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Are we ready for an ACRA cheer? I
think not. Yet, ACRA is a great
success story and I’m proud to be the
incoming President for 2006/08. We
have a highly focused and committed
membership along with a track
record of fine leadership. As a
collective we have always achieved
creative thinking and vibrancy
within our organization. There have
been so many new initiatives
launched in the past two years,
culminating in a superb Spring
Conference and a forthcoming special edition of the Journal of
Business Research with ACRA papers in it. Many thanks go to Sandra
Forsythe for her excellent leadership.
I would like to build on the excellent
strength of our membership and
begin my term as President with a
call to action. If you would like to
serve on a committee or become
more involved in this dynamic organization, please contact me, or one
of our Board members. There are
many new initiatives under way (see
Minutes) and they need insightful
and enthusiastic people to make
them happen.
The ACRA Spring Conference was a
high energy experience that immersed us into the world and work
of the Center for Retailing
Excellence at the Sam M. Walton
College of Business at the University
of Arkansas. Congratulations to
Claudia Mobley for chairing a conference that provided us with a
deeper insight into Wal-Mart, a
retailer we will study and debate for
many years to come.
Special recognition and thanks go to
Christy Crutsinger of the University
of North Texas who chaired the call

for papers and the paper presentation
session. This year a record number
of papers were presented - 39 in
total. The International Council of
Shopping Centers (ICSC) Best Paper
Award went to Min-Young Lee,
Kelly Green Atkins, Youn-Kyung
Kim (University of Tennessee) &
Soo-Hee
Park
(Tennessee
Department
of
Education),
“Competitive Analyses Between
Regional Malls and Big-Box
Retailers:
A
Correspondence
Analysis for Segmentation and
Positioning.” The winners will have
their paper published in the Journal
of Shopping Center Research and
will receive a prize of $1,000.
Congratulations to the winners and
thank you to the ICSC, our long term
supporter.
A tour of the RFID Research
Laboratory at the Center for
Retailing Excellence kicked off the
Conference. The Center describes
itself as a “supply chain in a box”
and indeed, we observed the latest
RFID technology (tags, antennas,
readers, and conveyance systems)
from a variety of vendors. Students
served as our guides, demonstrating
the technology and describing how
it is used for both educational and
research applications. For more
information refer to http://itri.uark.
edu/rfid.
Our tours of a Wal-Mart Distribution
Center (Apparel), Sam’s Club, WalMart Neighborhood Market and
Wal-Mart Super Center stores kept
us engaged for a full day of walking
and talking with senior store management. A sampling of photos are
included in this newsletter. The
store tours immersed us into the
Wal-Mart culture, a critical success
factor for the organization.

The highlight of the conference was
our participation in Wal-Mart’s
“Saturday Morning Meeting.” At
6:00 a.m., with a “grab and go”
breakfast in hand, we boarded our
buses to Wal-Mart’s Home Office.
Lee Scott, President and CEO,
Wal-Mart Stores, Inc., led the meeting. We experienced “The Cheer,”
took a virtual trip to Korea to
understand Wal-Mart’s expansion
into this market, analyzed sales with
the pros, and listened to customer
feedback. While that gave us an
insider’s look at the business, we
were astonished when Lee Scott
approached our group and gave
ACRA members the opportunity to
ask questions of Wal-Mart senior
executives who were present at the
meeting. Could this get any better?
Then, the Wal-Mart choir, comprised of 67 associates from 29
states, performed songs that were
both upbeat and inspirational. The
Choir goes on tour, singing in
hospitals and other venues, spreading the Wal-Mart culture. It was a
theatrical end to a great conference.
We learned, we were inspired and
we strengthened our relationships
with colleagues.
As you wrap up the spring term and
move on to your summer activities teaching, research or vacation cheer yourself on to new heights.
You’ve worked hard throughout the
academic year and I wish you lots of
success in whatever you do this
summer!
Ryerson University
ACRA President
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n ongoing reminder that the
editor of
can only make
changes in addresses listed in the
publication. ALL other changes in
addresses MUST be processed
through Paul McGurr, ACRA
Treasurer.

DO NOT rely on your previous
employer to forward your mail to
you! Most often, the envelopes are
returned to the sender, often with
not-so-kind and possibly even vindictive comments on them! Other
times, the former employer will
merely discard the publication.

H

ard copies of Stores and Chain
Store Age magazines -- some
dating back to 1980 and
earlier -- are looking for a new home.
If anyone has space for and can use
this archival material please contact
me. Thought some of you history
buffs might be interested as I lighten
my load prior to retirement. I'
ll pay
for shipping!
Lynda Gamans Poloian
Prof. of Retailing
School of Business
Southern New Hampshire U.
Manchester, NH 03106-1045
l.poloian@snhu.edu
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increased. She also appealed to
members to encourage others to join
ACRA.

Friday, April 7, 2006
Holiday Inn & Conference
Center, Springdale, Arkansas

6. Archives Report
Carol Kaufman-Scarborough reported that, after posting titles of
archived papers on the ACRA webpage, she has been receiving occasional requests for copies of some
papers. Please notify Carol whether
or not it is okay to distribute a copy
of your work.
Carol also reported on the first
Student Competition in the spring
this year. Students studying with
David Burns (Xavier, Ohio) won
First Place and Runner Up. Plaques
were presented to David to present
to his students: Kara Broth for First
Place, Rachel Fisher for Runner Up,
and David Burns for Advisor.

1. Call Meeting to Order
Sandra Forsythe called the meeting to order at 8:00 pm, chaired the
meeting and expressed appreciation
to everyone for attending.
2. Secretary’s Report
Leslie Stoel distributed minutes
from the ACRA Business Meeting of
January 16, 2006. Correction to the
date on the minutes (correct year
from 2005 to 2006) was suggested.
Mike Pearson moved and Pat
Dunne seconded approval of the
minutes with correction.
3. Treasurer’s Report
Paul McGurr reported that membership increased slightly to 264
members. He stated that the organization is very sound financially.
Dawn Pysarchik moved and Mike
Pearson seconded approval of the
treasurer’s report.
4. Website Report
Bill Hauck reported that the
website has been updated significantly in last year. Current agenda
is to make the information on the
website timelier and beef up the
content on the site. He requests that
members
communicate
any
changes/corrections to information
with their renewals in the fall or send
email to the webmasters. Current
pictures are also needed.
5. Membership Report
Sandra Forsythe reported for Bob
Robicheaux that membership has

7. Spring Conference 2007:
Chicago
Jan Owens reported that the 2007
conference will be held in Chicago
April 12-15, 2007 (Thursday Sunday) and lodging will be in the
Embassy Suites off of N. Michigan
Avenue. Jan is planning professional visits to the Marshall Field’s
flagship store and the American Girl
store. She is planning to investigate
a visit to the Merchandise Mart and
a presentation to our group by
Deloitte retailing experts.
8. Spring Conference 2008:
Durango, CO
Paul McGurr reported that the
2008 conference will be held in
Durango, Colorado with the theme
‘Tourism Retailing’. Tentative dates
are May 15-18. A visit to Silverton,
CO is planned. Silverton depends
on tourism income which is generated for only 3 months each summer.
Presentations from the Chamber

organizations of Silverton and
Durango are also planned. Dress
code is western chic.
9. Spring Conference 2009: Las
Vegas with ICSC
Ann Fairhurst reported that it has
been 7 years since ACRA has had a
conference in conjunction with the
annual ICSC conference, which usually occurs in mid-May. There is a
new procedure to apply for support
and that is under investigation.
Cincinnati is a backup site for the
2009 spring conference.
Ann also reminded everyone that
the triennial AMS/ACRA 2006 conference will be in Orlando, Florida
this fall, November 4-7, 2006.
Papers are due June 1.
10. Old Business
Donna Smith announced that
Christy Crutsinger will be in charge
of the Doctoral Dissertation Award
program and will update us at the
next meeting.
David Burns reminded everyone
that papers for the ACRA/NRF
conference in January in New York
City are due September 1. The Call
for Papers will be in the May
newsletter.

Donna Smith introduced Liz
Evans, who is with the Retail
program at Ryerson University. Liz
announced a student event, a
Charrette for approximately 40 students at ACRA affiliated schools. A
Charrette is an interdisciplinary,
interactive, applied approach to
learning. The event is planned for
Spring 2007 at Ryerson. Diverse
teams of students from different
universities will be created and the
students will solve a retailing problem over the course of several days.
Liz expects some industry support,
so hopefully students won'
t have to
pay for too much more than their
travel and hotel costs. Member
comments noted that this event
would be a great resume builder for
our students and we might consider
nominating our best students to
attend.
11. New Business
A question was asked about
student membership. PhD students
can join ACRA at the very reasonable regular price of $50, which
includes Journal of Retailing.
Discussion about the length of
papers for conferences was held. It
was suggested that the page limit be

increased to 30 pages to be consistent with a typical journal article.
A selection committee will be
convened to select authors of accepted ACRA papers from 2005 and
2006 meetings for inclusion in the
ACRA special issue of Journal of
Business Research. Email will be
sent, so please watch for it.
Dan Butler at the NRF is interested in learning about internships
for possible NRF internship. Please
send him info about internships
typical for our students: length of
time, paid/unpaid, and other pertinent information.
12. Conference Update/Comments
Sandra thanked Claudia Mobley
and her team for putting together an
excellent conference and thanked
Christy Crutsinger for coordinating
the research review process and
scheduling for the competitive paper
sessions. Plaques of appreciation
were presented.
Christy reported that 48 papers
were submitted and 39 were presented.
Christy also expressed
thanks to the 39 paper reviewers.
The Best Paper Award was presented to Minyoung Lee, Kelly
Green Atkins, Youn Kyung Kim and
Soo Hee Park for their paper entitled
“Competitive Analyses between
Regional Malls and Big-Box
Retailers:
A
Correspondence
Analysis for Segmentation and
Positioning”. An award check and
plaque were presented.
13. Officer Thanks
Sandra
Forsythe,
outgoing
President thanked the officers who
served with her and presented
plaques/gifts.
14. Presentation of New ACRA
Officers for 2006-08
Lewis Neisner thanked the nomi-

nating committee (Lynda Gamans
Poloian, Ann Fairhurst, Mike
Pearson & Bill Bolen) and Nancy
Stanforth for the email balloting. He
also announced that the slate of
officers was voted in: Donna Smith
- president; David Burns - vice
president; Paul McGurr - treasurer;
Leslie Stoel - Secretary.
Lewis also thanked Sandra for
her work as President and presented
her with a gift.
15. Adjournment
Donna Smith, incoming president
took the floor and expressed how
honored she is to be serving as
President. She also issued a Call to
Action, inviting all members to get
involved with ACRA in meaningful
way. Meeting was adjourned at 8:55
pm.
The Ohio State University
Secretary

