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t Ask the expert

How can I combine the
best of two textbooks?

Q: I’m teaching an advanced undergraduate
retail strategy class next semester and I’m
having trouble finding a single textbook that
will work well for my students. I’ve found
a couple of textbooks with a few useful
chapters between them, but I don’t want to
require my students to buy an entire book
for just a few chapters. And, the textbooks
are published by different companies, so
combining the two doesn’t seem feasible. Do
you have any suggestions for good textbooks
or other materials?
A: I ran into a similar problem recently and
a colleague suggested an excellent company
who can combine chapters from different
publishers, as well as include any other
materials such as chapters from trade books,
news articles, etc. Check out University
Readers (http://www.universityreaders.com/).
They can customize course packs for any
class you can dream up. You can upload your
reading list and content to their website, or
choose content from their own library, and
they will obtain copyright clearance for all
materials. When your materials are ready,
they will also handle sales of your course
pack to your students and send you free
personal desk copies. Students go online to
order the course pack and it arrives within
a couple of business days. In the meantime,
students can download the first 20% of the
course pack immediately (PDF file) so they
don’t get behind on the readings while waiting
for their course pack to be delivered. In my
experience, the pricing is reasonable and the
folks at University Readers do a great job in
terms of customer service.
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Boston was a blast!

The Spring 2011 American Collegiate Retailing Association Conference was March 2–5.

Pat Huddleston
and Rod Runyan
on the tour of
TJX Companies.

John Hurst, President of
the Retailer’s Association
of Massachusetts, speaks
to members.

Dennis Watson of TJX Companies
speaks to conference attendees.

A view of the Boston skyline from
the conference hotel.
Kelly McFalls of BJ’s speaks during the tour of BJ’s Wholesale Club.

During the
tour of TJX
Companies ...

John Deighton, Michael Levy and Michael Brady at the Editors Panel.
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Members gathered for the Editors Panel.

t Call for papers........

..........................................

• Focused Special Issue of the Clothing
and Textiles Research Journal (CTRJ) on
Sustainability Marketing Claims and Consumer
Behavior

Retail Education Today
Retail Education Today is looking
for feature articles on innovative
teaching strategies or evaluations of
the retail industry and its sectors.
The papers in each issue will be
concerned with issues and topics
relevant to faculty in the classroom.
Papers will be double-blind refereed
and should be unpublished and
non-copyrighted. The author(s) will
retain copyright of their papers.

Dr. Jung Ha-Brookshire (University of Missouri,
habrookshirej@missouri.edu) and Dr. Laurel
Wilson (University of Missouri, wilsonl@missouri.
edu) will serve as Editors for this focused issue.
Specifically, the call is for research manuscripts
sharing findings concerning sustainability-related
labels, claims, indices, and consumer behavior
and perceptions. Country of origin labeling is also
considered sustainability-related as many of today’s
consumers use such information to help domestic
or other country’s economies. Research findings
from quantitative, qualitative, or mixed method
approaches are welcome.

The editor, along with at least two
reviewers, will pursue a policy of
timely and meaningful review of
each paper. If the paper is accepted,
the author(s) must provide the
paper’s final version in Microsoft
Word format. The text format is
flexible, but the reference style is
APA. Paper should not exceed 5,000
words.

The focused special issue will follow CTRJ’s
existing style guidelines and review procedures
(blind review). Electronic submissions through
manuscript central (http://mc.manuscriptcentral.
com/ctrj) will be required. Guidelines are outlined
in the Guide for Authors inside the cover of CTRJ
and online through the ITAA website. Reviewers
will be selected from the list of the CTRJ editorial
board and an ad-hoc list of reviewers.

Please email all submissions,
in Microsoft Word format, to
the Editor: Jason M. Carpenter
(jcarpent@mailbox.sc.edu)

Please contact the Editors with any questions. The
full call is available at http://www.itaaonline.org.

• A new benefit of your ACRA membership –
access to The International Review of Retail,
Distribution and Consumer Research
Leigh Sparks, Editor of The International Review
of Retail, Distribution and Consumer Research, is
delighted to be able to offer the IRRDCR to ACRA
members as part of their membership, starting in
2011.
There are two developments in IRRDCR that were
shared with members during the recent ACRA
conference in Boston. First, the IRRDCR has
moved to electronic submission and management
of manuscripts through Scholar One. This will
hopefully speed up the process of submission
and decision making as well as improve editorial
management quality. Secondly, later in 2011 the
editorial board and processes of the IRRDCR will
be re-vamped. As such, the IRRDCR welcomes
expressions of interest in becoming a closer part
of the IRRDCR from interested retail scholars
worldwide. Contact Leigh Sparks, Editor of
IRRDCR at leigh.sparks@stir.ac.uk if you are
interested.
While many of the papers published in the IRRDCR
will be of interest to ACRA members, we have
recently published a Special Issue which might
be of particular interest and a follow-up paper
on aspects of retail change in the USA which
may have particular resonance and be useful in
both research and teaching. The Special Issue
was published in February, celebrating 20 years

of the IRRDCR. A number of invited papers were
commissioned and three may be of special interest
to ACRA members:
t Retailing in Europe: 20 years on, Steve Burt,
20(1), 9-27
t Antecedents and consequences of structural
change in North American retailing 1990-2010,
Ray R. Serpkenci and Douglas J. Tigert, 20(1),
29-68
t Retail change in China: retrospect and
prospects, Mark D. Uncles, 20(1), 69-84
ACRA is grateful to the IRRDCR for extending
access to ACRA members and we look forward to
building our relationship!

