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CHAPTER VII: DISSCUSION

Summary

Despite the importance of assortment planning, a reliable process model for assortment

planning activities is rarely found in either the industry or the academic arena. However, this is a

critical function in retail. The purpose of this research was to develop an established assortment-

planning model identifying procedures and activities for women’s clothing retail buyers.

This exploratory research built three assortment-planning models: (a) a conceptual model

based on secondary data analysis, (b) a practical-use model based on interviews using

questionnaire and a set of activity cards, and (c) the suggested model based on the connection

analysis of the previous two models. Integrated EDFinition (IDEF) Functional modeling method

was used to describe procedures and variables of functional activities of assortment planning and

to increase the consistency of a model developing process. The variables of functional activities

were determined as input, mechanism, constraint, connection, and output based on IDEF0

diagram format.

In developing the conceptual model, this research categorized and organized the pieces of

assortment planning activities illustrated in available literature. Many of these references were

conceptual and lack of empirical evidence. The conceptual model contained abstract procedures

and abstract concepts of assortment planning: problem recognition, information search,

qualitative evaluation, quantitative evaluation, forecasting product selection, and forecasting

sales plan.

In developing the practical-use model, ten women’s dress buyers from department stores

and specialty stores were interviewed. The company size of interviewees varied from small local

companies with gross sales of 2.0 million dollars to big companies with gross sales of 501.0

million dollars. The job experience of interviewees was diverse ranging from three years to

twenty-two years. An interview scenario and activity cards were used to control the direction and

consistency of the interview. Interview records were transcribed as text, and activity cards were

clustered in order by research variables. The contents of the text were classified and summarized

by concepts and variables, and interviewees validated the summary. Validated summaries were

combined and recontextualized for the practical-use IDEF0 model. The practical-use model was

more detailed and included more qualitative mechanisms than the conceptual model. All terms



277

provided by the interviewers were included in the practical-use model.

To determine the final suggested assortment-planning model from this research, five

experts compared the two models, adjusted the discrepancies, and combined the two models into

the suggested model. A questionnaire including all functional activities for the final suggested

model was sent to interviewees to ascertain the validity of the suggested model for their

companies. Seven interviewees answered the questionnaire and validated all functional activities

except one functional activity, observing street trend. Low validity of this functional activity was

noted in the final suggested model. The abstract level (A0, A00) of the suggested assortment-

planning model included the following concepts: (a) problem recognition, (b) information

search, (c) qualitative evaluation, (d) quantitative evaluation, (e) product selection plan, and (f)

plan sales.

Discussion

Differences between Conceptual and Practical-Use Assortment Planning Model

An abstract process figure (A1-A7) (Figure 2A) from the conceptual model was used as a

reference figure for the interviews, and most interviewees validated the abstract figure. The

abstract level of processes for the two models were not significantly different except for the

changes made from forecasting product selection to product selection and from forecasting sales

to determining order quantity. These changes were not conceptual changes. However, on the

operational levels, the two models were significantly different. The practical-use model had more

detailed activities, similar to an operation manual. As mentioned earlier, experts who participated

in connection analysis suggested that they would adopt the abstract process of the conceptual

model as the abstract process of the suggested model and the operational activities of the

practical-use model as the operational activities for the suggested model. The experts’ opinion

meant that in the abstract process level, the conceptual model was more logically understood, but

on an operational level, the practical-use model was more organized and easy to follow. The

difference of operational activities between the two models might be caused by the following

reasons: (a) some research references were not directly applicable to clothing retail buyers; (b)

no empirical research was available about operational activities for assortment-planning; and (c)

operational activities from the conceptual model were too abstract to be followed by clothing
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retail buyers.

The inputs and constraints for problem recognition in the conceptual model were similar

to those for problem recognition in the practical-use model; however, the mechanisms were very

different. The mechanisms for problem recognition in the conceptual model, defining desired

state and realizing discrepancy between desired state and current state (Wilkie,1994), could be

considered abstract mechanisms in the practical-use model. Defining desired state could be

explained as realizing customer needs and considering factors of market change. Realizing

discrepancy between desired and current state could be explained as realizing the reasons of over

stock items. Experts who participated in connection analysis suggested that the mechanisms in

the conceptual model were too abstract, but the mechanisms of the problem recognition in

practical-use model could be classified into three or four functional activities. Wilkie's (1994)

concepts were originally applied to consumer decision making process; Therefore, the concept

might not be directly applied in retail decision making process. The adopted mechanisms of

problem recognition from Wilkie’s consumer decision making process (1994) could be partially

applied to clothing buyer’s assortment planning process but not exactly matched to the clothing

buyer’s concepts related to problem recognition.

As with problem recognition, inputs and constraints for fashion forecasting were similar

between the two models, and the mechanisms were different. With no empirical research that

clearly identified the mechanisms of fashion forecasting used by retail buyers, this researcher

expected quantitative analysis method, similar to fashion life cycle analysis (Atkinson, 1995;

Donnellan, 1996), to be part of the mechanisms of fashion forecasting; however, none of

interviewees adopted quantitative analysis methods for fashion forecasting. This discrepancy

could be caused by two reasons: (a) fashion trend analysis was not useful to the assortment-

planning process by clothing retail buyers, or (b) clothing retail buyers felt that the trend analysis

was a complicated activity that took too much time. The interviews showed that the mechanisms

of fashion forecasting in the practical-use model were more applicable for information search

than for fashion forecasting in the conceptual model, because of the similarity of functional

activities and time constraints. For the final model, therefore, experts suggested that the

information search include fashion forecasting. Because the mechanisms of fashion forecasting

activity were classified and placed under style, color, and size information search in the

connection analysis, the mechanisms of information search in the suggested model could be
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classified as activities related to new trend, activities related to current and past situation, and

summarization. This classification agreed with Shim and Kotsiopulos’ (1991) suggestion that the

information search process may be differentiated by type of buy, such as novel, modified, and

straight rebuy.

Because much research related to information sources existed (Anthony & Jolly, 1991;

Clodfelter, 1993; Francis & Brown, 1985; Kline et. al., 1990; Marzursky & Hirschman, 1987;

Miller & Drake, 1987; Packard et. al., 1983; Shim & Kotsiopulos, 1991), the inputs and

constraints of information search were very similar between the two models. However, the

mechanisms of the information search in the conceptual model were still too abstract for clothing

retail buyers to follow. Five experts agreed on the mechanisms in the practical-use model and

wanted a more hierarchical structure with a more abstract level and operational levels. The

information search mechanisms in the conceptual model were not as elaborate as in the practical-

use model. The discrepancy between the two models was caused by the lack of detailed

references and no empirical research for the conceptual model.

Inputs, constraints, and mechanisms of qualitative evaluation were different between the

two models. In the conceptual model, evaluation criteria alone were used as inputs, but in the

practical-use model, merchandising concept, evaluation criteria, and opinions were used as

inputs for qualitative evaluation. Interviewees confirmed the evaluation criteria from the

conceptual model and additional inputs in the practical-use model. Regarding mechanisms for

qualitative evaluation, rating satisfaction and ranking importance could be subconscious

activities using evaluation criteria. When a clothing retail buyer predicts the product's sales

ability, gathers opinions, and considers product price, the buyer may not actually rank

importance and rate satisfaction of the product in a written format, but the buyer may rate

satisfaction and importance of style in mind to form an opinion. As mentioned, none of the

interviewees used an established evaluation sheet or report for qualitative evaluation.