%

A

s I’m sitting in the Cincinnati
airport waiting for my flight
to board to Fayetteville AR
for the ACRA Spring Conference, I
have been contemplating my years
as the ACRA Newsletter Editor, the
state of retail education, and the
present condition of the retail industry.
(Unfortunately, in today’s
fast-paced academic environment
where your worth as a faculty
member is measured only in terms
of recent concrete output, we don’t
think about or examine our fields as
much as we should). I’d like to
share a few of my thoughts and
hopefully ultimately engender some
conversation on these subjects.
First, let me digress. Yes, I am
actually at the Cincinnati airport, a
place which I visit relatively infrequently.
Although
the
Cincinnati/Northern Kentucky airport (CVG) is a fine airport (with the
possible exception of Terminal C
which reminds me more of a bus
station), I, and the majority of
customers originating in Cincinnati,
typically fly out of Dayton,
Columbus, Louisville, Lexington, or
Indianapolis. Given Delta’s “Simple
Fare” structure and its virtual ownership of CVG (accounting for over
95% of traffic), it is generally
simply too expensive to fly out of
Cincinnati.
Indeed, as recently
reported in the WSJ, CVG loses
roughly three-quarters of all potential originating traffic to neighboring
airports and to other forms of
transportation. While in bankruptcy,
Delta has raised fares for travel
originating in Cincinnati even more,
seemingly oblivious to the reality
that high fares and empty seats do
not increase revenue, but that paying
customers on the planes are needed
to generate revenue.

! "
I’ve just heard that my flight has
been delayed (aren’t they all?). The
boarding process was begun, but it
was stopped once Delta noticed that
there was no plane. My flight uses
a plane which hasn’t yet left Atlanta.
Delta claims that the flight from
Atlanta was delayed because they
had no one available to take the
plane from the hangar and bring it to
the gate (evidently pilots are not
permitted to do such work). Delta in
Cincinnati claims that it was unaware that the flight from Atlanta
was delayed until they began to load
my flight and they noticed the
absence of a plane. They further
claim that Delta personnel have no
access to any flight progress information on Delta flights since they do
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not have access to a PC to access
such information. Delta is supposed
to have a policy against making such
information available to their own
personnel. What a great way to
“empower” employees!

passengers missing the flight, evidently “solving” the overbooked
situation at no added expense – an
ingenious idea if Delta doesn’t mind
that the affected passengers will
likely fly other airlines in the future.

As I’m waiting, it is interesting to
watch how Delta deals with overbooked situations. A flight at the
next gate scheduled to depart to
Philadelphia is overbooked. After a
few unsuccessful announcements
asking for volunteers to take a later
flight in exchange for a relative
pittance, Delta announces that the
flight will be delayed for a couple of
hours. Interestingly, approximately
ten minutes later, after several
Philadelphia passengers have taken
the shuttle bus to the main terminal
(possibly to get something to eat),
Delta suddenly boards the flight in
five minutes and the flight immediately leaves with a number of

Once I’m finally on the plane, we
are greeted by the “friendly” flight
attendant. I wonder if her anger is
the result of 1) Delta only hires
mean, nasty individuals as employees (I doubt that this is the case since
Macys and Dillards seem to do such
a good of identifying and hiring
these individuals), 2) Delta treats its
employees so bad that they become
mean, nasty individuals (a distinct
possibility since Delta can easily
transform happy customers into
mean and nasty individuals, or 3)
Delta employees have become embittered by the several significant
pay cuts they have experienced
which were to needed to fund huge
bonuses for upper management so
that they will stay and complete the
job of running the airline into the
ground.
After finally making it home after
the conference, it took me longer to
get out of the airport than it took to
fly from Bentonville. One issue that
fascinated me was that although
Delta controls most of the baggage
claim areas at CVG, they had the
luggage from 55 flights emptying
onto a single belt. Can we say “mass
confusion” and irate customers?”
(Note: more recently, I tried to make
travel arrangements to fly to
Chicago. The cheapest round trip
fare from CVG was $1,113.60,
whereas it was $177 from
Columbus. I looked at the seating
arrangements in the planes and, as
expected, the planes from Columbus
were virtually full, whereas the

planes from CVG were virtually
empty).
Why am I seemingly ranting about
airlines? The situation at Delta is
actually somewhat common in retailing today. Although there are
numerous examples of well-run
prosperous retailers who know retailing and know their customers,
there is also a seeming abundance of
retailers who are seemingly clueless
– retailers who are acting very much
in the same vein as Delta. Indeed,
many retailers today, including a
couple based in my present hometown and several that ACRA has
visited over the past couple of
decades, are seemingly oblivious to
what is required to succeed in
retailing. Specifically, where is the
customer in the retailer’s strategymaking process?
Can retailers
merely continue to make short-term
financially based decisions and expect that the retailer’s present customers will not be affected?
Today, uncaring retailers can blame
Walmart for their problems. This is
nothing new. Yesterday, Kmart was
blamed, before that the chain stores,
before that the department stores,
etc. The excuses have always been
always there. Unfortunately, customers are not served by uncaring,
out-of-touch retailers who are good
at giving excuses for their ills.
Imagine where the department stores
would be today if they would have
invested more of their resources into
serving their customers instead of
spending their resources in fighting
chain stores, discount stores, Sears,
etc. or investing their resources in
monuments to themselves? Where
would Kmart be today if its upper
management would have invested its
resources into serving its customers
instead of investing their resources

into publicly fighting Walmart,
building a palatial headquarters, or
being more concerned about selfenrichment? Where would Kroger
be today if it invested its resources
into serving its customers instead of
publicly fighting Walmart and acting
as if the customer of 2006 is the
same customer that they had in
1976?
Most importantly for our point-ofconcern is – What should ACRA’s
role be in addressing the problems in
the retail industry? What is ACRA’s
role in preparing future retail leaders? How can it better perform this
role? I am in no way questioning
any of ACRA’s past activities.
ACRA has performed its role well.
Through the efforts of several of its
members, ACRA is making great
strides in improving retail education
and in its professionalization. The
new
annual
Retail
Analysis
Competition and the proposed Retail
Charrette are two such excellent
examples. What else should ACRA
be doing to better serve the industry?
Unquestionably, retailers exert more
control over the supply chain than
any other type of business. Today,
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even firms like Proctor and Gamble
are finding that they must dance to
the tune of retailers – the days of the
all-powerful brand managers are
gone. This power shift is wellrecognized in the relatively high
starting and continuing salaries of
retail management personnel. Given
this reality, why has the existence of
a power shift in the supply chain
been virtually ignored in many
colleges of business, and similarly,
why has the prestige of retailing
dropped in many colleges of business? First, where is the wellprepared new retail faculty to replace
those of us who are retiring? The
well-prepared new retail faculty
seems to exist on the merchandising
side as is seen by attendance at
recent ACRA conferences. That is
great and such accomplishments
need to be encouraged and supported
by ACRA. What about the other
side of the aisle? In colleges of
business, where are the new marketing professors with emphases in
retailing? Without faculty passionate about retailing, who will share
information about opportunities in

retailing with students? Who will
prepare students in colleges of
business for careers in retailing?
Too often, retailing courses are
being dropped from the curricula of
colleges of business due to the lack
of faculty to teach the courses or
courses which are dying because
they are not being taught by faculty
with experience and knowledge in
the subject. How can we revive
interest in teaching retailing? Too
many marketing and business
courses today are taught as if
retailing does not exist or that
retailers exist merely to implement
the demands of manufacturers,
oblivious to the fact that we are no
longer in the 1970s. How can
ACRA best address this issue?
More specifically, what can be done
to increase interest in retailing
among students, especially those in
colleges of business? Clearly, the
coordinated and well-funded campaign to denigrate/fight Walmart has
adversely affected individuals’ toward retailing. Although this campaign of mostly misinformation is
focused on Walmart in
particular, it often is
applied to retailing in
general. When I ask
undergraduate marketing students about what
they believe to be the
salary
typical
of
Walmart store managers, the most common
answers are the upper
$20s to the lower $30s.
Obviously, most business students have no
clue. The misinformation that students receive about retailing has
not come solely from
individuals who have
made fortunes speaking

on the supposed greed of Walmart,
but also from other business faculty.
Seemingly many faculty whose areas of expertise include massmanufacturing feel that it is their
duty to denigrate retailing and the
opportunities therein. Indeed, retailing often is viewed as the enemy of
manufacturing. How should we deal
with this clear bias?
Faced with the supposed poor opportunities in retailing (note: starting
salaries in retailing are actually
typically higher for business students than that in any other industry), the numbers of students
pursuing retailing as a degree (from
colleges of business, retailing programs, fashion merchandising, etc.)
is inadequate to meet the needs of
retailers. Retailers are forced to
recruit students pursuing other majors, or in some instances, any
major. Ultimately, what does this
say about our programs? What is
ACRA’s role in addressing this
issue?
I’m sure that by now, I have
alienated some. Although that is not
my goal, it may be good. As

professors of retailing and members
of ACRA, these are the types of
questions/issues we need to be
wrestling with. I have no ideas and
no agenda, but if retailing education
and ACRA are going to be viewed
by our non-retailing colleagues as
something more than a cheap way to
obtain the Journal of Retailing and
if ACRA conferences are going to be
viewed as something more than
sanctioned shopping trips, we need
to continue to work to professionalize retail education.
Obviously
ACRA membership is very valuable
and the value of ACRA conferences
cannot be understated – given the
value of ACRA conferences, I have
personally attended every ACRA
conference since 1990 and every
spring conference since 1987. The
important issue, however, is how
retailing and ACRA is viewed by
those outside of retailing.
Personally, I’d like to see more
conversation
on
this
issue.
Hopefully my ramblings will help
prompt such conversation. ACRA is
making great strides – we need to
continue in our quest to take ACRA
to the “next level.”
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CRA is pleased to announce
the second annual ACRA
Student
Retail
Analysis
Competition to be held in conjunction with the Spring 2007 conference, scheduled for Chicago, Illinois,
April 12 to 15, 2007. Faculty are
asked to recruit undergraduate students who are interested in retailing
to participate. The students will
conduct a simplified SWOT analysis
of a major retailer linked to the
conference location. Since the upcoming Spring conference is in
Chicago, students are required to
analyze Walgreens Pharmacy for the
Spring 2007 competition. The competition will be chaired by Carol
Kaufman-Scarborough of Rutgers
University School of BusinessCamden and Doreen Burdalski of
Albright College.
Recruiting Students
Faculty can choose multiple methods
of involving students: class assignment, directed study, outside class
project, etc. Students must be attending a four-year degree program, but
are not required to be in a specific
major or to have completed specific
courses in order to participate.
Submissions from our international
ACRA members are especially encouraged.
Sponsoring Faculty Member
Must be a member of ACRA.
Information on Walgreens
Walgreens is the largest retail drug
chain in the United States based on
sales. It has grown from a single
drugstore in Chicago after being
purchased by Charles Walgreen Sr.
in 1901. Its headquarters remain in
Illinois. In 2002, it became the first

