
ACNielsen, 62
Ad valorem duties, 161
Advancement of seasons, 214
Advance orders, 208
Advertising, 5, 35, 62, 140
Advertising allowances, 198–200, 214
Ahold, 69
Albertsons, 69, 221
Allowances, 198–202, 214
American National Standards

Institute (ANSI), 180
Anti-Chain-Store Act, see Robinson-

Patman Act
Anticipation, 193
Anticipatory buying, 54, 124
Antitrust laws, 225
Approved resource lists, 26
Assistant managers/buyers, 28
Associated buying offices, 38–40
Associated Merchandising

Corporation (AMC), 39
Assortments, 67–92

and branding, 68–71
breadth and depth of, 74–84
continuity vs. variety in, 73–74
and fashion/product life cycles,

89–90
planning, 71–74
price ranges of, 72
profile of, 107
quality of, 72
of seasonal stock, 88–89
selection factors in, 84–88

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
limiting factors for, 74
and proliferation of SKUs, 82–83
and timing of selling cycles, 78

Bribery, commercial, 226
Brokers, 145, 158
Budgeting, 95–97, 247–250
Built-up plans, 95

Bulk discounts, 190–191
Bulk purchasing, 38
Bureau of Labor Statistics, 61
Buyers:

in centralized buying organization,
21, 22

evaluating work of, 13–14
relationship of merchandise

manager to, 6, 7
responsibilities of, 4–6
selling responsibilities of, 250–254
sources of information/expertise

for, see Buying offices
Buyer’s assistant, 28
Buyer’s orders, 205–213

cancellation of, 212–213
follow-up to, 209, 211
order form for, 206–211

Buying, 2. See also Retail buying
anticipatory, 54, 124
buyer’s responsibilities for, 4–5
in buying-selling cycle, 41
centralized, see Centralized buying

and merchandising
direct, 143
group, 38
merchandise manager’s

responsibilities for, 6–7
replenishment, 54, 124

Buying offices (groups), 33–46
associated, 38–40
and buying-selling cycle, 41–46
corporate, 37–38
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Buying offices (groups) (continued)
independent, 36–37
international offices of, 155
off-price merchandise information

from, 178
special services of, 35

Buying plan, 100, 107–112, 174
Buying-selling cycle, 41–46
Buying systems, 26–27
Buying trips, 166

Cancellation orders, 212–213
Cannibalizing, 174
Cash-and-carry arrangements, 193
Cash discounts, 193, 195
Catalogs, 35, 60–61
Catalyst, 29
Centralized buying and

merchandising, 20–27
advantages of, 22–24
buying offices vs., 34
disadvantages of, 24
organization for, 20–22
overcoming problems with, 25–26
store-level buying systems in,

26–27
C&F quote, 161
Chains, xii, 19, 20, 25, 54, 175
Charming Shoppes, 29
Chief technical officer (CTO), 118
CIF quote, 161
Claritas, 59
Classification, 84
Classification controls, 84
Clipping services, 62
Co-branding, 69
Coca-Cola, 82
Codes of conduct, 214–215
Color, as selection factor, 85–86
Column 2 rates, 160
Commercial bribery, 226
Commissionaires, 157
Commission offices, 38
Committee, purchasing by, 175
Communication, 8–9, 25–26
Company image, 77–78, 168–169
Competent competitors, 79, 81
Composite Index of Leading

Indicators, 61
Compound duties, 161
Confined merchandise, 23
Consignment selling, 201
Consolidated Metropolitan Statistical

Area (CMSA), 55
Constructed value, 161
Consulting function (of buying

offices), 36

Consumers, 48–65
anticipating demand by, 3, 49–51
cluster areas of, 59
estimating needs of, 2–4
motivations of, 51–53
multichannel shoppers, 127
research data on, 55–57
and trend extension, 54–55
types/sources of information on,

57–64
Consumer experience groups, 63
Consumer Price Index (CPI), 61
Continuous purchase record, 63
Continuous replenishment, 104
Contract wholesalers, 39–40
Controls, 12, 84, 232–236. See also

Planning and control
Controllable margin realized, 14
Cooperative buying offices, 38, 191.

