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Associate Degree Credit Course Outline

	Term Effective:
	 FORMDROPDOWN 

	 FORMDROPDOWN 


	
	Semester
	Year

	Title:
	Retail Management
	Course Number:
	BUS 106

	
	(limit to 50 characters including spaces)

	Initiator:
	Hixenbaugh
	Date Submitted:
	2/8/2008


	Units Min:
	3.00
	Variable unit courses may be proposed when the course outline clearly reflects how the different unit values will be granted in terms of the course scope, objectives, and content.

	Units Max:
	3.00
	

	Lecture Hours:
	3.00  to  0.00
	Lab Hours:
	0.00  to  0.00
	Activity Hours:
	0.00  to  0.00

	A lecture/lab/activity combination course may be proposed when the course outline clearly reflects how the course scope objectives and content varies for the lecture, lab, and activity portions. Calculate hours using the relationship that 1 Lecture hour = 1 unit; 1 Lab hour = 1/3 unit; and 1 Activity hour = 1/2 unit.

	Repeatable for Credit:
	Yes
	 FORMCHECKBOX 

	No
	 FORMCHECKBOX 

	If yes, number of repeats
	 FORMDROPDOWN 

	for 
	 FORMDROPDOWN 

	Total enrollments

	If yes, explain how the content will differ and/or how the student will gain an expanded educational experience:

	     


	Recommended Preparation Course(s):

	ENG 80

	Prerequisite(s):

	None.

	Corequisite(s):

	None.

	Catalog Description:
Guidelines for catalog description: keep terminology accessible; no more than 100 words; tone should be clear and concise; use complete sentences; begin with “This course will”; include a description of major topics, finish with an overview of outcomes. 

	This course will provide students with an overview of management of retail businesses including retail promotions, visual merchandising, communications, customer service, inventory control, supervision of personnel.




COURSE CONTENT

	Topics/Scope: (Enter the Topics/Scope in an outline format.  Use the Ctrl + Tab keys to indent for subtopics.)

	A.
Retailing today, kinds of stores and merchandise, and careers in retailing. 

     1.
Types of retailers

       a)
Food

       b)
General merchandise

       c)
Nonstore retail formats

      d)
Services

   2.
Characteristics

      a)
Price-cost trade-off

      b)
Type of merchandise

      c)
Variety and assortment

      d)
Service levels

   3.
Organization of small and large retailers

      a)
Retail stores

      b)
Corporate headquarters

B.
The future of retailing including demographic changes, environmental uncertainties, and new competition. 

   1.
Broad demographics definitions and buying habits

      a)
Age

      b)
Socio-economic

      c)
Ethnic

   2.
Sustainable competitive advantage

      a)
Customer loyalty

      b)
Location

      c)
Human resources and customer service

      d)
Information systems

      e)
Unique merchandise

      f)
Vendor relations

     g)
Channel power

  3.
Growth strategies

  4.
Strategic planning

C.
The consumer market as it relates to retailing: Where consumers buy, what they buy, segmentation of consumer market.

  1.
Types of purchases that make sense online or instore

  2.
Market segmentation

     a)
Needs-based

     b)
Demographics

     c)
Psychographics

D.
How consumers process information and make buying decisions. Influence factors such as attitudes, personality, culture, motivation, perception, and reference groups on consumer decision making.