The most notable difference between the conceptual model and the practical-use model

was found in the quantitative evaluation stage. As mentioned in Chapter 5, interviewees were

confused by quantitative evaluation and sales forecasting because they had already finished sales

forecasting mechanisms of the conceptual model in the quantitative evaluation stage. After the

quantitative evaluation stage, interviewees could get overall sales figure for each assortment,

which meant that clothing retail buyers would use the mechanisms of sales forecasting from the
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conceptual model in the quantitative evaluation stage in the practical-use model. Therefore, the

mechanisms for quantitative evaluation in the conceptual model could be compared with the

mechanisms for sales forecasting in the practical model. Forecasting sales in the conceptual

model was labeled as determining order quantity in the practical-use model and contained

concepts of specific quantity for ordering.

The mechanisms of sales forecasting in the conceptual model were adopted from sales

forecasting methods used for other businesses (Gordon et. al, 1997; Goodman, 1954; Hurwood

et. al, 1978; Key, 1972; and Khan & Mentzer; 1995). Interviewees did not mention these

quantitative analysis methods as their mechanisms. Thinking that buyers might not know

quantitative analysis methods, the researcher asked a person in the Inventory Control Department

who took part in sales data analysis. This person did not use many analytical statistics except for

decomposing and regression analysis. The person said, that decomposing sales record by style,

color, and size and analyzing sales pattern by time frame, were the most advanced sales data

analyses in his company. The person also explained that he could not determine the adaptability

of advanced statistical methods for clothing products because he did not use it. The reason for

discrepancy between the two models could not be identified from this research.

The inputs of product selection were similar between the two models. The mechanisms of

product selection in the conceptual model were characterized as psychological selection rules.

One psychological selection rule, a conjunctive rule, could be applied for the product selection in

the practical-use model. Based on the mechanisms of product selection in the practical-use

model, most clothing retail buyers adopted a conjunctive rule. Clothing retail buyers first decided

merchandising concept, key items, price range, and quality range; second, eliminated alternative

products in their selection process; and then selected the best products based on evaluation

results. This finding supported Kang’s research results (1995) that the conjunctive rule was the

most frequently used product selection rule in the clothing buying process.

Influence of Company Type in Assortment Planning Model

This research found few differences in assortment planning process between different

store types, with the exception of importance of the vendor’s role. In department store

companies, vendor reputation and vendor opinion were important inputs for evaluation. Buyers

from specialty stores mentioned that vendor reputation did not focus on this input.
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This research found differences in the assortment planning process, including inputs and

constraints, by company size. This finding supported the research conclusion by Herbig,

Milewics, and Golden (1993) that found significant difference in the buying process between

large and small companies. However, sample size is small. Thus generalization are made with

caution.

In big companies, clothing retail buyers focused more on basic products in their

assortment because of the difficulty in adjusting to fast fashion change with a long time advance

plan. To adjust to fast fashion change, clothing buyers in big companies had separate time

schedules for basic products and trendy products. Therefore, clothing retail buyers in big

companies could have difficulty in keeping a balance between trendy products and basic

products in an assortment plan. Clothing retail buyers in big companies were cautious to analyze

customer requests due to low reliability of these requests. In big companies, sales data analysis

and size assortment planning was done by Inventory Control Department or Financial

Department. Fashion forecasting was done by fashion forecasting teams. The sales record was

kept of file for more years and considered to be more important in big companies than in small

companies.

In small companies, buyers selected the minimum amount of products to see customer

response at the beginning of the season in the evaluation stage and determined reorder quantity

of successful products within a short time. Clothing retail buyers in small companies could be

more flexible with assortment planning due to a short time buying schedule and frequent contact

with customers. However, clothing retail buyers in small companies could have more limits in

color and size selection due to vendor's regulations for small volume buying than big companies

could have.

To compromise the difference of assortment planning by company size, the suggested

model included all explanations of variables mentioned by interviewees with a notification of

difference. Although differences are noted between big and small companies, the suggested

model, which included all explanations of variables, was validated by interviewees from both big

and small companies. To create a more refined model, the assortment-planning model could be

developed for a company size cluster: assortment-planning process for big companies and

assortment planning process for small companies.
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Conclusion

To complete assortment planning, clothing retail buyers recognize problem (A1), search

information to resolve the problem (A2), evaluate qualitative and quantitative value of products

based on information search outputs (A3, A4), select product based on evaluation outputs (A5),

and finally plan an assortment sales plan for the selected products (A6) (see Figure 9-2). The

operational activities for A1, A2, A3, A4, A5, and A6 are categorized as style, color, and size

related activities.

Differences between the conceptual model and the practical-use model existed. Inputs

and constraints were similar for problem recognition, but mechanisms were different. The

mechanisms for problem recognition were adopted from the practical-use model, but more

hierarchically categorized as in the conceptual model. Inputs for information search were similar

between two models; however, the mechanisms and constraints for information search in the

suggested model followed those in the practical-use model. For the suggested model, information

search included fashion-forecasting activities. Inputs, constraints, and mechanisms of qualitative

evaluation in the practical-use model were used in the suggested model. The most significant

differences between the two models were found in the stages of quantitative evaluation and sales

plan. The inputs, mechanisms, and constraints for quantitative evaluation in the suggested model

were adopted from the practical-use model. The inputs, mechanisms, and constraints for product

selection in the suggested model were adopted from the practical-use model. The sales plan in

the suggested model adopted the abstract level functional activity (A61, A62, A63) from the

conceptual model and the operational level functional activity (A611, A6111 et. al) from the

practical use model.

In summary, the suggested model adopted the abstract process (A0, A00) of the

conceptual model for logical explanation and the operational activities (A000, A0000, A00000)

of the practical-use model for detailed activity instruction. Detailed processes and operational

activities are illustrated by IDEF0 diagram (see Figure 9, 1 to 88). Inputs, functional name,

mechanisms, constraints, outputs, and mechanisms are specified for each functional activity (see

Figure 9, 1 to 88). The information is in more detail than found in any current academic

textbook.

Store type did not significantly affect the difference assortment-planning process;
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However, assortment planning was differentiated by company size. The suggested model

included all explanations from big companies and small companies and categorized then by

prevalent abstract concepts. Despite limits in the suggested model, validation survey results

revealed that the suggested model was acceptable for both big companies and small companies.

Seven interviewees from both big and small companies participated in the validation

survey. All four functional activities under problem recognition were validated by the

participating interviewees. Style and color information activities in the suggested model, except

for observing street trend, were accepted as search activities by participating interviewees. All

activities in size information search were validated by a majority rule. Interviewees validated the

functional activities for qualitative and quantitative evaluation and product selection. The

functional activities of sales plan were validated by majority rule. Interviewees accepted the

suggested model as their assortment-planning model. An interviewee participating in the

validation survey commented on the suggested model, “This is an incredibly thorough study. I

am really impressed.”