• Special Issue of the Journal of Marketing
Management (JMM) – CRM: Technology
Adoption, Business Implications, and Social
and Cultural Concerns
Dr. Maged Ali (Brunel Business School, Brunel
University, maged.ali@brunel.ac.uk), Dr. Charles
Dennis (University of Lincoln, UK, Charles.dennis@
brunel.ac.uk) and Professor T.C. Melewar (Brunel
Business School, Brunel University, t.c.melewar@
brunel.ac.uk) will serve as Guest Editors for this
special issue.

Understanding and responding to customer needs
and improving customer service have become
important elements of corporate business
strategy. IT based CRM systems are being used
by different organizations to support these
strategies. However, more recently, there has been
an increase in reported CRM failures, suggesting
that the implementations do not produce expected
results and even with technical feasibility many
promised benefits of CRM have been rarely
fulfilled. Theory in these areas and areas relating
to their interrelationships remains relatively
under-researched. The aim of this special issue
of JMM is to bridge this gap, and to advance our
understanding of the application of marketing,
information systems, and social theories to the
relationships of these three perspectives.
Accordingly, the Guest Editors welcome
submissions offering innovative insights into issues
surrounding CRM business, technical, social and
cultural concerns. All papers will be required
to have an original perspective and a distinct
contribution to the integration of these areas.
Please contact the Guest Editors with any
questions. The full call is available at http://www.
informaworld.com/smpp/title~db=all~content=t91
4689377~tab=jdb_news_offers.

Over the last decade, there has been a dramatic
growth in the acquisition of CRM Systems.
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t Revolution and Evolution:

An Examination of the Current Egyptian Retailing Landscape
Omar Ramzy, Ph.D., Assistant Professor
Business Administration
Misr International University
Cairo, Egypt
Visiting Fulbright Scholar at Kutztown University
ramzy@kutztown.edu
Denise T. Ogden, Ph.D., Associate Professor
Business Administration
Penn State University, Lehigh Valley
2809 Saucon Valley Rd
Center Valley, PA 18034
610 285-5156
dto2@psu.edu
James R. (Doc) Ogden, Professor
Kutztown University of Pennsylvania
Department of Marketing
Kutztown, PA 19530
ogden@kutztown.edu

t Abstract
Governance, democracy and transparency are key
elements for development in emerging countries because they reinforce each
other and provide suitable environments for business practices and free trade.
Egypt’s economic reform program and exposure to global activities has led to a
new lifestyle and more modern shopping habits in the country. These changes
have helped to transition the Egyptian retailing sector from fragmentation, in
which there are many individual and small retailers selling lower end items, toward
retail concentration. Modern marketing systems require new political orientations
as well. Egyptian youth have helped to shift the retailing system in Egypt through
organized strikes. On January 25, 2011 the political environment changed when
Egyptian youth toppled the authoritarian regime that ruled the country for thirty
years. Facebook and other online communities facilitated the revolution which
has been deemed, “The Facebook Revolution”. These communities also created an
impact in the Egyptian retail infrastructure. Now modern marketing and retailing
practices are accompanying the political progress which will lead Egypt toward
prosperity.
The purpose of this paper is to analyze the current Egyptian retailing system and
landscape. This paper provides insight into Egyptian consumers and the future
of retailing in Egypt. Further analysis is provided within the context of how
small independent retailers will compete with the larger newcomers. This paper
addresses the Egyptian youth revolution as a new lifestyle that will change the
retailing in Egypt.

t Introduction: Current Status
When there is economic progress accompanied with political reform a nation
will have an opportunity to create prosperity. Egyptian youth, “the facebook
generation,” changed the Egyptian regime. When beginning to research the
Egyptian retail landscape, the focus was on the Egyptian retail market shifting
from a fragmented system, in which there are many individual and small retailers
selling lower end items, to a concentrated retailing system. After the revolution,
it is evident that the shift is not only economic but political as well. The Egyptian
youth are changing the Egyptian lifestyle. These consumers prefer modern
shopping habits and are helping to change the political regime to become more
modern, democratic and transparent.
We believe the youth revolution will furnish the appropriate business and
legal environment for modern trading and stability and will spur retail growth.
The revolution in Egypt was accomplished without a formal leader or plan.
Accompanying changes provide a promising future business climate. Although
uncertain, the post revolution generation may be composed of many leaders
(Uncertainty clouds jubilation in Egypt after Mubarak’s departure, 2011).
Transparency will assist the development of economic stability.
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t Background
Egypt is the largest market in the Arab world. A population of more than 84
million citizens makes Egypt a lucrative market in the Middle East. About 42% of
the population is under the age of twenty (Cairo Festival City hopes to capitalize
on Egyptian retail sector, 2008). Cairo, Egypt’s capital, has about 17 million
residents. Alexandria, the second largest city, has over 4 million people. Egypt
Retail Report forecasts the country’s retail sales to grow from EGP147.80bn
(US$27.22bn) in 2010 to EGP208.37bn (US$38.37bn)
by 2014 (Egypt Retail Report Q4 2010). According to
the Al-Futtaim Group, there will be an increase in per
capita income by 7.2% between 2007-2012. This will
lead to an increase in demand for luxury products
and necessitates more modern retail technology. This
shift will attract the attention of international brands.
Egypt’s GDP was US$226 Billion in 2010. Between 2010
and 2014, GDP per capita, is predicted to rise by 63.9%
to US$4,463.
The Egyptian retail market is growing because of the
large youth population who are accepting a more
westernized lifestyle. This young generation in Egypt
is educated, open-minded and technologically savvy.
The emergence of a more affluent middle class and the
trend toward accepting modern retailing concepts that match their lifestyles is
also driving shopping behavior. In addition, car ownership in Egypt is increasing.
The average car ownership is 23 cars per 1000 people, which shows a steady
rate of growth (Business Monitor International, 2010). Egypt is ranked 13th
in terms of the most attractive retail market worldwide. It is one of the most
promising and fastest expanding markets in its region. In 2009 Egypt was ranked
15th in global retailing (Consumer survey reveals Egyptian retail purchasing
habits, 2010). Thus, the economy is ripe for foreign investment.