*&&
drugstore chain to offer prescription labels in multiple languages.
Its website is found at this URL:
http://www.walgreens.com/
Submission Deadline: January
10, 2007.
Submit entries as email attachments in a Word format to Carol
Kaufman-Scarborough at acracomp@camden.rutgers.edu.
Type ACRA Student Competition
in the subject heading.
All submissions must be accompanied by a cover letter from the
sponsoring faculty member.
A confirmation email will be sent
within three days.
If you do not receive confirmation
in a timely manner, please phone
856-225-6592.
If you are willing to serve as a
reviewer for the student competition, please contact Carol
Kaufman-Scarborough (alternate
email:
ckaufman@camden.rutgers.edu).
Format: A SWOT Analysis of
Walgreens in the Competitive
Pharmacy Marketplace
Title page, table of contents,
name and contact information, for
both the student and their sponsoring faculty member
Times New Roman 12 point, 1
inch margins on all sides
10 page maximum plus attachments (e.g. references, charts)
o one page overview
o strengths (2 pages)
o weaknesses (2 pages)
o threats (2 pages)
o opportunities (2 pages)
o recommendations (1 page)
References and citations in text:
o Citations must be used in the
text of the paper, using the format

of (Author, date of publication) immediately following any quotation
in the body of the paper.
o References must be provided
at the end of the paper.
o NOTE: SWOT analyses are
often available on the
Internet. While your submission may draw information
from a prior SWOT analysis,
it must be properly cited. The
overall SWOT analysis that
you submit must be original
work.

+

Winner
Three cash prizes will be awarded to
the winners as follows: first ($500),
second ($250), and third prizes
($250). The first-place winner will
be invited to the Spring 2007
Conference. The student winners
and sponsoring faculty member will
each receive a plaque from ACRA.
Winning student papers will have the
opportunity to be posted on the
ACRA website.
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he ACRA Charrette will provide an opportunity for international retail and fashion
students to explore leading examples
in the Canadian retail and fashion
environment. Our students learn
through extensive experiences in
their own discipline, but have limited
opportunities to explore interrelationships across disciplines - to
function as a member of an interdisciplinary decision-making group.
The ACRA Charrette will provide
such an opportunity.
It will bring together:
• An international, interdisciplinary
group of students to participate in
a team-based, applied learning
experience
• An international group of faculty
to define a problem statement that
will:
o form the basis of a team-based,
applied learning experience
o connect interdisciplinary elements
o relate to the
context of diverse curricula
• Industry and sectoral leaders from
across
the
Canadian
retail
and fashion landscapes to provide
mentoring to these
students.
Five Day Format
• Day 1 - Arrival,
Charrette
Orientation, Team
Building, Opening
Reception
• Day 2 - Tours of
Canadian retail
and fashion companies as ground-

work for the team project, Open
Evening
• Day 3 - Team meetings, further
research, presentation preparation
• Day 4 - Team presentations,
Judges Feedback and Scores,
Awards, Closing Reception
• Day 5 - Free time for personal
tours, Departure
Number of Teams
• 8 teams of 5 students
Course Credit
• Students may receive credit within
a specified course, i.e. a 15%
evaluation item
Optional Considerations
• A virtual steering committee of
international faculty
• A virtual judging panel of students
(American Idol style)
• An ACRA award

T

he Charrette is a crossdisciplinary, integrative activity in which students are
placed in diverse teams to creatively
solve a complex problem with
consultation from Ryerson community members, external professionals
and faculty.
Student multidisciplinary teams work together to
develop solutions to the assigned
problem & present their findings to
a panel of internal & external
community members.
Students find the Charrette an interesting and challenging experience.
Some comments from our past
students include the following.
I really liked the “effectiveness
of having knowledge from different disciplines to achieve a
task.”
“This was a much more fulfilling experience than writing an
essay.”
“Our topics were of deep interest to me.”
“I will definitely consider that

different backgrounds do in fact
impact a group situation.”
“I liked the fact that I got to
work with students from completely different backgrounds
because this is something that
we never get to do.”
“Wow, I learned a lot! I learned
how to work together and accommodate others from very
diverse areas of study. Along
with time management and strict
time lines!”
And the usual, “Thanks, lunch
was great!”
The Charrette experience provides:
1. Cross-Disciplinary opportunities
for creative strategy development
in teams
2. Consultation with community
members, professionals and faculty
3. Challenging opportunities to apply multi-dimensional thinking to
an issue
4. Opportunities to use Charrette
experience as an assignment substitution in a course
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ou are invited to submit completed papers to the 2007 ACRA Winter
Conference in New York, NY. All papers will be double blind reviewed.
The paper submission deadline is September 1, 2006.

Guidelines for submitting a paper include:
· Submit manuscript and separate cover letter as e-mail attachments in a Word
or WordPerfect format to Burnsd@xavier.edu. Type “ACRA Submission”
in the subject heading.
· Attached manuscript should begin with the title of the paper followed by the
body of the paper. Author names should not be included.
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· A separate electronic cover letter should include the complete title of the
paper and the names, addresses, affiliations, telephone numbers, and email
addresses of each author. It is very important that all requested information
is included for each author.
· Papers should not exceed fifteen (15) double-spaced pages including text,
references and exhibits. Complete papers must be submitted - abstracts will
not be considered for review and will be returned to the author as rejected.
· At least one author must be a member of ACRA and you may join ACRA
prior to the conference. Membership applications are available online at
www.acraretail.org.
· Papers submitted must not have been published, accepted for publication, or
under consideration for publication elsewhere.
· Authors will have the choice to publish the entire paper in the Proceedings
or an extended abstract.
· Authors of accepted papers must return submit a copy of the revised (if
necessary) copy of the paper or abstract to the Proceedings Editor by the
specified deadline. Failure to do so will result in the paper being withdrawn
from the conference. At least one author must present the paper at the
conference in person.
The first author listed on the title page will serve as the contact person unless
otherwise noted in the submission. Confirmation of receipt of manuscript and
reviewer comments will be sent to authors by e-mail.
If you do not receive confirmation of receipt within 3 days of e-mailing your
manuscript, contact David Burns at 513-745-3956 or at Burnsd@xavier.edu to
be sure it was received.
If you would be willing to serve as a reviewer, please contact David Burns at
Xavier University. We need reviewers!

P

lease plan to attend the ACRA 2007 Spring Conference in Chicago, April
12-15, 2007. We will stay at the Embassy Suites, a couple of blocks from
the Magnificent Mile of North Michigan Avenue. The Conference begins
with welcoming cocktails on Thursday evening, as well as the Board Meeting.
Friday will have a variety of interesting retailer visits, including a tour of the
flagship Marshall Field'
s Department Store, which by that time will be the
flagship Macy'
s in the Midwest. Saturday'
s morning paper sessions will then
allow for "retailing research" on your own on Saturday afternoon (or any of
the wonderful cultural organizations in Chicago.) This basic plan will allow
you to return home on Saturday afternoon or later. Given the many fabulous
things to do in Chicago, I recommend later.
Please remember other exciting events:
(1) Competitive papers session, with more information to come from Chair
Jungkun Park (park4@purdue.edu.)
(2) The Undergraduate Student Retail Analysis Competition. This year'
s focus
on Walgreen'
s in the Competitive Marketplace. Please see the ACRA
newsletter and recent emails from the ACRA email list, courtesy of the
coordinators, Carol Kauffman-Scarborough (ckaufman@camden.rutgers.
edu) and Doreen Burdaleski (burdaleskid@philau.edu.)
(3) David Burns is putting together a session about pedagogy and retailing
education (burns@xavier.edu.) Please keep your best ideas and thinking
about our educational mission top-of-mind to share at this session.

Questions, requests, suggestions, or offers? Please let me know -- Jan Owens
(jan-owens@wi.rr.com)
Editor'
s Note: As alluded to in the earlier commentary, I did recently fly to Chicago.
Chicago is a wonderful city and it was a pleasure returning (I last visited Chicago over
sixteen years ago while I was still at Purdue). I am looking forward to returning to
Chicago next spring for the 2007 Spring ACRA Conference. Make plans to join us in
this fantastic city!
As you are making your plans to visit Chicago, the trains from the airports (O’Hare or
Midway) offer a good budget option for getting into the Loop from the airport. At $2,
it is difficult to argue about the cost. Furthermore, on the train from O’Hare, I noticed
significant numbers of individuals on the train with luggage, so safety must not be an
issue. The ride was much nicer and less stressful than a shuttle or a taxi.
If you travel into O’Hare, remember that large airports operate differently from smaller
ones. For instance, security always seems to be more strict at smaller airports. Flying
out of a small airport sometime during the past year or two, I remember seeing the
security individuals examine and search each checked bag. At O’Hare, however,
security individuals were only doing one “spot check” of individuals’ boarding passes
as they progressed through security. Hence, one can seemingly easily get through
security without ID and without a boarding pass if desired. I haven’t seen such lax
security for many years. Although security may not be as strict, the security lines are
still long, so plan accordingly. Also, security closes rather early in the evening. If you
have a late departure time from O’Hare, plan to be at the airport early!

0112 )&

+
& 80:8;
0112

&
<
< =8
011>

)&

<

&
(

1>

Walmart'
s
Neighborhood Market
Concept

7

Produce

'
%
)
%

*

++
"

Several
Self-Serve
Checkouts

$
,- -.