See also Associated buying
offices

Cooperative (co-op) advertising, 140
Coordination of buying process, 12
Corporate buying offices, 37–38
Costco, 137–138, 225
Cost range, 241
Countertrends, 51
Coupons, 217–218
Credit terms, 138
Crossover purchasing, 57
Current Employment Statistics, 61
Customer advisory panels, 63
Customer Relationship Management

(CRM), 124
Customs house brokers, 158
Customs issues, 158–162
“Cutting-edge” fashion, 88

Data synchronization, 124–125
Dating terms, 193, 195
Delivery policies, 136
Demand:

anticipating, 3, 49–51
and centralized

buying/merchandising, 20
in fashion cycle, 89
rigidity of, 83–84
timing issues in, 78

Demographics, 55, 61
Demonstrators, 222
Department stores, xi, 15–17, 22–23,

54
Depth of assortments, see Breadth

and depth of assortments
Designer names, 85
Differentiation, product, 135–136
Direct selling, 225

Discounts, 190–195
Distribution divisions, 21–22, 24
Distribution orders, 42
Distribution points, 19, 27
Distribution policies, 136–137
Distributors, 145
Do-it-yourself research options,

63–64
Domestic sources of foreign goods,

154–156
Dominant competitors, 79, 81
The Doneger Group, 37
“Down-line” employees, 11
Drop-shippers, 146
Duty(-ies), 152, 159–161

EAN.UCC System®, 120
ECommerce, 117. See also Online

sales
EconData.Net, 62
Economic data, 61
Efficient Customer Response (ECR),

125
Electronic cash register (ECR), 123
Electronic data integration, 124–125
Electronic Data Interchange (EDI),

125
Electronic Product Code (EPC), 121
Electronic Shelf Labeling (ESL),

122–123
Endcaps, 140
End of month (EOM) dating, 193
Environmental issues, 180–181
E-tailing, see Online sales
Ethical issues, 138–139
Ethnic branding, 69
Ethnic populations, 56
European Article Numbering (EAN)

code, 119
Even pricing, 243
Exception reporting, 124
Exclusive merchandise, 23
Export commission houses, 156
Export Control Classification

Number (ECCN), 160
Export sales representatives, 156
Export value, 161
Extensible Markup Language (XML),

126
External information, 58, 61–63

Facing allowances, 202
Failures to buy, 60
Failure fee, 202
“Fashionable” stock, 89
Fashion life cycle, 89
“Fashion right” stock, 88
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Federal Deposit Insurance
Corporation (FDIC), 61

Federal Trade Commission Act, 220
Federal Trade Commission (FTC),

194, 200, 202, 222, 224
Federated Department Stores, 29
Filene, E. A., 242
Financial planning and control,

94–114
general merchandise plan, 97–102
model stock and buying plans,

107–112
staple stock control, 104–107
stock turnover, 102–104
top-down vs. bottom-up, 95–97

FindArticles, 62
Fit, as selection factor, 86–88
Fixed fees (buying offices), 38
Flagship stores, 19
Flammable Fabrics Act, 220
Floor stock, 19
Focus groups, 63
Follow-up (for orders), 209, 211
Food, Drug, and Cosmetic Act, 219
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
Fur Products Labeling Act, 219

General merchandise plan, 97–102
General rates, 160
Generics, 69
Geodemographics, 59
Gifts, 216, 217
Global Data Synchronization

Network (GDSN), 120
Global Trade Identification Numbers

(GTIN), 120
Government Web sites, 61, 62
Gray market goods, 153–154, 159
Green marketing, 181
Grocery stores, 16, 18–19
Gross margin, 236, 237
Gross margin per dollar of cost

inventory, 14

Gross margin realized, 14
Gross margin return (GMROI),

104
Gross profit, 236
Group buying, 38
Group pricing, 241–243
GTAG™, 121

Hanes, 137
Harmonized Tariff Schedule of the

United States (HTSUS), 160
Harvard Business School, 121
High shades, 85
Hollinger, Richard, 235
Home Depot, 30
Home inventory groups, 63
House brands, 68. See also Private

labels (brands)

Iacocca, Lee, 50
Imports, 35, 153–154. See also

International vendors
Import commission houses, 155
Import merchants, 154
Independent buying offices, 36–37
Independent stores, 14–15
Independent testing laboratories, 180,

220
Information, sources of, see Research
Initial markup, 13, 232–234
“In-line” executives, 11
Insurance charges, negotiating,

195–198
Intelligence, retail, 61
Internal information, 58, 60
International Mass Retail Association

(IMRA), 29
International vendors, 149–163

customs issues, 158–162
domestic sources of foreign goods,

154–156
foreign sources of foreign goods,

156–158
and free trade concept, 150–151
and gray market goods, 153–154
reasons for choosing, 153
and trade regulations, 151–152

