everett, & Johnson, 2013). SNA has been applied
in social sciences for understanding social relations
(e.g., friendship, mentorship), social interactions
(e.g., collaboration, communication), diffusion of
information, and the associated patterns emerged
from the above mentioned elements (Borgatti,
Mehra, Brass, & Labianca, 2009). Through SNA,
a social network is commonly described with the
average degree (i.e., the average number of ties
connected with the nodes in the network), density
(i.e., the total number of the ties in the network), and
connectedness (i.e., the proportion of pairs of nodes
that can reach each other in the network). A person’s
position in a social network is commonly described
with degree (i.e., the number of ties connected with
a node), and betweenness (i.e., the frequency that a
node falls between two other nodes).
By applying SNA, Shen, Nuankhieo, Huang, Amelung,
and Laffey (2008) studied students in two online
courses and concluded that the average degree of
the whole network is a strong predictor of students’
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sense of community. Martínez, Dimitriadis, Rubia,
Gómez, and De la Fuente (2003) studied a face-toface course in a three-year span and found that the
student social networks had a higher density when
they were required to work collaboratively on a
problem-solving project than when they interacted
just to share course-related information. SNA is
suitable for the purpose of this study because
findings using SNA provide important insights about
social interactions that are not otherwise available by
other research methods (Russo, Koesten, Russo, &
Koesten, 2007). The first research question is formed
to explore the structure of social networks formed by
students:
RQ1: How does the structure of social networks
formed by student interactions evolve around noncollaborative versus collaborative case studies?
Homophily Principles
The homophily principles in social networking
suggest that people selectively connect with other
people and prefer those who are similar to them
in certain ways, such as personality traits, political
views, or preferences for clothing (Kossinets & Watts,
2009). However, people’s choices for interpersonal
interactions are often confined by other aspects of
life, such as geographical locations and pre-existing
social ties. While researchers have found that,
interacting with friends who are taking the same
class or interacting with people who are assigned the
same team could enhance the sense of community
in an online course (Cho, Gay, Davidson, & Ingraffea,
2007), it may also constrain the opportunity for
students to make new connections that will enhance
their learning outcome. Thus, the second research
question arises:
RQ2: Is the social network formed by student
interactions related to (a) their existing friendship
and (b) their assigned teams?
Research Context and Procedure
Data for this study was collected from an
undergraduate merchandising course in Spring 2015
at a Midwestern university. The class was completely
delivered asynchronously online via the Blackboard
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system. This course was a 300-level required course
for Apparel, Merchandising, and Design majors,
so many of the students had known each other
before taking the course. The course required the
students to sequentially complete five case studies:
two individual-based and three team-based case
studies in which the students worked with one or
two randomly assigned team members. Twenty
seven out of 75 enrolled students gave their consent
to participate in this study. The participants were all
female and were in their junior or senior year. The
student interaction data was collected via 13 selfreported online surveys sent weekly throughout the
semester. The first survey collected data about the
participants’ pre-existing relationships: the students
selected names of whom they already knew before
taking the class from the class roster list. The
following 12 surveys recorded their weekly collected
interaction data: the students reflected their
interactions with other class members regarding
the course content and selected names of whom
they had interacted with during the past week. The
interactions might include, but not be limited to
discussion board postings, mobile texting, emails, or
face-to-face discussions.
Analysis and Results
To answer RQ1, the symmetrized and undirected
data from the 13 interaction datasets were
aggregated accordingly to reflect the accumulated
interactions during the whole semester (i.e.,
semester accumulated network) and during the five
phases for completing case study 1 through case
study 5. UCInet 6 (Borgatti, Everett, & Freeman,
2002) was used for visualizing the networks (Figure
1) and analyzing the network characteristics
including the average degree, network density,
connectedness, average distance, and compactness
(Table 1). The results showed a pattern that two
indices of the network structure, the average
degree (i.e., the average number of students that
a student was connected to) and network density
(i.e., the proportion of existing ties out of all possible
ties in a network, decreased in phase 2, and picked
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Table 1. Network Characteristics
Friendship
Avg Degree
Density
Connectedness
Avg Distance
Compactness