Limitations of Study

To build an assortment-planning model, exploratory research was required because no

research was available for establishing a clothing assortment-planning model. Because of the

characteristics of the exploratory research, this research is a descriptive indication of variables

and factors for an assortment-planning model based on available literature and interviewees. The

importance and relationship for levels of variables and factors in the suggested model were not

tested in this research. Further research is also required to develop models for more specific

applications. However, the trustworthiness of these results were verified by an interviewee

validation process. The reliability of the model-developing process and research methodology

was obtained by adoption of a research framework established by Regan (1997) and established

data analysis methods, the IDEF0 model.

To obtain the depth of information for the practical-use model, this research adopted

interviews as a data collection method. Sample size was limited due to long interview hours and

validation process for each interviewee. The samples, including companies and buyers, were

selected with judgement sampling criteria as validated in previous research. However, the
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generalizability of this research could be limited due to a small sample size. As mentioned in the

conclusion, interviewees in big companies did not take part in all activities in assortment

planning process. For example, sales analysis could not be identified in detail because it was

done by separate people. For future research, a company-wide assortment planning process could

be developed with more detailed explanations.

The limitation of this research due to qualitative research are illustrated; However,

limitations can provide direction for future research. The qualitative research provides a basis for

many future research projects: (a) to develop better educational methods for a clothing buying

process; (b) to develop more accurate assortment plans; (d) to reduce constraints in assortment

planning of fashion sensitive goods; and (d) to develop a computer program for assortment

planning.

Recommendation

Future research possibilities were revealed by this research. A major future research

project is the quantitative investigation to refine the model and to confirm the generalizability of

this model for clothing retail buyers. To refine the model, the research variables could be any of

the following: (a) company type, (b) importance of each functional activity, (c) importance of

inputs, (d) impacts of constraints, and (e) procedure of functional activities.

A company-wide case study of assortment planning could be valuable. From the case

study, more detailed mechanisms and inputs could be revealed, and the applicability of the

suggested assortment planning model could be tested. One interviewee who validated the

suggested model wrote that she had already discussed with other buyers the use of the suggested

model as a reference. If possible, the effectiveness of the suggested model in developing an

assortment-planning model could also be tested.

This research adopted IDEF0 modeling methods. The suggested assortment planning

model could be applied on different operational levels. At abstract level functional activities

(e.g., A0 level and A00 level), the model could be studied for the conceptual relationship among

variables of the high operational activities: inputs, mechanisms, functional name, constraints, and

outputs. At lower operational levels (e.g., A000, A0000, and A00000), the models could be used

as a manual to develop an assortment plan.

All interviewees mentioned that they did not use an established information organization
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system or any established evaluation system. An established organization system might reduce

time constraints to search and better analyze information. An established evaluation sheet might

help to control the evaluation process and obtain more objective and accurate evaluation results.

Development of the system could be a future project.

The quantitative evaluation methods in clothing retail companies were less advanced than

ones in other industries; However, this researcher thought that would require the most advanced

quantitative evaluation techniques would be the clothing retail companies. The lack of advanced

quantitative evaluation methods could be caused by many reasons: (a) uniqueness of

interviewees, (b) lack of advanced computers or software, (c) limited buyer knowledge related to

sales forecasting, and (d) lack of previous research. Limited research directly related to sales

forecasting methods for clothing assortment planning exists. Inventory Control Departments

could be contacted for further research to identify detailed quantitative evaluation methods used

by big companies and to identify the reason for discrepancies in quantitative evaluation

mechanisms between the conceptual model and the practical-use model.

Many constraints in assortment planning were revealed. Constraints in assortment

planning and strategies to reduce the constraints could be different by company type, store type,

and company location. Research related to these variables may be interesting for buyers.

This research studied the assortment-planning process of clothing retail buyers. In small

companies, the color and size selection and quality were controlled by manufacturer’s pre-

package. A study related to manufacturers pre-package would be valuable, especially if it reveals

how to determine pre-package assortment and agreement with buyers. A study should also be

done about assortment planning from the manufacturer's perspective.

In this research, taking time was explained as affecting assortment planning strategy and

assortment plan. An interviewee said that application of POS data was limited by manufacturer's

production schedule. A case study of a company who successfully applied Quick Response

system into assortment planning activities would be a good reference for buyers.

Finally, an interviewee suggested a research project based on the customer demand of

style, color and size by different geographic area. The interviewee said that research revealing

the relationships between customer characteristics and geographic area would be very useful.

The research, which could be a large research project or a small practical report, would certainly

be beneficial to industry and academic field.



286

Reference

Achabal, D.D., Mcintyre, S.H., & Miller, C.M. (1993). Applying case based reasoning to

forecasting retail sales. Journal of Retailing, 69 (4), 372-398.

Adams, A.J. (1995). Predicting the sales of different refrigerator models. The Journal of

Business Forecasting, 14 (3), 3, 24-25.

Anderson, L.J., Warfield, C., Barry, M., & Emery. C. (1997). Toward a national model of

an electronic decision support system for domestic sourcing of textiles and apparel. Clothing and

Textile Research Journal, 15 (2). 65-75.

Anthony, C.A.E. & Jolly, L.D. (1991). The influence of uncertainty on ratings of

information importance by retail apparel buyers. Clothing and Textiles Research Journal, 10 (1),

1-7.

Arbuthnot, J.J., Sisler, G., & Slama, M. (1993a). Perceived store performance and retail

purchase decisions of buyers for small specialty stores. Clothing and Textiles Research Journal,

11 (2). 21-27.

Arbuthnot, J.J., Sisler, G., & Slama, M. (1993b). Selection criteria and information

sources in the purchase decisions of apparel buyers of small retailing firms. Journal of Small

Business Management, 31 (2), 12-21.

Atkinson, S. (1995). Designing and marketing fashion products. In Easey M. (Ed.),

Fashion Marketing. (pp. 107-133). Cambridge, MA: Blackwell Science.

Bass, B.M. (1983). Organizational decision making. Homewood, IL: Richard D. Irwin,

Inc.

Bhat, R.R. (1985). Managing the demand for fashion items. Ann Arbor, MI: UMI

Research Press.

Bohdanowicz, J. & Clamp, L. (1994). Fashion marketing. New York, NY: Routledge.

Calasibetta, C.M. (1988). Fairchild’s dictionary of fashion (2nd. Ed.). New York, NY:

Fairchild Publication.

Clodfelter, R. (1993). Retail buying from staples to fashions to fads. Albany, NY: Delmar

Publishers Inc.

Dewy, H., (1910). How we think. New York, NY: Heath.

Diamond, J. & Pintel, G. (1976). Retail buying. Englewood Cliffs, NJ: Prentice-Hall.



287

Diamond, J. & Diamond, E. (1997). The world of fashion. New York, NY: Fairchild

Publications.

Doherty, C., Maier, J., & Simkin, L. (1993). DPP decision support in retail

merchandising. OMEGA, 21 (1). 25-33.