t Fragmentation to Concentration
The move away from fragmentation helps to encourage international retail
investment in Egypt. Retail internationalization occurs when a retail
establishment transfers a retail concept (idea, physical presence) to another
country, in this case Egypt. Internationalization of retailing is more complicated
than manufacturing internationalization (Alexander, 1997; Burt,1993; Burt and
Carralero-Encinas, 2000; Dawson, 1994, 2000; McGoldrick, 2002; Pellegrini,
1999). Internationalization of retail activities is also different than exporting.
International retailers must develop rapport with local suppliers and other
members of the distribution network. This is in addition to understanding the
culture and consumers of the new environment. Egypt is expected to witness a
friendlier business environment which will better fit investors’ preferences.
Several positive changes are occurring that make the retail landscape
appealing and indicate a shift from fragmentation to concentration. First the
growth rate is in an upward trend. In addition the youth population and rising
middle class will seek more modern products. Finally the consumer base is
poised for growth (Egypt: Retail sector to reach $ 25.33 billion, 2011). Signs
of retail growth in Egypt are evident. City Stars Egypt, the largest retail space
in Egypt (with around 150,000 sq meters and a value around $800 million)
opened in 2004. The Dandy Mega Mall and Maadi City Center, both large retail
centers, have opened in recent years. Many other planned shopping sites are
under construction with a balanced tenet mix which appears to mimic the U.S.
retail market.

t International Retail Growth
Much can be learned from one of the early entrants that did not experience
success in Egypt. The Sainsbury grocery chain was initially lured to Egypt by
the size of the market, workforce availability and the positive relations between
the Egyptian and British governments. Sainsbury pulled out of the Egyptian
market after two years in operation and incurred tremendous losses in Egypt of
Continued on page 5
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over £100m. Before pulling out of Egypt in 2001, Sainsbury was operating 100
stores with 2000 employees (Sainsbury’s pulls out of Egypt, 2001). Sainsbury’s
chairman, Sir Peter Davis, commented, “It’s a developing market and we went
in with a very ambitious programme. I think we tried to go in too far, too fast”.
The company blamed the poor trading environment and difficulties in working
with the Egyptian government. It didn’t help that local shopkeepers, during the
Palestinian uprising, spread rumors that Sainsbury had Jewish connections.
Muslim clerics joined in by stating that shopping at the retailer was a sin
(Sainsbury’s pulls out of Egypt, 2001).
We believe that Sainsbury did not have a strong business plan and the company
did not understand the cultural and societal norms of the country. Because
they were the first major retailer to introduce modern supermarket shopping,
they failed to anticipate the consumer reaction. Up to that point consumers had
not been exposed to modern supermarkets and lacked the education needed to
understand the more sophisticated retail practices. According to El-Amir and
Burt (2007), Sainsbury had technical superiority but failed to account for the
needs of the people within the social context.
Today there are several international retailers
located in Egypt including
• Aldo (footwear) which has four stores in Cairo
and one in Alexandria.

format in food shopping (Goldman, 1981; Guerion, 1964; Kaynak, 1985). This
may be related to the age of the customer base in those countries. In Egypt,
preliminary indications are that the modernization of food retailing and the
introduction of specialty retailers are being accepted.
Prior studies in developing countries showed that large supermarkets were
accepted mainly by the wealthy. The time-starved upper classes prefer the one
stop shopping that larger retail formats provide (Goldman, Ramaswami and
Krider 2002). In the Egyptian retailing market, low income residents visit the
larger food stores to benefit from the store’s economies of scale which brings
down the price of goods and services.
There are other trends toward modernization that make the Egyptian retail
environment more attractive. The use of credit cards is greatly increasing
Egyptian shoppers’ purchasing power (D’Andrea, Marcotte and Morrison, 2010)
by allowing people to frequent and spend more at new stores. E-commerce
growth is expected to increase as Egyptian youth buying power increases. As
customers gain access and knowledge about retailing, their demands for service
and quality also increase. This is in part due to
increasing access to the Internet. Consumers are
able to customize their orders according to their
needs, obtain products that previously were not
accessible and conduct price comparisons.

• Bershka, located in 50 countries and the
youngest brand of the Inditex group, is operating
in Egypt selling fashion clothes, shoes and
accessories to the 13 – 25 year old market
(Bershka, 2011).

There is movement toward dual household
earners in Egypt. Consequently middle income
Egyptian families have more discretionary
income than they have had in the past. Families
are buying updated appliances such as bigger
refrigerators. Credit card usage is up as
consumers use different credit cards to shop.
As stated previously, car ownership is on the
rise which increases mobility and encourages
purchases from supermarkets and superstores.