Phase 1 Phase2 Phase3

3.630
.140
.724
2.327
.376

1.778
.068
.390
2.606
.187

1.556
.060
.342
2.633
.163

1.704
.066
.208
2.123
.123

Phase4

Phase 5

1.333
.051
.268
2.957
.124

2.074
.080
.407
2.636
.200

Semester
-Accum.
3.704
.142
.926
2.597
.440

up in phase 3 when the students
collaborated on the first team-base
case study. Finally, network density
peaked at phase 5 when the students
collaborated on the last team-base
case study. The networks formed
in phase 5 were the most closely
knitted compared to those formed
in phases 1 through 4, evident by
the compactness score and the
shape of the network. The shapes
of the network showed that student
interactions during phases 3 to 5 were
concentrated on a few students who
were ‘hubs’ of communications (e.g.,
P1, P3 and P13), while others at the
outskirts of the network would only
reach other class members through
a chain of “friend’s friends” or “team
members’ friends”. Overall, changes
of network characteristics also
showed an interesting phenomenon:
students tended to interact more and
more cohesively when a new type of
case study was introduced, evident
from the average degree and density
scores of phases 1 and 3.
To answer RQ2, QAP-correlation in UCInet was
used. The results showed that students’ overall
interactions correlate with both their assigned team
(r = .450) and with pre-existing friendships (r = .375),
supporting the findings from Cho et al. (2007).
A Z-test was performed to compare these two
correlation (z = -4.5, p<.000).
RET JUNE 2017

Discussions and Implications
This current study contributes to merchandising
pedagogy research as the lack of face-to-face
interactions became a concern for implementing
collaborative learning strategies for retail education.
This study employs social network analysis and
provides an understanding of student interactions
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and interaction patterns at a macro level (i.e.,
network structure and characteristics) and from
a dyadic perspective (i.e., the correlation between
networks). The findings from RQ1 encourage retail
merchandising instructors who teach online to
utilize different formats of collaborations to facilitate
interactions beyond the existing relationships.
The instructors can also consider rotating
thescollaboration formats in order to expand each
student’s learning social network.
The findings from RQ2 suggest that students
tend to interact with friends who might have
similar thoughts, opinions, or learning styles as
themselves, but team-based case studies that
encourage students to interact and collaborate
with those who might possess different assets can
potentially enhance their communication and critical
thinking skills. However, it should be noted that
once a student establishes relationships with his/
her team members, their relationships/interactions
grow stronger; it will be helpful if they have a
‘home-team’ while they are given opportunities
to collaborate with others outside of their team.
Therefore, the formats that could be helpful to
facilitate collaborative learning online may include a
combination of team-based collaboration, betweenteams’ competitions, and class-wise discussions.
This study is limited by two challenges faced by
many SNA studies (Borgatti, Everett, & Johnson,
2013): the reliability of self-reported data and the
dependency on continuous participation of class
members. For future studies, researchers can
consider using a combination of online learning
systems’ log information for online discussions and
email exchanges, if available.
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Using visual design to improve customer perceptions of Thamaraiselvan Natarajan, Senthil Arasu Balasubramanian,
online assortments
Dharun Lingam Kasilingam | Pages 8-22
Barbara E. Kahn | Pages 29-42
Effect of service recovery on customers’ perceived
justice, satisfaction, and word-of-mouth intentions on
Sensory aspects of package design
online shopping websites
Aradhna Krishna, Luca Cian, Nilüfer Z. Aydınoğlu
| Pages 43-54
Na Young Jung, Yoo-Kyoung Seock | Pages 23-30
Enhancing customer engagement through
consciousness
Dhruv Grewal, Anne L. Roggeveen, Rajendra Sisodia, Jens
Nordfält | Pages 55-64
Healthy profits: An interdisciplinary retail framework
that increases the sales of
healthy foods
Brian Wansink | Pages 65-78
The role of big data and predictive analytics in retailing
Eric T. Bradlow, Manish Gangwar, Praveen Kopalle, Sudhir
Voleti | Pages 79-95
Future of retailer profitability: An organizing
framework
V Kumar, Ankit Anand, Hyunseok Song | Pages 96-119
Managing multi- and omni-channel distribution:
Metrics and research directions
Kusum L. Ailawadi, Paul W. Farris | Pages 120-135

