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-------------

A'ITI'IUDES OF REI'AILERS AND COLLEX:;E EDUCA'IDRS 

CON::!ERNIN3 FASHION REI'AIL INTERNSHIPS 

Abstract of Dissertation 

Purpose: '!he purposes of this study v.ere to: 1) provide inforrration 
mich will facilitate the develq;>ment of meaningful and realistic 
internships for fashion nerchandising students, 2) determine the degree 

-1!-------.- '" agreentent-betwe-en-.cetai-ler:--s-a.nd-educator·::s-coTlCe-r(ri:ry-'.rnte-rrrship·s,--and--------
3) determine if different types of retailers have different attitudes 
toward internship experiences. 

Procedures: California four year college and university educators and 
retailers were surveyed. '!he questionnaire items concerned school char­
acteristics influencing retailer participation in internship progra:rrs, 
intern selection criteria, coorsew:>rk inportant for students to conplete 
prior to internships, and activities that interns shoold experience 
during a retail internship. '!he responses analyzed nunbered 196. 
Groops conpared in the ana],ysis included: departnen t, specialty, and 
di~oont stores; chain and non-chain stores; retailers and educators; 
and supervising faculty and cooperative education directors. 

Findings: '!he school character is tics rated very irrportant or essential 
by retailers were the retailing curriculum arrl proximity of the school 
to the store. The order of inportance of intern selection criteria, as 
rated by retailers was 1) personality, 2) activities arrl leadership, 
3) rrajor related to retailing, 4) experience in retailing, and 5) grade 
point average. Of the twelve coorses rated for inportance to conplete 
prior to a retailing internship, the coorses rated very irrportant or 
essential by both educators and retailers were 1) comrrunications or 
hunan relations, 2) nerchandising, and 3) nanagenent. Retailers and 
educators indicated that interns shoold have s::>ne exposure to all 33 
activities rated for level of exposure needed or possible during a 
retailing internship. Nine activities were rated for considerable or 
extensive exposure by both educators and retailers. Educators rated 
activities related to the buyer's job higher than retailers. Ietailers 
rated s::>ne of the dai],y rootine activities higher than educators. Non­
chain stores rated a wider variety of activities higher than chain 
stores. M:tin store or offices rated activities related to the fun::tions 
of buyers higher than branch stores. M:tin stores rated s::>ne items 
related to the fun::tions of buyers higher than branch stores rated them. 
Branch stores rated sone ite:rrs related to manager responsibilities 
higher than rrain stores. Sone differences v.ere found between 
department, specialty arrl di~oont store ratings. Differen::es between 
cooperative education directors and supervising faculty v.ere minimal. 
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..-------------------------------------

CHAP!'ER 1 

INTRODUCI'ION 

In the recent thrust for relevance in education, many college pro-

grams have looked to methods of making the curriculum more practical and 

relevant to the future' careers of students. The internship is one 

method that has become recognized as a way of blending traditional theo-

retical training with on-the-jd:> experience, brid]ing the gap between 

the worlds of the university and industry. One area where college stu-

dents today are using internships to smooth the transition from academia 

to careers is in retailing. 

The opportunities for executive careers in retailing for college 

graduates are increasing. The nurrbers of peq>le employed by the retail 

industry are expected to increase fifteen to twenty percent between 1977 

and 1987. (Stores, 1977} The derrand for more college graduates trained 

in retailing is increasing, as a college degree is becoming a basic pre-

requisite to executive retail careers. (Swerdlow, 1978} 

Gblleges and universities have responded to the need for educated 

retailers by placing increased emphasis on programs that train graduates 

for careers in merchandising. A recent survey of textiles and clothing 

curricula in home econorrdcs higher education found fashion merchandising 

to be the rost corrm:m program emphasis. (Rudd, 1982} Another study 

shc:Med this area of textiles, clothing and merchandising to have grcmn 

from being one of the smaller degree granting areas of home economics to 

granting IIOre degrees than any other area within home econorrdcs in 1978. 

1 



(Harper, 1981) Retail education is offered by three types of colleges: 

comnunity colleges, private trade schools, and four-year colleges. It 

is offered through both home economics and business departments. These 

prograiTS prepare students for mid-management positions. 

2 

Retailers and retail educators terrl to agree that internships are a 

vital part of retail education. One study which conpared what retailers 

and educators felt inportant in a university retail curricula found fac-

ulty ranked internships the fourth nost important course and retailers 

ranked it as the second nost inportant course. (Swerdlow, 1978) An 

evaluation of a university fashion merchandising program resulted in 

retailers arrl faculty rating the internship course the highest of all 

courses in the curriculum. (Cole, 1974) The endorsement of internships 

by retailers and educators is reflected in the curricula of schools 

offering fashion merchandising programs. A survey of colleges offering 

courses in merchandising found that of 131 schools responding, 94 offer 

internships. This trend to internship programs appears to be relatively 

new since nost of the programs were develcped in the late 1970's. 

(Herridge, 1980) 

With the merging of the trends of retailers' demand for nore col-

lege graduates and more college programs offering internships, there has 

been great gravth in the nurrber of retailing internships. Some of the 

problems associated with retailing internships have been identified 

recently in several studies. There is some indication that many student 

interns are not getting enough eKPQSUre to experiences that retailers 

feel will prepare them for mid-management careers in retailing. 

(Mariotz, 1980) It awears that often the internship centers too 

heavily on sales and other routine fun::::tions rather than on management 

8 -
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level experiences. Students are not always able to carry out the 

learning experiences that the college expects them to carplete. Com­

pourrling this problem is the problem of lack of money and faculty ti:rre 

for supervising internships. (Scott, 1978) 

In order to make internship experiences relevant to the future 

careers of students and to aid educators in developing :rreaningful 

internship experiences for students, this research studied the attitudes 

of retailers and educators concerning retail internships. It was felt 

that with a better understarrling of each other's attitudes, retailers 

and educators could nore easily comnunicate and negotiate internship 

objectives that would be realistic and relevant for students. 

The Problem 

Statement of the Problem 

This study addressed ro:rre of the problems of retail internships by 

assessing the attitudes of retailers arrl educators. The attitudes con-

cern school characteristics influencing retailer participation in 

internships, intern selection criteria, coursework inportant to be 

completed prior to internships to maximize the experience, and activi-

ties that should be included in retail internships. The purposes of 

this study were to: 1) prO\Tide information which will facilitate the 

develcpment of meanill3ful and realistic internships for fashion mer-

chandising students, 2) determine the degree of agree:rrent between 

retailers arrl educators concernill3 internships, and 3) determine if 

different types of retailers have different attitudes toward internship 

experiences. 

/ 
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c-~~~~~--•·-~--·-·--------~ 

This study differed from other research done on retail internships 

in its focus on four-year college programs and the conpar ison of 

different types of retailers. M::>st of the research that has even 

touched on retail internships has focused on two-year community college 

programs. There have been no studies dealing with activities interns 

should experience on the job that conpared different types of stores. 

While sorre studies have shoon that the managerrent functions differ for 

types of stores, no research has shown what different types of stores 

perceive as important to be experienced during an internship. This 

study addresses that issue. 

Questions Addressed 

This research sought to answer the fiollowing questions: 

1. To what extent are selected school chara::teristics perceived as 

important to retailers in selecting schools with which to partici-

pate in internship programs arrl are there differences in the per-

ceptions anong the fiollowing groups? 

a. Department, specialty and discount stores 

b. Olain and non-chain stores. 

c. Main office arrl branch stores. 

2. To what extent are selected intern selection criteria perceived as 

important by retailers arrl are there differences in the perceptions 

anong the fiollowing groups? 

a. Department, specialty, arrl discount stores. 

b. Chain and non-chain stores. 

c. Main office arrl branch stores. 

4 
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3. To what extent are selected courses perceived as important to have 

been completed prior to a retailing internship and are the 

perceptions different among the following groups? 

a. Department, specialty and discount stores 

b. Chain and non-chain stores 

c. Main office and branch stores 

d. Retailers and college educators supervising interns 

e. Supervising faculty and central cocperative education 

administrators 

4. What levels of exposure are perceived as appropriate for selected 

intern activities during a retailing internship~ and are there dif-

ferences in the perceptions among the following groups? 

a. Department, specialty and discount stores 

b. Chain and non-chain stores 

c. Main office and branch stores 

d. Retailers and college educators supervising interns 

e. Supervising faculty and central cooperative education 

administrators 

5 

5. How do the different types of stores (department, specialty, and 

discount) differ with respect to expressed interest in participating 

in internship programs? 

Limitations 

This study focused on the expressed attitudes of retailers and edu-

cators concerning retail internships during the 1983-84 school year. It 

was lirrdted to retailers and faculty supervising retailing internships 

in four-year colleges in the state of California. 

~ ~- -
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Assunptions 

This study was based on the following assunptions: 

1. Retail executive personnel directors arrl store managers accurately 

represent the attitudes of their respective stores' managerrent, 

enployees and store policies. 

2. Respondents generally responded candidly to the questionnaires. 

Significance 

-li--------~T..__..h"--''"""--_...,s""tu...,dv~- crnpared the attitudes of retailers and retail edu­

cators, concernirg internships, to each other and for subgroup dif­

ferences. While other studies have assessed the perceptions of 

retailers arrl educators toward retail education, none known to the 

researcher has determined if the perception of internship attitudes of 

store managers and personnel directors vary for different types of 

6 

stores. This research oought to determine if there are differences and 

whether certain types of retailers are likely to offer different types 

of retail internship experiences. It was assuTIEd that this will make 

the matchup of students and retailers easier and more in line with the 

career goals and educational objectives of the student. 

This study sotght to pr017ide information that coold help inpr017e 

the quality of retail internship experience. It was intended to give 

faculty and cocperative education administrators an idea of mat activi­

ties sh,ool.d be included in internship experiences to best prepare them 

for mid-management positions in fashion retailing. It indicates to fa::-

ulty and administrators what activities are desirable and feasible in 

the viewpoint of retailers and educators involved in internships. 

Results of the study indicate what coorses shool.d be carpleted prior to 



a retailirg internship to maximize the experiences. Facilitating the 

process of developing internships will help in the administration of 

retail internship pro;Jrams. 

7 

The improved matchup of students and retailers can be beneficial to 

retailers as well. Srncx:>ther operatirg internships will facilitate 

retailer recruiting by providing a better pool of retail students enthu-

siastic and realistic aboot careers in retailing. This can help ease 

retailer problems with high turnover and training costs. 

Both schools and retailers can benefit fran the results of this 

study. Knowing heM retailers and educators differ in attitudes toward 

internships afford school administrators arrl retail executives an 

improved basis of urrlerstanding that may facilitate carmunication and 

negotiation of internship oojectives. 

Procedures 

This research study was descriptive in design, describing the 

expressed attitudes of retailers and educators in California toward 

retail internships. 

Survey questionnaires were mailed to California university edu­

cators mo supervise retail interns arrl to the personnel directors of 

the main headquarters of all large stores in California as well as to a 

rarrlan sanple of managers of brarx:hes of lllllti-unit stores arrl small 

stores in California. The questionnaire items corx:erned school char-

acter istics influemirg retailer participation in internship pro;Jrams, 

intern selection criteria, coorse\'K>rk important for students to catplete 

prior to internships, arrl activities that interns shoold experieme dur-

ing a retail internship. Followup letters and a second questionnaire 
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were :nailed to those not resporrling after t\\0 weeks and a reminder post­

card was mailed after the third week to encoorage participation in the 

study. Thirty telephone calls were made to retailers not resporrli~ to 

the questionnaire to encourage a response and to determine if the per-

sons not responding differed from those who did respond. The total 

nurrber of responses used in the analysis was 196. Groups corrpared in 

the analysis in:::luded: types of retailers (department, specialty, and 

discoont); chain and non-chain stores; main office and branch stores; 

retailers and educators; arrl supervisi~ faculty and cocperative educa-

tion directors. 

Definition of Terms 

Internship - A temporary period of supervised work experience which 

pr011ides the student an or:portunity to ag;>ly theoretical principles to a 

practical work situation. (~szaros, 1979) 

Fashion Retailers - Businesses that sell apparel goods to the ulti-

:nate consumer. The terms retailer and fashion retailers will be used 

interchangeably in this study. 

De:r;:artment Stores - Retailers employing at least 25 people and 

selling apparel for the family, hooserold linens, and horre fumishi~s 

to the ultimate consumer with the buying activities coordinated from a 

:nain store. (Jarnow, Judelle, and Guerreiro, 1981) 

Specialty Stores - Retailers specializing in one or rrore related 

categories of apparel gocrl.s. (Jar:oow, Judelle, arrl Guerreiro, 1981) 

Diso:>tmt Stores - Retailers selling apparel goods below the usual 

price by utilizing expense-savi~ techniques such as self-service, low 
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g_ 

rent locations, and limited services. (Jarnow, Judelle, and Guerreiro, 

1981) 

Non-chain Stores - Stores owned by an individual or conpany that 

owns no m::>re than five of the stores, defined for this study. 

Chain Stores - A group of six or m::>re apparel stores centrally 

owned and controlled from a central office. 

Mid-Management Positions - Buying and departirent manager positions 

in the fashion retail industry. 

Supervising Faculty- A faculty :rrerrber who teaches related subject 

rratter, helps the student arrl retailer plan arrl evaluate cbjectives arrl 

activities of an internship, and follows up on student progress. 