Special Thanks to:
Lewis Neisner
Donna Smith
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Celebrities Meet with
ACRA Members

Tony the Tiger also
Meets with ACRA
Members (no pictures
available -- you had to be
there!)
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Conference Co-Chairpersons
Barry Berman, Marketing & Intl.
Business, Hofstra University,
Hempstead, NY 11549, (516)
463-5711, mktbxb@hofstra.edu
Charles McMellon, Marketing &
Intl. Business, Hofstra University,
Hempstead, NY 11549, (516)
463-6450, mktcam@hofstra.edu
AMS
Liaison:
Lou
Pelton,
University of North Texas
ACRA Liaison: Ann E. Fairhurst,
University
of
Tennessee,
Knoxville
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he conference will be held
November 1-4, 2006, at the
Embassy Suites International
Drive/Jamaican
Court
Hotel,
Orlando,
Florida,
32819.
Competitive sessions will consist of
presentations of papers that have
been accepted following a blindreview process. The deadline for
paper submissions is June 1, 2006.
A number of special sessions will
also be presented.
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Accommodations and Conference
Fee
Arrangements have been made with
the Embassy Suites Hotel in
Orlando,
Florida
(www.orlandoembassysuites.com/)
for a special rate of $125 per night,
including breakfast and a cocktail
reception each day. The conference
fee of $250 will include ALL
sessions, Proceedings, lunches &
dinners, and a special event.
Best Paper Award
A best paper and two honorable
mentions will be selected. The best
paper will subsequently be published
in the Journal of Retailing after the
paper has gone through the review
process and the author(s) have fully
met the criteria of the Journal of
Retailing editorial board.

&
Special Sessions
Proposals for special sessions must
include a rationale, an outline of the
issues to be discussed, and names
and relevant qualifications of the
proposed
session
participants.
Typically a minimum of two doublespaced typed pages will be needed
to provide the necessary information. Three (3) copies of each
proposal should be sent to either
Barry Berman or Charles McMellon.
For material from a special session
to be considered for publication in
the Proceedings, it must be submitted for competitive blind review.
General Rules for Competitive
Papers
These rules apply: (1) Four copies of
completed papers must be received
by the proper track chair on or
before June 1, 2006.
(2) A
self-addressed, stamped post card
should accompany each paper. The
post card will notify the author(s)
about manuscript receipt. (3) Also
include a 3” x 5” index card with the
title of the paper, the names and
addresses of all authors, and an
indication who the contact author is.
Please include that person’s phone
and fax numbers and E-mail address.
(4) Papers should not exceed 15
double-spaced typed pages, including exhibits, references, and
appendices. The maximum length
for final drafts of accepted papers
for publication in the Proceedings
will be five single-spaced pages in
the format prescribed by the editor.
Accepted papers will be submitted
on disk. Contact Barry Berman with
any questions. (5) Competitive papers will be double-blind reviewed.
Name(s) of the author(s), their
affiliations, and the title of the paper
should only appear on the title page.
Authors should not reveal their

identities in any way in the manuscript. (6) The title of the paper -but not the name(s) of the author(s)
-- should be at the top of page 1
followed by a single-spaced abstract
not exceeding 100 words. The body
of the paper should be doublespaced and follow Journal of the
Academy of Marketing Science
style. (7) To be considered for
acceptance, the paper or a similar
version of it MUST NOT: a) have
been previously published, b) have
been accepted for publication elsewhere, c) be under consideration for
publication elsewhere, or d) be
submitted for review elsewhere during the conference review process.
(8) At least one author of an
accepted paper MUST agree to: a)
pre-register for the conference
within 10 days of notification of
acceptance, b) appear at the conference to present the paper, c) release
the copyright on the paper to the
Proceedings editor, and d) provide a
final copy of the manuscript in
accordance with publication instructions. (9) Authors uncertain regarding the track to which their paper
should be sent may submit manuscripts directly to Barry Berman
who will forward the work to an
appropriate track. Questions on the
conference may be directed to either
Co-Chairperson.
Track
and
Information

Chairpersons

Consumer and Shopper Behavior: Works
dealing with consumer behavior, in store
and merchandise/service choice, patronage,
loyalty, consumption, shopping behavior
models, and related topics are welcome.
Send to: Susan S. Fiorito, Textiles &
Consumer Sciences Dept., Florida State
Univ., Tallahassee, FL 32306-1492, (850)
644-9883,
sfiorito@fsu.edu,
Grete
Birtwistle, Glasgow Caledonian University,
Cowcaddens Road, Glasgow, G4 OBA,
Scotland, UK+44 141 331 8240,

gbi@gcal.ac.uk,
Sandra
Forsythe,
Department of Consumer Affairs, Auburn
University, 308 Spidle Hall, Auburn, AL
36849,
(334)-844-6458,
sandra.forsythe@auburn.edu.
Customer Service and Satisfaction: Papers
on any aspect of customer service, the
convenience and quality of services, drivers
of customer service evaluation, linkage of
customer service to value and behavioral
intentions, CRM (customer relationship
management), loyalty programs, complaints
and returns handling strategies and programs, free vs. fee-based services, and
linkage of customer service to various
performance metrics are invited. Send
papers to: Katherine Harris, Babson College,
Babson Park, MA 02457, (781) 239-5267,
kharris@babson.edu; Dhruv Grewal, Babson
College; or Michael Levy, Babson College.
Multichannel Retailing: Manuscripts on
topics related to theory, applications, and
research in all areas of multichannel, direct
marketing and Web-based retailing are
sought. Send to: Elaine Sherman, Dept. of
Marketing and International Business,
Hofstra Univ., Hempstead, NY, 11549, (516)
463-5708, mktezs@hofstra.edu or Martin T.
Topol, Lubin School of Business, Pace
Univ., 1 Pace Plaza, NY, NY 10038, (212)
346-1827, mtopol@pace.edu.
Global Retailing: Works covering the range
of retailing topics in the global environment,
comparative studies, or topics related to
retailing in specific nations throughout the
world are solicited. Send to: Dana-Nicoleta
Lascu, Dept. of Marketing, E.C. Robins
School of Business, Univ. of Richmond,
Richmond, VA 23173, (804) 289-8586,
dlascu@richmond.edu; A. Coskun Samli,
Dept. of Management and Marketing, Univ.
of North Florida, Jacksonville, FL 32216,
(904) 285-8354, jsamli@unf.edu, Shawn
Thelen, Department of Marketing and
International Business, Hofstra University,
Hempstead, NY 11549 (516) 463-5714,
mktstt@hofstra.edu or Leigh Sparks, Inst.
for Retail Studies, Univ. of Stirling, Stirling,
FK9 4LA Scotland, United Kingdom, (44)
1786-467384,
Leigh.Sparks@stirl.ac.uk.
Please send any correspondence to Professor
Lascu via E-mail as she will be on leave
during the spring.
Human Resources Management: Papers
dealing with recruiting, selection, training,
motivation, evaluation, retention, compensation, and management of personnel in the

)?
retail environment, and other related matters
are invited. Send to: Linda K. Good, Human
Environment & Design, Michigan State
Univ., East Lansing, Ml 48824, (517)
355-1282,
goodl@msu.edu
or
Alex
Sharland, Barry University, 207 Andreas,
11300 NE 2nd Avenue, Miami Shores, FL
33161,
(305)
988-3530,
asharland@mail.barry.edu.
Issues in Retailing: Manuscripts on a wide
variety of current and emerging challenges
and issues in retailing such as diversity,
ethical practices, technology impact, and
others are sought. Send to: Carol KaufmanScarborough, School of Business, Rutgers
Univ., 227 Penn St., Camden, NJ, 081021656,
(856)
225-6592,
ckaufman@camden.rutgers.edu; Michelle A.
Morganosky, Dept. of Agricultural and
Consumer Economics, Univ. of Illinois, 324
Mumford Hall, MC-710, Urbana, IL 61801,
(217) 333-0737, morganos@uiuc.edu; or
John Fernie, Chair in Retail Marketing,
Heriot-Watt
University,
School
of
Management, Edinburgh EH14 4AS,
Scotland 441-334-472312, j.fernie@hw.
ac.uk.
Merchandising: Papers on any aspect of
merchandising, including buying, open to
buy, category management, buying organizations, private labels, electronic issues, and
assortment planning are invited. Submit to:
Donna Smith, School of Retail Management,
Ryerson University, 350 Victoria Street,
Toronto, Canada M5B 2K3, (416) 979-5000
Ext. 7281, drsmith@acs.ryerson.ca
or
Patricia Huddleston, Dept. of Human
Environment & Design, Michigan State
Univ., Room 112 Human Ecology, East
Lansing, Ml 48824 (517) 353-9907, huddles2@msu.edu.
Operations Management and Technology:
Papers dealing with operational and technological issues such as improving productivity, the impact of downsizing, prototype
stores, labor scheduling, space allocation,
inventory management, store maintenance,
retail information systems, EDI, ECR, and
the use of new technologies are invited.
Send to: Patrick Dunne, Dept. of Marketing,
Texas Tech Univ., Box 42101, Lubbock, TX,
79409,
(806)
742-3432,
pdunne@ba.ttu.edu, Alan B. Flaschner,
Touro Univ., 5665 Plaza Drive, 3rd Fl,
Cypress, CA 90630, (714) 816-0366 Ext.
2020, abflaschner@tourou.edu, or Paul
McGurr, School of Business Admistration,
Fort Lewis College, 1000 Rim Drive,

