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3M, 152
4 Ps. See Product pricing placement promotion
6Ps of Retail, 109
7-Eleven, 6
24/7/365 business environment, 26, 65
24/7/365 minimum wage, 139
24/7/365 operating standards, 174–175
24/7/365 stores, 157
360-degree internal customer-service performance

appraisal process, 82
360-degree performance reviews, 172
401(k) plan, 119

Abercrombie and Fitch, 100, 167
Accessibility, 57

self-assessment, 200–201
Account sales, 106
Accountability, 81–82
Achievement. See Personal achievements

motivator, 75
Achua, Christopher, 28, 91–92
Add-on selling, 182
Advancement (motivator), 75
Advertised specials, 182
Advertising, 99. See also Promotional newspaper/

television advertising
Ahold, global retailer rank, 12
Albertson’s

global retailer rank, 12
Wal-Mart, comparison, 6

Albrecht, Karl/Theo, 115
Aldi, grocery ranking, 7
Allen, Paul G., 115
Alpo, 100
American Eagle (AE), 96
American Eagle Outfitters, 99, 100, 145

IPO, 167
stock split, 148
turnaround team, 124

Andre the Giant, 66
Annual sales, plans, 6
Apothecary Shops, 19
Applied behavior analysis, 65
Argentina, Wal-Mart

presence, 8
stores, number, 10

Arizona Pharmacy Association, 19
Asda (UK), 7

Wal-Mart acquisition, 8
Associates

business partners, 63, 70
empathy, 157
empowerment, 54
loyalty, 71
rank, 56
retirement funds, contribution, 119
stock ownership, 137
teaching/training, 80

AT&T, survival, 11
Auchan, grocery ranking, 7
Automated product replenishment, vendor

partners (impact), 43–44
Automated receiving, 44

Baby boomers, aging, 22
Back stock, 97
Backhauling, 127
Ball, Wes, 18, 33, 92
Bar-code-label technology, replacement, 44
Bar-coding. See Product
Barrett Associates, 18
Beasley, Norma, 75
Behavior-centered leadership, 65
Ben Franklin 5-and-10 store, 133
Bentonville Bank, 4
Bergdahl, Heather, 128, 175
Bergdahl, Mike, 219

Walton introduction, 131
Bergdahl, Paul, 128, 131
Bergdahl, Sheryl, 96, 128, 175, 178
Berkshire Hathaway, 3
Best practices

benchmarking sessions, 45
sharing, 45

BIC, 152
Big-box competition, absence, 34
Big-box competitors, 194–195
Big-box discount competition, 11–12
Big-box discounters, impact. See Small-town

merchants
Big-box retailers, 91

competition, 103
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Big-box retailers, continued
impact, 40
market share, 103
price advantage, 35–36
retail pricing strategies, 18–19

Black and Decker, 152
Bodega, 8
Book sellers. See Web-based book sellers
Bookstores

market dominance, 26
pricing freedom, 26

Boredom, breaking, 80–81
Bowers, Katherine, 105
Brand competition, 94
Brand marketing, 107
Branding. See Service
Brazil, Wal-Mart

presence, 8
stores, number, 10

Breakaway team, synergy, 47
Brick-and-mortar atmosphere, 70
Brooks, Garth, 66
Buffett, Warren E., 115–117
Bugle Boy, 99
Burnout, concept, 63
Business

building, rules, 190
competition, 94
focus, singularity, 62, 175
insanity, definition, 102
partners. See Associates
processes, flow charts (making), 52
strategies/tactics questionnaire/self-assessment.

See Competitive business strategies/tactics
strategy, commitment, 191

Buy American promotion, 16
Buyers

contributions, 71–72
objectivity, 96

Buying power, 27–28

Cadieux, Chester, 160, 170, 191
Campbell’s, 152
Campus manager program, 151
Canada, Wal-Mart stores (number), 10
Career-oriented employees, attraction, 143–144
Cargill, 152
Carl, Traci, 7–8
Carnegie, Andrew, 5
Carrefour

global retailer, rank, 12
grocery ranking, 7
Wal-Mart, competition, 13

Central Intelligence Agency (CIA) World
Factbook (2001), 13

CEOs, beliefs, 170
China, Wal-Mart

presence, 8
stores, number, 10–11

Citicorp, survival, 11
Claiborne, Liz, 77
Clorox, 107
Coaches. See Managers
Coca-Cola (Coke), 3, 100, 152
Cognitive dissonance, 123

Collective consciousness, 88
College Board psychological study, 148
Common-source code, 43
Communication skills, 65, 80
Companies

benefits, eligibility, 142
challenge, 82
competencies. See Core company competencies
drivers, 113
evaluation, operational perspective, 54
expectations, focus, 82
leaders, problems resolution, 64
pricing contracts, 30
stores, visiting, 67–68