Cooperative Education Directors - Administrators who coordinate 

cooperative education programs which give students work eKperience. 

Organization of Stt.rly 

Olapter one has discussed the prcblem of exploring the attitudes of 

retailers and retail educators concerning fashion retail internships. 

It has c011ered the questions to be answered in the study, significance 

of the study, definitions, assunptions and limitations of the study. 

Olapter two reviews the literature concerninJ retail internships. 

Tbpics c011ered in the review of literature include background on intern­

ships, schools offerinJ retail education programs, intern selection cri­

teria, crurse~rk related to retail education and retail intern 

activities. 

Olapter three states the procedures used in the study. It c011ers 

populations, sanples, methcxlology, instrumentation, collection of data 

and analysis of data. 
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Chapter four gives the results of the study. Tabulations and sta-

tistical findings are presented. 

Chapter five sumnarizes the findings and implications of this 

research. It includes conclusions and recorronendations of the author. 



--~~~-------------~----~-----------------------

CHAP!'ER 2 

REVIEW OF LITERATURE 

This study addressed some of the prd:>lems of retail internships by 

assessing the attitudes of retailers and educators. The purposes of 

this study ~re to: 1) provide information which will facilitate the 

development of meaningful and realistic internships for fashion mer-

charrlisirg students, 2) determine the degree of agreement between 

retailers and educators concerning internships, and 3) determine if dif­

ferent types of retailers have different attitudes toward internships. 

The review of literature covers the following topics: background, 

school characteristics influencirg retailers to participate in intern-

ships, intern selection criteria, coursework related to retail intern-

ships, retail intern activities, comparisons of different types of 

retailers, and comparisons of retailers' and educators' views on retail 

education. 

Background 

An internship is a period of supervised work experience during 

which the student is able to apply mat he/she has learned in the 

classroom in practical situations. It is a blend of theory arrl prac-

tice. It allows pr<Xluctive work to become an integral part of the 

learning process. Generally, the purpose of internships is to develcp 

the student's personal and career potential. 
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A nurrber of terms are used to describe this pheoomenon of in::luding 

work experience in the curriculum. Other commonly used terms include 

cooperative education, student work experience, field experien::e and 

experiential corrponent. The term "internship" will be used in this 

review to in::lude all college pro;Jrarns that give students work experi-

ence as part of the scholastic pro;J ram. 

Origins of Internships 

While the idea of internships dates backs to the apprenticeship 

system of early Greece and Rome, it was not a part of higher education 

until fairly recently. Higher education in the United States was orig-

inally patterned after the classical mcrlel of education from ErlJland. 

College education was limited to a small proportion of the population, 

mostly the affluent or occasionally a very hard-working bright young 

man. The university had an air of aloofness and isolation from the 

world, projectil'lJ the image of the ivory tower. (Keene, 1976) 

During the nineteenth century this nation began to change rapidly, 

ecooomically and socially. These charlJeS were reflected in the higher 

education system. One of the m:>st irrportant events affecting the higher 

education system and philosophy was the federal government's entrance 

into higher education as COrlJress passed the M:>rr ill Land Grant Act in 

1862. (Adams, 1970) This legislation set aside public land for each 

state to use for the establishment of colleges providing training in 

agriculture, mechanical arts and military science, as well as the tradi-

tional scientific and classical studies. These land grant colleges sup-

ported by the federal government were created primarily for the lower 

and middle classes of society, offering a more liberal and practical 



education than the traditional private universities. This greatly 

expanded the scope of higher education and its role in our society. 

The other important change affecting higher education in America 
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during the nineteenth century was the Industrial Revolution. Rapid 

industrialization not only raised the economic status of many Americans 

but also created a need for college graduates trained in managerrent and 

engineering skills. (Keene, 1976) 

industrial revolution created a climate at the turn of the century that 

was conducive to the idea of internships. During the early part of the 

twentieth century, Herman Schneider, a young civil engineering 

instructor with great foresight, was observing the needs and problerrs of 

engineering education. He noted two major phenomena. First, he saw 

that many aspects of various professions could not be taught effectively 

in the classroom conteKt. Experience was the best teacher for some 

elements of education. Schneider also noticed that since rrore of the 

students were coming fran the lower or middle classes, they either 

needed or wanted to work during their college careers. The work the 

students were doing during their college years, however, was often 

menial and unrelated tD their career goals. These conditions led 

Schneider to conceive a plan of cocperative education which was inple-

mented at the University of Cincinnati in 1906. That year 27 students 

entered a program which combined classroom theory and industrial work 

experience. (Knowles, 1971) Its immediate success can be seen in the 

fact that three years later 3,000 students awlied to the program. The 

idea was well-received not only by the students but also by an industry 

that saw a university interested in trying to better meet their needs. 

------
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r.Dre than 100 carpanies were interested in hiring the student interns. 

This idea of the university and industry cooperating bo involve the 

student in the work \\Orld was consistent with the whole Jroverrent of 

higher education bo come dom from its ivory bower of aloofness and 

isolation and directly engage in the affairs of society. (Knowles, 

1971) 

The cooperative education corcept of internships spread to other 
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involved in cooperative internship prCXJrams. While many colleges used 

internships successfully for technical, business arrl liberal arts stu-

dents for many years, the real coming-qf-age of the internship carre in 

the 1960's when federal legislation gave irrpetus to the concept. 

The 1968 Amendnents to the vocational Education Act of 1963 and the 

Higher Education Act of 1965 authorized funds to enlarge the nurrber of 

cooperative prCXJrams in colleges. (Lupbon, 1971) Impleirentation of 

this support began in 1970, making possible the large growth rate that 

was fostered and started in the 1960' s and bringing the total nurrber of 

college co-op prCXJrams bo 1047 by 1981. (M::Mullen, 1981) 

As industrial technology had led to conception of the idea of col-

lege internships, it also gave Jromentum to the concept in the 1950's so 

that it coold rise with the social reforms of the 1960's. G:>vernnent 

support of higher education began in 1862, broadening the scope of 

higher education and its relevance to industry with land grant univer-

sities. Then in the 1960's it gave colleges the financial tool to make 

higher education more relevant to industry and society through cooper-

ative education. 
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Benefits of Internships 

The use of internships in higher education has been praised highly 

by its supporters for the many benefits it provides to students, 

employers and schools. The first real research to test the claimed 

benefits of cooperative education, done by Wilson and Lyons (1961) in 

the 1950's, found the assumed values to be valid and feared disadvan-

tages not to be real. Students found greater meaning in their classroom 

studies as they were involved in the work world. They could apply know-

ledge and skills learned in class and see the relevance of coursework. 

This ability to see the connection between their job and studies 

increased their motivation in academic studies. Students from coopera-

tive programs were found to have a greater sense of responsibility and 

maturity, increasing their decision-making abilities. Working with pro-

fessionals and developing constructive relationships with colleagues 

also were found to increase the students' human relations skills. The 

Wilson and Lyons' study, as well as many studies to follCM, also found 

that students graduating from cooperative programs have greater confi-

dence in themselves due to a greater sense of identity and self-worth. 

Career clarity has been one of the most frequently cited benefits 

of internships. Students have an opportuni~ to test their career 

choices, interests, abilities and temperaments. Deficiencies can be 

discovered in the students before it is too late to change their pat-

terns of behavior and learning or even of their choice of career or 

academic major. (Page, 1981) 

A study of the benefits of field experience education surveyed stu-

dents before and after their work experience to compare expectations and 

actual experience. While career goal direction was given as the 

~-
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predorrdnant reason for doing internships in the pre-survey, the post-

survey found it to be one aspect but not the most important. Autonomy 

was actually declined in importance. They experienced an expanded self­

concept and took on a great appreciation of conflicting perspectives. 

They became more able to 1 decenter 1 
, to move between two or more per-

spectives in problem solving. 'Ibis alloos for reflective observation of 

different sides which can lead to abstract concepts and testing concepts 

in new situations. '!bus, greater insight and problem-solving were key 

results of internship experience. (Hursh, 1979) 

Hamlin (1978) researched the benefits of cooperative education in 

career development, looking at long-term effects. He found that more 

cooperative students found a full-time job within one month of grad­

uation. More cooperative graduates also were satisfied with their jobs. 

A greater number of cooperative students earned, initially, over $10,000 

annually and received pay increases in the $2,501 to $5,000 range. 

Although cooperative and non-cooperative graduates received approx-

imately the same number of promotions, cooperative graduates achieved 

these promotions faster. '!he results of Hamlin 1 s study indicate that 

cooperative education has a positive impact on the career development of 

graduates. 

The benefits realized by employers involved in internships are 

numerous also. Besides having a chance to contribute to society by 

assisting young people in their education, employers have found intern-

ships advantageous for their companies. 

Cooperative education helps develop a better labor pool from which 

employers can select employees of the future. Students doing 
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internships tend to be better qualified upon graduation and have a 

positive influence on other workers in the industry. (Wanat, 1980) 

.17 

Students doing cooperative internships can provide an infusion of 

new ideas and fresh viewpoints. Bright young people fresh from an edu-

cational environment are often eager to learn, to test out new ideas and 

theories, and they can be very productive members of an organization. 

(Knowles, 1971) 

Many companies participate in cooperative programs because it 

facilitates their recruitment, selection and hiring processes. Employ-

ers have a chance to observe students in a trial period to assess how 

they \\Ould fit in as regular employees of the firm after graduation. It 

also allows the firms to involve middle management in the selection of 

new personnel, a practice that makes mid-management more satisfied with 

and willing to assist new employees working under them. (Snell, 1981) 

Another important advantage of internship involvement for employers 

falls under public relations. Students returning to campus, after a 

successful internship, act as good will ambassadors between business and 

academia. 

Universities find cooperative education beneficial bo them as the 

artificial barriers that separate education and work are broken down. 

The interaction that necessarily accompanies internships facilitates 

updating of curricula to reflect the needs of industry and business. 

The university becomes an integral part of planned and occurring changes 

in the work world. (Wanat, 1980) 

Cooperative education can also be cost effective for universities. 

The availability of employer facilities and equipment for student learn-

ing experiences takes some of the pressure off schools bo invest in 
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updated expensive equipment. Better use is made of productive 

equipment. 
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Cooperative education is a triangle involving students, employers 

and schools. It is a reciprocal relationship from which all three have 

much to gain. 

'!he Retailing Industry 

Retailing is an industry experiencing a lot of growth; u.s. retail-

increase 15-20 percent by 1987, according to the Bureau of Labor Statis­

tics. (Stores, 1977) While those employees are not all executives, the 

overall size reflects the increasing number of executive positions as 

well. Retailing does boast one executive for every ten workers. 

(Hampton, 1960) With increased corporate ownership, more complex orga-

nizational structures and technological advances, stores are realizing 

increased volume, increased store size and greater number of branch 

stores. Sophisticated record keeping, inventory analysis and purchase 

investment knowledge created by such expansion requires more in-depth 

and technical approaches to the merchandising task. These factors are 

creating the demand for more merchandising expertise on the part of 

retail executives. (Stores, 1977) 

Need for college/graduates. Forty years ago the higher educational 

background of many retail executives consisted of an arduous climb up 

the ladder from- stockboy to chairman of the board. Hooever, the climb 

up the retail ladder of success today, without a baccalaureate degree, 

is rare. OVer the past fifteen years a college degree has become almost 

sine ~ non for an executive career in retailing. (Stores, 1977) 

fi--­

~ 



~9. 

As far back as 1959, New York University's School of Retailing 

fourrl every retail executive questioned, in an extensive study of retail 

education, v.uuld recorrmend a college education for a pers::>n pursuing a 

career in retailing. Retailers did prefer for their executives to be 

college graduates. (Gillespie, 1960) 

Hampton's study of California retailers (1960) showed the trend to 

be for more executives to be college graduates. Although retailers 

claimed that employees without college degrees could nove into executive 

ranks, there were, in fact, very few executive trainees without a col-

lege background. 

Today a college degree is practically a prerequisite for recruit-

ment into a retail management training program. (Swerdlow, 1978) Most 

major department stores recruit potential executives on college 

campuses. 

Personnel problems. When a survey asked retailers "What is the 

biggest prcblem your company is faced with in personnel?", the most fre-

quently mentioned response was "lack of training," which 33 percent 

mentioned. (Department Store Economist, 1975) This suggests the need 

for improved retail education. 

Turnover rates are one of the major problems of retailers. Rates 

vary widely but may rise to 50 percent or more annually. (Larson, 1976) 

One chain store experienced, over a ten year period, 70 percent of their 

management trainees leaving the firm before finishing the third year of 

errployment. At the estimated training cost of $8,000 per manager, this 

turnover rate was very costly. (Duncan, 1977) Many feel that one of 

the major contributing factors is lack of understanding of retailing 

lifestyle when first entering retail executive training programs. 

~ --
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(Personnel News and Reviews, 1978) A more realistic view of retailing 

could be gained by students doing retail internships. 

Retailing Internships 

An increasing number of colleges and universities have responded to the 

demand for trained merchandisers by developing fashion merchandising pro-

grams; many schools have included internships as part of the curriculum. 

This section of the review will focus on internships in fashion retail 

Need for internships. Most retail executives are in agreement that they 

prefer to hire graduates who have some experience in the retailing business. 

(Keith, 1981) Students who have had a chance to couple theory with realistic 

exposure are felt by retailers to be better prepared for a career in retail-

ing. (Strawbridge, 1978) 

One of the first studies on the need for retailing internships was con-

ducted by LaGrange fl957). In studying clothing and textiles graduates work-

ing in retailing, she concluded that cooperative experience was desirable. 

