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Basic Information

Course Title:  
Retail Management:

MKT 360
Credit Hours: 
3 Credit Hours.  

Instructor: 

Dr. Salem Al-Oun
Office Hours: 
Sunday, Tuesday - 12:00 - 2:00
Office Location: 
A251



Office Phone:
4548507
Instructor's e-mail: 

saloun@psu.edu.sa 

Course Meeting Time: 

Saturday, Monday, Wednesday - 11:00 - 11:50
Course Meeting Location: 
E241
Teaching and Learning Methods
Students will work in an interactive learning environment supported by:

1. Daily lectures and discussion sessions.
2. An Interactive teaching-learning experience by presenting projects using PowerPoint.
Students in this course are expected to be present, and prepared to contribute to all class sessions.  Because of the commitment to class discussion, learning depends on your participation.  Your comments and questions enrich and enhance everyone’s learning.   

Professional Information

Course Themes and Goals
This course provides the students with a comprehensive view of retailing, an analysis of the retail environment and exposure to issues and developments in the industry. Retailing is changing today, and the successful business will know how to identify, adapt, and plan with these changes.  The course is to familiarizing students with the decisions involved in developing a sustainable competitive advantage in retailing and the concepts and principles for making those decisions.  The course objective is to create interaction with operations issues as possible, allowing students to be able to transform retail management theories into practices.  Students attending this course will be able to understand corporate objectives, competitor analysis, and competitive strategy and understand the contribution of retailers to the product value chain.  While the course focuses on the retail industry including retailers of consumer services, the content of the course is useful for students interested in working for companies that interface with retailers such as manufacturers of consumer products or for students with a general management or entrepreneurial interest.
Intended Learning Outcomes
1. Knowledge and Understanding
Students attending this course will be able to read and analyze retailing process, the environment within which it operates, and the institutions and functions that are performed.  They are ultimately required to read from the assigned list of readings in order to better understand the theories displayed and analyzed in the classroom.  Each class will involve extensive discussions and every student will be expected to participate.  This outcome will be assessed through mid-term and final examinations, which will follow the college requirements and criteria for examination.    
2. Intellectual Skills 
Students attending this course will be able to understand, analyze, and interpret retail management theories.  To familiarize students with the decisions involved in running a retail firm and the concepts and principles for making those decisions.  Their abilities to analysis and understanding of retail management in theory and practice will be assessed through cases, projects, assignments, and papers.
3. General and Transferable Skills 
Students attending this course will be able to assess their own strengths and weaknesses and adjust future performance in light of their self-assessments.  It will assess students’ ability to transform the theoretical understanding into realistic issues.  Student achievement of this learning outcome is assessed by the instructors' evaluations of students’ commitment to submission deadlines, course attendance, and team-work contribution. 
Intended Course Values
Students attending this course will gain the following values and skills as they will be established throughout the teaching-learning process over the semester:

1. Research Skills: Enhancing students' awareness and sensitivity to the benefits of research and innovation.  Each student is to collect references of articles, books, websites, and the like over the semester. 

2. Teamwork and Individuality: Building leadership and individuality by presenting the teaching-learning experience as an interactive learning environment.  Each student is expected to be individualistic as much as a team player.
3. Management and Creativity: Emphasizing management skills of students through assignment submissions on due dates while focusing on organizations, teamwork, and networking.  Students are expected to be dedicated to their work and show creativity as much as hard work.

4. Self Management and Commitment: Each student is to attend the class and not to miss any class because each class will be informative and the content can not be transformed by other students or the students on their own.
5. Communication Skills: Once students have any comment or question, concerning the course mission and ideas, or any personal concerns; they are encouraged to contact me by e-mail or directly so communication can take place.
Course Description

The course integrates all retail elements to familiarize students with the decisions involved in running a retail firm and the concepts and principles for making those decisions. The course focuses on the retail industry including retailers of consumer services; the content of the course is useful for students interested in working for companies that interface with retailers such as manufacturers of consumer products or for students with a general management or entrepreneurial interest.  The course presents retailing as a part of the retail distribution phase of a total interactive retail system.  Key concepts include consumer and market analysis, store location, store layout, merchandising, pricing and promotional issues and problems.
Course Organization and Assessment

Exams

There are Three examinations for the semester, Two major exams and Final Exam.  These examinations will follow the normal college schedule.