Donnellan, J. (1997). Merchandise buying and management. New York, NY: Fairchild

Publications.

Dresses excel in tailored. (May 8, 1996). WWD, 171 (90), 12.

Easey, M. (1995). Fashion marketing planning. In Easey M. (Ed.), Fashion marketing.

(pp. 196-207). Cambridge, MA: Balckwell Science.

Engle, J.F., Blackwell, R.D., & Miniard, P.W. (1993). Consumer behavior. New York,

NY: The Dryden Press.

Ettenson, R & Wagner, J. (1986). Retail buyers’ salesability judgements: A comparison

of information use across three level of experience. Journal of Retailing, 62 (1), 41-63.

Fairhurst, A.E. & Fiorito, S.S. (1990). Retail buyers’ decision making process: An

investigation of contributing variables. International Review of Retail, Distribution and

Consumer Research, 1 (1), 87-100.

Feibus, A. (1997). Document your database. Informationweek, (656), 1-10.

Fiorito, S.S. (Summer, 1990). Testing a portion of Sheth’s theory of merchandise buying

behavior with small apparel retail firms. Entrepreneurship Theory and Practice, 19-34.

Fiorito, S.S., & Fairhurst, A.E. (1989). Buying for the small apparel retail store: Job

content across four merchandise categories. Clothing and Textiles Research Journal, 8 (1), 10-21.

Francis, S.K. & Brown, D.J. (1985-86). Retail buyers of apparel and appliances: A

comparison. Clothing and Textiles Research Journal, 4 (1). 1-8.

Frings, G.S. (1994). Fashion from concept to consumer. (4th Ed.) Englewood Cliffs, NJ:

Prentice Hall Career & Technology.

Glock, R.E. & Kunz, G.L. (1995) Apparel manufacturing: Sewn product analysis (2nd

Ed.). Englewood Cliffs, NJ: Prentice Hall.

Goodman, O.R. (1954). Sales forecasting: A case study approach. (Wisconsin Commerce

Reports, Vol. 3, No. 5). Madison, WI: University of Wisconsin.

Gordon, T.P., Morris, J.S., & Dangerfield, B.J. (1997). Top-down or bottom-up: Which is

the best approach to forecasting? The Journal of Business Forecasting, 16 (3), 13-16.



288

Gray, P. (1995). Fashion marketing research. In Easey M. (Ed.), Fashion Marketing. (pp.

107-133). Cambridge, MA: Balckwell Science.

Herbig, P., Milewicz, J., & Golden, J.E. (1993). Forecasting: Who, what, when, and how.

Journal of Business Forecasting. 12 (2), 16-21.

Hirschman, E. (1981). An exploratory comparison of decision criteria used by retail

buyers. In R.F. Lusch & W.R. Darden (Eds.) Retail Patronage Theory, (pp. 1-5). Norman, OK:

University of Oklahoma Printing Services.

Hirshman, E.C. & Mazursky, D. (1982). A trans-organizational investigation of retail

buyers’ criteria and information sources. (Working Paper No. 82-8). New York, NY: New York

University.

Hunter, N.A., King, R.E., & Nuttle, H.L.W. (1992). An apparel-supply system for QR

retailing. Journal of Textile Institute 83 (3), 462-471.

Hunter, N.A. & Valentino, P. (1995). Quick reponse - ten years later. International

Journal of Clothing Science and Technology, 7 (4), 30-40.

Hurwood, D.L., Grossman, E.S., & Bailey, E.L. (1978). Sales forecasting. New York,

NY: The Conference Board Inc.

IDEF world wide web (March, 4, 1998). The U.S. Air Force IDEF method report. [On-

line]. Available. http://www.idef.com.

Infotrac. (1997). Division G. Retail Trade. [On-line]. Available.

http://sbweb2.med.iacnet.com/infotrac/session.

Jarnow, J. & Dickerson, K.G. (1997). Inside the fashion business. Upper Saddle River,

NJ: Prentice-Hall, Inc.

Jayaraman, S. (May, 1990). Design and development of an architecture for computer-

integrated manufacturing in the apparel industry. Textile Research Journal, 247-254.

Jordan, C.L. & Sisler, G.F. (1988). Organizational commitment among retail managers:

Relationships with job characteristics and demographic factors.  ACPTC Proceedings,

Monument CO: Association of College Professors of Textiles and Clothing, Inc. p.22.

Kahn, K.B. & Mentzer, J.T. (1995). Forecasting in consumer and industrial markets. The

Journal of Business Forecasting Methods & System, 14 (2), 21-23.

Kaiser, S.B. Nagasawa, R.H., & Hutton, S.S. (1995). Construction of an SI theory of

fashion: Part1. Ambivalence and change. Clothing & Textiles Research Journal, 13 (3), 172-183.



289

Kang. K. (1995). Perceived risk level on purchase decision making within product

specific factors: A comparison between apparel retailers and customers. Unpublished master’s

thesis. Virginia Polytechnic Institute & State University, Blacksburg, VA.

Kang, K. & Kincade, D.H. (1998). Comparison of information search formats for apparel

decision making. ACRA Conference Proceedings. Annual Meeting of the American Collegiate

Retailing Association, Washington, D.C., April 18-23, 1998.

Keay, F. (1972). Marketing and sales forecasting. New York, NY: Pergamon Press.

Kettinger, W.J., Teng, J.T.C., & Guha, S. (March, 1997). Business process change: A

study of methodologies, technologies, and tools. MIS Quarterly, 55-80.

Kline, B. & Wagner, J. (1994). Information sources and retail buyer decision making:

The effect of product-specific buying experience. Journal of Retailing, 70 (1), 75-88.

Kline, B., Wagner, J., & Ettenson, R. (1990) The use of information sources in retail

buyer decision making. ACPTC Proceedings. Monument, CO: Association of College Professors

of Textiles and Clothing, 94.

Ko, E. (1995). A study of relationships between organizational characteristics and QR

adoption in the U.S. apparel industry. Masters Abstracts International, 31, 1529, (University

Microfilm No 1352460).

Ko, E. & Kincade, D.H. (1998). Product life characteristics as determinants of Quick

Response implementation for U.S. apparel manufacturers. Clothing and Textiles Research

Journal, 16 (1), 11-18.

Kunz, G.I. (1987). A model for product change. In Theory Building in Apparel

Merchandising, Rita C. Kean, ed. Lincoln, NE: University of Nebraska Press.

Lawless, M.J. (1997). Ten prescriptions for forecasting success. The Journal of Business

Forecasting, 16 (1), 3-5.

Lazich, R.S. (1998). Market share reporter. New York, NY: Gale Research Inc.

Leung, C. & Yeung, M. (1995). Communications: Quick Response in clothing

merchandising. International Journal of Clothing Science and Technology, 7 (4). 44-55.

Malhotra, N.K. (1993). Marketing research: An applied orientation. Englewood Cliffs,

NJ: A Simon & Schuster Company.

Marca, D.A., & McGowan, C.L. (1988). SADT: Structural analysis and design technique.

New York, McGraw-Hill.



290

Mason, F. (1997). Mapping a better process. Manufacturing Engineering, 118 (4), 58-68.