Sixty-six percent of the graduates said that on-the-job training would have 

been helpful. Of the retail personnel executives interviewed, 87 percent 

believed that graduates with cooperative experience were better qualified for 

retail training programs, adjusted better and advanced to higher positions 

more rapidly. 

Concurring with the results of the LaGrange study, Gillespie (1960), 

Hamton (1960), Carmichael (1968), Cole (1973), LaSalle (1974) and SWerdlow 

(1978) have found retail executives recommending internships for students 

preparing for careers in retailing. When retailers, faculty, and graduates 

rated 17 courses in the fashion merchandising program at Florida State 
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University, the course rating highest was the fashion merchandising prac­

ticum. One hundred percent of the faculty and retailers gave it either the 

highest or second highest rating on a nine-point rating scale. (Cole, 1973) 

Same informal surveys of recent retail executive trainee recruits, by 
~-----
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StOre presidents, found the trainees recommending work experience programs in ~· 
~~~~ 

college curricula. J. L. Hudson trainees said college curriculum could be 

improved by including more practical experience in store operations and mer-

chandising. (Hudson, 1978) Lazarus recruits overwhelmingly responded that 

internship programs were essential. (Lazarus, 1978) 

There appears to be a consensus that cooperative internship experience 

is beneficial to students pursuing careers in retailing. Research studies 

show retail executives, graduates working in retail, and educators all 

believe internships should be included in retail education. 

Benefits of retail internships. Many of the given values of cooperative 

education for college students in general have been found important for 

retailing students. A study of graduates working in retailing showed the 

experience was valuable in: 1) learning what goes on in a store, 2) smooth-

ing the transition from student life to the work world, 3) gaining experience 

handling customers, 4) acquiring the salesperson's point of view, and 

5) obtaining knowledge of how to get along with others. Nierderpaum, (1957) 

These findings support Wilson's stated values of increasing academic skills, 

human relations and orienting the student to the work world. 

In studying the California Community College system in 1970, Basseri 

(1970) found cooperative training beneficial for aspiring mid-management 

retailers. Internships matured the students, were an inducement to motivate 

the students to learn, and increased chances for promotion. 
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Perenich (1978), in discussing the Kansas State University fashion mer­

chandising field experience, gives three objectives of the program. They 

were to: 1) provide the student with a realistic view of a career, 2) pro-

vide the students with an awareness of the ~rtance of human relations by 

their interaction with co-workers, supervisory personnel and the public, and 

3) develop an understanding of the operations procedures and policies rele­

vant to a particular type of retail establishment. 

Studying the nature and characteristics of mid-management internships in 

fifteen Florida community colleges, Kozma (1978) found the students perceiv-

ing benefits from their internships. Seventy-six percent agree strongly that 

they were acquiring important job skills that they could apply later in their 

careers as rrdd-management retailers. Sixty-one percent felt the internship 

experience provided development of their career objectives. 

As with internships in general, college retailing internships have been 

found to be beneficial to the students involved. They serve to motivate stu-

dents, develop career potential, and bridge the gap between the world of work 

and college. 

Status of internship ~eriences in retail education. There appear to 

be changes in the number of schools using internship experience as part of 

retail education programs. A number of studies have shown the trend. 

Risch (1970) found that of 48 two-year public post-secondary marketing 

and distribution programs in Pennsylvania, New York and New Jersey, intern-

ships were not required in 75 percent of the cases. The researcher recomr 

mended improving the programs with the addition of cooperative work 

experience. 

fJ_ 
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Similarly, Johnson and Swope (1972) did a curriculum study of Hane 

Economics departments in higher education. It was found that 25 percent 

offered fashion merchandising as a major; but few institutions included 

internship in the programs. Johnson and Swope also concluded there was a 

great need to develop internship opportunities. (Johnson and Swope, 1972) 

B¥ the time Scott (1978) surveyed 124 Textiles and Clothing programs in 

Home Economics in 1978, the curricula were reflecting the recommendations of 

the earlier researchers. Fifty-five percent indicated that internships were 

required for graduation; 45 percent offered the internship as optional. 

Horridge•s study of college and universities offering merchandising 

courses in 1978 found that, of 131 responding, 94 offered some type of stu-

dent work experience. The trend of increased internship opportunities 

appears to be relatively recent since 51 of the 94 schools developed their 

programs in the 1970's. (Horridge, 1980) 

Fashion merchandising programs in colleges and universities have 

responded to the call for practical on-the-job experience as part of retail 

education in the last decade. Most programs either require or offer, as 

optional, internship experiences. 

Structure of retail internships. The methods for setting up and details 

of internships vary from school to school and between individual cases within 

schools. same research has indicated general structure patterns of retail 

internships. 

Scott (1978) reported some details of interships in textiles and cloth-

ing programs which usually include fashion merchandising internships. In 72 

percent of the schools, faculty had a role in the supervision of the students 

on the work site. Seventy-one percent of the students were paid by employers 
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during their internship. Several methods of evaluation are usually used with 

employers appraising the students' work in 97 percent of the cases, faculty 

coordinators evaluating on the sites in 72 percent of cases, logs helping 

evaluate in 71 percent of cases and student reports being used in 64 percent 

------
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of the cases. Eight-three percent of the schools give letter grades; seven- -~~~:-c 

teen percent give pass/fail grades. 

The Horridge study (1980) also collected structural information on fash-

ion merchandising internships. It found the majority of schools requiring 

students to be juniors to participate. The minimum grade point average 

required ranged from 2.0 - 2.9. Most sc~ools had prerequisite courses to the 

internship with 60 percent of 94 schools also requiring prerequisites in tex-

tiles, marketing and clothing construction. Many also required accounting, 

management and math prior to doing internships. The majority of students in 

these studies were found to be paid during work experience programs. The 

most important criteria for store participation in internships was for the 

store to offer specific opportunities to the student based on the duties and 

responsibilities of entry level positions which cluster around retail buying 

functions. The most frequent types of stores used were deparonent and spe-

cialty stores; some discount and chain stores were also used. Most 

frequently these stores participating were not in the same town as the 

school. This study gives an idea of how the typical fashion merchandising 

internship is set up. 

Schools Offering Retail Merchandising Programs 

There are three major types of higher education institutions at which 

students may prepare for a career in retailing. Many community colleges 

offer programs as do private two-year business and fashion schools. These 
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programs most often enable a student to take entry-level positions although 

some stores hire two-year graduates for executive training programs. Many 

universities and colleges are offering baccalaureate degrees to prepare stu­

dents for retailing careers since the four-year degree has became a near 

prerequisite to executive careers. 

TWo major types of programs are offered in retail education. They are 

business degrees (sometimes with a specialization in retailing) and fashion 

merchandising degrees (usually offered through home economics departments). 

The major difference in these two programs is greater emphasis on fashion 

retailing and the fashion industry by fashion merchandising programs. The 

curriculum of fashion merchandising programs usually includes merchandise 

information (including textile knowledge and fashion theory) and other 

aspects of clothing. (Greenwood, 1981) Both business and fashion merchan-

dising programs include marketing, management and other general business 

courses. 

Following the trend of increased executive careers in fashion retailing, 

home economics or clothing and textiles departments have put increasing 

emphasis on fashion merchandising programs. A recent survey of textiles and 

clothing curriculum in higher education nationwide found fashion 

merchandising to be the most comnon program emphasis. (Rudd, 1982) A trend 

for the textiles, clothing and merchandising area to grow within the home 

economics produced more granted degrees in textiles, clothing and mer chan-

dising than in any other area of home economics for the first time in 1978. 

(Harper , 1981) 

The increase in numbers of programs preparing students for careers in 

fashion retailing has brought an increased need for program development and 

~ ---
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evaluation. These programs must be carefully planned to meet the personnel 

needs of the retailing industry. 

While no studies were found comparing different types of stores in their 

attitudes for selecting schools bo work with on internship programs, Beery 

(1980) did compare types of retailers on hiring of graduates. Beery did find 

differences in the hiring practices of store types. Specialty stores were 

more likely than department stores to hire a two-year college graduate as an 

assistant store manager. Chain department stoes were more likely to hire 

two-year graduates for assistant buyer positions. Department stores were 

strongest in requiring a four-year degree for hiring into management programs 

and positions. 

Same differences do exist in what different types of retailers look for 

in the background and abilities of potential management personnel. Same dif-

ference is likely, due to differences in organization, personnel functions 

and costs in training. 

Intern Selection Criteria 

While the literature did not show any research on the criteria that 

retailers use in selecting interns there was some information concerning what 

retailers look for in hiring management level employees. 

Hampton (1960) found that california retailers did not especially seek 

out retail major college graduates or make the study of retailing a prereq-

uisite to employment. The major consideration by retail executives in 

selecting executive trainee candidates was personality and extra-curricular 

activities. Retailers sought social balance, leadership, and "all American 

boy" traits in prospective management employees. While retailers did want 

college-educated people for executive positions, the major in college was not 

g---
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important. Hampton also found that retailers were not particularly inter­

ested in the academic achievement of trainees, few bothering to check the 

grades of prospective employees. 

Gillespie and Hecht (1977) discuss the desirable characteristics that 

retailers look for in management personnel. Their list includes personality, 

human relations skills, leadership qualities, ability to sell an idea, intel-

ligence (including a desirable educational background) and an interest in 

retailing. 

Coursework Related to Retail Education 

A number of studies in the last 23 years have sought the answer to the 

question, "What course should an aspiring retail executive study in college?" 

The majority of studies show a great deal of agreement with same changes as a 

function of time. 

Gillespie (1960) sought answers to this question from New York retail 

executives in 1960. Retailers rated 86 courses in retailing, business 

administration and liberal arts. She found retailers favored courses in 

human relations and communications as strongly as business courses. From the 

results of the questionnaire, Gillespie develop "A Guidepost Curriculum" to 

prepare students for mid-management careers in retailing. This guidepost 

included courses in human relations, communications and business. A follow-

up study in 1962 showed a high degree of agreement with the first study. 

(Gillespie, 1962) 

Coates (1971) explored topics that retail executives thought should be 

included in retail education. The resulting major topics were: 

----~ 
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(1) Buying (5) Financial analysis 

(2) Pricing (6) Leadership 

(3) Salesmanship (7) Supervision 

(4) Merchandise information 

In evaluating a fashion merchandising program at Florida State Uni-

versity, Cole (1973) surveyed faculty, retailers taking interns, and 

graduates of the program. This study showed a great deal of agreement 

between the taculty and-the retailers participafing in internsnips. 

Rating a mnnber of courses in the program, the retailers rated basic 

clothing construction, basic textiles, merchandising, marketing, manage-

ment and math as most valuable. Faculty rated basic textiles, mer chan-

dising, marketing, management, accounting and advanced textile courses. 

While there was some disagreement on items, agreement was significant 

and none of the courses in the curriculum were rated as "poor" by the 

retailers. 

Fishco's search for important subject matter in retail education 

led him to question both bop executives and personnel managers. Fishco 

concluded that the following courses were essential: 

(1) Retail buying 

(2) Advertising 

(3) Display 

(4) Store operation 

( 5) Management 

( 6) Textiles 

( 7) Accounting 

(8) Data processing 

Swerdlow researched what courses were being offered in retail 