Company-directed mandate, 119
Comparable-store sales, 166–167, 195
Competency, 135–136
Competition. See Wal-Mart

absence. See Price
bankrupting process, 23
questions, 217–219

Competitive advantages, 50, 197
Competitive business strategies/tactics

questionnaire, 217–219
self-assessment, 199

Competitive futility, 123
Competitive pressure, 61
Competitive prices, 180
Competitive strategy, development, 193
Competitive tactics, discussion, 66
Competitors

ads, checking, 36
disadvantage, 35–36
fate, 11
price structure, 36
problems, 27
realization, 22

Constructive feedback, 103
Consumers. See Mass-market consumer; 

Price-conscious consumers; Time-sensitive
consumers

price sensitivity, 21
Continuous improvement, 81

processes, discussion, 52
standards, 51

Continuous learning/improvement, total-quality
principles, 8

Convenience
checklist, 185–186
self-assessment, 214

Convenience Stores, 89
Convenience stores, 106

businesses, 31
philosophy/model, 26

industry, Wal-Mart (impact), 92
Coopers and Lybrand, 170
Core company competencies, 79–80
Core leadership beliefs, 78–79
Corner stores, destruction, 10
Corporate folklore, creation, 73
Corporate Home Office employees, rank, 67
Corporate junkyard, 9
Corporate managers. See Cross-functional 

corporate managers
Cost control
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cultural integration, 121
culture, 122–123

Cost of living, improvement, 10
Cost reduction benefits, 127
Cost savings, 121–122

ideas, 129
strategies, initiation, 128

Cost structure. See Low-price cost structure;
Wage-and-benefit cost structure

maintenance, 114
Cost-based approach. See Product
Costco, 3

private-label program, 101
Wal-Mart, comparison, 6

Cost-saving ideas, 121
Cross-cultural issues, 194
Cross-docking, 42, 45, 126. See also Retail

techniques, 127
Cross-functional corporate managers, 87
Cross-functional issues, 194
Cross-functional movement. See People
Cross-training, 80
Cullen, Jim, 20–21
Cultural beliefs, 65
Cultural checklist, 84–85
Cultural expense philosophy, 129
Cultural indoctrination, 66
Cultural mission, establishment, 84
Cultural ownership, concept. See Expense control
Cultural stories, 74
Cultural strategies/tactics, 61
Cultural touchstones, 120
Cultural training, costs, 65
Cultural values, 65, 119
Culture, 136–137, 190. See also Every Day Low Price

beliefs, communication, 192
cloning. See Stores
importance, 83
reinforcement, 83
shock, 168

Customer service, 51–55, 64, 71, 185
appraisal process. See 360-degree internal cus-

tomer-service performance appraisal process
challenge, 164
concept, 166. See also One-stop shopping
continuity, disruption, 142
experiences, 141, 165
lagniappe, 170–171
self-assessment, 213
staff, numbers, 181
standard, 171–174. See also External customer

service standard; Internal customer service
strategy, 179–180
success, 165–166

formula, 184
tactics, 164

Customer-centered focus, 89
Customers

base, maintenance, 35
boss, 168
education, 96
focus, 18, 81, 94
greeting, 72–73
loyalty, 193–194

programs, 33

negotiation, 28
priority, 174
recognition, 183
relationship. See Employees
respect, 181
satisfaction, 175
shopping preferences. See Missouri Grocers

Association
traffic, 95
treatment, 75–76

Cycle counting, 44

Daniels, Alex, 104
Decision-making authority, 189
Dell Computer, 3
Delta Epsilon Chi, 153
Deming, W. Edwards, 166
Demotions (stepping down), 138
Development, 80
Dick’s Sporting Goods, 3
Differentiation strategy, 91
Direct price competition, avoidance, 28–29
Discipline. See Organizational discipline

development. See Operational discipline
Discount pricing philosophy, 19–20
Discounting principle, 20
Dishonesty, repercussions, 30–31
Distribution. See Just-in-time distribution

business, perception, 42
centers, 6, 49, 119

orders, 42
functions, 126
strategy. See Hub-and-spoke distribution 

strategy; Spoke-and-hub distribution strategy
systems, 55
velocity, increase, 127

Distributive Education Clubs of America (DECA)
students, usage, 150, 153

Distributor, 97
relationship, 107
role, 27

Dollar stores, opening, 22
Domestic success, 5
Double-couponing, 33
Drexler, Milliard, 145
Drug screening, 144

result0073, 46–47
services, 30

Drug testing vendor, test sample delivery, 47
DSN Retailing Today, 177
Du Pont, survival, 11