• Bianco, a trendy footwear brand from Denmark
is currently operating in Egypt and has two
outlets in El Obour City and City Stars Mall.
• The French Connection, a clothing retailer,
chose Egypt as one of its Middle Eastern
locations.
• H&M, located in Cairo.
• Radio Shack is the biggest electronics retail
chain in Egypt. The first outlet was opened in
Cairo in August of 1998.
• Zara and Mango, the Spanish apparel provider.
• Clarks, the UK specialty footwear and leather goods provider, opened recently
in City Stars Mall.
• Esprit, located in Cairo.
Other retailers scheduled to open in Egypt include the UK Marks & Spencer
which is expected to open in The Dandy Mega Mall (Consumer survey reveals
Egyptian retail purchasing habits, 2010). IKEA, the Swedish furniture store,
announced its opening in Cairo. This introduces big box specialty furniture
retailing to Egypt.
Grocery chains are also experiencing success in Egypt. Carrefour, Spinneys and
the locally owned Hyper One are opening stores (Egypt: Retail sector to reach
$ 25.33 billion, 2011). There is a potential for more retail expansion since
the market is undersupplied (Economic Update Egypt: The rise of retail Egypt,
2011).

t Modernization
Large international retailers like Carrefour, Ahold, Tesco, Walmart and Metro
have already begun operating in emerging economies with locations in Asia,
South America, Eastern Europe, and the Middle East. These retailers often
locate where food retailing is dominated by family-owned stores and other small
retailing formats (Goldman, Ramaswami and Krider, 2002). In some emerging
countries modernization, especially in food retailing, is accepted while in others
it is not. Many studies of emerging economies have indicated that modern
retailing techniques may have failed as customers preferred a more traditional

There are many obstacles to the modernization
of retailing in Egypt. Currently in Egypt, new
retail establishments are opening in crowded
areas with no parking facilities. Out-of-stock
situations are experienced daily in many stores.
Typically, returning merchandise is not an easy
or pleasant for customers. It is common to
find customer service telephone numbers that are not working and if they are,
customers are often placed on hold for extended periods of time. Consumers
often receive conflicting messages from retailers, resulting in frustration.
Serving two customers simultaneously is often practiced by retailers which
further annoys customers (Hill, 2009). In addition, the inflation rate is about
10% in Egypt. This is expected to drop due to reform programs and political
stabilization (Egypt: Retail sector to reach $ 25.33 billion, 2011).

t Site Selection
Site selection is an important issue for the Egyptian retail market segment.
Currently, larger retailers often find that it is best to open their stores in isolated
locations to benefit from the space and the availability of cheaper land. Location
should be addressed not only with the dimension of proximity to customers, but
also from the perspective of proximity to other stores. Some retail types will
benefit from locating nearby each other and other types may face challenges by
locating too close to one another (Grewal, Levy, and Kumar, 2009).
In Cairo, although real estate is scarce, there is a trend toward larger stores
(Aalto-Setälä, 2002). New cities are emerging to accommodate the wealthy
Egyptians who prefer larger houses. The government is offering land for sale in
cities where the affluent live. Most of the larger retailers select sites near these
cities.
Continued on page 6
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Retailers have many opportunities in developing countries but they face many
challenges as well. Maintaining customer satisfaction, offering safe credit
transactions, and getting people to and from the stores are among many
challenges faced in Egypt and other emerging markets (D’Andrea, Marcotte and
Morrison, 2010). To attract the lower and middle income consumers who may
not yet own cars, large food retailers which are located in isolated areas can be
more successful by offering promotional cards with transportation discounts, or
other offers that defray costs associated with travel to a retailer.
Again, marketing and retailing “tools” may help to increase store patronage.
For example, retailers can develop affinity cards, or membership cards for their
retail outlets. They may also use other techniques that can be inserted into the
Customer Relationship Management (CRM) programs. The key is to develop
customer loyalty. If a large retailer is close to their customers’ neighborhoods
then the loyalty cards may be attractive to them. Proximity to low and average
income customers is needed because the costs associated with travel are
prohibitive (Demoulin and Zidda, 2009).

t Pricing
Emerging market customers focus on essentials and the lowest priced products
with acceptable quality even when it comes to luxury products. Often they
purchase a lot from the cheapest outlets, very little from the best outlets, but
they ignore the at-market retailers (D’Andrea, Marcotte and Morrison, 2010).
Another important issue that should be addressed is the street and open air
vendors who have a competitive advantage with lower prices and fresher food.
These open air vendors are meeting customer demand in emerging economies.
While superstores offer quality products, open air selling offers convenience
and several grades of quality with a variety of prices from which to choose
(D’Andrea, Aleman and Stengel, 2006).
Customers are willing to travel to the mall or larger retailers to buy cheaper
products. This doesn’t mean that time isn’t important but it may indicate that
price is more important than time to those consumers (Monga and Saini,
2009). Higher end shoppers may be willing to pay higher prices to save time.
Thus, higher income groups may seek to optimize their shopping trips .This
may motivate shoppers to visit larger retailers less often (Leszczyc, Sinha and
Sahgal, 2004). Neighborhood stores are then used for smaller shopping trips
when a customer has an immediate need.