programs, in 1978, and what courses retailers and university retail 

educators felt were most ~rtant to retail education. The five most 

-----
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important courses, according to the retailers and educators, were: 49 

(1) Principles of retailing 

( 2) Merchandising 

( 3) Internship 

(4) Retail store operation 

( 5) Sales promotion 

Swerdlow, in comparing retailers and university retail educators, found 

considerable agreement between the two groups. Employers and educators 

agreed on the five most important courses in university retail educa-

tion, although their ranking of those five courses varied somewhat. 

In ascertaining how well the academic world was maintaining pace 

with the changing concepts and educational needs of retailing, Risch 

found no significant agreement between retailers (presidents, vice 

presidents and employment managers) and educators. Of the 21 concepts 

perceived by retailers as "essential" in retail education, only seven 

were perceived essential b¥ educators. Risch presented a suggested 

four-year retail management curriculum incorporating the 21 topics that 

he found 241 retailers perceived as essential. Risch's program includes 

a general studies core, a business core, a retailing core, and a fashion 

core. 

Investigating the effectiveness of college fashion merchandising 

programs preparing students for careers in fashion merchandising, Neal 

(1981) surveyed fifty retailers to find out the course work most desir­

able for prospective employees. The highest rated courses were market-

ing, merchandising, communications, public relations and internships. 

Neal compared retailer evaluations of 39 courses with what was offered 

by 100 colleges offering fashion merchandising programs. If the cata-

logue indicated the department offered a course it was assumed valuable 
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or essential by the school. If they did not offer the course it was 

assumed not important by the school. Significant differences were found 

between retailers and courses offered on 25 of the 39 courses. However, 

using this method of CO!lq?arison does not seem to be an accurate way of 

assessing education attitudes of courses needed. Often a department 

offers courses for students of more than one major within Harne Eco-

nomics. Many of the courses offered (such as tailoring and flat pat-

tern) may have been for students majoring in apparel design, home 

economics education or other clothing and textiles related majors. 

Other courses, such as accounting and camnunications, may not have been 

offered by the department because the students take the courses from 

other departments such as business. The significant conclusion of this 

study was that fashion merchandising programs should be a blend of busi-

ness and clothing and textiles courses. 

There is a great deal of overlap in the results of the various 

studies on topics or courses to be included in a retail education cur-

riculum. Most notably, Risch 1 s suggested curriculum, resulting from his 

1979 research, was very similar to Gillespie 1 s 1960 Guidepost 

curriculum. Risch 1 s, however, is expanded to include more specific 

oursework in retailing and fashion. The early studies showed retailers 

as interested in human relations and comunications courses as in busi-

ness courses. The more current studies show retailers also interested 

in more in-depth retailing and merchandising courses as well as textile 

and fashion courses. 

Beyond being concerned with courses needed by future retailers, 

many educators in recent years have been concerned with the functional 

competencies needed by retail graduates. Knowing the oampetencies 
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needed helps structure the coursework into meaningful abilities in the 

student. 

Competencies needed by college graduates seeking careers in retail­

ing have been studied by Carmichael (1968) , Coates (1971) , Greenwood 

(1972), LaSalle (9174), Fischco (1976), and Beery (1980). The results 

of competency studies tend to agree with the topics in course studies. 

The most important competencies in many of the studies concern: 

~------------------------------~~--AB~~i~x~te-supe~vise·-------------------------------------

(2) Ability to problem solve 

(3) Ability to make business decisions 

(4) Ability to demonstrate effective human 

relations 

(5) Leadership 

When Coates surveyed employment executives and educators on topics 

and competencies for college retail programs, she found differences 

existing in the perceptions of the two groups. Of 110 items, 40 com-

petencies and topics were rated essential by the majority of retail 

executives and 27 by educators. The ones rated essential by the two 

groups were not the same. Only five items were ranked similarly by the 

two groups. Two essential items they agreed on were leadership and 

supervision. Coates concluded that more communication was needed 

between retail executives and educators. 

A comparison of perceptions of retail employment executives and 

college home economics merchandising educators by Kelly (1980), on the 

importance of 22 selected competencies concluded that there were signi-

ficant differences between the two groups. Significant differences 
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existed on 17 of the 22 competencies. Educators tended to favor market­

ing principles, business procedures and textile/apparel knowledge. 

Retailers felt human relations, communication and decision-making skills 

most important. 

Beery (1980) found considerable agreement between post secondary 

fashion merchandising educators and retailers in identifying mid­

management and entry level fashion merchandising competencies. Edu­

cators did tend to rate the competencies more important than retailers. 

The greater tendency for agreement in this study might be partially 

attributable to the fact that the retail sample was not randomly 

selected but were retailers reconmended by educators. Most of these 

retailers did have contact with educators and thus the two groups had 

probably influenced each other to some extent. 

Beery also found same differences between types of retail stores. 

specialty stores tended to rate all competencies more important than 

independent department stores. The reason might be that department 

stores are more specialized. Specialty store personnel often have to 

perform more functions than their counterparts in a department store. 

The research has shown some conflicting results concerning the 

amount of agreement between retailers and educators concerning retail 

education. A number of studies have shown considerable disagreement 

between the two groups, but other studies have found considerable agree­

ment. The greater tendency for agreement in the studies by Cole and 

Beery might be partially attributable to the fact that the retailers in 

these studies were not randomly selected but were retailers reconmended 

by educators or stores with wham the schools had worked for internships. 

Thus, most of the retailers in these two studies did have contact with 
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educators and the two groups, through their communications, had probably 

influenced each other to some extent. It appears that agreement may be 

a function of communication between educators and retailers, concerning 

ooursework and oampetencies that should be included in retail education. 

Retail Intern Activities 

The research on problems related to internships agrees that more 

faculty time and effort is needed to help students plan and initiate 

expected learning activities of internships. 

Greenwood and Meszaros (1983) had horne economics administrators 

rank 31 problem statements concerning internships. One of the three 

highest rated problems was selection of acceptable work experiences 

related to the intern's career goals. This finding points to the 

importance of studying what activiites aspiring retail merchandisers 

should experience during an internship. 

Problems specifically related to textiles and clothing internships 

were identified by Scott (1978). The following problems related to 

intern activities were perceived: (1) inability of students to initiate 

learning experiences in a systematic way during the internship and to 

apply classroom knowledge to work experiences and (2) lack of oppor-

tunities for students to actually carry out the learning experiences 

required for the internship. This second problem implies that there may 

either be some disagreement between retailers and educators concerning 

activities interns should experience or lack of commitment by retailers 

to carry through planned activities. 

Tb determine what activities retail interns, preparing for retail 

management positions, should experience, it is necessary to look first 
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at the activities of management level retailers. This has implications 

for the activities interns might experience. 

Cole (1974) studied the time that merchandisers spend on various 

activities to aid in developing educational programs useful to retail 

merchandisers. Merchandisers reported spending the greatest amount of 

time on planning, evaluating and merchandising. This included calcu-

lating markups and markdowns, evaluating success or failure of sales 

promotions, examining sales figures, transferring merchandise and con-

ducting stock counts. The other activities that large amounts of time 

were spent on were personnel supervision, promotion and merchandise 

procurement. 

In studying different types of stores, Carmichael (1968) found a 

major difference between activities performed by middle managers in 

traditional department stores when compared to middle managers in 

discount, chain and variety organizations. He found the department 
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store middle manager to be more of a specialist with fewer activities to 

perform than mid managers in discount, chain and variety stores. 

Folladng that, the department store managers rated most selected 

activities of management as less crucial than the other store types. 

Greenwood (1972) identified five major functions of merchandiser in 

developing job profiles of buyers and assistant buyers. The five 

functions were 1) planning and evaluating merchandise, 2) procuring 

merchandise, 3) promoting sales, 4) merchandising departments, and 

5) supervising personnel. From these functions and with the input of a 

jury of fifteen retail merchants and 25 students in Oklahoma who had 

completed internships, ten performance goals were developed to serve as 

fi 
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a guideline for structuring internship activities. The ten performance 

goals identified by Greenwood were: 

(1) Maintain effective presentation of merchandise 

(2) Reconmend actions to insure maximum sales 

(3) Transmit merchandise information to others 

(4) Maintain proper systems and procedures 

(5) Initiate price changes and merchandise counts 

(6)--comnum.cate ana cooperate w:teh managemen'E 

(7) Assist sales persons on merchandise problems 

(8) Maintenance of records 

(9) Maintenance of stock 

(10) Miscellaneous activities 

Sirrq:;>son (1978) evaluated an instructional manual used in conjunc­

tion with internships at Oklahoma State University. The manual was 

based u)?On the first seven of the ten performance goals identified by 

Greenwood for student work experience. Activities for fashion interns 

were listed in the manual. Nineteen students and stores who had just 

previously participated in the internship program utilizing the manual, 

were surveyed. The results showed retailers indicating a number of 

activities that student interns would not be able to participate in or 

observe in their store. Students indicated problems with using the 

manual. Based on the results, recomnendations were made for revising 

the manual. It was recommended that ten activities be omitted from the 

manual based U:J?On what nine retailers res)?Onded would not be feasible 

for an intern to oamplete in their store. Most of these activities 

related to the buyers res)?Onsibilities in the areas of planning 
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advertising, processing merchandise and related paperwork and communi­

cations with the buying staff. 

Mariotz (1980) conducted a study to determine whether department 

store executives and cooperative education coordinators agreed on the 

activities important in an internship designed to prepare students for 

mid-management positions. This study also sought to determine whether 

student interns perceived that they were being exposed to those activi-

ties department store retailers perceived as essential or very 

important. 

Mariotz concluded that department store retailers and coordinators 

did agree on the relative importance of 25 of the 29 listed activities. 

The items that retailers did rate more important than educators were 

activities where the student would have daily exposure, as in sales 

activities. The items that coordinators rated more important than 
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retailers related to more sophisticated training, as in market research. 

Mariotz's study also revealed that students perceived receiving 

little exposure to same of the activities retailers rated as essential 

or very important. The interns tended to spend a lot of time on the 

selling floor, working with custcmers and stock keeping. Mariotz 

concluded that they received limited exposure on many activities the 

literature has shown important for mid management, including buying 

functions~<- hllllfah relations, operations and supervision. 

While Mariotz did not find agreement between retailers and educa-

tors concerning activities important during an internship a problem, the 

limited exposure that interns received on activities retailers consider 

important did reveal a problem. The same problem was detected in 

Kozma's study (1978) where 57 percent of the interns were found to be 



working primarily in sales. only 21 percent were employed in mid­

management type internships. Since these students were preparing for 

mid-management retail careers, it raises the question of whether they 

were getting the experiences they need on the job. It is possible that 

the reason in this case may be related to the fact that the students 

were fran a conmunity college program and thu::;; may have been younger or 

less mature than four-year college interns who tend to be juniors or 

seniors. It appears that the competencies retailers say students need 

