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A 20 = RE LING CHAND HG
TEXT : PBetailing, Fourth Edition; Lewisen, D.M.; Merrill]

Publishing Company; Columbus, Chia; 1989,

kaman's Fashiopns For Je=ss, Merchandising with Micro
computers, Goodman & Kaminegki, MeGraw-H111, 1988.
{Students Manual)

FREREQUISITE: BA 10%0 or consent of Instructor.

COURSE This course surveys the field of Retailing and

DESCRIFPTION: Merchandising from a practicner's point of view.
Mixing lectures with case studies and the examining
of existing retail sites, students will be expected
to develop an understanding of the concepts related
to the following: site analysis, layout and spacea-
productivity ratios. Stock buying, inventory
centrol, principles of pricing, customer services
and concepts af eXpense management are also
discussed. Film=, tapes, fieldtrips and guest
lecturers will be used where appropriate.

COURSE 1 To explain what merchandising factors are
OBJECTIVES: involved with offering the right product.., in
the right quantities ...in the right

place...at the right time...at the right
price...by the right appeal.

i To understand the criteria and procedures

consumers use in different purchase problem
situations.

3. Ta identify the need for fiscal control as an
essential ingredient in any successful retail
operation,

4. To understand and make the "which"® and "how
many" product decisions,

5. To understand design features Neceszsary to
dreate a store atmosphere conducive to buying.

b. Te plan an acceptable balance between
merchandise inventories and sales.
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5 g Te identify the activities involved with
physically getting the merchandise inte the
store and ontoc the shelves.

g. To describe the buying metheds used in the
actual purchasing of merchandising,

8. To identify and define the five major
components of the retailer's promotional mix.

1¢. To understand the basic techniques for
matching dJob reguirements with employes
attributes,

1l1. To describe the methods by which retailers set
their price.

12. To comprehend the need to support the product
mi¥ with adeguate customer szervices.

GRADING: 1. Final grades will be compiled in the following
manner; (conversion from percentage to

stanines will occur),

Guizzes/Projects 60% (i.e. 6 @ 10%)
Term Assignment 102 (i.e. HXaman's Post
Season Critique)
Final Exam 3oz
TOTAL 100%
2 Schedule of Quizzes/Projects as per Units of
Work.
G.P.R.C.
September 23 - #1  (Unit £1)
Goctobear 7 - #2 [(Unit #1I)
October 21 - #3  [Unit #II1)
NHovember 4 - #4  (Unit #1V)
November 1B = #5 (Unit #V)
December 7 - #6 (Unit #VI Project)

. Term Assigpment Dye Date

December 7, 1992 (Kaman's)
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COURSE CONTENT:

INIT TOPICS
1 The Nature of Retailing

Strategic Retail Management
Buying Behaviour of Censumers

II The Retajiling Information System
Managing the Firm's Finances
The Product Mix

I1X Designing Store Facilities
The Retail Site
Merchandise Planning Process

Iv Procurement Proceoss
Merchandise=Control Process
Buying Process

v Personal Selling
Retail Advertising
Sales Promotions

VI Staffing the Retail sStore

The Fetail Price
The Service Mix
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