t The Low Income Segment
In Egypt, like most of the other developing countries, low income consumers
represent the bulk of purchasing power in the market. Food retailers like
Carrefour started to capture market share by attracting the attention of lower
income customers. A positive relationship between retail concentration and
price has been found in several studies (Lamm 1981; Cotterill 1999). Others
have found that concentration lowers price (Bucklin 1986; Aalto-Setälä, 2002).
Education is needed to teach consumers modern marketing methods. Most
low income Egyptians don’t differentiate between branded and non-branded
packaged items, especially when it comes to food and electronics. The pricing of
branded vs. non-branded products is not well understood. In emerging markets
customers don’t realize the full benefits of products; some do not even know how
to assess different providers’ offerings. Store employees also suffer from the
same lack of knowledge (D’Andrea, Marcotte and Morrison, 2010).
Different strategies are being employed, especially in the food sector, where the
emphasis is on price reduction in order to gain market share or market entry.
Many Egyptian low income customers don’t understand value-based quality
or even the concept of paying more for customer service. Large retailers are
able to offer assortment and variety with lower prices, but often at the expense
of services and convenient locations (Leszczyc, Sinha and Sahgal, 2004). In
developed nations, store quality is defined by location, price assortment, fast
checkout, friendly and courteous service, weekly specials and pleasant shopping
environments (Goldman, Ramaswami and Krider 2002). These concepts have
not reached their potential when it comes to the Egyptian retail landscape.
Low income Egyptians often frequent larger stores based on their belief these
stores provide entertainment. The Egyptians often socialize in these stores and
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because they may have travelled far to get to the store, they will spend a good
portion of the day at these stores. We suggest that retailers change the format
of stores from selling basic necessities to becoming knowledge and learning
centers that add to the experience of shopping. This will help the retailer
connect with the lower income segments.

t Growth of Branded Products
Well-known private brands improve customer segmentation and sharpen the
competitive advantages of firms. This also creates or increases customer
loyalty. Generally private brands lower the store’s prices and sometimes hurt the
national brand (Groznik and Heese, 2010).
Once multinational companies implemented marketing programs, Egyptians
were attracted to new private brands available at the larger retailers and at a
few independent retailers. The youth segment is attracted to fashion clothing
advertisements produced by national brands such as Zara, Guess, and Mango,
among others. Printed advertisements are placed in high quality magazines like
“Egypt Today”, “Kalam el nass” and “Kol el nass”. Modern billboards are also
being utilized (The Egyptian retail market, 2010).
In the past, smaller retailers carried generic grocery items. These unbranded
products started to disappear from the market as the Egyptian economy began
to develop. Within the economic reform context, large international retailers
launched branded manufactured packaged products in the Egyptian market.
Multinational brands developed a presence in the larger central shopping
centers (The Egyptian retail market, 2010).

t Small Retailers Can Remain Relevant
In the past, small grocers and independent stores dominated the grocery
market and were the primary source of products. Today the large store format
dominates the U.S. and Europe as supermarkets and hypermarkets take the
majority of market share. Although the trend is spreading, the variation among
emerging market countries of the split of market share between small and
big box retailers is large. Egypt is currently experiencing the growth of large
supermarkets and the loss of domination by small retailers.
In the current Egyptian landscape, small retailers must adapt to the changes to
remain relevant. There are several actions these retailers can take. One action
is connecting with the local community to discover wants and needs. Small
independent retailers can also develop niches. In doing so, they can better cater
to customers and develop a competitive advantage. “On-the-Run”, one of Egypt’s
successful convenience store retailers, has begun to expand in Egypt catering
to the youth segment. Some rural and poor neighborhood retailers in Egypt are
sustaining their customer base by providing informal credit lines where retailers
record debts in a notebook. The customer pays their debt on a weekly or monthly
basis. Informal credit is seen by these small neighborhood stores as a method
of creating consumer loyalty (D’Andrea, Aleman, and Stengel, 2006).
For smaller retailers, convenient locations and customer patronage loyalty
are competitive advantages which allow them to compete with larger retailers
(Moyer, 1962). Egyptians tend to be loyal to small independent retailers based
on the simplicity of products that they sell in addition to the “connection” people
feel with these small traditional stores.
Relationship building is another way to establish loyalty. Establishing rapport
with customers and delivering excellent customer service increases customers’
switching costs (Adjei, Griffith and Noble, 2009). Customer Relationship
Management can be used to better identify the needs of the current customer
base and attract new customers. It is difficult to assess the impact of CRM
programs in isolation of other relevant variables (Grewal and Levy, 2007).
Nevertheless, CRM programs will help smaller retailers to compete as the
landscape evolves.
Relationships with suppliers, and the quality of these ties, boost a retailer’s
value delivery network and improve customer satisfaction. Because the
Egyptian market is currently fragmented, Egyptian retailers must find ways to
create relationships with their suppliers that help take advantage of economies
Continued on page 7
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of scale, JIT inventory and other Western retailing practices. To compete with
retail chains, independent retailers could collaborate and form cooperatives to
increase their buying power with suppliers (Runyan and Droge, 2008).

t The Future
As can be seen there are many factors facilitating the movement from
fragmentation toward concentration in the Egyptian retail environment.
Egyptians are expecting increases in branded products and modernization.
Access to the Internet has opened up additional retail opportunities. As the
political and economic environments stabilize the attractiveness of the region
will increase. Thus this shift toward a concentrated retailing system is predicted
due to these changes.
We believe the landscape of the Egyptian retail market will attract more new
investment from chain stores and big box retailers and that modernization of
retailing practices will be key ingredients for success for Egyptian retailers.
In order for small, independent retailers to stay competitive they must focus
on developing niches and solidifying customer relationships. We posit that
Egyptians are shifting from shopping trips that are utilitarian in nature to those
that are experiential. Retailers must understand this and create products,
programs and services with this in mind. Those retailers who provide an
experience (i.e. entertainment, education, social connection, and networking)
will perform better than those who do not.

t Conclusion
No one can guarantee a stable business climate in Egypt, although the peaceful
revolution organized by Egypt’s younger generation will most likely make Egypt
an attractive market. New retailers have invested in Egypt prior to the revolution
and we believe this trend will continue and expand as the infrastructure and
political environments stabilize. Egyptian retailing will continue its movement
toward concentration to appeal to the new lifestyle. An understanding of the
cultural and socio-economic trends is important for success. Technology and
new inventory management instruments will help both large and small retailers
cope and address the environmental variables that impact them. For larger
retailers, especially in the food sector, market penetration pricing strategies will
pay off by attracting Egyptian customers who are price elastic.
We expect that the new political regime will have more transparency which in
turn will attract more international retailers to Egypt. Revolution will help the
evolution of retailing and hasten the move from fragmentation to concentration.