are not always related to the experiences retailers are giving students 

during internships. 

Summary 

The internship has taken on an increasingly ~rtant role in 

higher education in the past fifteen years. , It has become a recognized 
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method for developing the career potential of students and making educa-

tion more relevant. 

Growth in the retail industry and its demand for college graduates 

has resulted in growth in the number of merchandising programs. The 

research into what retail education should include has led to suggested 

course topics and competencies aspiring retailers need. It has also led 

to the conclusion by numerous researchers that internships should be a 

part of retail education. The formal theoretical training and the con-

crete experience reinforce each other resulting in well-rounded poten-

tial executives. It is an effective method of blending the old way of 

working your way up the ladder with the newer needs for formal 

education. 
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One of the major problems identified in research on internship 

problems has been the identification and carrying through of acceptable 

activities during an internship. Often students do not complete all of 

the activities that they plan to and spend too much of their internship 

time on routine lower level activities. 

Chapter three describes the procedures of this study. It includes 

population and sample, instrumentation, data collection and analysis of 

data. 
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CHAPl'ER 3 

PROCEDURES OF THE Sl'UDY 

This research addressed some of the prd::>lems of retail internships 

by assessing the attitudes of retailers and educators toward intern-

ships. The attitudes concern school characteristics influencing 

retailers' participation in internships, retailer intern selection 

criteria, coursework important to be completed prior to internships to 

maximize the experience, and activities that should be included in 

retail internships. 

The purposes of this study were to: 1) provide information which 

will facilitate the development of meaningful and realistic internships 

for fashion merchandising students, 2) determine the degree of agreement 

between retailers and educators concerning internships, and 3) determine 

if different types of retailers have different attitudes toward intern-

ship experiences. The information pr~ided by this study may be useful 

to both educators and retailers. 

Population and Sample 

Population Studied 

The population studied in this research was fashion retail exec-

utive personnel directors and store managers, and educators supervising 

retail internships in the state of California. Generalizations will be 

made to these groups. 
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Sanples Studied 

The sample of retailers included one executive employment director 

from each chain store and large single unit store in california and a 

random sample of seventy small specialty and seventy branch stores of 

the chains. 

SamPle Selection 

The chain stores and large single unit stores were identified in 

large specialty stores, variety and furniture stores in the United 

States. It is broken into geographic areas, listing the California 

stores separately. Each listing indicates the type of store and how 

many branch stores, if any, exist. All apparel stores listed in Cal-

ifornia were used in this research. 

The branch stores were identified by first referring to Sheldon's 

Retail Directory, which indicated the number and location of branches 

for chain stores. Branches were selected at random and addresses looked 

up in telephone directories if not given in Sheldon's Retail Directo;Y. 

Seventy branch stores were identified and used. 

The small specialty stores, because of their great number were not 

listed in Sheldon's Retail Directory and so were drawn at random from 

telephone directories. Of approximately 200 telephone directories for 

the state of california, 100 were in the California State University, 

Chico library in alphabetical order. Every tenth directory was used. 

Under the yellow pages heading of apparel, every third store listed was 

selected until eight stores were identified. The first store selected 

from each directory was rotated beginning from the first, second, and 
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third section of the listings. Seventy small stores were identified to 

be included in the study. 

Tb identify cooperative education administrators supervising 

interns, the California Cooperative Education Association directory was 

used. Where a name of a person was not identified the letter was 

directed to the "Cooperative Education Director." 

The retail educator's sample was drawn b¥ identifying at least one 

four-year college in California. '!he Guide to california Colleges and 

Universities, 1983 edition, and the Eureka Career Information System was 

used to identify the colleges. Phone calls were made to each department 

chairperson to solicit names of faculty supervising interns. The fash­

ion merchandising faculty and the cooperative education administrators 

made up the educators sample. 

Instrumentation 

Two questionnaires were used in this study, one for retailers and 

one for educators. These questionnaires utilized a five category rating 

scale and included 61 questions for retailers, 59 questions for 

educators. 

Questionnaire Develgement 

The questionnaires were developed by this researcher. The section 

on activities an intern should experience was based on part of the ques-

tionnaire developed by Coates (1971). Coates developed her question-

naire to determine what informational topics and functional competencies 

were perceived by retailers as imPortant in the retail education of 
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potential management executives. The instrument was developed by 

gathering information from textbooks and course outlines of existing 

retail courses and by conducting a job analysis in merchandising. The 

result was 81 statements relating to informational topics and 29 func-

tional competencies. This instrument was validated by COates in three 

stages: 

1. Submission of the list to 14 retail executives for evaluation. 

and employment executives. 

3. Final modification. 

In 1976, Fishco used Coates' instrument to compare the training 

needs of potential retail executives as perceived by retail presidents 

or vice-presidents and retail employment executives. He validated 

COates' instrument by conducting a pilot study of 139 retail executives. 

Mariotz (1980) then used the 29 functional competencies of coates' 

study to determine students' perceived exposure to the competencies dur-

ing internships and the perceived importance of including the compe-

tencies in retail internships by personnel representatives in the top 

100 department stores in the u.s. Mariotz verified the reliability of 

the instrument by administering the questionnaire to seven students on 

two occasions several weeks apart. 

The instrument to be used in this study includes the 29 functional 

competencies developed by COates with same modifications. A few items 

that were not found important in internships, by Mar iotz, were elimi-

nated; some were reworded to be more specific and sane combined that 

were felt, by the researcher, to be repetitive. Items were added to 

,, 
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measure criteria for participation in internships and coursework that 

should be completed prior to an internship. 
i.i __ _ 

Pilot Study 
~ ··. - - .. 

The instruments used in this research were pilot studied in two 

phases. In the first phase the questionnaires were submitted to a panel 

of three retailers and three retail educators for evaluation and sugges-

tions. A chain deparbnent store, a discount deparbnent store and a 

small specialty store were included in phase one. The educators 

included cooperative education directors and a faculty member who 

supervises retailing interns. MOdifications were then made in the 

questionnaires. 

In phase two a pilot study was conducted by mailing the question-

naires, along with a letter, to 14 retailers and 8 educators. The 

retailers included deparbnent, specialty and discount stores. After two 

weeks a follow-up letter was mailed to retailers not responding. Seven 

of the eight educators responded. Nine of the fourteen retailers 

responded, including five specialty stores, two deparbnent stores and 

two discount stores. 

The results of the pilot study and co:rmnents made on it were used to 

make minor modifications on the final questionnaires. The final ques-

tionnaires used are given in Appendices A and B. 

Data Collection 

The data were collected in January, February, and March of 1984. 

Questionnaires were mailed and follow-up mailings and telephone calls 

were utilized. 
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On January 20, 1984 a cover letter, questionnaire and prepaid self­

addressed return envelope were mailed to 254 fashion retail stores and 

35 educators involved in supervising retailing interns in the state of 

California. On February 7, 1984 a follow-up letter, another question-

naire and prepaid self-addressed envelope were mailed to nonresponding 

stores. A follow-up letter, second questionnaire and prepaid self-

addressed envelope were mailed to nonresponding cooperative education 

8-__: ____ ::_-:_ __ -_ _:_.:._ __ :_ 
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stores still not responding on February 14, 1984. Correspondence for 

data collection is presented in Appendix c. 

On February 28, 29, and March 1, 30 retailers who had not responded 

were telephoned and encouraged to respond or indicate why they had not 

responded. The purpose of the telephone calls was to find out if the 

stores not responding differed from those who did respond. 

The responses on the telephone indicated no problem with the ques-

tionnaire or differences in those not responding. The most common 

reason given for not returning the questionnaire was simply that they 

had been very busy and not had a chance or had forgotten. In the 

larger, main stores the executive personnel directors do college 

recruiting and many had been so busy on recruiting trips that they had 

not been in the office much. Same people indicated that they had been 

on the job a short time and were not sure they were qualified to answer. 

Same of the people spoken to on the telephone had not received the ques-

tionnaire; they had possibly gone to another person in the organization. 
I 

Same retailers indicated that they did not have an internship program so 

they thought it did not apply to them, although the introductory letter 
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had explained that their response was ~rtant whether or not they had 

an intern program. 

Seventeen of the thirty stores spoken to by telephone indicated 

that they would try to return the questionnaire. Same requested that an 

addi tiona! questionnaire be mailed to them. One indicated that they had 

already returned the questionnaire. 

Analysis of Data 

The Statistical Packages for the Social Sciences (SPSS) was util-

ized in analyzing the data of this research. The data consisted of the 

ratings given each of 59 items on the questionnaires b¥ retailers and 

educators. 

Mean scores were calculated for each item by assigning scores of 1 

to 5 to the responses checked. A score of 1 was assigned to the 

response "no importance" in items one through 26 and to the response 

"none" on items 27 through 59. A score of five was given to the 

response "essential" on questions one through 26 and to the response 

"extensive" on items 27 through 59. Mean scores were calculated for the 

various groups compared in this research. 

Analysis of Variance (ANOIA) and Fisher's Multiple Range Test (LSD) 

were calculated to test for significant differences between types of 

retailers, main and branch stores, chain and non-chain stores, retailers 

and educators, and types of educators. The probability level used for 

determining significant differences was .05. 

Rank order tables were constructed to compare the items ranked 

highest within each group. These were used to compare same of the 

groups studied. 
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A Chi-Square analysis of distribution was done to compare the 

proportions rating the items three or higher and four or higher. On 

items one through twenty-six the responses were grouped 3-5 and 1-2 
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because response three was 11 important. 11 It was felt that respondents 

indicating an answer of tmportant, very important or essential regarded 

the item considerably more important than answers little tmportance or 

no importance. Items 27-59 were analyzed combining answers four and 

~ 
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were activities on which they felt interns should not just be exposed to 

but spend a considerable amount of time. In determining significant 

differences between groups, a .05 level of significance was used. 

Surmnary 

This research sought to provide information about the attitudes of 

retailers and educators toward retail internships that will facilitate 

developnent of retail internships for college students. It compared 

retailers by breaking them into groups several different ways. It also 

compared retailers to educators. 

The population for the research was fashion retail executive 

personnel directors and store managers, and college educators super-

vising students doing retail internships in the state of california. 

The retailers sample included one executive empl~ent director from 

each chain store and large single unit store in California, a random 

sample of 70 small specialty stores, and a random sample of 70 branch 

stores of the chains. The educator sample was selected by finding the 

name of a faculty member supervising internships and the 16 cooperative 
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education directors at each four-year college with a fashion merchan-

dising program or cooperative education program in california. 

The research instruments used in the research were developed by the 

researcher, modifying a questionnaire used in another study. The 

instruments were pilot studied to refine them. 

The data was collected b¥ mailing questionnaires, a cover letter 

and self-addressed, stamped envelopes to the sample. A second letter, 

ll-----,":iue-stiorulai-re-aild-sei-f-addressed-, s·t--wuped-&~vela~-we~e-mai-leS-t~-s-week~s----------