Durango, CO 81301, (970) 247-7543,
mcgurr_p@fortlewis.edu
Retailing Education: Papers on effective
teaching methods/models, student motivation, effective use of technology in the
classroom, trends in training and experiential learning, and other related matters in
retail education are invited. Send to: Laura
Jolly, Retailing and Consumer Sciences,
Univ. of Tennessee, 245 Jessie Harris
Building, Knoxville, TN 37996-1911, (865)
974-4594, ljolly@utk.edu or Michael M.
Pearson, Coll. of Business Administration,
Loyola University, New Orleans, LA 70118,
(504) 864-7938, pearson@loyno.edu.
Retail Promotion: Papers on in-store
promotion, visual merchandising, the promotion mix, uses of new media, promotion
modeling, promotion effectiveness, and
related topics are invited. Send to: Mary
Ann Eastlick, Div. of Retailing & Consumer
Sciences, Univ. of Arizona, P.O. Box
210033, Tucson, AZ 85721-0033, (520)
621-9696, eastlick@u.arizona.edu or Sandra
Mottner, College of Business. Western
Washington University, Parks Hall MS 9073
Bellingham, WA 98225, 360-650-2403,
sandra.mottner@wwu.edu.
Site
Selection
and
Geographic
Information Systems: Conceptual and
applied manuscripts on site selection,
trading area attributes, shopping districts,
shopping centers, location models, and
geographic information systems (mapping)
are invited. Send to: David J. Burns, Dept.
of Marketing, Xavier University, Dept. of
Marketing,
3800
Victory
Parkway,
Cincinnati, Ohio 45207, (513) 745-3956,
burnsd@xavier.edu or Mary Long, Pace
University, Lubin School of Business, 1
Pace Plaza, New York, NY 10038, (212)
618-6453, mlong@pace.edu.
Strategic Retailing: Manuscripts dealing
with any aspect of the development,
implementation, and evaluation of strategic
plans in retailing - both conceptual and
applied -- are sought. Send to: Larry
Gresham, Marketing Dept., Texas A&M
Univ., College Station, TX 77843, (409)
845-5692,
lgresham@tamu.edu,
Jack
Gifford, Dept. of Marketing, Miami Univ.,
Oxford, OH 45056, (513) 529-1207,
gifforjb@muohio.edu or Sherry Lotz, Div.
of Retailing & Consumer Sciences, Univ. of
Arizona, P.O. Box 210033, Tucson, AZ
85721-0033, (520) 621-1295, slotz@u.
arizona.edu.
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he International Textiles and
Apparel Association (ITAA)
announces a special issue of
the Clothing and Textiles Research
Journal which will focus on the
increasing numbers of older people
within the global market, and the
implications of that demographic
upon the design, production, marketing and use of apparel and textile
products.
By the year 2020, it is estimated that
persons 55 and older will comprise
33 percent of the U.S. population,
and will control household assets of
far greater value than those of
younger individuals. Research has
revealed that older persons tend to
be innovative consumers and desire
to actively participate in mainstream
consumption. Such phenomena are
global in nature, and not restricted to
the U.S. only. And yet despite the
growing number and obvious wealth
of older consumers around the
world, they remain an underappreciated consumer segment, resulting in
lost revenues for business, as well as
lost consumption and service opportunities for the elderly.
The goals of this special CTRJ issue
are to:
increase professional awareness
of the many implications of the
worldwide phenomenon of disproportionately aging populations for apparel and textile
businesses,
provide new and reliable information about these implications
in order to stimulate discussion
and actions that will benefit both
apparel and textile businesses
and aging consumers,
provide new and reliable information about these implications
in order to stimulate academic
curricular content that better

&
prepares apparel, textile, business and gerontology students
for dealing with this demographic reality, and
stimulate the undertaking of new
and more diverse research pertaining to the implications of
aging within the field of apparel
and textiles, by providing a
juried outlet for possible dissemination of that research upon
its completion.
In order to realize this last important
goal, this very early announcement
is being published. Manuscripts will
not be due until March 2007,
providing scholars with ample time
to devise and implement studies that
provide unique perspectives upon
the issue of aging, as it applies to
apparel and textile business. These
studies might focus upon such topics
as senior consumer behavior and
product preferences, advertising to
or with older persons, senior-friendly
retailing facilities and/or formats,
apparel or textile industry employment or economic issues, person
perception, sizing in relation to
aging bodies, physiology or agerelated disabilities and product design, cultural definitions of beauty
and fashionability, or innovative
methods of integrating aging issues
into curricula.
Watch for a forthcoming Aging in a
Global Society link on the ITAA
website, which will delineate author
guidelines for the submission of
manuscripts. In the meantime, think
about initiating a scholarly investigation of the global aging phenomenon
from a unique apparel and textile
business perspective.
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he ability of firms to effectively and efficiently manage
information and knowledge has
become a critical source of strategic
competence and competitiveness in
today’s business world. Factors such
as knowledge management and sharing, information technology change
and revolution, global competition
and cooperation, and increased customer focus have all contributed to a
recognition of the importance of
successfully managing information
and knowledge in today’s business
world. The fields of knowledge
management, organizational learning, supply chain management, and
customer relationship management
have developed quickly over the last
decade. This special issue is intended to encompass both theoretical
and practical methodologies and
topics.
Subject Coverage
Topics of interest include, but are not
limited to: Global coopetition (competition and cooperation) Supply
chain management (SCM) Customer

&
relationship management (CRM)
Strategic enterprise resource planning (ERP) Knowledge management
(KM)
Organizational
learning
Management Information Systems
(MIS) Corporate venturing and entrepreneurship Strategic issue management (SIM) Transaction Cost
Economics (TCE)
Notes for Intending Authors
All papers are refereed through a
peer review process. A guide for
authors, sample copies and other
relevant information for submitting
papers are available on the Papers
Submission section (https://www.
inderscience.com/papers/about.php).
To submit a paper, please go to
http://www.inderscience.com/
mapper.php?id=29.
This is our
preferred route for submitting papers; please use it if at all possible.
However, if you experience any
problems submitting papers in this
way, an alternative route is suggested below.

Submitted
papers
should not
have
been
previously
published
nor be currently under
consideration
for publication
elsewhere
Important
Dates
Paper submission
by prospective
authors:
August
15, 2006
Communication of results of peer
review to authors: October 15,
2006
Final manuscript submission:
December 15, 2006
Editors and Notes
As an alternative to using the
Submission of Papers site, you may
send one copy of each manuscript
(in hard copy) or one copy in the
form of an MS WORD file attached
to an e-mail (details of both formats
in Author Guidelines) to one of the
following:
Daewoo Park (Co-Guest Editor)
Department of Management &
Entrepreneurship
Williams College of Business
Xavier University
3800 Victory Parkway
Cincinnati, Ohio 45207-5163
Tel: (513) 745-2028
Email: parkd@xavier.edu
Hema A. Krishnan (Co-Guest
Editor)
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Department of Management &
Entrepreneurship
Williams College of Business
Xavier University
3800 Victory Parkway
Cincinnati, Ohio 45207-5163
Tel: (513) 745-3420
Email: krishnan@xavier.edu
Raghu Tadepalli (Co-Guest Editor)
Department of Marketing
Williams College of Business
Xavier University
3800 Victory Parkway
Cincinnati, Ohio 45207-3214
Tel: (513) 745-3206
Email: tadepalli@xavier.edu
With an email only copy to:
Editor-in-Chief
IEL Editorial Office
P.O.Box 735
Olney, Bucks MK46 5WB
UK
Fax: +44 1234-240515
E-mail: ijmtm@inderscience.com
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he time-starved consumer is
constantly searching for ways
to make shopping more convenient. Consumers long for times
when shopping created a sense of
community. Consumers want a place
where people can meet for social and
civic events and enjoy entertainment
that is not a city away from home.
Customers want more than to just
shop, they want an experience.
Enter the lifestyle center.
Lifestyle centers are defined by the
International Council of Shopping
Centers (ICSC) as an open air retail
format located near an affluent
residential neighborhood. The following attributes are also in the
definition of a lifestyle center: an
upscale orientation; 150,000 sq. ft. to
500,000 sq. ft. of gross leasable area
(GLA); and at least 50,000 sq. ft. of
national specialty chain stores.
The number of lifestyle centers has
been growing nationwide in the last
few years (Ogden and Ogden, 2005).
The term “lifestyle center” is attributed to Poag & McEwen, one of the
earliest and most active developers
of the retail format. This paper
examines the evolution of lifestyle
centers and whether the format is a
fad or a long-term replacement for
other types of retail formats, specifically the mall.
HISTORICAL PERSPECTIVE
Opened in 1922, the first shopping
center in the U.S. was the Country
Club Plaza. The idea for a suburban
shopping district was attributed to
Jesse Clyde Nichols, a city planner,
developer and realtor in Kansas City
(Pearson and Pearson, 1994) Nichols
was a visionary who believed the
automobile would allow shoppers to
venture away from the downtown

area.
The Country Club Plaza
featured unified architecture, sculptures, fountains and mosaics from
around the world. Many doubted the
longevity of Nichols design and
dubbed the project “Nichols’ Folly”
(Mines, 1999). Nichols design was
successful and led the way for
communities throughout the country
to follow his path.
Over the years, shopping centers
have experienced many changes.
Each decade has experienced one or
two dominant retail formats. Small
retail strip centers appeared in the
late 1920s. The 1930s and 40s
witnessed the advent of the freestanding store and nighttime shopping. By 1964 there were 7,600
shopping centers in the U.S. These
evolutions in retailing gave rise to
the modern mall. The first fully
enclosed mall the Southdale Center
in Edina, Minnesota, opened in
1956. By the 1970s there were over
13,000 shopping centers. Regional
malls became more prevalent.
Superregional centers (malls over
800,000 square feet) became popular
in the 1980s. During this time,
Americans averaged four trips to a
mall/month. Begun in Reading, PA
by Vanity Fair, the 1990s was the
decade for the factory outlet centers
(Frankel, 2002). Power centers also
began to appear on the retail landscape. Power centers are characterized by three or more category
dominant anchors and a few small
tenants. The 1990s was also the era
of Internet shopping (Gilbert, 2004)
as the new format gained a foothold
and gave rise to “bricks and clicks,”
the combination of both a storefront
and online presence.
THE LIFESTYLE CTR. RISES
Dan Poag and Terry McEwen are

credited with developing the term
and the lifestyle center concept. The
first lifestyle center was the Shops
of Saddle Creek in Germantown, TN
which opened in 1987 (Aldinger,
2004). Other lifestyle centers include Aspen Grove (Littleton, CO),
Alamo Quarry Marketplace (San
Antonio, TX), CocoWalk (Coconut
Grove, FL) and Shops at Cameron
Village (Raleigh, N.C.).
There are many trends that led to the
development of the lifestyle center
retail format. First the changing
demographics show that more
women are in the workforce which
means there is less time for shopping. The time-starved shopper also
wants convenience and looks for
places where it is easy to shop. The
1990s and early 2000s witnessed a
slowdown in the construction of new
malls as well as a desire for upscale
shopping (Kercheval, 2004).
Before 1990 there were only about
six lifestyle centers in operation.
According to the International
Council of Shopping Centers (2005),
today there are 130 lifestyle centers,
which is over twice as many as there
were in 2003. In addition, there are
17 lifestyle centers scheduled for
completion in 2005. The format
started in warmer climates but has
recently taken hold in cold-weather
cities. Many of these centers have
outdoor heaters to keep shoppers
comfortable in colder months.
Target Market
Although a complete picture of the
target market for lifestyle centers is
still developing, in general, the
market is middle aged, affluent, and
is not a frequent regional mall
shopper. The average household
income of a lifestyle center shopper
is
$75,000
(Sarkar,
2005).