Mazur, P. (1927). Principles of organization applied to modern retailing. New York, NY:

Harper and Bros.

Mazursky, D. & Hirschman, E. (1987). A cross-organizational comparison of retail

buyers information source utilization. International Journal of Retailing, 2 (1), 44-61.

McCracken, G. (1988). The long interview. Newbury Park, CA: Sage Publication.

Mentzer, J.T. (1993). Multiple forecasting system at Brake Parts, Inc. The Journal of

Business Forecasting Methods & Systems, 12 (3), p.5

Midgley, D.F. & Wills, G. (1974). Management information systems for the retail

menswear industry. Seminar on “Fashion, Research and Marketing” Barcelona, Spain:

ESOMAR.

Mentzer, J.T. & Schroeter, J. (1994). Integrating logistics forecasting techniques,

systems, and analysis. Journal of Business Logistics, 15 (2), p. 205

Michel, B.R. (Winter, 1991-92). improving the forecasting process at L’eggs products.

The Journal of Business Forecasting, 10 (4), 26, 30.

Miles, M. & Huberman, M. (1994). Qualitative data analysis: a sourcebook of new

methods. Thousand Oaks, CA: Sage Publications.

Miller, H.J. (1993). Consumer search and retail analysis. Journal of Retailing, 69 (2),

160-192.

Miller, J. & Drake, M.F. (1987). Retail apparel buyer’s purchase decision: Influencing

factors. [Summary]. ACPTC proceedings. Monument, CO: Association of College Professors of

Textiles and Clothing, p.29.

Mindy, S. (1992). Forecasting at Taylor Made Golf. The Journal of Business Forecasting

Methods & System, 11 (3), 26-28.

Naisbitt, J. (October 26, 1989). Competition, demographics spell turmoil for retailing,

John Nabisbitt’s Trend Letter,  p.2.

Nuttle, H.L., King, R.E., & Hunter, N.A. (1991). A stochastic model of the apparel-

retailing process for seasonal apparel. Journal of Textile Institute. 82 (2), 247-259.

Packard, S. (1983). The fashion business: Dynamics and careers. New York, NY: Holt,

Rinehart & Winston.

Packard, S., Winters, A.A., & Axelrod, N. (1983). Fashion buying and merchandising



291

(2nd.). New York NY: Fairchild Publication.

Patton, M.Q. (1980). Qualitative evaluation methods. Beverly Hills, CA: Sage.

Perna, P. (1987). Fashion forecasting. New York, NY: Fairchild Publication.

Poindexter, M. (1991). Apparel retail model (ARM): Operating manual. Raleigh, NC:

North Carolina State University.

Rabolt, N.J. & Miler, J.K. (1997) Concepts and cases in retail and merchandise

management. New York, NY: Fairchild Publication.

Rasmus, D. (1988). Redesigning the corporation with IDEF’s help. Manufacturing

System, 6 (12). 26-29.

Regan, C.L. (1997).  A concurrent engineering framework for apparel manufacturing.

Unpublished doctoral dissertation, Virginia Polytechnic Institute & State University, Blacksburg,

VA.

Regan, C.L., Kincade, D.H., & Sheldon, G. (1998). Applicability of the engineering

design process theory in the apparel design process. Clothing and Textile s Research Journal, 16

(1), 36-46.

Riall, W. (1993). COMPASS: A software tool for equipment acquisition decision making

in the apparel industry. International Journal of Clothing Science and Technology, 5 (3/4), 25-35.

Richards, T. & Richards, L. (1993). Using computers in qualitative analysis. In Denzin,

N. & Lincoln, Y. (Eds.), Handbook of Qualitative Analysis. Thousand Oaks, CA: Sage

Publication.

Rosenberg, J.M. (1983). Dictionary of business and management (2nd. Ed.). New York,

NY: Wiley.

Rogers, E. (1983). Diffusion of innovations (3rd. Ed.). New York, NY: The Free Press.

Rupert, B. (1995). To be or not to be: Model that process. Management Accounting, 73

(4), 20

Sellers, G. (1997). Tools for managing your business processes. The Management

Accounting Magazine, 71 (7), 25-27.

Sheth, J.N. (1973). A model of industrial buyer behavior. Journal of Marketing, 37, 50-

56.

Shim, S. & Drake, M.F. (1991). Profitability of women’s apparel shops: Business

practices, promotions, and store/ owner characteristics. Clothing and Textiles Research Journal,



292

10 (1), 68-75.

Shim, S. & Kostiopulos, A. (1991). Information-seeking patterns of retail apparel buyers.

Clothing and Textile Research Journal, 10 (1), 20-30.

Silverman, D. (1993). Interpreting qualitative data. Thousand Oaks, CA: Sage

Publication.

Sproles, G.B. (1979). Fashion: Consumer behavior toward dress. Minneapolis, MN:

Burgrss Publishing Company.

Sproles, G.B. (1981). Analyzing fashion life cycles - Principles and perspectives. Journal

of Marketing, 45, 116-124.

Stark, S. & Johnson-Carroll, K. (July, 1994). Study finds color choices far from random.

Bobbin, 17-19.

Stone, L.C. & Cassill, N.L. (1989). Retail buyers saleability judgments: A comparison of

merchandise categories. Clothing and Textiles Research Journal, 8 (1), 56-61.

Stoughton, A. M.  (1996). InfoModeler eases data handling. InfoWorld, 18 (25), p. 149.

Tesch, R. (1990). Qualitative research: Analysis types and software tools. New York,

NY: The Falmer Press.

Vass, D.J. (1995). Total quality management and training within North Carolina apparel/

textile product ,manufacturing organizations to determine a model for TQM training.

Unpublished Doctoral Dissertation, Virginia Polytechnic Institute & State University,

Blacksburg, VA.

Wagner, J. Ettenson, R., & Best, N. (1987). The effect of education on retail buying

decisions. ACPTC Proceedings, Monument, CO: Association of College Professors of Textiles

and Clothing, p.93.

Webster, F.E. & Wind, Y. (1972). Organizational buying behavior. Englewood Cliffs,

NJ: Prentice-Hall.

Weitzman, E.A. & Miles, M.B. (1995). Computer programs for qualitative data analysis:

A software sourcebook. Thousand Oaks, CA: Sage Publication.

Wilkie, W.L. (1994). Consumer behavior (3rd Ed.). New York, NY: John Wiley & Sons,

INC.

Women & Children Wear Fashion Accessory Buyers. (1997). New Providence, NJ: Sales

Men’s Guide.



293

Workman, J.E. & Johnson, K.K.P. (1993). Fashion opinion leadership, fashion

innovativeness, and need for variety. Clothing and Textiles Research Journal, 11 (3), 60-64.

Zikmund, W.G. (1994). Business research methods. Fort Worth, TX: The Dryden Press.



294

APPENDIX



295

 APPENDIX A

 Data Collection Instruments

A-1: Interview Request Letter & Information Package
Department of Near Environments
College of Human Resources
Blacksburg, Virginia 24061-0410
FAX: (540)231-3250 E-Mail: kekang@vt.edu

Interview-Request Letter April 30, 1997
Retail Company Manager Name
Company Name
Street Address
City, State, Zip code.