later. A reminder postcard was mailed one week later. 

The data were analyzed utilizing the Statistical Packages for the 

Social Sciences. Statistical analysis included ANOIA, Fisher's LSD 

(Multiple Range Test), Rank Order Tables and Chi-Square analysis of 

distribution. 

Chapter four presents the analysis of data. It includes responses 

to the questionnaire, data treabnent, comparison of respondents and 

nonrespondents and answering the research questions. 
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CHAPrER 4 

ANALYSIS OF THE DATA 

Introduction 

This study eKamined the attitude of retailers and educators, in the 

11-____ ____,_,.tate_o_f__Califo.r_n__ia_,_CQnc_e_m_in.g_r_e_ta_U_inte_rn.sh~p_a._T_b_e_attitu""d""'e_.,s __________ _ 

assessed concern school characteristics influencing retailer partici-

pation in internships, retailer intern selection criteria, coursework bo 

be completed prior bo internships bo maxlinize the experience, and activ-

ities that should be included in retail internships. 

In this chapter the findings of the data are presented. The 

research questions are addressed in relation to the data presented. 

Responses to the Questionnaire 

Of 289 questionnaires mailed bo retailers and educators, 208 were 

returned for an overall response rate of 72 percent. Nine of the ques­

tionnaires returned were not filled out with reasons stated by the 

respondents and three arrived after the data were put into the computer. 

A total of 196 responses were included in the data presented. 

The response rate of educators and retailers is given in Table 1. 

Educators responded overall at 80 percent. The overall response from 

retailers was 70.9 percent. 

48 
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Table 1 

Response Rate of Retailers and Educators 

N Total % of Usable % of 
Mailed Responses Mailed Responses Mailed 

Retailers 254 180 70.9 172 67.7 
Educator 35 28 QO 24 68.6 

:.:vTAUS-----289 288 "7"l 196 t::.7 Q 
I .C. v-,--.v 

In analyzing the data, the respondents were broken into groups by 

various methods for comparisons. Educators were divided according to 

department with which they are affiliated. Of the 24 educators fourteen 

~re Ho:rre Economics, eight were Cooperative Education and two were other 

affiliated, which ~re marketing faculty. Table 2 shows the frequen:::ies 

and percentages of faculty in each depart:rrent. 

Table 2 

Depart:rrent With Which Educators Were Affiliated 

Department Number Percent 

Ho:rre Economics 14 58.3 

Cooperative Education 8 33.3 
Other (Marketing) 2 8.3 

'IDTAL 24 100 

Retailers were divided into department, specialty, and discount 

stores for one comparison, main and branch stores for another comparison 
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arrl into chain and non-chain for the fin.:il comparison. The numbers and 

percent in each group are given in Table 3. 

Table 3 

Frequency and Percent of Responses for Retail Comparison Groups 

Retailer Category N % 

Department 54 31.9 

pecialty 96 56.8 

Discount 10 11.2 

Main Store 119 70.8 

Branch Store 49 29.2 

Chain 93 55 

Individually Owned 76 45 

Data Treatment 

The respondents rated 59 items on the questionnaire. Items one 

through 26 were rated as: essential, very ~ortant, important, little 

inportance or no importance. Questions 27 through 59 were rated for 

level of exposure needed and/or possible as: extensive, considerable, 

some, limited or none. These responses were converted to a five-point 

scale~ no importance and none rated as one, essential and extensive 

rated as five. 

The data were analyzed using the SPSS Computer programs. Mean 

scores were calculated for each comparison group. PNJVA arrl Fisher's 

LSD were used to test for significant differences in groups compared. 

Chi-Square analysis of distribution was done to compare the percent of 
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respondents rating the items 3 or higher or 4 or higher in the groups 

compared. Chi-Square was used to test for significant differences in 

the groups compared. In addition, rank order tables were constructed 
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for some comparison groups to compare highest arrl lowest rated i terns. A 

frequency table for all responses corrbined is given in Appendix E. 

Cbmparison of Respondents and Non-Respondents 

Since the response rate of retailers was below 80 percent, thirty 

retailers were phoned to encourage them to respond and to compare them 

to retailers who had responded to written requests for participation. 

The phoned and non-phoned respondents were compared by calculating 

means on each item on the questionnaire, and determining differences 

with ANOVA statistics. Significant differences were found on only five 

of the 59 items. In all items where there were differences, the phoned 

retailers rated the items as less important than other retailers. 

Item one, comeming the importaoce of internships was rated lower 

by phoned retailers than non-phoned retailers, significant at the 

.E = .005 level. This may have been one reas:m they did not respond as 

readily. 

There were no differences on the items concerning selection of 

schools for participation in internships or intern selection. Market­

ing, rated lower (E < .05), was the only course shCMing a difference 

between retailers phoned and not phoned. 

Four of the 33 activities an intern should experience were rated 

lower by phoned retailers. The activities and significaoce level are 

given in Table 4. 
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Item 
Number 

31 

48 

53 

Table 4 

Activities Rated IDwer by Phoned Retailers 

Activity .E 

Interpret Stock Control Information .024 

Assist in Planning Advertising Campaigns .015 

Compute stock turns .044 
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Fashion, or Other Information .049 

It was assumed the number and eKtent of the differences between the 

phoned and not phoned retailers did not warrant a separate analysis. 

Analysis of the data was continued. 

Answering the Research Questions 

Research Question One 

Research question number one was "'lb what eKtent are selected school 

characteristics perceived as important to retailers in selecting schools 

with which to participate in internship programs and are there differences 

in the perceptions arong the following groups: a) department, specialty 

and discount stores, b) chain and non-chain stores, c) main office and 

branch stores?" The factors studied concerning participation in intern-

ships were college status, curriculum quality, proximity of school to 

store, metropolitan or rural location of the school, and preferences to 

work with two-year private, corrmunity, or four-year colleges. Questions 
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t~ through eight are coooerned with the factors retailers use in selecting 

schools for internships. 

Table 5 gives the rank order of factors influencing the selection of 

schools for internships by all retailers corrbined. The highest ranked item 

was quality of the fashion retailing curriculum. Proximity of the school 

to store ranked second, being the only other item with a mean score over 

3.0, indicating the item was important, very important or essential. 

Strong preferences were not shown for the type of college although four-

year was rated highest, t~-year private lowest. Status of the college was 

the third ranked factor while lcx:::ation of the college in a rural or metro-

politan area showed little importance with a mean of 1.83. 

Department, Specialty and Disoount Stores. While the department and 

specialty stores did not differ significantly on participation factors, 

discount stores were significantly different on one factor of parti­

cipation. With significaooe at .E = .005 on !>NOVA, discount stores were 

less concerned with status of the college than department or specialty 

stores. The difference was also shown on Chi-Square analysis of distri-

bution, .E < .005. Tables 6 and 7 present the data comparing department, 

specialty and discount stores on participation factors by ANJVA arrl Chi­

Square respectively. 

Chain and non-chain stores. Chain and non-chain stores differed 

significantly on only t~ aspects of participation criteria. There was a 

difference in the preference to work with t~-year private colleges, 

significant on the ANOVA test with .E < .01, on question five. However, the 

mean scores were low for both chain and non-chain stores, below 2.0 in both 

cases, indicating little importance. 

=o.-==.=..=_-=-=-= 
t: ----- -----------
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Rank 
Order 

1 

2 

3 

4 

5 

6 

7 

Table 5 

Rank Order of School Characteristics Influencing Retailer 
Participation in Internships 

Item 
Nurrber Item 

3 Quality of the Fashion Retailing Curriculum 

4 Proximity of School to Store 

2 Status of the College 
' 

7 Preference to Work with 4-Year Colleges 

6 Preference to Wbrk with Community Colleges 

8 Preference to Work with Metropolitan 
over Rural 

5 Preference to Work with 2-Year Private Colleges 

Mean a 

3.55 

3.36 

2.87 

2.29 

1.99 

1.83 
1.71 

al = No Importance, 2 = Little Importance, 3 = Important, 4 = Very 
Important, 5 = Essential 

Non-chain stores showed a stronger preference to work with commu-

nity colleges on question six, significant with E < .001 on the ANO~ 

test. The Chi-Square analysis also shCMed significance at (E < .01), 

with a higher proportion of non-chain stores than individual stores 
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giving a rating of three (important) or higher. Table 8 gives the ANO~ 

results, Table 9 the Chi-Square analysis of distribution. 

Main and branch stores. There were no significant differences 

between main and branch stores in heM they answered the questions con-

cerning factors influencing retailers to participate in an internship 

program. AIIDVA results are given in Table 10, Chi-Square analysis of 

distribution in Table 11. 
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Item 

2 

3 

4 

5 

6 

7 

8 

Table 6 

Department, Specialty and Discount Stores• 
Ratings of School Characteristics 

Depart. Spec. Disc. 
Mean a Mean a Mean a 

Status of the College 3~02 2.88 2.18 

Quality of Fashion 
Retailing Curriculum 3.32 3.44 3.65 

Proximity of School to 
Store 3.30 3.32 2.94 

Preference bD Wbrk with 
2-year Priv. Schools 1.58 1.74 1.94 

Preference bD Work with 
Community Colleges 1.99 2.00 2.17 

Preference bD Wbrk with 
4-year Colleges 2.13 2.39 2.51 

Preference bD Wbrk with 
Metropolitan Rather 
Than Rural College 1.78 1.86 1.89 

**Significant at .01 level 

F 
Value 

5.53 

2.40 

2.50 

1.61 

.24 

1.88 

.15 

al = No Importance, 2 = Little Importance, 3 = Important, 4 = Very 
Inpor tan t, 5 = Essential 
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.005** 

.;OQ4 

.085 

.204 ~ 
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Table 7 

Percent of Department, Specialty arrl Discount Stores Rating School 
Characteristics Important, Very Important, or Essential 

Depart. Spec. Disc. Chi-
Item % % % Square .E 

56 

2 Status of the College 72.2 66.7 ... 29.4 10.77 .· ;.0046** 

3 Quality of Fashion 
Retailing Curriculum 94.4 95.8 89.5 1.25· .535 

4 Proximity of School to 
Store 71.7 76.0 88.9 2.18 .336 

5 Preference bo Wbrk with 
2-year Pr iv. Schools 6.0 14.6 22.2 3.78 .151 

6 Preference to Work with 
Comnunity Colleges 25.5 25.8 27.8 .04 .981 

7 Preference bo Wbrk with 
4-year Colleges 43.1 36.0 33.3 .90 .639 

8 Preference to Wbrk with 
Metropolitan Rather 
Than Rural College 16.0 18.7 22.2 .37 .831 

**Significant at .01 level 

g 
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Table 8 

Chain arrl Non-Chain Stores' RatinJS of 
School Characteristics 

Non-Chain Chain F 
Item Mean a Mean a Value 

2 Status of the College 2.87 2.84 .04 

3 Quality of Fashion 
Retailing Curriculum 3.56 3.52 .09 

4 Proximity of School to 
Store 3.41 - 3.39 .02 

5 Preference to Wbrk with 
2-yr. Private Schools 1.85 1.51 7.35 

6 Preference to Wbrk with 
Community Colleges 2.29 1.66 16.62 

7 Preference to Wbrk with 
4-yr. Colleges 2.41 2.13 2.44 

8 Preference to Wbrk with 
Metropolitan Rather 
Than Rural College 1.94 1.69 3.26 

*Significant at .05 level 
**Significant at .01 level 
***Significant at .001 level 

.E 

.839 

.761 

.892 

.008** 

.0001*** 

.120 

.073 

al = No Importance, 2 = Little Importance, 3 = Important, 4 =Very 
Important, 5 = Essential 
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Table 9 

Percent of Chain and Non-chain Stores Rating School Characteristics 
Important, Very Important, or Essential 

Non-Chain Chain Chi-
Item % % Square .E 

2 status of the College 62.6 67.6 .25 .620 

3 Quality of Fashion 
Retailing Curriculum 95.6 93.3 .08 .788 

4 Proxirni ty of School to 
Store 79-o-3 ..,.., r- II_C .498 ,~-.u •""V 

5 Preference to Wbrk with 
2-yr. Private Schools 15.5 7.1 1.82 .177 

6 Preference to Wbrk with 
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Community Colleges 35.3 14.3 7.79 .005** 

7 Preference to Wbrk with 
4-yr. Colleges 42.4 32.4 1.24 .266 

8 Preference to Wbrk with 
Metropolitan Rather 
Than Rural College 20.9 14.3 • 75 .387 

*Significant at .01 level 

- -
--------



Table 10 

Main and Branch Stores' Ratin:JS of 
School Characteristics 

Main Branch 
Item Mean a Mean a 

2 Status of the College 2.90 2.79 

3 Quality of Fashion 
Retailing Curriculum 3.58 3.49 

4 Proximity of School to 
Store 3.32 3.470 

5 Preference to Wbrk with 
2-yr. Private Schools 1. 73 1.66 

6 Preference to Wbrk with 
Corrmunity Colleges 1.99 1.98 

7 Preference to Work with 
4-yr. Colleges 2.34 2.15 

8 Preference to Work with 
Metropolitan Rather 
Than Rural College 1.85 1.80 

al = No Importance, 2 = Little Importance, 3 = Important, 
Important, 5 = Essential 
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F 
~=-=== 
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Value .E 

.41 .524 

.45 .505 

.53 .470 

.29 .595 

.01 .940 

.93 .335 

.10 .751 

4 = Very 



Table 11 

Percent of Main and Branch Stores Rating School Characteristics 
Important, Very Important, or Essential 

Main Branch Chi-
Item % % Square E 

2 Status of the College 66.1 ' 64.6 .00 .997 

3 QJ.ality of Fashion 
Retailing Curriculum 94.9 93.6 0 1.0000 

4 Proximity of School to 
Store 76.3 73.3 .04 .852 

5 Preference to Wbrk with 
2-yr. Private Schools 13.8 11.4 .02 .894 

6 Preference to Wbrk with 
Comnunity Colleges 23.9 28.9 .20 .653 

7 Preference to Wbrk with 
4-yr. College 38.9 37.0 .00 .964 

8 Preference to Work with 
Metropolitan Rather 

Than Rural College 18.9 15.9 .04 .836 
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Research Question Two 

Research question t~ was "'lb what extent are selected intern 