Internet marketing, 126–129
Interviews, research, 63
Inventory:

in buyer evaluation, 13
in buying-selling cycle, 43
management of, 126
merchandise manager’s

responsibilities for, 6
replenishing, 104–105
technology for, 124–126

Invoices, 207
Irregulars, 177

JCPenney, 125
JCPenney catalog, 60–61
Job lots, 175–176
Joint retailer-owned wholesale

establishments, 39
Just-in-time (JIT), 125

Kennedy, Sandra, 29
Keystoning, 238
Kmart, 30, 69
Kmart Holding Corporation, 30
Knock-off merchandise, 136
Kroger, 69

Labels, secondary, 177
Labeling, 119–123, 219–221
Lampert, Ed, 30
Landed cost, 161
Layout, merchandise, 253–254
Lean production, 125
Leased departments, 40
Licensing, product, 69
Lifestyle marketing, 56
Lifestyle retailing, 56
Line extensions, 82, 89
Line organization, 11
List prices, 192–193
Local information sources, 62
LookSmart, 62
Loss-leader pricing, 240

Magnuson-Moss Warranty-Federal
Trade Commission
Improvement Act, 222

Maintained markup, 234–235
Managerial skills, 9
Manager’s assistant, 28
Manufacturers:

buying from, 143–145, 168
trend extension information from,

54–55
Manufacturing to order, 225
Margin, 236–237
Margin results (in evaluation),

13–14
Markdowns, 234, 244–246
Markdown money, 200–201
Market Development Funds (MDF),

202
Marketing concept, 49
Marketing Warfare (Jack Trout and Al

Ries), 50
Market minus price, 138
Market plus price, 138
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Market reports, 62
Market Research Corporation of

America (MRCA), 62
Mark-ons, 35
Markups, 232–235, 238–241
Marshall Field’s, 39
Material, as selection factor, 86
Maximum amount of items, 105
Mazur, Paul, 251
Mazur Plan, 251–252
Meisler, Jim, 126
Merchandise, 3

classifications of, 101–102
knock-off, 136
selling features of, 253
staff for selecting/controlling, 10
standardized vs. exclusive, 72
suitability of, 134–135

Merchandise-broker offices, 38
Merchandise manager, 3, 6–9, 11–13
Merchandise planners, 20
Merchandising, 3–5. See also

Centralized buying and
merchandising

Mervyn’s stores, 39
Metropolitan Statistical Area (MSA), 55
Middlemen, 145
Minimum amount of items, 105
Model Assortment Plan (MAP), 108,

109
Model stock plan, 100, 107–112
Model stocks, 125
Modified rebuys, 133
“Mom and pop” retailers, 14, 15, 24
Montgomery Ward, 60
Motivations, consumer, 51–53
Multichannel shoppers, 127
Multinational corporations, 150
Multiple brands, 137

Name brands, 68
National Association for Female

Executives, 29
National Association for the Specialty

Food Trade, 168
National brands, 68–71
National Frozen and Refrigerated

Foods Association, 168
National information sources, 61
National Retail Federation, 167
National Retail Security Survey, 235
Negotiating purchases, 184–203

allowances, 198–202
discounts, 190–195
price, 187–189
shipping and insurance charges,

195–198

spirit of good negotiation,
185–187

Net marginal productivity, 79
Net operating profit, 236
Net profit from merchandising

operations, 236
Never-out list, 54
New buys, 133
New item fees, 202
New item selection, 168–173
New products, 50
“Niche” buying offices, 36–37
Nordstrom, 29
North American Free Trade

Agreement (NAFTA), 151

Odd-cent pricing, 242
Office Depot, 29
Off-price merchandise, 177–178
Online coupons, 218
Online sales, 117, 126–129
On memorandum sales, 201
On-the-job training, 28
Opening stock distribution plans, 26
Open orders, 208
Open-to-buy (OTB) system, 26–27,

99–102
Operating profit realized, 14
Orders and ordering, 42, 124–126. See

also Buyer’s orders
Organization:

of buying process, 10–13
of stores, 14–19

Outlet stores, 178

Packaging, 172, 198, 219
Pack Expo convention, 198
Paper distributors, 21–22
Parallel imports, 154
Payment policies, 137–138
Peak demand, 89
Penetration policy, 238
Penn State College of Agricultural

Sciences, 120
Perception, 52
Perception Research Services (PRS), 63
Performance Food Group, 135
Periodic inventory, 104
Perpetual inventory system, 104
Physical distributors, 21, 22
Planned purchases, 97
Planned receipts, 97
Planning and control, 12

of assortments, 71–74
in buying-selling cycle, 44–46
with centralized

buying/merchandising, 20

financial, see Financial planning and
control

organization for, 12–13
of seasonal stock, 88–89

Point-of-sale (POS) systems, 123–124
Portal service technology, 117
Predisposition, 51–52
Prices:

with central buying, 23
list, 192–193
negotiating, 187–189
trade practices related to, 224–225