Economies, disruption, 10
Economies of scale, leveraging, 121–122, 127, 

196
Eddie Bauer, 99, 167
Edeka, grocery ranking, 7
EDLP. See Every Day Low Price
Edmonds, Fred, 42
Edsel, failure, 9
Einstein, Albert, 128
Electronic Product Codes (EPC), 44, 104–105
Ellison, Lawrence J., 115
Elmer’s, 152
Employee-communication acronym, 172
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Employees
capability, 181–182
customers, relationship, 119
flow charting, 52
friendliness, 181
handbooks, 69
identification, 158–159
job performance problem, 158
number, 6
opinion surveys, 64. See also Grassroots

employee-opinion surveys
performance, 161–162
recognition, 75
respect, 75
responsibility, 75
retention ideas, 162
staffing standards, 155–156
stock-purchase plans, 119
treatment, 75–76
turnover rate, 125–126

avoidance, 162
expense, 142–143

Empowerment, 51, 63–64. See also Associates
Entrepreneurial thinking, 81
Entrepreneurs, 51

stubbornness, 83
success, 102–103

Entry-level managers, 140
EPC. See Electronic Product Codes
Equality, belief, 75
Errors, occurrence, 97
Esprit de corps, creation, 80–81
Ethics, toleration, 31
Every Day Low Price (EDLP)

advertising, 32
campaign, 35
culture, 7
logo, 128
philosophy, 10, 115
strategy, 5, 20, 23

Excellence, striving, 64
Exit interview, performing, 143
Expectations, 81–82, 196
Expense control, 192

checklist, 130
cultural ownership, concept, 120–121
game, 121
impact, 115–116
self-assessment, 209–210
strategies/tactics, 113
technique, 123

Expense corrections, 195
Expense management, 128–129
Expense structure, reduction, 40
External customer service standard, 81, 172

Failure
fear, motivator, 167–168
inevitability, 137–138

Fairness, importance, 31
Family-owned businesses, effect, 22
Federal Express, 3

best practices, sharing, 45
hub, 47
shipping services supplier. See Wal-Mart

Federal Trade Commission (FTC), antitrust laws, 15
Federally subsidized tax programs, 122
Fields, Bill, 103
Fisher, Donald, 100
Fitzsimmons, Jay, 42, 176
Flickinger, Burt, 6
Flow charting, 121
Flow charts, making. See Business
Fortune, Stan, 64
Franchise player, 148

staffing concept, 148–149
Franklin Mint, 168–169
Fred’s Stores, 3
Frito-Lay, 88, 106, 152

brands, 180
employment, 135, 154
executives, 137
experience, 132
hiring, selection, 155
market share, 107
supplier. See Sam’s Club; Wal-Mart

Frugality, belief, 114–117, 120, 123
Fruit of the Loom, 99
FTC. See Federal Trade Commission
Fugitsu, handheld computers, 106–107
Full-time employment, conversion, 151
Functional agendas, 87
Functional identities, 87
Functional managers, 89

Gallup (2001 poll), 101
Gap, The, 99, 100, 167

headquarters, 145
General Electric (GE), 3

best practices, sharing, 45
executive leadership teams, 66
survival, 11
Wal-Mart, strategic alliance, 105

Germany, Wal-Mart stores (number), 11
Gillette, 152
Giroux, Stephen L., 21–23, 107
Giuliani, Rudy, 17
Glass, David, 7, 10, 149, 197

child labor questions, 16–17
commitment, 31
origin, 23–24
store operation VP challenge, 68–69

GNP. See U.S. gross national product
Goals, setting, 97
Golden rule

principles, 190–191
usage, 74–75

Goods, storage (elimination), 42
Gove, Bill, 73
Grab ‘n Go department, 177
Grant, Lorrie, 7
Grassroots employee-opinion surveys, 64–65, 141
Greenwood, Lee, 152
Grocers, advantages. See Local grocers
Grocery business

changes, 18
Wal-Mart involvement, 7

Grocery retailers, Wal-Mart (impact), 31–32
Grocery store managers, 138

awareness, 107
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Group problem-solving, 48, 65
Guarantees, 185. See also Product; Service

Hanes, 99
Hansen, Joe, 2
Hayes, Woody, 9
Health-benefit suppliers, 30
HEATKTE. See High Expectations Are The Key

To Everything
Hertzberg, Frederick, 75
High Expectations Are The Key To Everything

(HEATKTE), 39–40
Higher-end products, stocking, 98
Higher-level leaders, pressure/responsibility, 136
Hiring. See People

cycle, 143
diversity, 139–140
processes, 52–53
standards, 155–156

Home Depot
best practices, sharing, 45
global retailer rank, 12
Wal-Mart, comparison, 6

Home Office, 29
associates, air transportation, 117–118, 188
decor, quality, 123
employees, rank. See Corporate Home Office

employees
executives, active participants, 98
exhaustion, 63
formality, 30
hiring process, 52
staffing practice, 53