  1.
American cultural values

     a)
Demographic groups

     b)
Generation groups

     c)
Ethnic groups

     d)
Inter- and intra- group attitudes and references 

  2.
Global cultural values

    a)
Europe

    b)
Asia

    c)
Compared/contrasted with American

    d)
Inter and intra-group attitudes and references

  3.
Cause related marketing

E.
Principles of market research and the tools used to analyze market opportunities and consumer responses.

  1.
Surveys

  2.
Focus groups

  3.
How to make use of available primary, secondary data sources

  4.
Concepts of market size and share

F.
Factors relating to successful advertising, promotions, and publicity.

  1.
Branding

  2.
Principles of awareness and calls to action

  3.
Communications methods

     a)
Advantages

     b)
Disadvantages

  4.
Setting communication objectives

     a)
Criteria for evaluation and use

     b)
Measuring effectiveness

G.
Factors relating to successful visual merchandising such as store layouts and presentation.

  1.
General design principles

  2.
Store layout principles

  3.
Merchandise presentation techniques

  4.
Atmospherics

  5.
Planned versus unplanned purchases

H.
Legal and ethical issues in retail strategies, branding, promotions and visual communications.

  1.
Children

  2.
Elderly

  3.
Emotional manipulation

  4.
Privacy

  5.
Truth-in-advertising

I.
 “Bricks” and “clicks” business models

  1.
Similarities and differences

  2.
Multi-channel sales, marketing and delivery




	Outcomes/Objectives: (Enter the Outcomes/Objectives in an outline format.  Use the Ctrl + Tab keys to indent for subtopics.)

	Upon completion of this course, the student should be able to:

A. Describe an overview of retailing today including kinds of stores and merchandise, and careers in retailing.

B. Discuss the future of retailing including demographic changes, environmental uncertainties, and new competition.

C. Apply principles of consumer behavior  as they  relate to retailing, such as: where consumers buy, what they buy, segmentation of consumer market.

D. Analyze how how consumers process information and make buying decisions through influence factors such as attitudes, personality, culture, motivation, perception, and reference groups on consumer decision making.

E. Solve common retail business problems using the principles of market research and  other tools used to analyze market opportunities and consumer responses.

F. Explain the factors relating to successful advertising, promotions, and publicity. 

G. Explain the factors relating to successful visual merchandising such as store layouts and presentation.

H. Demonstrate awareness of legal and ethical issues in retail strategies, branding, promotions and visual communications.

I. Synthesize all all lessons learned across both traditional and Internet business models.



ASSIGNMENTS & EVALUATION:

	Reading Assignments:

	1. Text book, handouts, periodicals

	Writing Assignments:

	1. Case studies analyzing current practices in retail management.

	Outside Assignments:

	A. Analysis of current events in retailing from business publications (ie Wall Street Journal, Fortune, local business section.) Typical question: Why did the Nike and Foot Locker strategic alliance make sense in the beginning of their relationship? Why did the Foot Locker CEO adopt a new strategy?   What were Nike’s concerns with that new strategy? 

B. Application of class learnings to personal experience.Typical question: Has a store you have been going to for a while made changes in their retail format or target market? How are you seeing those changes when you go into their store?

C. Group project to develop own retail plan.

        1.
Overall strategy, concept, sustainable competitive advantage

        2.
Product life cycle status for your retail mix

        3.
Communications and advertising strategy

        4.
Store layout, design and visual merchandising

1.         5.
Best practices from other retailers


	Methods of Instruction:

	Lectures, group discussion, videos and guest speakers
1. 


	Methods of Evaluation:

	A. Current events, field analysis - weekly

B. Paper on sample retail  plan

C. Group presentation: 15-20 minute presentation teaching the class how concepts in the class were used in a business idea.

1. D. 1 midterm, 1 final exam. Typical test question: “Wal-Mart has experienced disappointing losses in Japan in its effort to continue its growth rate through entering new markets and expanding globally.  Analyze and discuss the factors that impact Wal-Mart by comparing and contrasting Japanese with typical American retail formats and buyer behavior.”


	Basis for Grading:

	1. The assignment of a grade is based on the level of achievement of the outcomes and objectives of the course outline and is reflected in quantifiable terms in the course syllabus.

	Representative Textbook(s):

	Michael Levy and Barton A. Weitz, Retailing Management. (5th edition) by McGraw Hill/Irwin, New York 2004

1. Judith Bell and Kate Ternus Silent Selling: Practices and Effective Strategies for Visual Merchandising (2nd edition) Fairchild Books, 2000.

2. Selected Readings in Retail Strategies. (1st edition) New York McGraw Hill/Primis Custom Publishing, 2004.



All categories of the course outline must be completed to comply with Title 5, Section 55002(a), Course Standards Criteria.

SIGNATURES / APPROVALS:
	Course Initiator
	
	
	

	
	Signature
	
	Date


Form 201   Approved May 18, 2007

Page 1 of 5
Form 201   Approved May 18, 2007

Page 4 of 5

[image: image1.png]