Price branding, 69
Price floor, 238
Price labels, 220–221
Price lining, 241–243
Price look-ups (PLUs), 120
Price range, 72, 85, 170
Price zones, 243
Pricing, 212, 230–250

in buying-selling cycle, 43–44
coordination of, 12
and gross margin, 236, 237
group, 241–243
of individual items, 236, 238–241
initial markup, 232–234
maintained markup, 234–235
to maximize sales and profit,

246–250
and net operating profit, 236
profit margin controls in, 232–236
reductions, 234
repricing, 244–246
vendor policies on, 137–138

Primary information, 57–58
Primary Metropolitan Statistical Area

(PMSA), 55
Primary motivations, 51
Private buying office, 38
Private labels (brands), 35, 38, 68–71
Private Label Manufacturers

Association, 168
PRIZM NE®, 59
Procter & Gamble, 202
Products:

development of, 10, 35, 38
differentiation, product, 135–136
identification of, 119–123
labeling, 119–123, 220–221
licensing, 69
substitutions of, 224
testing, 180

Productivity, measuring, 103–104
Product life cycle, 89–90
Profile, assortment, 107
Profit, 236, 246–250
Profit margin controls, 232–236
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Promotional opportunities, 172–173
Promotional tools, markdowns as,

244–245
Protection functions, 43. See also

Security
Provision of items, 105
Proximo dating, 193
Psychographics, 55
Pulling power, 79
Purchases, types of, 133
Purchasing, 165–182

bulk, 38
buying trips, 166
in chain stores, 19
by committee, 175
crossover, 57
environmental concerns in,

180–181
of job lots, 175–176
from manufacturer’s visits, 168
from markets, 167
narrowing down choices, 169
negotiations in, see Negotiating

purchases
new item selection, 168–173
of off-price merchandise, 177–178
or irregulars and seconds, 177
product features in, 169–173
specifications in, 179
standard and product testing issues

in, 180
and stock relationships, 173–175
from trade shows, 167–168
weighing of features in, 173

Purchasing agents, 157
Push money (PM), 221–222, 226

Quality, 72
Quality control, 23
Quick Response (QR), 125
Quota, 152

Rack jobbers, 146
Radio Frequency Identification

(RFID), 117, 121–122, 220–221
Rain-check forms, 60
Rate of flow, 98
Rate of sale, 105, 239
Rebate offers, 218
Recalls, 180
Receipt of goods (ROG) discounts,

193, 195
Receiving function, 211–212
Reductions, price, 234. See also

Markdowns
Regular orders, 208
Renewal fees, 202

Reorders, 174, 208
Replenishment, continuous, 104
Replenishment buying, 54, 124
Repricing, 244–246
Research, 10

basic information for, 55–57
types/sources of information for,

57–64
Reserve stock, 105
Resident sales agents, 155
Retail buyers, 3, 7–9
Retail buying, 1–31

for branch stores, 19
buyer’s responsibilities, 4–6
centralized buying and

merchandising, 20–27
for department stores, 15–17
distribution points, 27
education and training for, 27–28
estimating consumer needs, 2–4
evaluation of buyer’s work,

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

vendor assistance with, 139–140,
221–223

Sales division, 252
Sales increase, 13
Sanctions, 152
“Seamless” shopping, 128
Sears, Roebuck and Company, 29, 30,

60, 125
Sears Holdings Corporation, 30
Seasonal fashion programs, 9–10
Seasonal stock, planning, 88–89,

109–110
Seconds, 177
Secondary information, 58
Secondary labels, 177
Secondary motivations, 51
Security, 117, 207, 235
Seegel, Herbert L., 133
Selection factors, 52–53

planning sales by, 84–88
for vendors, 134–142

Selective distribution plans, 137
Selling:

buyer’s responsibility for, 250–254
in buying-selling cycle, 44
and centralized

buying/merchandising, 20, 24
timing cycles of, 78

Service discrimination, 224
Service plans, 222, 223
Service superintendent, 251
Shallow stocking, 77
Shelf fees, 202
Shelf space, 174–175
Shelf tag technology, 122–123
Sherman Antitrust Act, 226–227
Shipping costs, 162, 195–198
Shipping terms, 195–197
Shortage control, 5
Shrinkage, 234–235
Siegel, Joseph B., 88
Size, as selection factor, 86–88
Skimming, 242
Slotting allowances, 201–202
“Specials,” buying, 187–188
“Specialist” skills, 9
Special orders, 208
Special rates, 160
Specialty stores, 54, 169
Specifications, purchasing, 179
Specification sheets, 134–135
Specific duties, 161
Spiegel, Inc., 73
Spiegel Catalog, Inc., 61
“Spinning the middle,” 100
Sporting Goods Manufacturers