Honesty
importance, 31
repercussions. See Dishonesty

Hope, Bob, 66, 77
Hormel Foods, 89, 152
Hub-and-spoke distribution strategy, 41
Human resources, 87

assignments, 80
Hypermart concept, 138

IBM, 3
Idea generation, 121
impact, 22. See also Grocery retailers; Retailing

rules
Impulse-sales ideas, 99
Information

sharing, problem, 46
volunteering, 54

Information Technology (IT), 87
cost, 43
professionals, 67
systems, 45, 127

Inglewood store, unwelcome, 2
Innovation, 43

speed, 8
Inside out approach, 9
In-stock products, 180
In-store personnel, activity, 55
In-store promotions, 97–99
Integrity

absence, repercussions, 30–31
importance, 31

standards, 78
toleration. See Situational integrity
understanding. See Total integrity

Internal customer service
feedback, 64
performance appraisal process. See 360-degree

internal customer-service performance
appraisal process

standard, 82, 171–172
International retailing, metamorphosis, 11
International success, 6
Internships, 154
Interviews

opportunity, 135
performing. See Exit interview
process, change, 52
questions. See Post-survey interview questions
requirement, 149–150
scheduling, 53–54
style, 138–139

Intranets, usage, 69
Intrapreneurial merchants, 189
Intrapreneurs, 51
Intrapreneurship, 81
Inventory

control. See Real-time inventory control
management, 42–43

technology. See Satellite
purchase, 35
tracking, 43

involvement. See Grocery business
IT. See Information Technology
Item strategies/tactics. See Key item

strategies/tactics
ITM, grocery ranking, 7

Japan, Wal-Mart stores (number), 11
JC Penney

story, 75
Wal-Mart, comparison, 6

Job performance, problem, 31. See Employees
Job placement, 150
Job Training Partnership Act (JTPA), 122
Johnson and Johnson, 3
Jordache, 99
JTPA. See Job Training Partnership Act
Just-in-time distribution, 126
Just-in-time replenishment, 41. See Product

Kaiser, Emily, 108
Kaizen (management concept), 51
Karass, Chester, 30
Keep It Simple Stupid (KISS) philosophy/

principle, 41, 104, 137
Kentucky Fried Chicken, 79
Key item checklist, 110–111
Key item strategies/tactics, 87
Key-item promotion, 109, 190, 192
Khan, Genghis, 46
Kikubari, 166
Kirkland Signature, 101
KISS. See Keep It Simple Stupid
Kit building, 44
K-Mart

Big K logo, 123
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K-Mart, continued
big-box discounting stores, 11
competition, 188
drug screening, implementation, 47
global retailer rank, 12
pricing disadvantages, 44–45
specialization, 94
staffing standards, 155–156
talent, 155
technology, absence, 44–45
Wal-Mart, comparison, 6

Kodak, survival, 11
Koprowski, Gene, 44
Korea, Wal-Mart

presence, 8
stores, number, 11

Kraft, 100
Kroger

global retailer rank, 12
Wal-Mart, comparison, 6

Lagniappe, 163–164, 166. See also Customer 
service

Leaders, cross-section, 88
Leadership

competencies, 79, 82–83
identification, 80

philosophies, 71
team, 62

Leading by example, 81
LeBoeuf, Kerley, 25–26, 92, 173
LeClerc, grocery ranking, 7
Lee, Louise, 176
Levi’s, 99
Limited Divisions, 145
Listening skills, 65, 81
Local grocers, advantages, 33
Lockstep execution, 67
Logistics functions, 126
Lowe’s, Wal-Mart (comparison), 6
Low-price alternatives, 33
Low-price cost structure, 20
Loyalty. See Associates

consideration, 35
programs. See Customers

Lundberg, Abbie, 43

Malcolm Baldrige Award Program, 50
Malcolm Baldrige Quality Award, 50. See also

Procter & Gamble
Management

careers, 141
leadership, distinction, 49
positions, 144

staffing, 149
selection process, 149–150
team, self-assessment, 205–206
work ethic, 63

Management By Objectives (MBO), 64
Management By Walking Around (MBWA), 65, 118
Management-trainee opportunities, 151
Managers (coaches), 49. See also Cross-functional

corporate managers; Functional managers
assistance, 182
care, 81

contributions, 71–72
responsibilities. See Stores

Manpower temporary agency, 128
Manufacturer advertising coop subsidies, 

receiving, 99
Manufacturing

capacity, 105
guidelines, 16

Marketing
4 Ps. See Product pricing placement 

promotion
lessons, 194
strategy, 99

Marketplace intelligence, 189
Markets, strategic identification, 91
Market-share opportunity, 93
Martin, Bobby, 43
Mass-market consumer, 100
Mayer, Ron, 41–42
MBO. See Management By Objectives
MBWA. See Management By Walking Around
Megastores, 103
Members Mark, 101
Merchandise