Dear manager’s name:

Realistic demand forecasting for a fashion product is a challenging task in today’s consumer environment. Buyers
often state that assortment planning is the most difficult part for buying decision-making.  In this age of computers
and complex data analysis, assortment planning still depends on a retail buyer’s intuition. When a buyer’s
judgement is not correct, the sales loss can be fatal for the company.

For my dissertation research, I am developing an assortment-planning model that can be used to quantify decision-
making and to reduce the risk in buying. I have working experience with two women’s clothing companies and have
finished course work in Clothing and Textiles and retail management.  I know that input from active buyers is vital
to the success of the model.

The research project is guided by Dr. Doris H. Kincade, Associate Professor of Clothing and Textiles at Virginia
Tech. Dr. Doris H. Kincade is a distinguished researcher regarding Quick Response systems and retail management.
She has supervised several projects that have proven beneficial to the participating retailers.

Please read carefully the attached prospectus about the project and recommend one of your women’s dress buyers to
participate in this research.  The dress buyer should have more than 3 years experience in women’s clothing buying
and have attended at least one retail-management education program. When you have selected the buyer, send me a
fax of the attached approval form.

By participating in this research, you have the opportunity to contribute to this groundbreaking model. If you have
questions about this project, you may contact me at 540 231-6179 or Dr. Kincade at 540 231-7637.  If you have
questions about the research, you may contact Tom Hurd, Virginia Tech Research Office at 540 231-9359.

Sincerely
Keang-Young Kang  ABD Doris H. Kincade  Ph.D.
Ph.D. Candidate Associate Professor
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Protocol for “Development of An Assortment Planning Model for Fashion Sensitive Products ”

I. Justification

Many sophisticated information-search techniques have been applied to the forecast of consumer wants for product

development in recent years; however, retail buyers have difficulties in organizing, analyzing, and implementing the

data for an assortment plan. Assortment planning processes of fashion-sensitive products for a season still depend

heavily on retail buyer’s intuition. No research related to an effective assortment-planning model is found in the

literature.

II.  Purpose of Study

This study is designed to develop an assortment-planning model for women’s clothing retail buyers by integrating

the conceptual assortment-planning process with the practical-use assortment-planning process. From this research,

an assortment-planning model will be developed to assist clothing retail buyers.

III Sample & Audio Tape Recording

The researcher will interview one women’s dress buyer in ten selected retail companies. The retail companies will

be purposively selected for their product types, location, and size. The interviewee will be the person who has

responsibility in buying women’s dresses, has more than three years women’s clothing buying-experience, and is

recommended by the manager. Interview and Observation will be audio recorded. These tapes will be heard only by

Ms. Keang-Young Kang (principal investigator) and Dr. Doris Kincade (Ph.D. advisor). The tapes will by stored in

the researchers’ office during transcribing process. The tapes will be destroyed after completion of the Dissertation.

IV. Procedures

This research has three phases: (a) conceptual assortment-planning model development by secondary data analysis,

(b) practical-use assortment-planning model development by interview, and (c) suggested model development by

connection analysis of previous two models.

The data collection with interviewees will be as following:

1. Interview

• Flexible interview with open-end questions (10 to 15 minutes) (Sample attached).

• Q-Sorting with a set of activity cards developed from the conceptual planning model (20 to 25 minutes)

(Sample attached).

• In-depth interview with specific questions regarding each activity (90 to 100 minutes) (Sample

attached).

2. After finishing interviews, the researcher will send a summary of the transcript for validation. After validation,

the researcher will develop the practical-use assortment-planning model.

3. The researcher will revisit interviewees and ask for validation of the new model (combination of conceptual

model and practical-use model) with a simple evaluation questionnaire (about 60 minutes) (Sample attached).
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V. Extent of Anonymity and Confidentiality

1. There is no risk to the interviewees.

2. The individual results of this study will be held confidential by the researcher and her adviser.

3. Subjects will be informed of the project and asked to their willingness for interview by interview-request letter.

4. The researcher and her adviser will be the only persons to have information about individual companies and the

identifying data from interview.

5. Interviewees will receive consent information regarding the research and will sign before participating in the

study (Approval form attached).

6. Interviewees will not receive any information about the other individual interviewees.

7. Published information will only contain aggregate data.

8. Virginia Polytechnic Institute and State University will keep an intellectual properties copyright.

9. The researcher and advisor will publish research from the Dissertation. This will be written in a non-proprietary

manner, and if indicated as necessary at the time of consent for the research, data will be cleared with the

appropriate manager, before publication.

VI. Benefit of This Research

This research will provide several benefits for the participants:

1. The participating companies will gain the researcher’s expertise to the assortment-planning process.

2. The final suggested assortment-planning model could be groundwork for developing an effective assortment-

planning model for any participating company.

3. The final suggested assortment-planning model could provide a foundation for building specialized software for

any participating company.

4. The participating companies can gain important knowledge of retail buying with no cost for relatively short time

spent with the researcher.

5. Industry consultants and academic researchers can use this model as a foundation for future research, because it

will be the first empirically tested model.

VII. Biography of Researchers

The investigator is Keang-Young Kang, a Ph.D. candidate, in the Clothing and Textiles program area within the

Department of Near Environments. She finished graduate studies and is conducting her dissertation. Her major

interest is clothing industry business management. She has work experience in two apparel companies. She has

received training for interview techniques in EDRE 6614, Qualitative Research Method class.

The advisor investigator is Dr. Doris H. Kincade, Associate Professor in the program area of Clothing and Textiles

with the Department of Near Environments. Dr. Kincade has been conducting research with the clothing industry for

10 years. She has supervised dissertation projects with both qualitative and quantitative research methods.
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Sample Flexible Interview Questions

1. Could you draw arrows to connect the activities to indicate your clothing buying process?

Please use this red pen and this flow-chart.

2. How can you define the assortment planning process? Please write your definition in this

notecard.

3. How long does assortment-planning take? How frequently do you develop an assortment

plan within one year?

Sample Q-Sorting Cards

  CompanyNo.:1         Constraint

Information search outputs         Qualitative Evaluation     Selection a line

Inputs         - Style -      Outputs

 No.____ Mechanism Connection   A0 No.:_____
 Rating preference        Color selection

Sample Specific Interview Questions

1. Could you describe the inputs for this activity?

2. What can be the outputs of this activity? What are the results of this activity?

3. Could you describe the detailed mechanism of this activity?

4. This question is regarding the number of this card. If this activity is connected with other

activities or can be done at the same time with the other activities, what can be the other

activities?

5. Is this activity necessary for the assortment planning? If necessary, why?

6. If there is constraint or limit for this activity (for example, limited price range decided in

previous stage, target market consideration), what is that constrain?