t References
Aalto-Setälä, V. (2002). The effect of concentration and market power on food prices:
evidence from Finland. Journal of Retailing. Vol. 78(3), 207-216.
Adjei, M. T., Griffith, D, A., and Noble, S. M. (2009). When do relationships pay off for
small retailers? Exploring targets and contexts to understand the value of
relationship marketing. Journal of Retailing. Vol. 85(4), 493-501.
Alexander, N. (1997). International Retailing. Oxford: Blackwell Publishing.
Amir, A. E. and Burt, S. (2008). Sainsbury’s in Egypt: The strange case of Dr. Jekyll and
Mr. Hyde? International Journal of Retail & Distribution Management, 36(4),
300. Retrieved from http://search.proquest.com/docview/210948943?account
id=13158.
Bershka. (2011). Company information report. Retrieved March 2011 from http://www.
bershka.com/english/docs/bershka_dossier.pdf
Bucklin, L. P. (1986). Competition among European food distribution systems in
concentrated markets. International Journal of Research in Marketing, 3
(May), 249–262.
Burt, S. L. (1993). Temporal trends in the internationalization of British retailing.
International Journal of Retailing. Vol. 3(4), 391-410.
Burt, S. L. and Carralero – Encinas, J. (2000). The role of store image in retail
internationalization. International Marketing Review. 17(4/5), 433-453.
Business Monitor International. (2010). Egypt Retail Report Q4 2010. Retrieved from http://
www.marketresearch.com/product/display.asp?productid=2832070
Cairo festival city hopes to capitalize on Egyptian retail sector (2008). Retrieved January
2011 from http://www.ameinfo.com/179422.html.
Consumer survey reveals Egyptian retail purchasing habits (2010). (Nov. 21), Retrieved
February 2011 from http://www.ameinfo.com/249272.html

Cotterill, R. (1999). Market power and the Demsetz quality critique: an evaluation for food
retailing. Agribusiness. 15 (I), 101-118
D’Andrea, G., Aleman, B. L., and Stengel, A. (2006). Why small retailers endure in Latin
America. International Journal of Retail & Distribution Management. Vol.
34(9), 661-673.
D’Andrea, G., Marcotte, D., and Morrison, G. D. (2010). Let emerging market customers be
your teachers. Harvard Business Review. 2301-2304
Dawson, J. (1994). The internationalization of retailing operations. Journal of Marketing
Management. 10, 267-268
Dawson, J. (2000). Retailing at century end: Some challenges for management and
research. International Review of Retail, Distribution and Consumer Research.
10(2), 119-148
Demoulin, N. T. M. and Zidda, P. (2009). Drivers of customers’ adoption and adoption timing
of a new loyalty card in the grocery retail market. Journal of Retailing. Vol. 85
Iss: 3, 391-405
Economic Update Egypt: The rise of retail (2011). (Jan 13). Retrieved February 2011 from
http://www1.oxfordbusinessgroup.com/economic_updates/egypt-rise-retail
Egypt retail report Q4 2010 (2010). Business Monitor International. Retrieved February
2011 from http://www.researchandmarkets.com/reportinfo.asp?cat_id
=0&report_id =1402936&q= egypt retail report&p=1
Egypt: Retail sector to reach $ 25.33 billion (2011). Global Arab Network. (Jan 13).
Retrieved January 2011 from http://www.english.globalarabnetwork.
com/201101138635/ Economics/egypt-retail-sector-to-reach-2533-billion.html
Goldman, A. (1981). Transfer of a retailing technology into the less developed countries: the
supermarket case. Journal of Retailing. 57(2), 5-29.
Goldman, A., Ramaswami, S., and Krider, R. E., (2002). Barriers to the advancement of
modern food retail formats: theory and measurement. Journal of Retailing. 78,
281-295.
Grewal, D. and Levy, M. (2007). Retailing research: Past, present, and future. Journal of
Retailing. Vol. 83(4), 447-464.
Grewal, D., Levy, M., and Kumar, V. (2009). Customer experience management in retailing:
An organizing framework. Journal of Retailing. Vol. 85(1), 1-14.
Groznik, A., and Heese, H. S., (2010). Supply chain interactions due to store -- brand
introductions: The impact of retail competition. European Journal of
Operational Research. Vol. 203(3), 575-582
Guerion, J. R. (1964). Limitations of supermarkets in Spain. Journal of Marketing.
28(October), 22-26.
Hill, C. W. L. (2009). International Business. NY: McGraw-Hill.
Kaynak, E. (1985). Global spread of supermarkets: some experiences from Turkey. In E.
Kaynak (Ed.), Global perspectives in marketing (77-94). NY: Pruger Publishers.
Lamm, M. R. (1981). Prices and concentration in the food retailing industry. Journal of
Industrial Economics. 30 (September), 67-78.
Leszczyc, P. T. L. P., Sinha, A., and Sahgal, A. (2004). The effect of multi-purpose shopping
on pricing and location strategy for grocery stores. Journal of Retailing. 80,
85-99.
McGoldrick, P. J. (2002). Retail Marketing. Berkshire: McGraw – Hill Education.
Monga, A. and Saini, R. (2009). Currency of search: How spending time on search is not the
same as spending money. Journal of Retailing. Vol. 85(3), 245-257.
Moyer, M. S. (1962). The roots of large scale retailing. Journal of Marketing. Vol. 26(4),
55-59.
Pellegrini, L. (1999). Adaptation Costs and Internationalization of Retailing. In working
paper, Milan, Italy, Cescom, University Bocconi.
Runyan, R.C. and Droge, C. (2008). A categorization of small retailer research streams:
What does it portend for future research? Journal of Retailing, 84, 77-94.
Sainsbury’s pulls out of Egypt (2001). (April 9). BBC News. Retrieved March 2011 from
http://news.bbc.co.uk/2/hi/business/1268099.stm
The Egyptian retail market (2010). (August 25). Retrieved February 2011 from http://www.
just-style.com/analysis/the-egyptian-retail-market_id108750.aspx.
Uncertainty clouds jubilation in Egypt after Mubarak’s departure (2011) (Feb. 12).
Retrieved February 2011 from http://news.xinhuanet.com/english2010/
world/2011-02-12/c_13729182_2.html.