Compared to a typical mall shopper,
who spends 76 minutes shopping,
lifestyle-center customers spend 56
minutes, but spend more money per
visit (Grant, 2004). In essence the
lifestyle center shopper is willing to
trade money for time and will pay
extra for convenience (Dunne and
Kahn, 1997).
Toward a Definition
In recent years, the definition of
lifestyle centers has been a matter of
debate for many retail experts. Even
with the formal ICSC definition,
many retailing professionals put
their own spin on the concept.
Although the lifestyle center term
has been around since 1987, due to
the popularity of the retail format,
developers across the country are
using the “lifestyle center” label to
help create excitement about new
projects. The overuse of the term
has created confusion among consumers and retail professionals alike.
Many new shopping centers or
community centers are being called
lifestyle centers or some variation
of that name. Other variations that
have appeared include fashion centers, urban entertainment centers,
town centers, leisure time centers
and urban villages (Steiner, 2005).
To keep up with the new retail
format, many malls are planning
“lifestyle additions” which mean
they are adding an outdoor, upscale
component to the existing enclosed
mall.
The price tag for these
renovations costs about $25 million
(Smith, 2005). The quest to remain
competitive leads to a blurring of
retail channels. It is no longer as
easy to classify a retailer into a
category
as
it
once
was.
Nevertheless, in an effort to define

*

+
<
$

)

(
C

%
%

4
different types of retailers, the
International Council of Shopping
Centers has defined the various
formats prevalent in retailing.
Both the mall and lifestyle center fit
under the umbrella of shopping
centers. The mall is defined as
“typically
enclosed,
climatecontrolled and lighted, flanked on
one or both sides by storefronts and
entrances. On-site parking, usually
provided around the perimeter of the
center, may be surface or structured.”
The lifestyle center is
subcategorized under open-air centers. These centers are “most often
located near affluent residential
neighborhoods…caters to the retail
needs and ‘lifestyle’ pursuits of
consumers in its trading area…has
an open-air configuration and typically includes at least 50,000 square
feet of retail space occupied by
upscale national chain specialty
stores…role as a multi-purpose
leisure-time destination, including
restaurants, entertainment, and design ambiance and amenities such as
fountains and street furniture that are
conducive to casual browsing”
(ICSC, 2004). When the technical
definition is applied, it is apparent
that many so-called lifestyle centers
do not fit the definition.
New on the horizon are hybrid,
mixed-use lifestyle centers that combine lifestyle, entertainment, health
club and restaurant tenants with
residential and hotel components.
Many retail experts believe that
successful future projects will blend
services (dentist, medical) with living spaces and retail stores (Hazlett,
2003).
These centers create a
community within one property. A
common theme for hybrid centers is
they are “mix-and-match destinations designed to drive traffic and

destined to redefine the regional
mall” (Field, 2005).
Malls vs. Lifestyle Centers
The advent of the lifestyle center
may indicate that the mall format is
passé. The reality is that malls are
not going away. In fact as of 2005
there were 1,130 malls compared to
130 lifestyle centers. The construction of malls has decreased considerably, due to the saturation of the
format throughout the U.S. Since
2002 there have only been seven
malls built. In comparison, there
were about 100 lifestyle centers built
during the same period (Sarkar,
2005).
There are many differences between
the mall and lifestyle center. The
size of a typical mall is 400,000 to
one million square feet. Sizes for
lifestyle centers are smaller and
range from 150,000 to 500,000
square feet (Grant, 2004). Because
lifestyle centers are smaller, they
cost less than a mall to build.
According to the International
Council of Shopping Centers a
lifestyle center has median sales of
$298 per square foot, compared to
$242 median sales per square foot
for a mall.
The larger nonproductive areas of a mall account
for the difference. Common area
maintenance (CAM) costs are also
lower for lifestyle centers compared
to malls because tenants in a lifestyle center do not have to pay for
heating and cooling of common
areas.
Lifestyle centers rely less on department store anchors than malls. This
is a challenge because each store in
a lifestyle center must pull in
customers on their own instead of
feeding off the customers pulled in
by an anchor as many mall mer-

chants do. Thus tenant selection is
more important for a lifestyle center
(Mander, 2001).
The landscaping and architectural
costs for lifestyle centers are similar
to malls although overall maintenance costs can be higher for due to
the costs of maintaining the outdoor
environment.
Although many are touting lifestyle
centers as replacements for malls,
there are many experts that believe
these two formats can coexist.
Many malls target the middle-class
consumer. Because lifestyle centers
cater to a different market, there can
be room for both. In addition,
lifestyle centers have a smaller trade
area of 8-12 miles compared to a
mall which can have a primary trade
area of 25 miles or more, depending
on size. In addition, the retail tenant
mix is often different for both
formats. Finally, lifestyle center
developers tend to pursue secondary
markets where malls are not as
prevalent (Gose, 2004).
SUMMARY
As the lifestyle center format gains
ground, more people will distinguish
between the true lifestyle center and
the pretender.
The format has
gained such momentum and it appears to have longevity and is not a
retail fad. Lifestyle center managers
must be careful with the retail mix
to ensure the long-term growth and
viability of the center. In addition,
the ambiance should create a safe
environment where people go for the
retail experience. The development
and blurring of new retail formats
will continue as competition intensifies. Sounds like the lifestyle center
takes consumers back to the shopping experience of earlier decades.

Jesse Clyde Nichols had a strong
formula is building an outdoor
shopping center for the affluent of
the period. His vision has come full
circle. The saying, “everything old
is new again” is appropriate for the
lifestyle center format.
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mong the expanded set of
educational goals that institutions/programs in business are
to pursue is a global/international
perspective in decision-making.
Multinational firms, as well the
AACSB, two of business schools
largest stakeholders, are demanding
that business students have an appreciation of areas such as diversity,
ethics, and international business.
Therefore, academics have a responsibility to prepare business students
for the global marketplace. It no
longer suffices to study international
business. It is now imperative to
experience it. If preparing students
for career success is a priority for the
institution, it has an obligation to
provide its students with the opportunity to experience first-hand how
business operates in another country/culture. One way for business
students to differentiate themselves,
and for the business school to
provide global exposure, is by offering a well-conceived short business
study-abroad tour.
Many faculty lack experience and
are hesitant to try to develop a short
study-abroad tour on their own. This
paper is targeted to those individuals.
After a review of the literature, the
following sequential topics will be
addressed in this paper: 1) The issues
involved in designing a study abroad
tour including keeping the customer
in mind, the logistics of arranging
the tour and the recruitment plan, 2)
The requirements of the academic
component which includes an oral
presentation, a research paper and
active participation throughout the
experience, 3) Implementation issues
learned through this experience, including helpful hints, and 4) Follow
up and recommendations for future
endeavors.

LITERATURE REVIEW
The business education literature
supports the value of and the need
for more support and encouragement
of study-abroad programs. Praetzel
and Curcio (1996) state that while
everyone from faculty to accrediting
bodies of business programs agrees
that international issues are essential
to a business education, very little
has been accomplished in internationalizing the curriculum. They
conclude that “a student in a professional program must be cognizant of
international issues and possess the
sensitivity to work in a diverse
environment characterized by an
alternative set of cultural, historical,
political, social, religious, and economic issues” (p. 175). These
authors feel that one of the best ways
to internationalize the business program is through study abroad and
suggest that faculty buy-in and
participation in the experience are
critical to the success of the program. In addition, Praetzel and
Curcio believe study abroad fosters
improved understanding of foreign
cultures, people and institutions,
develops more open mindedness and
tolerance, instills greater confidence,
and promotes faster maturation”
(pp.177-178). Toncar and Cudmore
(2000) echo this observation and
suggest that study-abroad programs
can develop self-confidence and
knowledge of self that results in
substantial personal growth.
Festervand and Tilley (2001) cite
several benefits for faculty participating in an international experience
including: 1) academic validation,
by grounding concepts and theory
into reality, 2) intellectual growth,
by acquiring new knowledge, 3)
acculturation and correction of biases and stereotypes, 4) academic

administration, by being put in
charge of funding, scheduling and
making arrangements for the program, and 5) cognitive repositioning
or a “dose of humility.”
Lane (2003) cites barriers to U.S.
students studying abroad including
“stringent curricula, financial constraints, a lack of faculty participation, and the failure to address the
needs of non-traditional students”
(p. 11). Bollag (2003) cites the
following institutional barriers regarding study-abroad programs, 1)
lack of leadership on the part of
senior campus officials, 2) lack of
incentives for faculty members to
become involved, 3) rigidity in the
curriculum, and 4) lack of preparation for students heading out of the
country and lack of assistance when
they return.

the initiative (a “push” strategy).
Whether the idea comes from the
dean or a faculty member, the
support of the dean is imperative for
the study abroad tour. Designing a
study abroad tour involves the following critical components; 1) keeping the customer in mind, 2) the
logistics of arranging the tour, and 3)
the recruitment plan.

DESIGNING A STUDYABROAD TOUR

Keeping the Customer in Mind
The authors believe that with a solid
understanding of the customer and
the stakeholders as well as going
through the suggested framework, it
is possible for professors to direct a
successful study abroad experience
and have their efforts recognized
under each of the three areas of
teaching, research, and service.
However, the success of a study
abroad tour can be largely dependent
on the initiator, the program director.
Desirable traits of a program director
to ensure a successful program
would be a sense of humor, perseverance (especially when attempting to
make arrangements with individuals
over the telephone who may not
speak English very well), an outgoing personality (makes it easier to
recruit students for the trip), and
most importantly, someone who
truly enjoys spending a lot of time
(24/7) with students and who is able
to cope with the myriad of problems
that may arise in a study-abroad
experience.

