
DEPARTMENT OF MANAGEMENT, MARKETING & LOGISTICS 
 
 
TERM:   Fall 2003 
 
COURSE NUMBER: MAR4231/Tuesday and Thursday 1:40 p.m. – 2:55 p.m. 
 
COURSE TITLE:  Retail Management 
 
CATALOG 
DESCRIPTION AND 
PREREQUISITE: Prerequisite: MAR3023.  A study of marketing and management 

concepts which relate to retail organization.  Includes an analysis 
of pricing, buying, credit, promotion, personnel and control.   

 
PROFESSOR:  Robert Frankel 
 
OFFICE:   Building 42, Room 3141 
 
OFFICE HOURS: Tuesday and Thursday 1:00-1:30 and 4:30-5:30; Wednesday 

12:30-2:30 or by appointment 
 
TELEPHONE:  Office: 904-620-2780; 1346 
    Home: 904-388-8324 
    Email: rfrankel@unf.edu 
 
REQUIRED TEXTS: Retailing Management, Levy and Weitz (2004), 5th edition,  

Irwin-McGraw Hill 
Other readings will be distributed in class 

 
COURSE CONTENT:  
Course Outline          Weeks 
World of Retailing          1.5 
Types of Retailers          1.0 
Franchising           0.5 
Multi-Channel Retailing         1.5 
Retail Strategy          1.5 
Information Systems and Supply Chain Management      1.0 
Customer Relationship Management        1.0 
Store Location and Site Selection        1.0 
Financial Management          1.0 
Planning Merchandise Assortments and Buying Systems      1.0 
Merchandise Branding and Sourcing        1.0 
Ethical and Legal Issues in Buying        1.0 
Pricing Issues in Retailing         1.0 
Retailing and the Communication Mix       1.0 
Tests (preparation and Final)          1.0 
          TOTAL          16.0 
 



 
GRADING:   Percentages subject to change; if so, it will be announced 
 
Written Assignments (3)  225 pts 
Class Participation     65 pts 
Cases/Quizzes     130 pts 
Final Exam      30 pts 
Total      450 pts 
 
Final grades will be based upon the following point totals, which represent the maximum level 
of points necessary to achieve each grade.  The instructor reserves the right to adjust the point 
levels as necessary.   
 
93-100 (418 - 450 points) = A  90-92 (405-417 points) = A- 
87-89   (391 - 404 points) = B+ 83-86 (373-390 points) = B 
80-82   (360 - 372 points) = B-  77-79 (346-359 points) = C+ 
70-76   (315 - 358 points) = C  60-69 (270-314 points) = D 
0-59     (0- 269 points)      = F 
 
The only exam scheduled for this course is the final exam.  Quizzes may be announced (one 
take-home quiz is scheduled, see syllabus) or unannounced (in-class “pop” quizzes).  The 
format for quizzes may include multiple choice, fill- in-the-blank and short essay questions.  
Lectures, handouts, class discussions and exercises are not designed to reiterate the textbook 
material, so they will cover material that is not in the textbook.  It is the responsibility of the 
student to contact the instructor to review the results of a written assignment, quiz or case.  
Important: there are no make-up written assignments, quizzes or cases, except if the student has 
a university-excused absence which has been cleared with me in advance.  The final exam will 
cover concepts from the entire course, but it is designed to require very little (if any) preparation 
time.  The structure and content of the final exam will be carefully explained at the end of the 
semester.  The final exam will be given only during the scheduled final exam period.     
 
LIBRARY  
ASSIGNMENTS:  None 
 
WRITTEN 
COMMUNICATION 
REQUIREMENTS: The three written assignments will be handed out in class approximately 
two weeks prior to the due date indicated on the syllabus.  The written assignments have several 
purposes.  First, they are designed to help you think about retail management and become 
physically involved in analyzing the retailing process (in other words, you have to go out into 
the “real world” and do something).  Second, the assignments will improve your writing and 
analytical skills, help you to communicate your ideas in a concise but thorough manner, and 
develop some basic managerial skills.  Third, I think you will find the assignments interesting 
and enjoyable (if that is possible).  Each completed assignment will be approximately 5 pages in 
length.  The assignments will be explained in detail when they are passed out in class.  Written 
assignments are due at the beginning of the class period on the given due date.  No late 
written assignments will be accepted.  The cases (from the textbook) and the take-home quizzes 
will be explained (requirements, suggestions, format, etc.) prior to their due dates.  All written 



communication must be word-processed.  How you say something is just as important as what 
you say -- so punctuation, grammar and spelling are an important part of an assignment's grade. 
 
ORAL 
COMMUNICATION 
REQUIREMENTS: This is a very important aspect of this course.  Attendance will be 
formally taken on the days when we have guest speakers, cases, in-class exercises, and written  
assignment discussion (note that accounts for a lot of classes), as well as on a random basis on 
the other days.  An un-excused absence on those days will result in subtraction of points from a 
student’s “Participation” points.  Note #1: you can't participate if you aren't in class.  Note #2: 
the act of physically being in class is not the same as participating.  Students are encouraged to 
attend class each day and will be called upon to take a discussion position on issues raised 
during each class session.  It is expected that all assigned materials have been read prior to 
class.  To make the class as beneficial and interesting as possible, questions and discussion are 
encouraged.  Remember, there is no such thing as a stupid question or comment.   
 