examination, 102
managers, complaints, 95

Merchandise-driven company, 96
Merchandise-driven importance, 93
Merchandising

assignments, 80
checklist, 110
inefficiencies, 96
philosophy, 77

Merck, 3
Metro Group

global retailer rank, 12
grocery ranking, 7

Mexico, Wal-Mart
presence, 8
stores, number, 10

Middlemen, role, 27
Military recruitment, 155
Millar, Corinne, 7
Minute Maid, 100
Mission. See Vision/mission

establishment. See Cultural mission
Missouri Grocers Association, 23–24, 40, 69

business growth, 183
customer shopping preferences, 176
selling philosophy, 90

Mistakes, education, 97
M+M Planet Retail, 7
Mom and pop operators, 178
Mom and pop stores, leverage (absence), 25
Monetary recognition, 70
Moorhead, Clare, 178
Morale, 70–71
Morrison, John, 23, 24, 69, 176, 183

grocer strengths/weaknesses, understanding,
40

price advantages (remarks), 32
selling philosophy, 90

Motivation, 80–81
Motivational speaking, 76–77
Motivators, 75
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Motley Fool, 117
Mullen, Shannon, 177–178
Musil, John, 19

National Association of Convenience Stores
(NACS), 25, 45, 92, 173

National Community Pharmacists Association
(NCPA), 19, 21, 45, 107

National Grocers Association, 45
National Institute of Standards and Technology

(NIST), 50
National Retail Federation, 45
National Speakers Association, 73
NCPA. See National Community Pharmacists

Association
Negotiation. See Customers

ability. See Wal-Mart
Neighborhood Market Stores, 6, 89, 177
Neighborhoods, depersonalization, 10
Newspaper advertising. See Promotional 

news-paper/television advertising
Nicknames, 1
Nightingale, Earl, 2
NIST. See National Institute of Standards and

Technology
No Nonsense, 99
Non-monetary recognition, 70, 71

Old Navy, 99, 100
One-on-one nurturing/training, 136
One-on-one transactions, 172
One-stop shopping, customer service concept, 

25
On-site managers, 97
On-time delivery, 107
Open-door policy, 64, 81
Operating costs, minimization, 45
Operational checklist, 57–59
Operational competitive advantages, 41
Operational discipline, development, 56
Operational preparation project, 56
Operational problems, solutions, 54
Operational strategies/tactics, 39
Operational success formula, 56
Operations, 57

assignments, 80
improvement, synergy (usage), 47–48
self-assessment, 201
tactical orientation, 192

Organization process, 81
Organizational discipline, 159
Organizational pyramid, flipping, 50
Organizational vision/mission, 83
Organizations

hierarchical structure, downplaying, 49
Osmond, Donnie, 66
Out-of-stock scenarios, reduction, 127
Out-of-town ownership, problems, 183
Outshopping amount, reduction, 21
Over storing, 23–24
Overtime

control, 125
management, 124

Ownership, 119
instilling. See Product

Pallet/case tracking, 44
Partnership, role, 108
Part-time workers

disadvantages, 125
usage, 47

Payroll cost, 123–124
Payroll expenses

management, 124
reduction, 125

Payroll-budget percentage, 125
Penn State University, interviews, 154–155
People

cross-functional movement, 141
difference, making, 74, 84
division, 140
hiring, self-assessment, 211–212
internal promotion, 133–134
performance, 147–148
philosophy, 63–64
profit, balance, 64–65
skills, 80

PepsiCo, 135, 137, 146, 152
Perfection, aim, 97
Performance

appraisal, 65
buckets, 158–159
feedback, 157–158
levels, 71
predictor, 160
pressures, 65
value. See Team

Performance-review processes, 64
Perreault, Gilbert, 148
Personal achievements, 80
Personal values/beliefs, 114
Peters, Sam, 77
Peterson, Coleman, 140
Pharmacies, referrals, 19
Picking verification, 44
Placement. See Product pricing placement

promotion
Planning process, 81
Point-of-sale merchandising, 99
Point-of-sale registers, 127
Point-of-sale systems, 42–43
Post-survey interview questions, 144
Potvin, Kevin, 10
Predatory pricing, 23

impact, 32–33
Pre-employment testing, usage, 144
Price. See Competitive prices

advantage, 26–27
competition, 192

absence, 21–22
improvement, 107
information, providing, 43
sensitivity, 35. See also Consumers
structure, 32. See also Competitors

Price-conscious consumers, 33
Price-sensitive products, pricing, 36
Pricing. See Product pricing placement promotion

checklist, 38
contracts. See Companies
impact. See Predatory pricing
one-size-fits-all approach, 35
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Pricing, continued
pressures, 194–195
self-assessment, 200
tactics, 15

Pricing strategies, 15. See also Every Day Low
Price: Rollback; Special Buy

factors, 36
help, 20–21
impact, 35

Principles, 17–18
Private labels, checklist, 111
Private-label, mall-based retailers, 99–100
Private-label product, self-assessment, 208
Private-label programs, 100–102
Private-sector IT organizations, 42–43
Problems, resolution, 82. 