Please send a fax of following 2 pages after answering all questions:

Fax No: (540) 231-3250

Mail: Virginia Tech, Dept. of Near Environments, 101 Wallace Hall, Blacksburg, VA 24061
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VIRGINIA POLYTECHNIC INSTITUTE AND STATE UNIVERSITY

Informed Consent for Participants of

Investigative Projects

Title of Project: Development of An Assortment-Planning Model for Fashion Sensitive Products

Principal Investigator      Keang-Young Kang                                                                                      

I. THE PURPOSE OF THIS RESEARCH/PROJECT

You are invited to participate in a study about Assortment Planning.  This study involves

experimentation for the purpose of Retail management development.

This study involves 10  subjects in addition to yourself.

II. PROCEDURES

The procedures to be used in this research are Interviews that are audiotape recorded.

The time and conditions required for you to participate in this project are 120 minutes over 2 interviews.

The possible risks or discomfort to you as a participant may be:  No Risk.

Safeguards that will be used to minimize your risk or discomfort are:  You DO NOT put your name on the

Tape recording.  Only the researcher and her advisor have access to the Tapes. You cannot be identified

in the results.

III. BENEFITS OF THIS PROJECT

Your participation in the project will provide the following information that may be helpful:  Retail

assortment planning process. No guarantee of benefits has been made to encourage your to participate.

You may receive a synopsis or summary of this research when completed.

Please write your name and address on the space indicated

Company Name:_____________                         Interviewee’s Name:_______________________

Company Address:_______________________________________ ________________________

FAX: _________________     E-mail: ___________________          Phone: ___________________

Please provide more information about the interviewee. It will be helpful to select participants.

Interviewee’s Job Experience:_______________ Interviewee’s Job Position:____________________

Retail Educational Program Attended:_________________________________________________
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IV. EXTENT OF ANONYMITY AND CONFIDENTIALITY

The results of this study will be kept strictly confidential.  At no time will the researchers release the

results of the study to anyone other than individuals working on the project without your written consent.

The information you provide will have your name removed and only a subject number will identify you

during analyses and any written reports of the research.

V. COMPENSATION

You will receive compensation for your participation.

VI. FREEDOM TO WITHDRAW

You are free to withdraw from this study at any time without penalty.

VII. APPROVAL OF RESEARCH

This research project has been approved, as required, by the Institutional Review Board for projects

involving human subjects at Virginia Polytechnic Institute and State University, by the Department of Near

Environments.

VIII. SUBJECT’S RESPONSIBILITIES

I know of no reason I cannot participate in this study.

                                                                                                                                                                         

Signature

Please send a fax of above two pages including this page

Fax No: (540) 231-3250

Mail: Virginia Tech, Dept. of Near Environments, 101 Wallace Hall, Blacksburg, VA 24061
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Please keep this sheet for your questions.

IX. SUBJECT’S PERMISSION (Provide tear-off for human subject to keep )

I have read and understand the informed consent and conditions of this project.  I have had all my

questions answered.  I hereby acknowledge the above and give my voluntary consent for participation in

this project.

Should I have any questions about this research or its conduct, I will contact:

             Keang-Young Kang                                  231-6179 _____             

Student Investigator Phone

             Doris Kincade                                           231-7637                        

Faculty Investigator Phone

             Rebecca Lovingood                                 231-6179                        

Department Reviewer Phone

             Tom Hurd                                                              231-9359                        

Chair, IRB - Research Division Phone
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Appendix A-2: Appointment Letter
Department of Clothing and Textiles
College of Human Resources
Blacksburg, Virginia 24061-0410
FAX: (540)231-3250 E-Mail: kekang@vt.edu

Retail Company Manager XXX
XX Company
Street Address, City,
State, Zip code. FAX: 000-000-0000

Dear Interviewee’s name: I appreciate your reply to my interview-request letter. I believe that the interview will
provide considerable benefits for academic research and for your company.  I would like to make an appointment for
the interview. Will you be available to meet with me at your company on one of the following days: 6/23, 6/25 or
6/27/98? I can meet with you any time after 2:00 p.m. on one of these days.  Please give me a phone call (540 231-
6179) or fax me (540 231-3250) to tell me the exact time.

The initial interview will take approximately two hours. The interview will include the following contents.

1. Brainstorming for assortment planning (15 min.):

We will discuss what is your buying process and the difficulties of assortment planning.

2. Q-Card sorting for assortment planning model development (25 min.)

You will reorganize detailed assortment planning processes by using pre-developed 

activity cards.

3. Specific Questions (70 min.)

You will be asked to explain the inputs, outputs, mechanism, and constrain for each

activity in the reorganized assortment-planning model.

We will schedule the follow-up interview when we first meet.  Thank you for your participation. I believe our
discussion will provide profound insights into the buying process for your company and for academic research.

Sincerely

Keang-Young Kang, ABD            Doris H. Kincade, Ph.D.
Ph.D. Candidate            Associate
Professor
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 APPENDIX B

Sample Interview Script

I. Flexible Interview Questions

Flexible Interview Time: Total 15 minutes

Equipment: Figure 1 & 2/ A pencil and empty notecards/ Red Pen/ Audio Tape Recorder and

audiotapes.

Welcome

(Total 3 minutes).

Hello.

Thanks for your willingness to serve as a participant in this research.

My name is Keang-Young Kang. I am a Ph.D. student at Virginia Tech.

As you know, the purpose of this research is to investigate the assortment-planning process by

women’s clothing retail buyers.

The information that you share is very important and will be used to improve your assortment

planning process and the women’s retail industry. The results of the final assortment-planning

model developed by this research can be sent to you at the conclusion of the research.

It is very important that during this interview you be completely honest.  I hope you will share

your opinions openly. Please consider that there are no right or wrong answers, rather your

accurate job experience.

During the discussion, feel free to ask anything for clarification when necessary. Confidentiality

is important. Any information reported in the analysis will be reported under a company number

not under a company name. Your demographic information will be used only for validation of

research subjects. After finishing this research, the tapes will be erased.
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Introduction

(Total 15 minutes)

As I have already mentioned, my purpose today is to investigate your assortment planning for

women’s dress buying.  SHOW FIGURE A1 & A2 TO PARTICIPANT

The clothing retail buying process can be categorized as planning sales goal, planning stock,

planning inventory control, assortment-planning process, and vendor selection. In this research

the early stages of buying process do not have details because this research only investigates

how you make quantity decisions and qualitative decisions for product mix arrangements or

assortment planning.

The assortment planning process can have four stages: problem recognition, information-search,

qualitative evaluation or quantitative evaluation, and selection of a product line and quantity

decision for a specific brand, color, and style. Problem recognition represents the first step of a

decision-making process. Information search means the activity to reduce the uncertainty

associated with assortment planning. Qualitative evalaution is the desired solution to a problem

which involvoes establishing qualitative criteria for selecting products. Quantitative evalaution is

the desired solution to a problem which involvoes establishing quantitative aspects of product

evalaution. Fashion forecasting can be involved with both qualitative evaluation and quantitative

sales forecasting. Forecasting product selection means determining combination of styles, depth

and width of assortment which can satisfy target consumers. Forecasting short term sales means

determining quantities of styles, color, and sizes. I would like to ask you some questions

regarding this figure.

Q: Could you draw arrows in this figure to draw your clothing buying process. Please use this

red pen.
GIVE RED PEN AND THE FIGURE 1 (2 MIN.)