selection criteria perceived as important b¥ retailers and are there 

differences in the perceptions arrong the following groups: a) depart-

rnent, specialty and discount stores, b) chain and non-chain stores, and 

c) main office and braoch stores?" Questions nine through thirteen con-

cern intern selection. The factors ~re personality, major in college, 

grade point average, activities and leadership, and experience in 

retailing. 

Retailers in general rated pers:mality highest of the intern selec­

tion factors. The mean score for personality was over 4.0 (very inpor-

tant) for all groups compared. Activities and leadership was the second 

highest rated factor in selecting interns, with a major in college 

related to retailing rated third highest. The lowest rated factor was 

grade point average, experience in retailing just above grades. How-

ever, all five factors were rated with rnean scores over three, falling 

into the important, very important and essential ratings. Table 12 

gives the rank order. 

Department, specialty and discount stores. The ANOVA and Chi-

6l 

Square analysis of distribution sho~d no significant differences ~- -- ---

bet~en the types of stores concerning intern selection factors. Tables 

13 and 14 give the data conparing department, specialty, and discount 

stores on intern selection factors by ANOVA and Chi-Square analysis of 

distribution respectively. 

Chain and non-chain stores. The only significant difference found 

between chain and non-chain stores was on question thirteen concerning 
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retail experience. ANOVA shCMed chain stores more corx::erned with retail 

experience, _E-< -.05. The ANOVA data are given in Table 15, the Chi­

Square analysis in Table 16. 

Rank 
O:r::G!e-r 

1 

2 

3 

4 

5 

Table 12 

Rank Order of Intem Selection Factors 
As Rated by All Retailers 

Item 
N1.1!!t>er Item 

9 Per s:>nali ty 

12 Activities and Leadership 

10 Major in College Related to Retailing 

13 Experience in Retailing 

11 Grade Point Average 

JYI..ea.'1a 

4.18 

3.53 

3.31 

3.18 

3.11 

al = No Importance, 2 = Little Importance, 3 = Important, 4 = Very 
Important, 5 = Essential 

Table 13 

Department, Specialty arrl Discount Stores' 
Ratings of Intern Selection Factors 

~- - -------------­
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Table 14 

Percent of Department, Specialty arrl Discount Stores Rati~ Intern 
Selection Factors Important, Very Important, or Essential 

Depart. Spec. Disc. 
Item % % % 

9. Personality 100 100 100 

10. Major in College 
Rel-a-ted-OO-P~-ta-i-l-i-nC3-8-3.-6 79--.4 R4-.-2 

11. Grade Point Average 92.7 84.7 89.5 

12. Activities and 
Leadership 92.6 88.8 78.9 

13. Experience in 
Retailing 70.9 75.3 73.7 

Table 15 

Chain and Non-chain Stores' Ratings 
of Intern Selection Factors 

Non-Chain Chain F 
Item Mean a M:ana Value 

9. Personality 4.12 4.25 1.33 

10. Major in College 
Related to Retailing 3.36 3.271 .36 

11. Grade Point Average 3.03 3.20 3.12 

12. Activities and 
Leadership 3.42 3.66 3.11 

13. Experience in 
Retailing 3.02 3.33 .63 

*Significant at .05 level 

Chi-
Square .E 

• 54--.-7-6A 

2.18 .337 

2.65 .266 

.34 .843 

.251 

.55 

.079 

.080 

.033* 

al = No Importance, 2 = Little Importance, 3 = Important, 4 = Very 
Important, 5 = Essential 
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Table 16 

Percent of Chain arrl. Non-Chain Stores RatinJ Intern Selection 
Factors Important, Very Important, or Essential 

Non-Chain Chain 
Item % % 

9. Per s:mali ty 100 100 

10. f.1ajor in College 
Related to Retailing 83.9 78.7 

11. Grade Point Average 84.9 90.Q 

12. Activities and 
Leadership R5.9 92.1 

13. Experience in 
Retailing 66.7 81.3 

Chi­
Square 

.44 

.R3 

. 1.05 

3.84 

.506 

.362 

.305 

.050 

Main and branch stores. No significant differences were found 

between main and branch stores concerning intern selection criteria. 

The ANOVA and Chi-Square data are presented in Tables 17 and 18. 

Research Question Three 

Research question three was "'Ib what extent are selected courses 

perceived as irrportant to have been conpleted prior to a retailing 

internship, and are the perceptions different anong the following 
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groups? a) department, specialty and discount stores, b) chain and non-

chain stores, c) main and bra:o:h stores d) retailers and supervising 

educators, and e) supervising faculty and central cooperative education 

administrators?" Iterrs 14 through 25 are concerned with coursework. 

The courses include retailing, marketing, mercharrl.ising, math or 

•-=. ___ _ 
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Table 17 

Main and Branch Stores' Ratings of 
Intern Selection Factors 

Main Branch 
Item Mean a ~ana 

9. Per s::>nali ty 4.17 4.26 

10. Major in College 
Related to Retailing 3.24 3.40 

11. Grade Point Average 3.10 3.14 

12. Activities and 
Leadership 3.56 3.49 

13. Experience in 
Retailing 3.14 3.29 

F 
Value 

.57 .451 

.54 .464 

.17 .683 

.23 .634 

• 75 .387 

al = No Importance, 2 = Little Importance, 3 = Important, 4 = Very 
Important, 5 = Essential 

Table 18 

Percent of Main and Branch Stores Rating Intern Selection 
Factors Important, Very Important, or Essential 

Main Branch Chi-
Item % % Square 

9. Peroonality 100 100 

10. Major in College 
Related to Retailing 81.5 81.3 0 

11. Grade Point Average 87.4 89.8 .03 

12. Activities and 
Leadership 90.7 85.7 .45 

13 • Experience in 
Retailing 70.3 81.6 1.73 

.E 

1.0000 

.861 

.504 

.188 
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accoonting, co:rrputer, advertising arrl/or prorrotion, fashion theory, tex­

tiles, cannunications/human relations, rrerchandise display, fashion mar-

keting arrl management. 

All except one coorse, computers, had a mean score of 3.0 or higher 

irrlicating that the coorses were inportant. Table 19 gives the rank 

order, based on rrean scores of the twelve coorses as rated by educators. 

Comrrunications arrl/or human relations was the highest rated coorse Oiler-

_
11 
_____ -"'a""'ll,_,, as well as within each comparison groop. Managerrent and rrerchan-

disir)J were the other tw::> courses with a mean Oiler 3.5, the cutoff point 

for very irrportant or essential. The only coorse rated below 3.0 was 

co:rrputers with a mean of 2. 700. 

Dei_)artment, specialty and discount stores. For seven of the twelve 

courses no significant differences were found between department, 

specialty and discoont stores. The courses sha'ling differences were 

retailing, math or accoonting, conputers, textiles arrl display. Tables 

20 and 21 give the data for PNOVA and Chi-Square analysis of 

distribution. 

Specialty retailers rated item fourteen, a coorse in retailing, 

higher than discoont stores. Significance on PNOVA at .E < .OS. The 

Chi-Square analysis shaved differences significant at .E < .001, with a 

higher proportion of specialty stores rating retailing important, very 

~ortant, or essential. 

A coorse in math or accoonting, item seventeen, was rated more 

inportant by department stores, significant at .E < .01 1:¥ PNOVA and 

significant atE < .05 by the Chi-Square analysis of distribution. 

Tables 20 and 21 give the l>NJVA and Chi -Square data. 

u~--~---
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Rank 
Order 

1 
2 

3 
4 

5 

6 

7 

8 
9 

10 

11 

12 

Table 19 

Rank Order of Prerequisite Courses As Rated 
by Retailers, Based on Means 

Item 
Nunber Course 

22 Communications/Human Relations 

25 Mana:Jement 

16 Merchandising 

D J.Yiai:h-amior-kccoanting 

23 Merchandise Display 

14 Retailing Structure arrl Strategy 

15 Marketing 

24 Fashion Marketing 

20 Fashion Theory 

19 Advertising and/or Pronntion 

21 Textiles 

18 Computers 

al = No Importance, 2 = Little Importance, 3 = Important, 
Important, 5 = Essential 

Mean a 

3.96 

3. 73 

3. 72 

3--;-4-3 

3.42 

3.38 

3.36 

3.28 
3.18 

3.14 

3.06 

2.70 

4 = Very 
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Item 

14. 

15. 

16. 

Table 20 
Department, Specialty arrl Discount Stores' Ratin;JS 

of Prerequisite Courses 

Depart. 
Mean a 

Retailing structure 
and strategy 3.29 

Marketing 3.40 

Merchandising 3.44 

Spec. 
Mean a 

3.51 

3.40 

3.67 

Disc. 
Mean a 

3.00 

3.00 

3.80 

F 
Value 12 

3.59 .030* 

1.67 .191 

1.53 .219 
11-. -i•iai::h-or-Accoant-±ng 3. 7-5 3.3i 3-.16--4. 7-z--.3-:l:O* 
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18. Conputer 3.00 2.66 2.05 7.29 .001** 

19. Advertising arrl/or 
Prorrotion 3.24 3.13 2.90 1.05 

20. Fashion Theory 3.04 3.30 3.00 2.11 

21. Textiles 2.76 3.25 2.95 5.06 

22. Communications/Human 
Relations 3.87 4.02 3.90 .62 

23. Merchandise display 3.16 3.54 3.58 3.65 

24. Fashion Marketing 3.20 3.39 3.00 1.93 

25. Management 3.82 3.68 3.78 .44 

*Significant at .05 level 
**Significant at .01 level 

al = No Importance, 2 = Little Importance, 3 = Important, 4 = Very 
Inportant, 5 = Essential 

.352 

.125 

.007** 

.538 

.028* 

.148 

.648 

'" ~-----

~ 
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The greatest difference in coorses important to be corrpleted prior 

to an internship was the computer coorse, item eighteen. The "PNJVA sig-

nificance was .E < .001. The three groups all differed significantly from 

each other, although the ooerall mean was the lowest of all coorses, 

2. 70 indicating little importance. Depar~nt stores rated corrputer 

literacy highest of the three groups, discoont stores rated it lowest in 

importance. As Table 21 shCJNs, Chi-Square analysis of distribution also 

shCJNs a difference significant at < .01. 

TeKtiles, as a prerequisite coorse, was rated significantly higher 

by spe::ialty stores than depar~nt stores. Tables 20 and 21 shCJN that 

the significance on PNOVA was .E < .01 and .E < .05 by Chi-Square. 

Chain and non-chain stores. Chain and non-chain stores differed 

significantly on the inportarx::e of tw:> coorses, cornm.mications/hurnan 

relations, item 22, and management, item 25. The PNOVA significance on 

both coorses was at .E < .001, chain stores rating both coorses higher. 

However, the Chi-Square analysis of distribution did not show a signifi-

cant difference in the nurrber of responses important, very important or 

essential. Tables 22 and 23 give the "PNJVA and Chi-Square analyses, 

respe::tively. 

Main office and branch stores. Marketing was the only coorse rated 

differently by main and branch stores. "PNJVA showed a significarx::e at 

.E < .05 with nain stores and offices rating narketing higher. The Chi­

Square analysis of distribution shCJNed significance at .E < .01, with a 

higher percent of main stores rating marketing important or higher. 

Tables 24 and 25 give the PNOVA and Chi-Square data. 

;:; ___ _ 
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Item 

14. 

15. 

16. 

17. 

18. 

19. 

20. 

21. 

22. 

23. 

24. 

25. 

Table 22 

Chain and Non-chain Stores' Ratings of 
Prerequisite Courses 

Retailing Structure 
and Strategy 

Marketing 

Merchandising 

Math or Accounting 

Conputer 

Advertising and/or 
Prorcotion 

Fashion Theory 

Textiles 

Communications/Human 
Relations 

Merchandise Display 

Fashion Marketing 

Management 

Non-Chain 
Mean a 

3.41 

3.36 

3.70 

3.40 

2. 71 

3.24 
3.16 

3.01 

3.74 

3.40 

3.32 

3.49 

Chain 
Mean a 

3.33 

3.33 

3.74 

3.47 

2.68 

2.01 
3.16 

3.11 

4.21 

3.44 

3.21 

4.0020 

F 
Value 

.32 

.043 

.13 

.23 

.04 

2.64 

.02 

.40 

15.01 

.08 

.64 

14.21 

***Significant at .001 level 

.575 

.837 

.717 

.634 

.845 

.107 

.895 

.526 

.0002*** 

• 785 

.424 

.0002*** 

al = No Importance, 2 = Little Importance, 3 = Important, 4 = Very 
Inportant, 5 = Essential 

~ 
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Table 23 

Percent of Chain and Non-Chain Stores Rating Prerequisite Courses 
Important, very Important, or Essential 

Item 
Non-Chain 

% 
Chain 

% 
Chi­

Square 

14. Retailing Structure 
and Strategy 86.5 88.9 .05 .831 

15. Marketing 83.5 R2.7 0 1.0000 

16. M:rchandising 92.4 95.9 .40 .530 

17. Math or Accounting 85.9 84.2 .01 .934 

18. Corrputer 50.5 60.5 1.29 .257 

19. Advertising and/or 
Prorrotion 79.1 74.3 .29 .588 

20. Fashion Theory 83.5 78.9 .31 .578 

21. Textiles 68.9 76.3 • 79 .373 

22. Communications/Human 
Relations 94.5 98.7 1.02 .312 

23. Merchandise Display 88.0 84.0 .28 .597 

24. Fashion Marketing 86.8 82.9 .24 .625 

25. Management 86.5 96.1 3.43 .064 
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Item 

14. 

15. 

16 0 

17 0 

18. 

19. 

20 0 

21. 

22. 

23. 

24. 

25. 

Table 24 

Main and Branch Stores' Ratings of 
Prerequisite Courses 

Main Branch F 
Mean a ~ana Value 

Retailing Structure 
and Strategy 3.38 3.36 .03 

Marketing 3.46 3.10 5.56 

~rchandising 3.71 3.77 .14 

Math or Accounting 3.46 3.35 .47 

Conputer 2.78 2.55 1.84 

Advertising arrl/or 
Pronotion 3.17 3.04 .69 

Fashion Theory 3.13 3.33 1.86 

Textiles 2.99 3.27 3.00 

Communications/Human 
Relations 3.92 4.08 1.32 

Mercharrlise Display 3.42 3.478 .12 

Fashion Marketing 3.31 3.21 .so 
Mancgement 3.67 3.8 1.56 

*Significant at .05 level 

.E 

.865 

.020* 

0 711 

.493 

.177 

.409 

.174 

.085 

.252 

.711 

.479 

.213 

al = No Importance, 2 = Little Importance, 3 = Important, 4 = Very 
Inportant, 5 = Essential 
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Table 25 

Percent of Main and Branch Stores Rating Prerequisite Courses 
Important, Very Important, or Essential 

Item 

14. Retailing Structure 
and Strategy 

1--§-. -Iv'~-~k-et-i-ns 

16. M:rchandising 

17. Math or Accoonting 

18. Conputer 

19. Advertising and/or 
Prorrotion 

20. Fashion Theory 

21. Textiles 

22. Communications/Human 
Relations 

23. Merchandise Display 

24. Fashion Marketing 

25. Manag erren t 

**Significant at .01 level 

Main 
% 

R8.8 
QO '7 
OJ---.--1 

94.1 

85.6 

74.2 

78.6 

79.7 

69.2 

97.4 

86.4 

86.4 

92.2 

Branch 
% 

86.7 
&::Q Q vv--.v 

93.6 

85.7 

49.0 

72.3 

85.4 

83.3 

95.8 

57.5 

83.3 

89.8 

Clli­
Square 

.01 
0 AQ 
_, •• \:1 

0 

1.02 

.43 

.41 

2.78 

.00 

0 

.07 

.04 

12 

.918 

.99-2** 

1.0000 

1.0000 

.312 

.510 

.520 

.096 

.964 

1.0000 

.785 

.847 
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Retailers and educators. Of the twelve coorses rated for impor­

tance as a prerequisite to internships, all except two were rated higher 

by educators than retailers. Differences, havever, ~re significant on 

only foor coorses: retailing, marketing, fashion theory, arrl mer-

chandise display. 

Item fourteen, retailing structure and strategy, was rated higher 

by educators, significant at .E < .05 on the ANOVA test, as seen in 

Table 27. Table 26, comparioo the rank order of coorses py retailers 