See also Companies; Group 
problem-solving; Operational problems

Procter & Gamble, 107
best practices, sharing, 45
Malcolm Baldrige Quality Award, 51
survival, 11
Wal-Mart, strategic alliance, 105

Product. See In-stock products
assortment, self-assessment, 207–208
bar-coding, 127
checklist, 110–111
differentiation strategy, 101–102
display, 95
enthusiasm/passion, 88–89
guarantees, self-assessment, 213–214
just-in-time replenishment, 45
merchandising, 193

self-assessment, 207
mix, 99. See also Sam’s Club

understanding, 33–34
ownership, instilling, 88
paycheck, equality, 88–89
pricing, cost-based approach, 36
promotion, 192
quality, 180
replenishment, 180

vendor partners, impact. See Automated 
product replenishment

sampling, 33
selection, 95, 107

differentiation, 37
event, 88

sell-through, velocity, 41
strategic identification, 91
strategies/tactics, 87, 104
tailoring, 36
variety, 180–181
Wal-Mart appetite, 42

Product pricing placement promotion 
(marketing 4 Ps), 103, 109

Production capacity, 105
Productivity, level, 147
Product-knowledge training, 184
Profit sharing, 119

plan, 119
Promotion. See Product pricing placement 

promotion
checklist, 111

Promotional activity, 68–69

self-assessment, 208–209
usage, 95

Promotional newspaper/television advertising,
99

Promotional opportunities, 80
Promotional support, 107
Puerto Rico, Wal-Mart stores (number), 10
Purchasing power, 26–27
Put-away verification, 44

Quality. See Total quality
QuikTrip Corporation, 3, 160, 170, 191
Quinn, Bill, 125

Radio frequency identification (RFID), 44,
104–105

Real-time inventory control, 127
Recognition. See Employees; Monetary recogni-

tion; Non-monetary recognition
importance, 70–71
motivator, 75

Recruitment. See Military recruitment
efforts, 151
non-traditional methods, 150
opportunity, 53, 120

Rehearsals, absence, 17
Respect, 64, 78. See also Customers; Employees
Responsibility

motivator, 75
position, 135

Retail
4 Cs, 103
cross-docking, 126
customers, 196
industry companies, 145–146
pricing strategy. See Small-town merchants
rat syndrome, 139
stores, competition areas, 89–90
strategy, oxymoron, 34
success, 98–99
team synergy, 58–59

self-assessment, 203–204
technology standards, 44

Retail Forward, 101
Retailer of the Century, 3
Retailing

industry, staffing issues, 143
rules, Wal-Mart (impact), 27

Retailtainment, 170–171
Retention, 193. See also Sheetz Convenience Stores

self-assessment, 211–212
Revenue, loss, 95
Revlon, 107
Rewe, grocery ranking, 7
RFID. See Radio frequency identification
Risk avoidance, 95
RJR Tobacco, 107
Rollback, pricing strategy, 20
Roosevelt, Teddy, 71
Rossingh, Danielle, 8
Rubbermaid, 3

Safeway, Wal-Mart (comparison), 6
Sainsbury, grocery ranking, 7
Sale Price, 23. See Wal-Mart
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Sales and Marketing Hall of Fame, Walton 
induction, 77

Sales increase, 93
Sales representatives, unhappiness, 29
Sales velocity, tracking, 43
Sam M. Walton Free Enterprise Fellows, 152–153
Same-store sales, 166–167
Sam’s Choice, 100–101
Sam’s Club, 8, 89

associates, 173
buying area, 29
Frito-Lay, supplier, 106
informality, 29–30
private-label program, 101
product mix, 96–97

Sanders, Colonel, 79
Saporito, Bill, 7, 168
Satellite

broadcasts, 69, 140
business symposium, 140
inventory management technology, 127
symposium concept, 141
technology, 42–43

Saturday morning meeting, 66–67, 69, 87, 113
Schedule management, 124. See also Supercenters
Schottenstein, Jay, 100, 148
Schwarz, grocery ranking, 7
Scott, Lee, 7, 156, 168

commitment, 31
Scott Jr., Lee, 120
Sears

global retailer rank, 12
survival, 11
Wal-Mart, comparison, 3

Seay, Tom, 49–50
Secondhand information, problems, 188–189
Second-income earners, usage, 47
SEE. See Significant Emotional Event
Seifert Group, 18
Seiyu, participation, 7, 11
Self-fulfilling prophecy, 39
Self-fulfilling success, 134–135
Sell-through data, 106–107
Servant leadership

philosophy, 48–49, 71
requirement, 74–75

value, 50
Service

checklist, 185–186
culture, branding, 193

self-assessment, 204–205
guarantees, self-assessment, 213–214
quality, improvement, 76
strategies/tactics, 163

