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selection factors in, 84-88

Index

setting policy for, 90-91
standardized vs. exclusive
merchandise in, 72
staple, 54
taste and timing in, 73
Auto-ID, 121
Automatic open-to-buy system,
26-27

Back orders, 208
Bar codes, 118,119
Benefit segmentation, 53
Blanket orders, 208
Block, Barry M., 194
Bottom-up planning and control,
95-97
Boycotts, 152
Branch stores, 19, 252
Brands and branding, 68-71, 85, 137
Breadth and depth of assortments,
74-81
and company image, 77-78
and competitive challenges, 81-82
and demand rigidity, 83-84
determining breadth, 77
and increase in breadth, 78-81
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Buyer’s orders, 205-213
cancellation of, 212-213
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Food Marketing Institute, 168
Footwear Distributors and Retailers
Association of America, 167
Foreign export merchants, 156
Foreign freight-forwarders, 156
Foreign goods, sources of, 154-158
Foreign value, 161
Formal entry, 161
Forrester Research, 177
Frank About Women, 63
Free alongside (FAS), 162
Free deals, 191
Free fill, 202
Free on board (FOB), 162, 195, 196
Free trade concept, 150-151
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Green marketing, 181

Grocery stores, 16, 18-19

Gross margin, 236, 237

Gross margin per dollar of cost
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Off-price merchandise, 177-178
Online coupons, 218
Online sales, 117, 126-129
On memorandum sales, 201
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13-14
for grocery stores, 16, 18-19
for independent stores, 14-15
merchandise manager’s
responsibilities, 6-7
organization of buying process,
10-13
personal qualifications for, 7-9
steps in, 3. See also Merchandising
support staff for, 9-10
Retail Forward, 62
Retailing, xi-xii
catalog, 60-61
lifestyle, 56
modern vs. traditional, 2-3
recent changes in, 34
women in, 29
Retail intelligence, 61
The Retail Professional newsletter,
125-126
Retail purchases, 97
R.H. Macy and Company, 133
Ries, Al, 50
Rigidity, demand, 83-84
Roberts, Sam, 56
Robinson-Patman Act, 189, 190, 194,
200, 222

Safety standards, 180

Safeway, 69

Sales:
in evaluation of buyer, 13
maximizing, 246-250
online, 126-129
programs/promotions, 10, 216-217
technology for finalizing, 123-124
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