Project

The class will be broken up into team projects (depending on the class size).  You will form your own teams.  For team project, students will be asked to form teams.  At the end of the project, each team member must provide an evaluation of all the other team members in terms of their contribution to the project.  These evaluations will be used in assigning the team grades to individuals.  This could be one of the companies recommended and approved by the instructor or a company that a member of your team is working for so the project could potentially help you advance your career.  These projects will serve as our continuing live cases for class discussions.  Each group will be asked to link the assigned readings to their respective case study, as well as to the assigned textbook cases.
Class Participation & Attendance

Emphasis on application of class concepts will be through class discussion and assignments.  Class participation is a crucial part of the course which will take place during lectures, discussion on retail management topics, case analyses and students’ activity in projects, & will be evaluated on regular bases.  
Class attendance is expected fully.  Please consider the following instructions for attendance:

1) Absences will be counted from the day first of the official start of classes given in the semester.

2) Student who earns 13 Absences will be recommended for DN (see DN policy down the page). 

Grading

The following is the breakdown of the course assessments:

First Exam - Midterm


20%


Second Exam – Major Exam

20%


Final Exam




40%


Class-Participation and Attendance
10%


Projects, Cases, and Assignments
10%

Format of Written Projects and Assignments
· Each assignment must have a cover page with title, course name, date, and student name.  
· It needs to be type-written, double spaced with 1 inch margin on all sides to allow room for comments.  
· No hand-written reports will be accepted.  
· Staple your paper in the upper left-hand corner. 
· Always proofread.  
· Make a copy for yourself.  
· Make sure to include all the appropriate citations of the work of others in the body of your text and in the reference section at the end of your paper.

Students’ Responsibilities
1. To comply with all deadlines and notes on this syllabus. 
2. To be on-time to class and attend regularly.  
3. To comply with the University guidelines with respect to academic honesty.
4. To take responsibility for your own learning in this course.  The instructor’s role is to be an administrator and facilitator for student learning; to provide a semi-structured situation, to build bridges and linkages from other courses, and to evaluate performance.  The student is responsible for time planning and scheduling, performance, and in developing his own conceptual, interaction and communication skills.
5. Cell phone ringing in class is considered disruptive and not welcome in classroom.

DN Policy

As the course is delivered in one hour sessions, any student who exceeds the number of absences allowed will be recommended for DN.  The absences will be counted from the day first of the official start of classes given in the semester calendar, no matter when the student has actually registered the course.  Besides, any student who is late by more than five minutes after the scheduled start of a class will be marked absent, and such absences will also be counted for DN purpose.

Course Content

There will be daily lectures throughout the semester to get the chance to go through deep understanding of retail management, in addition to assessments of the course that are all structured weekly as follows:
1st Week












· Course Overview: Course Introduction and Overview of Retailing Management
· Lecture/Discussion - 
Chapter 1 - Introduction to the World of Retailing
2nd Week
Lecture/Discussion - 
Chapter 2 - Type of Retailers 
3rd Week
Lecture/Discussion - Group Presentation
Chapter 3 - Multichannel Retailing (Group 1 Presentation) 
4th Week
Lecture/Discussion – Group Presentation
Chapter 4 - Customer Buying Behavior (Group 2 Presentation) 

5th Week
Lecture/Discussion - Group Presentation
Chapter 5 - Retail Market Strategy (Group 3 Presentation) 
6th Week
Midterm Exam

7th Week

Lecture/Discussion - 
Chapter 6 - Financial Strategy
8th Week 
Lecture/Discussion - 
Chapter 7 - Retail Locations

Chapter 8 - Retail Site Location
9th Week 

Midterm Vacation

10th Week 

Lecture/Discussion - Group Presentation
Chapter 9 - Human Resource Management (Group 4 Presentation) 

Chapter 11 - Customer Relations Management (Group 5 Presentation) 

11th Week 

Lecture/Discussion - 

Chapter 10 - Information Systems and supply Chain Management

12th Week 

Major Exam
13th Week
Lecture/Discussion - 

Chapter 12 - Managing Merchandise Assortments
Chapter 13 - Merchandise Planning Systems

14th Week
Lecture/Discussion - 

Chapter 14 – Buying Merchandise

Chapter 15 - Pricing
15th Week
Lecture/Discussion - 

Chapter 16 - Retail Communication Mix

Chapter 19 – Customer 

16th Week

· Course wrap-up 

· Lecture/Discussion - 

Chapter 17 - Managing the stores 

Chapter 18 - Store Layout, Design, and Visual Merchandising
17th Week

Final Exam

Course References

Major Textbook Required
Michael Levy and Barton A. Weitz, “Retailing Management”, 5th Edition (International), McGraw-Hill, 2007.
Additional Reference Books

Kotler and Keller.  Marketing Management, 12th Edition, Prentice-Hall: USA, 2006.
Supportive References
1. Harvard Business Review, www.hbsp.harvard.edu 
2. Journal of Marketing, www.marketingpower.com 
3. Wall Street Journal, www.wsj.com 
4. www.google.co.th 

P.S. 
*  This syllabus is subject to change when the instructor deems necessary as the semester progresses.


*  It is recommended to turn off mobile phones or else they should be muted.
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