Services
delivery, 37
tailoring, 36

Shakespeare, William, 78
Sheetz, Steve, 24–25, 142, 191
Sheetz Convenience Stores, 3, 24–25

retention, 142
Shelf labels, 43
Shelves, restocking (importance), 55
Shewmaker, Jack, 152–153

Shopping carts
comparisons, 32, 35, 44
usage, 164–165

Shopping experience, 179–181
Shrinkage, reduction, 44
Sidney, Hugh, 61
SIFE. See Students In Free Enterprise
Significant Emotional Event (SEE), 69
Signing, usage, 95
Situational integrity, toleration, 31
Situational leadership, 65
Six-day workweek, 67
Slamball, playing, 121
Small-town merchants (retail pricing strategy),

big-box discounters (impact), 28–29
SMART. See Specific Measurable Action-oriented

Realistic Time-bound
Smart, Bradford, 146
Soderquist, Don, 17, 149
Southwest Airlines, 3
Space-management software, 97
Spamouflage, 89
Special Buy, pricing strategy, 20
Specialized products/services, offering, 98
Specials. See Advertised specials
Specialty-apparel retailers, 100
Specific Measurable Action-oriented Realistic

Time-bound (SMART), 64
Spoke-and-hub distribution strategy, 41
Stack-it-high-and-let-it-fly philosophy, 20, 61
Staff quality, 148
Staffing, 161

beliefs, challenge, 157
strategy, 146–147
tactic, 54

Standup meetings, 47, 80
Stanek, Dan, 101
Staples, pricing strategy, 32
Starbucks, 3
State-of-the-art technology, usage, 55
State-subsidized tax programs, 122
Status quo

challenging, 8–9
maintenance, 9
tinkering, 76

Stepping down. See Demotions
Stew Leonard’s, 175
Stock (staying), self-assessment, 201–202
Stone, Kenneth, 21
Store-door delivery systems, 106, 132
Stores

classification, 104
competition areas. See Retail
condition, 181
culture, cloning, 83
home location, proximity, 182–183
managers. See Grocery store managers

responsibilities, 65, 128
planograms, 97, 104
retail turnover (30/60/120/240), 126
security, 72–73
visiting, 118

Store-within-a-store philosophy/strategy, 90–91,
103, 189

Index  235

bindex_bergdahl.qxd  7/1/04  3:46 PM  Page  235



Stories, remembering/telling, 73–74
Strategic partnerships, 51
Strategies, duplication/execution problems, 46
Strategies/tactics, 1

conclusion, 187
tactical execution, 40–41

Students In Free Enterprise (SIFE) students,
usage, 150, 152–153

Suburbia, 8
Sundown Rule, 81, 174
Superama, 8
Supercenters, 89

associates, schedule management, 124
expansion, 32
impact, 20–22, 24, 189–190
prices, 34–35
savings, 179
shopping, 164–165

Supervalu, 3
Supervisory standup communication meetings,

usage, 47
Suppliers, partnering, 44
Supply chain

product movement, 126
technology, emergence, 44

Supply/demand, impact, 28
Survival

chances, 95
strategies, self-assessment, 214–216

Sylvan Learning Centers, 175
Synergistic results, path, 48
Synergy. See Breakaway team; Retail team synergy

existence, questions, 49–50
process, 47–50
usage. See Operations

Taco Bell, 154
Tactical execution, 68
Tactical orientation. See Operations
Tactics. See Strategies/tactics
Tactile involvement, 182
Talent

hiring, 192–193
self-assessment, 210–211

Talent checklist, 161–162
Talent strategies/tactics, 131
Tandy Brands, 107
Target, 3

big-box discounting store, 11
global retailer rank, 12
prices, 33
specialization, 94
Wal-Mart, comparison, 6

Targeted Jobs Tax Credit (TJTC), 122
Taskforce preparation, 65
Team

collection, 134
concept, 48
development, 81
orientation, 76
performance, value, 136
quality, transformation, 159

Technology
advances, 169–170

self-assessment, 203
Television advertising. See Promotional newspaper/

television advertising
Temporary employment services, 30
Temporary modular displays (TMDs), 106–107

placement, 107
Ten-Foot Attitude, 174
Ten-Foot Rule, 81, 174
Tennessee Grocers Association, 18, 23, 92
Tesco, grocery ranking, 7
Third-party carriers, 127–128
Third-party insurance, 21
Third-party intermediaries, elimination, 27
Third-World child labor, 16
Three Musketeers, philosophy, 171
Tide, 100
Time management, 65
Time-sensitive consumers, 55
TJTC. See Targeted Jobs Tax Credit
TMDs. See Temporary modular displays
Topgrading, 146
Total integrity, understanding, 31
Total quality, 50, 65