IF THE PARTICIPANT CHANGED SOMETHING IN THE PROCEDURE ASK THIS QUESTION.

(TAPE RECORDING SHOULD BR STARTED AT THIS TIME)

Q: You changed the procedure, please explain why you changed procedure.

Q: How do you define assortment planning? Please write your definition.
GIVE A PENCIL AND AN EMPTY NOTECARD (2 MIN.)

EXPLAIN: This research investigates how you decide the quantity and variety of goods that a
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retail company offers for sale at any time.

Q: How long does one assortment planning process take? How frequently do you develop an

assortment plan within a year?

Planning Sales Goal : Target Market Positioning

Planning Stock

Planning Inventory Control

Assortment Planning

Actual Buying & Rearrangement of Plans with Vendors

Figure A1. Retail of Retail Clothing Buying Process Model
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 Assortment-planning Process

Problem Recognition

Information-search

Qualitative Evaluation Fashion Forecasting          Quantitative Evaluation

  Forecasting Product Selection Product Selection             Forecasting Short-term Sales

        Brand & Style                     Brand & Style Order Quantity

        Color                        Color Order Quantity

        Size                     Size Order Quantity

Assortment Plan

Figure A2. Assortment Planning Process Model
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Closing Flexible Interview

Q: What are difficulties in assortment planning based on your experience? Could you give me an

example of that? (Total 2 -3 minutes). QUIT TAPE RECORDING

EXPLAIN: That’s why this research is necessary for retailers.

II. Q-Sorting Cards Example (Tape Recording & Writing)

TIME: Total 25 minutes.

EQUIPMENT: Figure A3/ Activity Cards/ Empty Activity Cards/ Construct-Consistency board/

Pencil for numbering and writing.

Explanation of IDEF0

(Total 5 minutes.)

I will create the assortment-planning model by using IDEF0 diagrams after all the

interviews. For your understanding, I will briefly explain this IDEF0 activity card.

SHOW A SIMPLE ACTIVITY CARD.

 CompanyNo.1         Constraint

information search outputs         Qualitative Evaluation     selection a line

Inputs         - Style -      Outputs

 No.____ Mechanism Connection   A0 No.: _____
 rating preference        color selection

Figure A3. Sample Activity Card

The name in the center box represents a functional activity unit of an assortment planning. The

number on the bottom-left is a sign for the order of the activity. The number on the bottom-right

means the operational level of the functional activity. For example, qualitative evaluation can be

an abstract term, and qualitative evaluation can be categorized to style, color, and size specific

for the store.

Don’t change the number of upper-left, because the number represents your company number.

The left arrows of the center box illustrate inputs for the activity. The right arrows of the center

box explain outputs for the activity. The under-left arrow of the center box illustrates the
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mechanism of the activity. The under-right arrow of the center box illustrates connection with

other diagrams. I will show an example of an IDEF0 model.

SHOW FIGURE A4. SAMPLE IDEF0 MODEL

Constraints

Inputs    Function Name Outputs

Mechanisms            Connection

Figure A4. Conceptual Framework of an IDEF0 Diagram Unit (IDEF World Wide Web, 1998).

Ordering Activity Cards

SET A CONSTRUCT CONSISTENCY BOARD.

GIVE ALL ACTIVITY CARDS. PREPARE EMPTY CARDS AND A PENCIL

I have already made a set of activity cards for the assortment-planning model based on textbooks

and research articles. This time I would like to ask you to sort these cards and order these cards

on this construct consistency board. An IDEF0 model includes several pages of charts. This

construct consistency table represents a page or a chart of the IDEF0 model. If you finished a

page for the IDEF0 model, please give me the activity cards. You rearrange the cards for

developing your assortment-planning model.

If you want to insert an activity in addition to the prepared activity cards, please use an empty

card and write a name on it that you want to call the activity. If you want to discard cards, please

let me sign the card as ‘Discarded.’

 IF FINISHED, WRITE NUMBERS ON CARDS AND GIVE THE INTERVIEWEE 

OPERATIONAL ACTIVITY CARDS.

Thanks for your help. I think we can have some rest for ten minutes.

STOP RECORDING

COLLECT THE ACTIVITY CARDS, WRITE NUMBERS, AND BIND THE CARDS.
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III. Specific Questions (Tape Recording)

TIME: 70 minutes.

Equipment: Activity Cards/ Tape Recorder

TAPE RECORD WILL BE STARTED AT THIS POINT AGAIN.

I would like to ask you more specific questions regarding each activity cards. IDEF0 diagrams

will be used to illustrate your assortment-planning model. Therefore, it is important to identify

the variables of IDEF0 diagrams for each activity card.

PICK THE FIRST ACTIVITY CARD AND ASK QUESTIONS.

READ THE FUNCTION NAME AND NUMBER.

I will ask six questions for each activity card within the limited 70 minutes. We have almost 20

cards. For each card, the expected time of answering questions is 3 minutes. Please give short

and clear answers.

Q: Could you describe the inputs for this activity?

Q: What can be the outputs of this activity? What are the results of this activity?

Q: Could you describe the detailed mechanism of this activity? How can you do this activity?

Q: This question is regarding the number of this card. If this activity is connected with other

activities and can be done at the same time with the other activities, what can be the other

activities?

Q: Is this activity necessary for assortment planning? If necessary, why?

Q: If there is a constraint or limit for this activity, (for example, limited price range decided in

previous stage, target market consideration), what can be the constraint of this activity?

ASK THESE QUESTIONS FOR EACH CARD UNTIL THE LAST CARD

BE CAREFUL TO READ THE CARD NAME AND NUMBER

You answered every question regarding the cards.
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I would like to discuss what you answered. When I develop a model from textbooks and research

articles, several questions remained unclear. May we discuss the questions?

Example Question regarding Design Qualitative Decision to Quantitative Decision

Q: How do you translate from the qualitative decision to quantitative decision? For example, if

you think the design of A product is more excellent than others, B,C, or D, you may order more

of the A product. However, if you decide the balance of the product mix based only by your

intuition, it may be risky. How do you reduce the risk?

Q: How do you decide the color variation ratio? Do you have an established ratio for color

variation? For example, basic color (50%), contemporary color (25%) and trendy color (25%) for

every season.

Q: How do you decide the size variation? In the textbooks, size variation is decided by

demographics of your target market. Based on my experience in a company, the silhouette of a

product is an important factor for size variation. Please explain how you decide on size mix.

Q: You said you used a pilot consumer test. How do you select the sample consumers for this

pilot test?  Do you use this pilot test every season?  Please explain the consumer test.

IF THE TIME IS OUT. ASK THE INTERVIEWEE IF MORE TIME IS NEEDED TO 

EXPAND. IF THE INTERVIEWEE WANTS TO QUIT, QUIT TAPE-RECORDING.

Thanks for your time and patience. Your information will provide profound insights for my

dissertation.

I will send you a summary of this transcript of this interview within 60 days. Please validate the

summary and return to me.

ASK FOR TIME FOR FOLLOW-UP INTERVIEW.
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