The "Not Playing" Rule: When a question is addressed to a student during class, if for any 
reason you do not wish to participate on that subject - simply state "Not Playing" and I will 
move on to another student.  (Note: Groups may not invoke the "Not Playing" rule.) 
 
COMPUTER 
APPLICATIONS:  No specific requirements. 
 
INTERNATIONAL 
COVERAGE: Comparison and contrast of retailing differences and strategy 

across the world are included. 
 
ENVIRONMENTAL 
ETHICAL ISSUES: Some coverage is included. 
 
ACADEMIC 
INTEGRITY: The exams and written assignments are not group assignments.  
In other words, I expect each student to do their own research and writing.  Given the nature of  
the assignments, it is possible that students may utilize similar resources -- however, it is very  
unlikely that students will have the same things to discuss or analyze about what they have seen  
or done.  Students are expected and required to adhere to the university code of conduct as  
outlined in the catalog.  Failure to do so will result in appropriate penalties. 
 
If you have a disability, as defined by the Americans with Disabilities Act (ADA), that might  
impair your performance in this course, please inform me of that disability during the first week  
of class so that I may take appropriate action.  You should also notify the Office of Disabled  
Services Programs at (904) 620-2769 concerning any needs you may have. 
 
 
 
 
 
 
 



COURSE OBJECTIVES: 
1.  To provide students with a better understanding of the nature of retailing.  This includes the 

relationships between supplier firms and retailers, as well as role of retailers in providing 
finished goods and services to satisfy consumer needs in domestic and international markets. 

 
2.  To enable students to understand the impact of legal, ethical, environmental and 

technological influences on retailing strategy and operations. 
 
3.  To prepare students to analyze markets and determine retail management direction, 

particularly with respect to product, pricing, communication mix, distribution and logistics. 
 
4.  To provide students with a variety of different and (hopefully) interesting methods to learn 

about retailing’s increasingly important role in marketing. 



TENTATIVE COURSE OUTLINE 
 

Date  Topic     Assignment 
8/26  Course Overview   Syllabus 
 
8/28  Introductions and World of Retailing Chapter 1 
 
9/02   World of Retailing; Island Exercise Chapter 1 
 
9/04  Types of Retailers   Chapter 2; Outline Handout 
 
9/09  Types of Retailers   Chapter 2; Handout “Forget May I Help You?” 
 
9/11  Franchising    Outline Handout 
  
9/16  Text Case #4 (Sears Looks For a New Case Write-up Due  
  Direction) in class discussion 
 
9/18  Mult i-Channel Retailing  Chapter 3; Handout “Ice Cream at Every Turn”  
  Pass out Take-Home Quiz 1 
 
9/23  NO CLASS     
 
9/25   Multi-Channel Retailing  Chapter 3 
  Retail Strategy     Chapter 5 (pp. 146-167)    
       Take-Home Quiz 1 Due  
 
9/30  Retail Strategy    Chapter 5 (pp. 146-167); Handout “B&N” 
       Written Assignment #1 Due  
 
10/02  Information Systems and SCM  Chapter 10; Handout “Toy and Game Companies” 
 
10/07  Information Systems and SCM  Chapter 10 
  CRM (Loyalty, Data Collection, Chapter 11; Handout “Hilton” 
  Target Customers, CRM Programs) 
 
10/09  CRM (Loyalty, Data Collection, Chapter 11; Handout “Cabela’s” 
  Target Customers, CRM Programs)  
 
10/14  Location    Chapter 7 
  Site Selection    Chapter 8 (pp. 241-252)    
 
10/16  Text Case #13 (Hutch: Locating  Case Write-up Due  
  a New Store) in class discussion 
 
10/21  Financial Management   Chapter 6      
 
10/23  Financial Management   Chapter 6 
  Text Case #11 (Neiman Marcus and Case Write-up Due    
  Family Dollar: Comparing SPMs) in 
  class discussion 



Date  Topic     Assignment 
 
10/28  Planning Merchandise Assortments Chapter 12; Handout “Starbucks” 
 
10/30  Planning Merchandise Assortments Chapter 12 
  Buying Systems    Chapter 13 (pp. 418-424) 
       Written Assignment #2 (MS w/Ch18) due  
 
11/04  Merchandise: Branding and Sourcing Chapter 14 (pp. 434-452) 
       Chapter 16 (pp. 512-519) 
       Handout “7-11”; Handout “Big Brand Labels” 
 
11/06  Ethical and Legal Issues of Buying Chapter 14 (Appendix pp. 464-474) 
 
11/11  VETERAN’S DAY (NO CLASS) 
 
11/13  Ethical and Legal Issues of Buying; Chapter 14 (Appendix pp. 464-474) 
  Terms of Purchase    
 
11/18   Pricing     Chapter 15 
 
11/20  Pricing     Chapter 15 
  Legal Issues in Pricing   Chapter 15 (Appendix pp. 506-510) 
       Written Assignment #3 Due  
 
11/25  The Communication Mix  Chapter 16 (pp. 519-524; Appendix 539-546) 
 
11/27  THANKSGIVING HOLIDAY (NO CLASS) 
 
12/02  The Communication Mix  Chapter 16 (pp. 519-524; Appendix 539-546) 
 
12/04  Pass out Fina l Exam     
 
12/09  FINAL EXAM DUE 
  1:00 p.m. - 2:50 P.M. 
 