concept, 51
principles, 121. See also Continuous

learning/improvement
Tour de France, 47
Toys “R” Us, best practices (sharing), 45
Trade associations, 45
Training programs, 69
Troy, Mike, 177
Truth, telling, 17
Turner, Kevin, 43
Turnover, 140, 156. See also Employees; Stores

control, 142
cycle, 143
experiencing, 139
management impact, 193

self-assessment, 212
rate, 150
trends, clarification, 143

Twain, Mark, 34
Twelfth man concept, 67
Twenty-Percent Rule, 159
Tyson’s, 152

UFCW International, 2
Unemployment, 145
Unfair trade practices, complaints, 16
Unilever, Wal-Mart strategic alliance, 105
Union-free philosophy, 65
United Kingdom, Wal-Mart stores (number), 

11
Universal product code (UPC), 43, 104
University of Arkansas

Sam M. Walton College of Business Center for
Retailing Excellence, 104

Walton Institute, 51, 65
UPC. See Universal product code
Urban League, The, 150
Urgency, sense, 81
U.S. Commerce Department, 50
U.S. Federal Reserve, 108
U.S. gross national product (GNP), 5
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U.S. inflation, decrease, 5
U.S. Steel, sales, 5

Values, self-assessment. See Vision/values
Vending machines, 106
Vendor-negotiation cubes, 29–30
Vendors

customer-service interaction, 89
parties, links, 42
partners, impact. See Automated product

replenishment
partnerships, 45, 55, 97, 108, 193

checklist, 110
self-assessment, 206–207

relationships, 30
success, vested interest, 34

Very Small Aperture Terminal (VSAT) system, 127
Vision/mission. See Organizational vision/mission

delineation, 79–80
Vision/values, self-assessment, 216
Visual merchandising (VM), 56, 58, 193

self-assessment, 202–203
VM. See Visual merchandising
Volume discounts, advantage, 25
Volume Producing Item (VPI) program, 97–98
VPI. See Volume Producing Item
VSAT. See Very Small Aperture Terminal

Wage-and-benefit cost structure, 124
Walgreens, 3

Wal-Mart, comparison, 6
Walk-in applicants, screening, 52
Walking the talk, 78
Wal-Mart

annual dollar volume, 6
Annual Report (2001), 170
Annual Report (2003), 12, 31
benchmarking, 46
broadcasting studio, 140
buyers, negotiation ability, 20
change, 54
Cheer, participation, 174
competition, 26
culture, 62
customers, number, 6
Darwinian capitalistic perspective, 9
direct competition, 90
domination, 24
employer, size, 6
Federal Express, shipping services supplier,

46–47
foreign expansion, dependence, 7–8
Fortune 500 companies, comparison, 134
Frito-Lay, supplier, 106
global retailer, rank, 12
Greenfield store, unwelcome, 2
grocery ranking, 7
IPO price, 116
long-term perspective, 168
negotiation ability, 108
specialization, 93–94
stock split history, 116, 118
strategic alliance. See General Electric; Procter

& Gamble; Unilever

strategy, understanding, 139–140
suppliers, 106, 152
two-for-one stock splits, 116

Wal-Mart Connect, 169
Wal-Martians, orientation, 66
Wal-Martization process, 9–10
Walton, Alice L., 115
Walton, Helen R., 115
Walton, Jim C., 115
Walton, John T., 115
Walton, Rob, 31, 118
Walton, S. Robson, 115
Walton, Sam

autobiography, 19–20, 40
best not biggest philosophy, 2–3
characteristics, 76–79
charisma, 74
competition, enjoyment, 62
competitive spirit, 72
death, 5, 72
description, 4–5
education, 51
induction. See Sales and Marketing 

Hall of Fame
influence, 71–72
legacy, 61
mentoring, 69
personal lifestyle, 114–115
personality, 76–79
University of Missouri graduate, 141
values, 78–79

Walton Institute. See University of Arkansas
Warehousing, cost, 41
Wawa (convenience stores), 3, 92
Web-based book sellers, 26
Weed-Mart, 1, 7
Weis Markets, 3
Welfare-benefit suppliers, 30
Wexner, Les, 100
What Would Jesus Do? (WWJD), 62
What Would Sam Do? (WWSD), 62
Wholesale clubs, 106
Wholesaler, 97

commissions, impact, 27
relationship, 107
role, 27

Women’s Wear Daily, 105
Wood, Dick, 92
Woolworth (Woolco), chapter 11 bankruptcy, 

11
Work

ethic. See Management
motivator, 75
processes, 80
schedules, 124

Workaholism, 62–63
Workweek. See Six-day workweek
World retail domination, possibility, 7
Wrangler, 99
WWJD. See What Would Jesus Do?
WWSD. See What Would Sam Do?

Zedong, Mao, 6
Zoning regulations, 2
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