For any such experience based
learning, there must be an initiator
for a study abroad tour to become a
reality. The impetus to develop a
study-abroad tour can come from the
dean, who will identify, encourage
and reward faculty for doing this (a
“pull” strategy) or the idea can come
from individual faculty member(s),
who will push the dean to support

The program director of the studyabroad program must have an understanding of the customer, the student. It is important for them know
how the students feel about studying
abroad, whether they have traveled
previously outside the country, what
their major concerns are about such
an experience, what students perceive to be the biggest obstacles to

If the barriers that Bollag identifies
above are addressed, the authors
believe it is possible that the benefits
for the students identified by
Praetzel and Curcio; “an improved
understanding of foreign cultures…promotes fast maturation,”
will occur. Concurrently, the benefits for the participating faculty
identified by Festervand and Tilley,
“academic validation…dose of humility,” will also be realized.
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doing so, and how many are willing
to pay how much for such a study
abroad tour. All of these issues can
and will affect the student’s decision
to participate in such a program.
Surveying students about their desire
to study abroad is suggested for any
institution that is attempting to offer
their first short study-abroad experience.
Logistics of Arranging the Tour
The planning of the trip commenced
four months in advance. Italy was
chosen as the country to visit
because of: 1) its mix of businesses
and touring opportunities, 2) its low
on the terrorism scale, 3) a large
portion of the university students are
of Italian heritage, 4) the airfare and
hotel estimates were reasonable, and
5) an MBA student from Rome sold
the students and faculty on the
benefits and excitement of such a
tour.
This is where creativity, patience,
and the ability to network set in. The
program director started networking
with colleagues, alums, and a variety
of business people. Friends and
colleagues provided her with contacts that led to arranging two
factory tours.
When the arrangements were being
made for the group tour, the contact
suggested that we include a tour of a
prominent nearby winery, Rocca
delle Macie, followed by a sixcourse luncheon at the winery. This
is an example of how getting to
know your contacts as much as
possible before arriving can be
invaluable. Keep your ears open to
any suggestions they might have!
To provide students with an overview of the financial markets in Italy,
a visit to La Borsa Italiana, the

Italian stock exchange in Milan, was
arranged. With the financial markets, the program director realized
that for this particular visit, the
variety of levels of exposure to the
trading world (several of the graduate students were employed in the
financial services industry) might
pose a problem. However, even
those employed in the financial
services industry were shocked to
find there is no “floor” of the stock
exchange in Milan.
To provide retail exposure, a critical
aspect of understanding a country’s
culture, the program director connected with the president of a major
U.S. real estate development firm
who lives in a suburb of the
university town. The president offered to contact his Italian counterparts to recommend they provide a
presentation and tour of a major
shopping center in Milan. Malls are
such a way of life here in the United
States. How people shop and to
whom shopping centers are targeted
to in each country is very revealing.
For example, we learned that in Italy
the shopping centers do not consist
of upscale stores. Upscale stores are
found in the city centers. The
shopping centers in Italy appeal
more to the middle and lower middle
classes and are always anchored by
a hypermarket.
Students were
shocked to see that grocery carts
were permitted throughout the mall!
Appreciating the similarities and
differences in global business education was deemed critical. Through a
colleague, contact was made in
Milan with Bocconi University, one
of the leading business schools in
Europe. Two of our students were
so impressed they planned to apply
there for graduate school.

Recruitment Plan
At the same time the program
director was arranging the company
visits, she was also recruiting students for the program. In particular,
for initiating the first study abroad
tour, a great deal of time, thought,
and effort must be exercised to
recruit the students. The recruitment
plan began with announcements in
graduate classes of an upcoming
meeting to discuss the details of a
proposed study-abroad tour in Italy.
Two weeks later invitations were
sent to all MBA students announcing
an informational meeting for anyone
interested in possibly going on the
tour.
The agenda of the informational
meeting consisted of explaining the
academic component (discussed below) as well as the logistics of the
trip. Since only two of the MBA
students had ever traveled outside of
the U.S., the questions asked were
varied in sophistication (e.g., “Can
we go if we don’t speak Italian?”).
The MBA students were told they
needed to have a $200 nonrefundable deposit to the program director
in two weeks and that acceptance for
the tour would be on a “first-come,
first-served” basis. After determining how many spots were still open,
the program director announced the
business study tour to graduating
seniors and the response was very
positive. The same rule of “firstcome; first-served” also applied. By
the two-week deadline the tour was
full and had a waiting list.
The Academic Component
The program director decided that
the business study abroad tour
would be a two-credit marketing
elective for both undergraduate and
MBA students. An optional third
credit was offered to all and 60% of

the students ended up completing the
program for 3 credits. A syllabus for
the two-credit course was developed
as well as an addendum for anyone
who wanted to take the optional
additional credit.
All students were required to meet
for an hour every week as a group
for the eight weeks prior to the trip.
These meetings included several
guest speakers. The rest of the
meetings were lectures by the program director on the various Italian
industries the group would be encountering on the tour.
The three components of their final
grade for the study abroad tour can
be divided into the following equally
weighted requirements:
Oral Presentation. The program
director and student would agree on
a topic pertaining to doing business
in Italy. Each student would be
required to research the topic before
the tour and then orally present the
results of the research to the entire
group while on the trip.
Research Paper. Every student was
required to submit a paper due one
month from returning to the U.S.
This research paper would be the
direct result of what the students
experienced during the study-abroad
tour. The topic would be agreed
upon between the program director
and student either during the trip or
within days of arriving home.
Active Participation. Every student
would be expected to be on time,
attend every event and be a participant in group discussions during the
study tour. In order to promote as
much group discussion as possible,
the program director arranged for the
European Wall Street Journal to be
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delivered every day to the various
hotels. Active participation in a
discussion of selected articles from
the European Wall Street Journal
every morning on the bus was
expected.
Students seeking the additional
credit would do a pre-approved
research paper on a business topic
relevant to Italy.
Students are
expected to do a thorough literature
search on their topic and include
their own insights based on their
experience in Italy. Students who do
the extra credit are required to
formally present their papers at the
annual student research forum that is
held at our university.
LESSONS LEARNED
Always do a head count. The
importance of doing his can be
illustrated by our experience at the
Newark, N.J. airport. We only had 10
minutes to change planes for our
flight to Milan. After the last person
was in and the door of the plane
closed, the program director took a
head count and
realized that we
were missing one person…the finance professor! At the same time
we heard banging on the airplane
door and the program director
begged the flight attendant to open
the door for him!
What the program director needs
to carry. It is important to recognize
and be prepared for the fact that the
program director does provide a
surrogate parenting role. Realizing
this, the program director carried the
following items with her all the time:
copies of everyone’s passports,
health information on each participant, names and phone numbers of
contacts, and signed liability releases
for each participant. In addition, she

carried university personalized gifts,
as well as university catalogs and
brochures to be distributed to the
various contacts (and their support
staff) on the tour.
Be prepared for variances in the
weather. Advise students to take a
warm jacket, umbrella (or slicker)
and a warm sweater when traveling
in the off-season to Europe.
Make plans for the first day or
two, while still being flexible.
Understand the transit rules.
When traveling by bus in Europe
you must allow your driver to stop
every four hours for a break. In
addition, EU requirements dictate
the driver can never be employed to
drive for more than 12 hours, even
if the driver is not utilized during
some of those hours. This is one of
the many things we did not find out
until we arrived in Milan.
Be prepared for “unanticipated
crises” and “unanticipated expenses.” An “unanticipated crisis”
occurred before we even boarded the
plane. One of the graduate students
had her purse stolen (which contained her wallet, passport, credit
card, etc.) on the way to the airport
the day of departure. An “unanticipated expense” occurred the last day
in Florence. All week we had been
telling our bus driver where we
wanted to go and he always complied. However, we did not know
that we only had a bus pass into
Florence for three days and for our
final visit (the 4th day) we would
have to pay another 230 euros. On
our way back to Milan in the
afternoon we wanted to stop in Pisa.
Once again we had to pay 40 euros
for the bus to enter the city.

Research Cultural and Historical
Sites Ahead of Time. Do enough
research ahead of time to guarantee
that major historical and significant
sights are included on the city
tours.
HELPFUL HINTS
Oral Presentations. The students
did their oral presentations on the
bus prior to the appropriate tour or
visit. Educating the students immediately prior to a visit allows the
students to ask excellent questions
on the tour. However, the program
director recognized that in the future
she needs to review each student’s
oral presentation ahead of time. The
quality of the presentations varied a
bit too much.
Avoid traveling during peak
times…even in the off-season.
Because fashion week had just
ended, we were unable to stay
within the city and we were forced
to stay 25 minutes from the heart of
Milan, which was not convenient.
Always understate the convenience
of the location, rationalizing that this
is the reason the trip is more
affordable.
Try not to plan too much for any
one day. One day we could not
avoid 12 hours straight of tours and
presentations. On the other hand,
during free time try to always have
a faculty member volunteer to tour
with the students to allow students
to feel more comfortable.
Wake-up calls. Don’t rely on the
students to get themselves up. Make
sure you have several wake up calls
each morning for everyone in your
group. Make clear to all exactly
what time the bus will be pulling
away and be explicit of the conse-

quences of being tardy.
What to Bring Next Time. After
observing one young woman bring
10 pairs of shoes (none of which
looked comfortable), the program
director suggests that students bring
comfortable shoes.
Make no exceptions. One student
wanted to leave Florence and travel
to Rome and visit his cousin. This
was a 3-hour train ride and he would
have been gone overnight. The
program director would not permit
him to do this and he constantly
challenged her about this. However,
she was responsible for his safety
and refused to deviate.
Take someone along who speaks
the language. One of the authors
spoke enough Italian to get us
through some difficult circumstances. However, recognize this is
a drain on the individual.
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rganizations realize they need
to deliver superior value to
their customers than their
competitors. The academic literature
[1-4] and the business press [5-7]
mention the importance of the customer value concept as a new source
of strategic advantage in the everincreasing global market. What,
then, does it mean to provide
superior customer value?
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Consumer research provides clues
about how customers define value.
One research route characterizes
customer value as a trade off between “get and give” components
[8]. The nature of “get and give”
components differs from customer to
customer. Some customers define it
as getting a lower price for an
average product/service, while others define it as getting a better
quality product at an average price.
Still others consider a wider range of
“get and give” components, such as
convenience, utility, performance,
quality, time, effort, and money, in
their tradeoff analyses.
Another research route in consumer
research focuses on the consequences and end states that customers experience [1, 9].
These
researchers define customer value as
“what customers want to have happen” when interacting with a retailer,
treating service characteristics as
bundles of attributes. They relate
these attributes to consequences that
customers experience when they are
dealing with retailers, using a hierarchical format. The received value
judgments of customers provide insights into the nature of the
customer-retailer interaction. This
approach considers not only price
and quality aspects of the experience, but also a mixture of utilitarian, hedonic, and symbolic aspects