Page 7

The Journal Article in Business and Management: Now and in the Future?

G

etting published has become a rite of passage in academia, normally
nowadays characterised as producing (single-authored) journal articles
in “top-rated” journals. The academic ambition of many young staff, as
a recent CV I read stated, seems to be to “get an article in a four star journal”.
In a self-fulfilling prophecy, promotion and tenure committees (or indeed junior
faculty hiring committees), are now demanding to see your stream of papers
in Journal of Retailing, Journal of Marketing, Journal of ….. and not looking
beyond that.
Now, back in the day when I started out, my ambition was to do fun and
interesting research that had an impact on people’s lives, whether students,
fellow academics, practitioners and other operators, as well as the public at
large and to use my “voice” to profess about that research. I felt I was about
good, well publicised research and not about “ticking boxes” and collecting
journal scalps. But times change … and hopefully will change again.
Journal article publishing is a socially constructed machine. It is of its times
and its norms. Disciplines construct approaches and barriers, as well as
opportunities, and create “rules” of the game. These do differ from discipline to
discipline and from time to time. Writing, as I try, in the public health arena, is
radically different from writing, as I also try, in the historical literature. Giants
of our subject, such as Stan Hollander, had a very different style and approach
(“voice”) than what we see today in retail journals. So what is going on here?
A journal article is one
communication message
about our research. It
is the result of creative
tensions and territorial
competitions. Those
tensions occur within the
author or author team and
outside with colleagues,
reviewers, editors and
readers. The territorial
competition comes from
the desires of journals
and editors to shape the
field, the emerging norms
of the pseudo-science we
claim to practice and the
competitive tendencies of
reviewers. What we actually have in Business and Management Studies is an
overwhelming sameness and sterility in our research and writing. Many (not
all) of our papers are boring and uninteresting, following the cookie cutter
set of rules we seem to have developed. Why have we privileged process over
content? (And yes I plead guilty to these charges as much as anyone else; I
need to be published as well)
So what should a journal article be? It needs an introduction that encourages
me to bother with the paper. If it can’t hold my attention and interest me at
the start then why should I persist with it? It needs to be based on previous
relevant research and stake out its conceptual and literature space. What
do we still need to know and why? I need to understand the method and be
convinced by it, so that I am convinced by the author. Is the research believable
and trustworthy? The analysis needs to tell me what was found out. And
the discussion and conclusions need to tell me what we learnt and why it is
important and for whom.
But what do we get? Many of our journal articles can best be described as
“painting by numbers”; they are technically fine, but intellectually sterile.
The topic is a narrow as possible. The literature review cites everyone and
everything. A model is proposed and then tested on a student sample (well it
saves teaching them!). SEM or today’s tool of choice is used as a sledgehammer
to crack a very small nut. We conclude that a real and wider study should be
done with a real sample. Then we get to do it all again.
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Does it have to be like this? This possibly over the top caricature does have
some evidence to back it up. Look at the number of student samples now used
and tell me they are relevant in all cases. Look at the substantial increase
in length of papers and certainly the number of citations. Look at journals
insisting on 10, 20 …50 cites to their own journals so as to drive up citation
rates and what is laughably called “impact factor” (Impact on whom and to
what effect? If a paper is published in Journal of Retailing with its official
journal impact factor of 5 or whatever it is this year, is that more or better
impact than a paper downloaded over 5,000 times, in one year, across the
world, from the IJRDM?)
We should be looking to advance our subject and educate people through our
research. This requires an ability to communicate with different groups in
different ways and for the communication to fit its purpose. Should articles in
Business and Management continue to morph in the way they have, or should
we expect better or different? We all have to think about this, as it is no use an
editor looking for one thing, when their reviewers insist on entirely different
approaches, or the only papers they get are today’s cookie-cutter.
What should our journals, articles and communications look like in the next few
years, given we now seem to be in an age of greater transparency? We place
much store by blind refereeing; elsewhere in academia, subjects are beginning
to use known refereeing to different extents. In some cases the author is known
to the referee but not vice versa; in other cases referees and authors are known
to all. Recent papers I have reviewed in health policy where the reviewers are
known and visible to the author are trialling publishing the reviews and the
response on-line, once a paper is accepted. Is this where we should go? Will it
improve refereeing or the papers? Or not?
Our current state is a consequence of our narrowing of our dimensions of what
it means to be an academic and what it means to be published or publishable,
which has focused pressure on key journals and focused academic attention on
what works (the process not the content). It is going to change as the social
organism that is the academy in different disciplines reinvents our processes
and hopefully our aims, objectives and what we should value. Wouldn’t it be
nice to get back to doing good, interesting research and telling a great story
about it and its implications? Don’t we all want to be interested and excited by
what we do and what we say/write? Isn’t that what matters not the pursuit of an
artificially engineered “impact “factor?
Leigh Sparks is Professor of Retail Studies at the Institute for Retail Studies,
University of Stirling, Scotland. He is also the rather oddly titled “member-atlarge” on the ACRA committee. What is written above is obviously a personal
view and should not be attributed to any other person, living or dead (or for
that matter John Fernie), the institution he works in, or the journal he edits
(International Review of Retail, Distribution and Consumer Research). It is
based on his presentation at the ACRA Boston 2011 Conference in the “Meet
the Editors” session. You really should have been there.