A commentary on “conceptualising and measuring
consumer-based brand–retailer–channel equity”: A
review and response
Juan Carlos Londoño, Jonathan Elms, Keri Davies | Pages
31-32
Individual differences in consumer information search
for services: A multiple mediation study
Utkarsh | Pages 33-42
Examining the relationships between online store
atmospheric color, flow experience and consumer
behavior
Saïd Aboubaker Ettis | Pages 43-55
Consumers’ cognitive response to website change
Jeremy Ainsworth, Paul W. Ballantine | Pages 56-66
Identity (Re)construction through sharing: A study
of mother and teenage daughter dyads in France and
Japan
Elodie Gentina, Margaret K. Hogg, Mototaka Sakashita |
Pages 67-77
Customers’ relationship with their grocery store: Direct
and moderating effects from store format and loyalty
programs
Sandra Filipe, Susana Henriques Marques, Maria de Fátima
Salgueiro | Pages 78-88
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RecentPublications
The effects of distributive, procedural, and
interactional justice on customer retention:
An empirical investigation in the mobile telecom
industry in Tunisia
Nedra Bahri-Ammari, Anil Bilgihan | Pages 89-100
Generational and family structural differences in male
attitudes and orientations towards shopping
Venessa Funches, Annice Yarber-Allen, Kimberly Johnson |
Pages 101-108
Mitigating customers’ negative responses to physical
presence reduction
Dewi Tojib, Saman Khajehzadeh | Pages 109-118
Examining the effect of flow experience on online
purchase: A novel approach to the flow theory based
on hedonic and utilitarian value
Behcet Yalin Ozkara, Mujdat Ozmen, Jong Woo Kim | Pages
119-131
The effect of digital design in retail banking on
customers’ commitment and loyalty: The mediating
role of positive affect
Sabine Reydet, Laurence Carsana | Pages 132-138
Investigating the direct and indirect effects of
corporate hypocrisy and perceived corporate
reputation on consumers’ attitudes toward the
company
Denni Arli, Anthony Grace, Janet Palmer, Cuong Pham |
Pages 139-145

INTERNATIONAL JOURNAL OF RETAIL &
DISTRIBUTION MANAGEMENT (VOL.45, Issue 5)
A passion for fashion: The impact of social influence,
vanity and exhibitionism on consumer behavior
Sandra Maria Correia Loureiro, Inês Costa, Padma
Panchapakesan | Pages 468-484
Segmenting female consumers: High-involvement
personal services
Borut Milfelner, Tanja Vidergar Kikel, Damijan Mumel,
Aleksandra Pisnik | Pages 485-497

Value co-creation in high-involvement services:
The animal healthcare sector
Alison Z. Pyatt, Gillian H. Wright, Keith E. Walley, Emma
Bleach | Pages 518-531
Effective social media marketing strategy: Facebook
as an opportunity for universities
Costas Assimakopoulos, Ioannis Antoniadis, Oliver G.
Kayas, Dragana Dvizac | Pages 532-549
Chinese products for Chinese people?
Consumer ethnocentrism in China
Qing Shan Ding | Pages 550-564

INTERNATIONAL REVIEW OF RETAIL,
DISTRIBUTION & CONSUMER RESEARCH
(VOL.27, ISSUE 3)
Exploring store format development and its influence
on store image and store clientele – The case of IKEA’s
development of an inner-city store format
Jens Hultman, Ulf Johansson, Aylin Wispeler, Leonie Wolf |
Pages 227-240
An exploration of consumers’ experiences in
physical stores: Comparing consumers’ and retailers’
perspectives in past and present time
Kristina Bäckström, Ulf Johansson | Pages 241-259
Jokes in the store and its effects on customer
satisfaction
Magnus Söderlund, Eeva-Liisa Oikarinen, Eija-Liisa Heikka |
Pages 260-283
Uncovering consumers’ returning behaviour: A study
of fashion e-commerce
Hannu Saarijärvi, Ulla-Maija Sutinen & Lloyd C. Harris |
Pages 284-299
Consumer-to-consumer e-commerce:
Outcomes and implications
Mika Yrjölä, Timo Rintamäki, Hannu Saarijärvi, Johanna
Joensuu | Pages 300-315

Understanding how Millennial shoppers decide what to
buy: Digitally connected unseen journeys
Angela Hall, Neil Towers | Pages 498-517
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2017Awards
Undergraduate Research
Award (Runner Up)
Exploring Customer Service
Quality in a Fashion Boutique
Retail Setting by Erin
Renslow, Ohio University
(Advisor: Ann Paulins,
Michael Hess, Yuchun Zhou)

Best Undergraduate
Research Award
Compulsive Buying in
Contemporary American
Culture: An Analysis of Online
Discourse by Sarah Divine,
University of Minnesota
(Advisor: Hye-Young Kim).

Erin Renslow and Ann Paulin
receive award from Jane Swinney

Sarah Divine receives award
from Jane Swinney

IJR&DM Editor’s Choice Award Sponsored
by International Journal of Retail and
Distribution Management
Consumers’ Cognitive, Affective, and
Behavioral Responses toward a Firm’s
Recovery Strategies When Committing a
Transgression by LaShaun M. Collins and
Kittichai Watchravesringkan, University of
North Carolina at Greensboro

LaShaun M. Collins receives award from
Jane Swinney and Neil Towers, editor of
IJR&DM on behalf of the authors.

ACRA 2017 Best Paper Award
Exploring Conspicuous
Compassion Strategy in Social
Media Marketing: A Study
of Fashion Brand Level by
Michelle Childs and Seeun Kim,
University of Tennessee

Seeun Kim
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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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ACRAContacts
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. 2 is September 30, 2017.
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