of customers’ experiences [10-12].
In this paper, the retailer’s point of
view is the focus of the investigation. How customers experience
customer value is important; however, this analysis examines the
ways retailers approach the imperative to generate more customer value
than the competition. Comparing
customer value definitions on both
sides of the customer-retailer dyad
will provide valuable insights for
future customer value research.
Understanding the similarities between these definitions may highlight success factors; understanding
the dissimilarities will provide opportunities to close the gap between
customer expectations and retailer
offerings.
METHODOLOGY
The sources of data for this study are
retailer web sites. Retailers communicate to the public through their
web sites as well as other media.
Content analysis of web sites is a
good alternative to one-on-one interviews with managers about the
definition and use of customer value
in their corporate communications.
Web site content reflects the overarching company view more accurately than individual manager’s
interpretations, which may be biased.
The study sample was drawn from
two different lists of top U.S.
retailers generated by the trade
magazine Stores [13]. The first list
identifies the top 100 U.S. retailers,
in terms of sales volume generated
in 2002. The researchers dropped 16
retailers from the analysis, due to the
lack of corporate communications
materials and Internet presence for

privately-held companies and some
public companies, and downloaded
textual content from 84 out of the
top 100 retailers’ web sites. The
second list comprises the top 100
U.S. specialty retailers. The researchers visited web sites from 96
of the top 100 U.S. specialty retailers and downloaded the relevant
textual information.
Thirty-one specialty retailers appeared on both lists. In order to
examine the sales performance of
these companies more closely, the
researchers formed a third group for
separate analysis. The first group
(Group 1) comprises 53 top U.S.
general retailers. The second group
(Group 2) comprises 65 top U.S.
specialty retailers not appearing in
the top 100 U.S. retailers list. The
third group (Group 3) comprises 31
of the top 100 specialty retailers that
also appeared in the top 100 U.S.
retailers list.
The researchers conducted the content analysis using ATLAS qualitative analysis software (WIN ti 4.2
ed.) on a total of 1,289 pages of data
including 491,398 words.
Two
judges analyzed the data using
qualitative and quantitative methods.
The researchers initially identified
59 codes that related to the concept
of “value.” Later, they collapsed
these codes into a smaller group of
31 codes through continually evolving discussions. Finally, they organized the codes into 6 classes of
general “value” concepts and 5
additional classes of “customer
value” [14]. After identifying commonalities in the textual references
to “value,” the researchers calculated frequencies of each class of
value reference within each of the
three groups of retailers and across
the total sample.

RESULTS
Retailers referred to “value” in six
different contexts, namely (A) customer value, (B) value of customers,
(C) company values, (D) stakeholder
value, (E) value of the company and
(F) cultural values (Table 1). Most
of these references used “value” in
the context of customer value, as
defined in the literature [8, 15].
Table 1
Distribution of Quotations about
the Concept of “Value”
Concept of Value

Freq. Pct.

Customer Value
260 60.3
Value of Customers
18
4.2
Company Values
29
6.7
Stakeholder Value
67 15.6
Value of the Company 44 10.2
Cultural Values
13
3.0
Total
431 100
After customer value, the second
most frequently used value class was
stakeholder value. Most of the
retailers in the sample used “value”
to refer to activities that provide
value for shareholders. Some companies also included employees as
another stakeholder group for which
they should provide value. Group 3
retailers referred to “value” in this
context more frequently than the
other two groups.
“Value of the company” was the
third largest class of value references
in the sample.
Retailers used
“value” to signify accounting-related
values such as value of the assets,
value of the company investments,
net book value, and carrying value of
the inventory. Group 2 retailers
referred to book value more frequently than the other two groups.
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Retailers also used “value” in the
context of company values. This
class comprised 6.7% of statements
about value, including references to
leadership (Big Lots, Borders
Groups), social and environmental
responsibility (IKEA), fiscal conservatism (Claire’s Stores), nourishment of creativity (Gymboree),
teamwork (Payless Shoe Source),
honesty (Limited), and integrity
(Limited and Spiegel). Group 3
retailers referred to core values more
frequently than the other two groups;
13% of quotations in this group
referred to core values, compared to
5.1% and 5.6% in groups 1 and 2,
respectively.
A few retailers referred to their
customers as “our valued customers”
to show their appreciation and to
confer privileges to a special group
of customers. These references belong to the “value of customers”
class.
Finally, a few retailers (3.02% of all
quotations) also mentioned cultural
values.
Old fashioned values,
American values, nature orientation,
family ties, and hard work were
some examples. The findings revealed no differences among the
three groups of retailers in terms of
the frequency of references to cultural values or the value of customers.
Customer Value
Customer value was defined in 5
different ways that were all very
similar to customers’ definitions of
value: (1) low price relative to
competitors, (2) quality the customer
receives for the price s/he pays, (3)
what the customer gets in return for
what s/he is willing to give, (4) what
the customer wants to have happen

when interacting with the retailer,
and (5) a generic value claim. In the
generic value claim, retailers did not
specify how they generated value [8,
9] (Table 2).
Table 2
Distribution of Quotations about
the Concept of “Customer Value”
Customer Value
as a generic claim
as low price
as quality for the
price paid
as what one gets for
what one gives
as what one wants to
have happen
Total

Freq. Pct.
75
80

28.8
30.8

33

12.7

37

14.2

35
260

13.5
100

Generic value claims promising undefined value and claims promising
“value as low price” occurred more
frequently in all 3 retailer groups
than other classes of customer value
references. Group 1 retailers used
these classes of value references
more frequently than the other
groups.
Some retailer web sites defined
customer value as a process, focusing on the consequences of the retail
experience from the customers’
point of view. The researchers were
amazed to discover that Group 3
retailers used this meaning of
“value” more frequently than the
other two groups of retailers. In
contrast, Group 1 retailers displayed
the lowest frequency of references to
customer value as a process.
IMPLICATIONS FOR
MANAGERS AND
RESEARCHERS
This study revealed that top U.S.

retailers used the “value” concept in
a wide array of contexts. Overall,
retailers in the sample used references to “customer value” more
frequently than any other value
references. This finding shows that
retailers incorporated customer
value into their strategies. However,
the intergroup differences in retailers’ value references suggest that
there were differences in their interpretations of “customer value.”
Retailers interpreted customer value
as low price more frequently than
any other attribute. Generic promises of “providing value to the
customers” represented the second
most frequently used reference customer value. Also, customer value
was defined as (1) what quality is
received for the price paid, (2) what
customers get versus what they are
willing to give, and (3) what customers want to have happen.
The three groups of retailers also
displayed differences in their views
of how customer value is generated.
The fact that Group 1 (general
retailers) used more references to
low price and generic promises of
value suggests a reliance on low cost
strategies [16]. Compared to Group
1, Groups 2 and 3 described customer value as a process more
frequently. These findings suggest
that Groups 2 and 3 were more
effective in using a focus strategy to
compete with the top U.S. retailers
[16].
Paying attention to the
consequences aspect (what customers want to have happen) of customer value may be an important
element of this strategy.
The content analysis technique used
in this study revealed important
clues about the current state of the
retailers’ use of “value” as a buzzword. This technique also permitted

a broader and more fine-grained
analysis of the current state of
“customer value” among top U.S.
retailers, which will guide future
research. The next step will be to
investigate the differences among
retailer groups in terms of how
variables such as strategy, volume,
profitability, earnings per share, and
growth relate to their implementation of customer value strategies.
Another research avenue may be to
investigate the differences between
what different types of retailer promise as opposed to what customers
perceive that they are actually getting from the interaction.
Limitations of the study include the
fact that the data in the sample were
obtained only from retailers’ web
sites; hence, the findings cannot be
generalized to all U.S. retailers. The
omission of privately held retailers,
due to the difficulty of obtaining
annual reports and other supporting
materials may also have had an
impact on the categorization process.
Although multiple researchers coded
the data, the categorization process
may not have been completely free
of researcher bias. Content analysis
is a qualitative tool that lets researchers explore the phenomenon.
Follow-up studies using quantitative
methods are warranted in order to
generalize these findings to larger
populations.
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Editor'
s Note: Three feature articles
are included in this issue to
deplete the "waiting list," and
provide the new editor with a
"clean slate."
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Interior Design: Assistant/Associate/Full Professor. Nine month, tenure track.
Available August 16, 2006. Required: Doctorate in related field. Will consider
candidates who are ABD with appointment at the Instructor level until
completion of the terminal degree within one year of initial hire date. Desired:
Previous experience in teaching, including distance education; record of
research and grantsmanship; professional practice; NCIDQ certification. The
candidate accepted for this position must be able to meet eligibility
requirements for work in the U.S. at the time appointment is scheduled to begin
and must be able to communicate effectively in English. Screening will begin
April 30, 2006 and continue until candidate is selected and recommended for
appointment. Send letter of application; vita; 20 examples of student work
and/or professional work; statement of teaching philosophy; transcripts; list of
three references; and three letters of recommendation to Dr. Carol L. Warfield,
Department of Consumer Affairs, Auburn University, AL 36849-5603. AA/EO
Employer. Women and minorities are encouraged to apply.
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ather to network and discuss the retailing industry at the University of
Florida and Office Depot Retail Smarter Symposium.

Hear relevant innovations in approaching Hispanic markets, growing small
businesses, maintaining market share and developing business transformations.
This symposium is where your next idea will emerge! To learn more about
the symposium and the Center, visit our website: http://www.cba.ufl.edu/
CRER/RetailingSmarter/
Speakers include:

Tim McGeehan, Executive Vice President, Retail Sales, Best Buy Co.
Dan Stanek, Executive Vice President, Retail Forward, Inc.
Donald Germano, Senior Vice President/General Manager, Kmart Retail for
Kmart Holding Corporation
Donna Fenn, Author, “Alpha Dogs: How Your Small Business Can Become a
Leader of the Pack”
Marianne Wilson, Senior Editor, Special Projects, Chain Store Age
Kimberly L. Strong, Human Resources Director, Target Stores
Chiqui Cartagena, Managing Director, Multicultural Communications, Meredith
Integrated Marketing
Craig Apatov, EVP and Chief Sales & Marketing Officer, Miller Zell
Robert Kennedy, SVP and GM Consumer Products Group, Miller Zell
Cory Lipoff, Executive Vice President, Hilco Merchant Resources, LLC
Patrick Hare, Sr. Director, In Store Merchandising and Sales Communications,
Snacks and Cereal Segment, Kraft Foods North American Commercial
Steve Hyland, Director of Retail Merchandising, Coca-Cola North America
Chris Little, Associate Product Director, VISTAKON®
Christopher K. Kay, Former Chief Operating Officer, Executive Vice
President of Operations and General Counsel, Toys “R” Us
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