t Meet the editors sessions at ACRA, Boston

Or the three Ps of publishing journal articles
The ACRA Conference in March 2011 at the Beautiful and World Famous Embassy Suites
Boston Logan Airport (© Michael Levy 2011) had contributions from:
• Michael Brady, Editorial Board Review Member, Journal of the Academy of Marketing
Sciences
• John Deighton, Editor, Journal of Consumer Research
• John Fernie, Editor, International Journal of Retail and Distribution Management
• Michael Levy, Previous Editor, Journal of Retailing,
• Leigh Sparks, Editor, International Review of Retail, Distribution and Consumer
Research
• Arch Woodside, Editor, Journal of Business Research.

t Announcements
and reminders
• Future Conference Locations
Spring 2012 – AMS/ACRA Triennial Retailing
Conference
Week of April 18, 2012 in Seattle, Washington
Call for papers and more info coming soon!
Spring 2013 – ACRA Annual Conference
Nashville, TN – Opryland Hotel & Resort
Host: University of Tennessee
Spring 2014 – Any ideas/suggestions? Please let us
know!
• Submit Your Position Announcements to ACRA

A great session with a packed audience took
place and years of experience were distilled
into key messages which provoked considerable
discussion and follow-up. This brief report is
an attempt to summarise the points raised
under the broad topic of “how to get published?”
Whilst some material presented was journal
specific, common themes were clear and are
briefly summarised here under the headings of
the 3Ps – preparation, production and polishing.

t Preparation
All journals are different, but all want to feel
special. So plan and prepare carefully; do
your research into the journal and the journal
processes and audiences. “Learn the rules of
the game” by making sure you meet the requirements of the journal – it does not have to
be perfect, but it does have to look as though you’ve tried quite hard to tailor your paper
to the target. Make sure that before submission and during the various draft stages that
you get others to read the paper both for content and presentation. The submission has
your name on it; so show some pride and get it presented well and properly written and
proofed.

t Production

Cost: $100
Includes a position posting in Retail Education Today,
a position posting on the ACRA website, and an
e-mail blast to ACRA members
E-mail Jason Carpenter (jcarpent@mailbox.sc.edu)
for more information

................................................

“Give me a stock clerk with a goal and I’ll

give you a man who will make history. Give
me a man with no goals and I’ll give you a
stock clerk.
— James Cash Penney,
Founder of JC Penney
................................................

”

The paper itself has to have certain components, whatever the target journal. The style
of these may vary but the essentials of publishing are relatively common. Make sure you
understand who it is you are trying to please and/or impress. What do they need to see?
Grab the reader early, establish the importance of what you have done and make sure its
contribution is clear. Do all this in a short space and keep the introduction focused. Make
sure you have clarity of aim and that there is tight conceptual development through the
literature review. Focus the literature review such that it will be recognisable to the types
of referees that will likely get the paper. Are you drawing on the “right” material in the
right way? Make sure the method is clear and consistent with your aims. Do you provide
enough material such that it is understandable or even replicable? Present the results
straightforwardly and appropriately. Make sure the results and findings are clear and
concise and that you can articulate what it all means and what it contributes.

t Polishing
Most journal submissions fail. It is not normally personal, but simply a question of
numbers. So don’t get upset, angry or even. Reflect coldly on the reviews and the
decision. If the reviewers didn’t “get it” then might this say something about the way you
communicated? If you are given a chance to revise then take it; your chances of success
are markedly higher each stage you get to. Respond in detail to the reviewers and the
editor and show them that you have worked hard to respond. Take the opportunity to
polish the paper again and again and check the presentation; don’t assume it is right. If
your paper is rejected learn from the reviews and change the paper (go back to step one)
before submitting elsewhere; after all you might get the same reviewers again!
And that’s about it! Journal publishing is a professional process and you need to approach
it in that way. With increasing pressure on journals, editors, and reviewers, you need to
make their lives easier by being clear in your communication and writing. Don’t make it
simple for them to make the easy decision – reject. Good luck!
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ACRA contacts......................................
Retail Education Today
A quarterly publication of the
American Collegiate Retailing
Association
www.acraretail.org
Editor
Jason M. Carpenter
University of South Carolina
Department of Retailing
jcarpent@mailbox.sc.edu
Design editor
Betty Lynn Compton
Retail Education Today is distributed
free of charge to ACRA members and
the leadership of associated trade
organizations, sibling organizations,
and interested retailers.
Opinions expressed are not
necessarily endorsed by ACRA or its
officers.
© 2011 ACRA
Position listings, ads and feature
articles can be submitted for review
at any time. Please send submissions
in electronic format to the Editor.
Publication deadline for Vol. 31
No. 3 is September 15, 2011.

t
Advertise your position opening
in Retail Education Today!
Cost: $100
Includes:
t Position posting in
Retail Education Today
t Position posting on ACRA Web site
t E-mail blast to membership
E-mail Jason Carpenter (jcarpent@
mailbox.sc.edu) for more information.
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