Association, 167
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Staff, 4, 6, 9–11
Standards, 12, 23, 180
Stanger, Peter, 127–128
Staple assortment, 54, 73–74
Staple stock control, 104–107
Staple stock system, 54
State information sources, 62
Stock:

arrangement/presentation of,
253–254

in buying-selling cycle, 41–43
control of, 24, 104–107
relationship of new purchases to,

173–175
Stock face/facing, 74
Stock keeping units (SKUs), 19,

82–83, 101, 119, 220
Stock plan, model, 100
Stock-to-sales ratio, 103
Stock turnover (stockturn), 13,

102–104, 106–107
Storage capability, 141
Store brands, 68. See also Private

labels (brands)
Store Equipment and Design magazine,

16
Store-level buying systems, 26–27
Straight reorders, 133
Style(s):

central buying and availability of,
23

pirating, 215
as selection factor, 85–86

Subsidy, 152
Suggested retail price, 137–138
Supercenters, leased departments in,

40
Suppliers, see Vendors
Support staff, 4, 9–10
Symbologies, 119
Syndicated buying office, 38
SYSCO, 135

Target Corporation, 29, 39
Target customers, 168
Tariff, 152
Taste, 73, 170
Tear sheets, 140
Technology, 116–130

for buying systems, 26–27
communication, 26
compatibility of, 141
and couponing, 218
for inventory and ordering,

124–126
for online sales, 126–129

for product labeling, 119–123
pros and cons of, 117–118
for sales finalization, 123–124

Textile Fiber Products Identification
Act, 220

3M Company, 50–51
Timing, 136

policy and, 73
of sales, 253
of selling cycles, 78

Topco, 69
Top-down planning and control,

95–97
Total merchandise handled (TMH),

232
Trade associations, 62, 226
Trade deficit, 151
Trade discount, 192, 195
Trade practices, 223–227
Trade publications, 62
Trade regulations, 151–152
Trade shows, purchasing from,

167–168
Trade terms, 162
Trading acumen, 9
Training, 6, 10, 27–28, 221–222
Trends, 171
Trend extension, 54–55
Trendy product categories, 135
Trout, Jack, 50
Turnover, stock, 102–104
Twin-line functions, 252
2005 Sunrise Compliant, 120
Type, 84

Umbrella branding, 69
Uniform Code Council, 120, 121
Unit OTB, 105
U.S. Census Bureau, 55, 61
U.S. Commerce Department, 61
U.S. Commercial Service, 157
U.S. Customs Service, 158–159
Universal Product Code (UPC),

118–120
Utility of items, 171–172

Value-added services, 189
Variety of product lines, 74
Vendors:

agreements among, 225
brokers, 145
and codes of conduct, 214–215
drop-shippers, 146
and gifts/coupons/rebates, 217–219
international, see International

vendors

and labeling, 219–221
manufacturers, 143–145
and packaging, 219
rack jobbers, 146
relationships with, 213–215
retailing role of, 188
sales programs/promotions by, 86,

216–217, 221–223
selection of, see Vendor selection
services offered by, 215–219
trade practices of, 223–227
training and demonstrations by,

221–222
warranties and service plans from,

222–223
wholesalers, 145–146

Vendor analysis, 86
Vendor control, 40
Vendor-Managed Inventory (VMI),

125
Vendor selection, 132–143

and assistance with sales, 139–140
bottom line in, 134
distribution policies in, 136–137
environmental concerns in,

180–181
ethical considerations in, 138–139
pricing and payment policies in,

137–138
product differentiation in, 135–136
suitability of merchandise in,

134–135
timing and delivery policies in, 136
weighing of factors in, 141–142

Vicinity technology, 121
Victoria’s Secret, 127

Wal-Mart, xi–xii, 29, 71, 121, 125,
137–139, 150, 151, 202, 221,
225

Wanamaker Department Store, xi
Want slip, 60
Warehouse requisition plans, 26
Warranties, 222–223
Whole Foods Markets, 181
Wholesalers, 39–40, 145–146,

191–192
Who We Are Now (Sam Roberts), 56
Women in retail careers, 29
Woodward, N. J., 119
Working Mother magazine, 29
World Trade Organization (WTO),

152

XML (Extensible Markup Language),
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