and educators, shavs retailers ranking retailing structure and strategy 

coorse as sixth, mile educators rank it second in inportance of the 

blelve coorses. 

Marketing, item 15, and fashion theory, item 20, ~re also both 

rated higher by educators, significant atE < .05 on both ANOVA and Chi­

Square, as displayed in Tables 27 and 28. 

The only coorse rated higher by retailers than educators was item 

23, merchandise display ANOVA significant atE < .01. Display is fifth 

in the rank order by retailers and t~lfth by educators. (Table 26.) 

The ali-Square analysis of distribution, Table 28, shavs a signifi-

cant difference at .E < .05, for the corrputer coorse, item eighteen. A 

much higher prcportion of educators rated this coorse inportant, very 

important or essential, even thoogh it ranks low on both rank order 

listings. 

The rank order table, Table 26 , shavs another difference bet~en 

retailers arrl educators. The retailer mean scores are abwe 3.5 for 

only three coorses, \'fuereas eight coorses shav educator means abwe 3.5, 

irrlicating they are very inportant. For both retailers and educators 

-~ 
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Table 26 
Comparison of Rank Order of Prerequisite Courses As Rated 

by Retailers and Educators Based on Means 

Educators Retailer 
Item Course Rank Rank 

22. Conmunications/Hum:m 
Relations 1 

14. Retailing Structure 
and Strategy 2 

16. Merchandising 

15. M:irketing 

20. Fashion 'Iheory 

25 • M:inag erren t 

24. Fashion Marketing 

17. M:ith or J.lccounting 

21. Textiles 

19. Advertising and/or 
Prorrotion 

3 

4 

5 

6.5 

6.5 

8 

9 

10 

18. Conputer 11 

23. Merchandise Display 12 

1 

6 

3 

7 

9 

2 

8 

4 

11 

10 

12 

5 

Educators Retailer 
Meana Meana 

4.08 

4.00 

3.83 

3.78 

3.61 

3.57 

3.57 

3.52 

3. 46 

3.22 

3.04 

2.91 

3.96 

3.38 

3.72 

3.36 

3.18 

3. 73 

3.28 

3.43 

3.06 

3.14 

2.70 

3.42 

al = No Importance, 2 = Little Irnportan:::e, 3 = Important, 4 = Very 
Irrportant, 5 = Essential 
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Table 27 

Retailer arrl Educator Ratirgs of 
Prerequisite Courses 

Retailer Educator 
Item Course Mean a ~ana 

14. Retailing Structure 
and Strategy 3.38 4.00 

15. Marketing 3.36 3.78 

16. ~rchandising 3.72 3.83 

17. Math or Accounting 3.43 3.52 

18. Oonputer 2.70 3.04 

19. Advertising arrl/or 
Pronotion 3.14 3.22 

20. Fashion Theory 3.18 3.61 

21. Textiles 3.06 3.46 

22. Communications/Human 
Relations 3.96 4.08 

23. ~rcharrlise Display 3.42 2.91 

24. Fashion Marketing 3.28 3.57 

25. Management 3.73 3.57 

*Significant at .05 level 
**Significant at .01 level 

F 
Value 

11.59 .001** 

4.61 .033* 

.31 .579 

.18 .672 

2.58 .110 

.16 .689 

4.54 .034* 

3.61 .059 

.47 .493 

6.84 .010* 

2.06 .153 

.71 .401 

al = No Importance, 2 = Little Importance, 3 = Important, 4 = Very 
Inportant, 5 = Essential 
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Item 

14. 

15. 

16. 

17. 

18. 

19. 

20. 

21. 

22. 

23. 

24. 

25. 

Table 28 

Percent of Retailers and Educators Rating 
Prerequisite Courses Important, Very Important, or Essential 

Retailer Educators 
% % 

Retailing Structure 
and Strategy 87.8 95.7 

Marketing 83.4 95.7 

Merchandising 94.1 95.7 

Math or Accamting 85.4 91.3 

Conputer 55.3 82.6 

Advertising and/or 
Pronotion 76.8 82.6 

Fashion Theory 81.8 87.0 

Textiles 72.8 83.3 

Communications/Human 
Relations 96.4 95.8 

Merchandise Display 86.2 73.9 

Fashion Marketing 85.3 91.3 

Management 91.1 87.0 

Oli­
Square 

.58 
... 1.50 

0 

2.02 

5.15 

.13 

.10 

• 73 

0 

1.62 

.21 

.06 

.445 

.221 

1.000 

.653 

.653 

• 718 

• 748 

.393 

1.000 

.204 

.646 

.800 
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eleven of the t~lve coorses have means above 3.0, three bein:J the response 

for important. 

Supervising faculty and central cooperative education coordinators. 

The AISOVA results are given in Table 29, givin:J means for supervising 

faculty in both hOI'!e economics and marketing, as well as cooperative educa-

tion. Significant differences were foond for two coorses. 

Textiles, item 21, was rated significantly higher by hOI'!e economics 

faculty. The Chi-Square analysis of distribution, Table 30, also shCMs a 

difference significant at .E < .001. 

Table 29 shCMs hOI'!e economics faculty rating fashion marketing higher 

than cocperative education directors. The significance is .01 on the ANJVA 

test. 

Research Question Four 

Research question four was: "What levels of exposure are perceived as 

appropriate for selected intern activities during a retailing internship; 

and, are the perceptions different arrong the following groops: a) depart-

ment, specialty and discoont stores; b) chain and non-chain stores; c) rrain 

office and branch stores; d) retailers and college educators supervising 

internships, and e) supervising faculty and central cocperative education 

administrators?" Items 27 through 59 on the questionnaire are coocerned 

with activities an intern should experience. 

Rank order tables are presented in Table 31 to shCM the arrount of 

exposure all retailers arrl all educators felt was needed arrl/or possible 

for the various activities during an internship. They are ranked according 

to means. The retailer and educators' means on all thirty-three items were 

ab01e 2.8, indicating that they felt interns should have sorre exposure to 

~-----
~ 
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Table 29 

Supervising Faculty and Cooperative Education Administrators' 
Ratings of Prerequisite Courses 

Item 

14. Retailing Structure 
and Strategy 

1C:: Dlf.a-~k-et.i-rlg ..... ..., . 
16. Merchandising 

17. Math or Acca.mting 

18. Conputer 

19. Advertising and/or 
ProiiDtion 

20. Fashion Theory 

21. Textiles 

22. Communications/Human 
Relations 

23. Merchandise Display 

24. Fashion Marketing 

25. Management 

*Significant at .05 level 

HE 
Mean a 

4.23 
"l QJ; 
.JeV..J 

4.08 

3.62 

3.31 

3.00 

3.92 

3.93 

3.93 

3.00 

4.08 

3.54 

Other 
Co-oo (Marketing) F 
Meana Meana Value 

3.50 4.50 1.90 
"l_bO __ A_bO 
Je.JV -ze.JV 

, ')_1 
...L.eLo..L. 

3.38 4.00 1.69 

3.25 4.00 .80 

2.75 2.50 1.71 

3.50 3.50 .86 

3.13 3.50 1.43 

3.00 2.00 5.01 

4.38 4.00 .64 

2.88 2.50 .29 

2.88 3.00 5.69 

3.75 3.00 .55 

al = No Importance, 2 = Little Irnpor tance, 3 = Important, 4 = Very 
Inportant, 5 = Essential 
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.176 
"l_l_Q 

e.J.J...V 

.209 

.464 ------

.206 
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.440 

.264 

.017* 

.536 

.749 

.011* 

.585 
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Table 30 

Percent of Supervising Faculty and Cooperative Education Administrators 
Rating Prerequisites Courses Important, Very Important, 

Item 

14. Retailing Structure 
and Strategy 

15. Marketing 

16. M:rchandising 

17. Math or Accamting 

18. Cbnputer 

19. Advertising and/or 
Pronotion 

20. Fashion Theory 

or Essential 

HE 
% 

100 

100 

100 

100 

'92.3 

76.9 

92.3 

Co-op 
% 

'87 .5 

87.5 

87.5 

75.0 

75.0 

. 87.5 

75.0 

Other 
(Marketing) 

% 

100 

100 

100 

100 

50.0 

100 

100 

Chi­
Square 

1.96 

1.96 

1.96 

4.11 

2.65 

.85 

1.64 

.E 

.375 

.375 

.375 

.128 

.265 

.655 

.441 

8l 

21. Textiles 100 75.0 0 13.20 .001** 

22. Communications/Human 
Relations 92.9 100 100 • 75 .689 

23. Merchandise Display 76.9 75.0 50.0 .66 .719 

24. Fashion Marketing 100'. 75.0 100 4.11 .128 

25. Mancgement 84.6 87.5 100 .37 .833 

**Significant at .01 level 
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Table 31 

Comparison of Rank Order of Activities by Retailets 
and Educators Based on Means 

~ -~-- ------ --- -----------1 
Rank by Ra:

1nk by Retailer Educator 
Item Retailers ,acators Meana Meana 

28. Develop an effective selling teclmique 1 ll 4.25 3. 77 

36. Rearrange merchandise presentation on the sales floor 2 18 4.05 3.48 

33. Observe and report to buyer/manager consumer reactions 
to merchandise 3 I 2 4.05 4.05 

31. Interpret stock control information 4 8.5 3.99 3.82 

57. Assist and supervise other salespeople concerning selling, 
merchandise information, etc. 5 110 3.98 3.81 

27. Identify various types of target customers and recognize 
psychological buying motives and needs of customers 6 4 3.94 3.96 

34. Compile and analyze customer want lists and discuss with 
buyer/manager 7 8.5 3.81 3.82 

32. Conduct inventory 8 21 3.75 3.37 

58. Attend managers/buyers meetings 9 2 3. 73 4.05 

30. Counting and filling in stock 10 23 3.68 3.32 

43. Carry out markdowns ll 28 3.65 3.14 

59. Conduct part of a sales meeting an product, fashion, or 
other information 12 14.5 3.65 3.68 

35. Shop competition for buyer/manager 13 12 3.65 3.73 

, , ·!I, lil 

! i 

·: ~ : I 

(X) 
N 



Table 31 (Continued) 

Rank By 
Item Retailers 

39. Check in new merchandise 14 

56. Supervise stock keeping 15 

37. Create window or interior displays 16 

38. Evaluate and discuss window and interior displays with 
management 17 

41. Compute markups 18 

44. Conduct transfer of merchandise between stores 19 

47. Assist in planning and carrying out reorders 20 

46. Assist buyer in selecting merchandise and estimating 
quantities 21 

53. Compute stock turns 22 

45. Assist buyer in drawing up a buying plan 23 

51. Conduct a follow-up or report on customer reaction 
to an ad 24 

54. Compute cash, quantity, trade and functional 
discounts 25 

55. Interpret a balance sheet and profit and loss statement 26 

40. Record outstanding orders 27 

49. Help select merchandise for ads and other 
promotions 28 

42. Return merchandise to vendors 29 

48. Assist in planning advertising campaigns 30 

.II, Iii 1.1· 

' 

! ' 

I· 

Railk by 
EdtiiCators 

1. 

29.5 

21 

32 

26.5 

19 

31 

14.5 

6.5 
14.5 

5 

124 

14.5 

2 

25 

21 
29.5 

17 

Retailer 
Mean a 

3.61 

3.51 

3.48 

3.48 

3.41 

3.36 

3.35 

3.34 
3.34 

3.23 

3.30 

3.27 

3.25 

3.25 

3.14 
3.14 

3.13 

iH; 

II 
I! 

11 

I! 

Educator 
Mean a 

3.09 

3.36 

2.91 

3.18 

3.46 

3.05 

3.68 

3.86 

3.68 

3.91 

3.27 

3.68 

4.05 

3.23 

3.36 
3.09 

~ 
3.50 



Table 31 (COntinued) 

Item 

29. Complete various customer transactions such as sales, 
layaway, credit, special order, etc. 

50. Review an ad-layout for an advertised item 

52. Help with fashion show preparations 

*Significant at .05 level 
al = None, 2 = Limited, 3 = Same, 4 = Oonsiderable, 5 = EKtensive 

Rank by 
Retailers 

31 

32 

33 

IIi lli I, I 

Rar~ by 
Edtjcators 

6.5 

26.5 

33 

Retailer 
Mean a 

3.05 

3.05 

3.04 

Educator 
Mean a 

3.86 

3.18 

2.86 

::mrmn:JJii. r.1~ 

II 

.II: 
,'I·. 

00 

"" 

:I 
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all of the activities. Retailer's means were over 3.5 for fifteen 

activities, the cut~ff point for considerable or eKtensive exposure 

needed. Educators' means were over 3.5 for seventeen items. 

De:r;:artment, specialty and discomt stores. Departrrent, specialty, 

arrl discoont stores differe::l significantly on the exposure interns 

shoold get to eight activities. For six of these eight items, specialty 

stores rate::l the activities higher than the other types of stores. 

Specialty stores rated four activities, based on mean scores, 

higher than both department arrl discoont stores. The activities were 

items 27, identify various types of target customers and recO;;Jnize 

psychological buying notives and needs of customers (E < .001), item 52, 

help with fashion shav preparations (E < .0001), item 55, interpret a 

balance sheet and profit and loss state:rtent (E < .01), and item 59, con­

duct part of a sales meeting on product, fashion or other informa.tion 

(E < .001). The Chi-Square analysis also shaved a higher proportion of 

specialty stores rating all these activities for considerable or eKten-

sive exposure, significant at .E < .01 for all except item 27 mich was 

significant at .E < .001. Tables 32 and 33 give the .ANOVA and Chi-Square 

analyses, respectively. 

Specialty stores had a higher mean score than discoont stores for 

item 33, cbserve and report to buyer/mancger consu:rter reactions to :rter-

chandise, significant at .E < .05 (Table 32). The Chi-Square analysis 

was significant at .E < .05, with a higher proportion of specialty stores 

rating the exposure neede::l as considerable or extensive (Table 33). 

Item 38 , e\Taluate and discuss windav and interior displays with 

rnancgement, was rate::l higher by specialty than department stores, AIDVA 

::; ___ _ 

8_--~ 



Table 32 

Department, Specialty and Discount Stores' 
Ratings of Intern Activities 

I --------

I Depart. Disc. Spec~:. F 
Item Mean a Mear!la Mean a Value E. 

I 
I 

27. Identify various types of target customers and recognize 
psychological buying motives and needs of customers 3.66 4.131 3.79 7.24 .001** 

28. Develop an effective selling technique 4.07 4.35 4.21 2.52 .084 

29. Complete various customer transactions such as sales, 
layaway, credit, special order, etc. 4.22 3.89 4.00 2.87 .059 

30. Counting and filling in stock 3.89 3.56 3.68 2.63 .075 

31. Interpret stock control information 4.07 3.98 3.84 .59 .555 

32. Conduct inventory 3.75 3.76 3.68 .059 .941 

33. Chserve and re:port to buyer/manager consumer reactions 
to merchandise 3.95 4.161 3.74 3.15 .046* 

34. Compile and analyze customer want lists and discuss with 
buyer/manager 3.76 3.91 3.42 2.76 .066 

35. Shop corrq;>etition for buyer/manager 3.64 3.66 3.58 .08 .925 

36. Rearrange merchandise presentation on the sales floor 4.00 4.05 4.21 .49 .615 

37. Create window or interior displays 3.09 3.64 3.74 7.42 .001** 

38. Evaluate and discuss window and interior displays with 
management 3.15 3.661 3.47 5.18 .004** 

39. Check in new merchandise 3.69 3.57 3.58 .26 .769 00 
(j\ 

.. I I r.: \ ',Jf',,· II:.- ;[.' , 
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Table 32 (Continued) 

1. 

Depart. 
·i· 

Spec~:. 

Item Mean a Mearta 

40. Record outstanding orders 3.33 3.29 

41. Compute markups 3.40 3.45 

42. Return merchandise to vendors 3.16 3.23 

43. Carry out markdowns 3.64 3.67 

44. Conduct transfer of merchandise between stores 3.52 3.31 

45. Assist buyer in drawing up a buying plan 3.31 3.30 

46. Assist buyer in selecting merchandise and estimating 
quantities 3.35 3.38 

47. Assist in planning and carrying out reorders 3.38 3.37 

48. Assist in planning advertising campaigns 3.13 3.18 

49. Help select merchandise for ads and other 
promotions 3.00 3.241 

50. Review an ad-layout for an advertised i tern 2.93 3.14 

51. Conduct a follow-up or report on customer reaction 
to an ad 3.16 3.43 

52. Help with fashion show preparations 2.70 3.31 

53. Compute stock turns 3.22 3.43 

·!I: 1:1. 1 .. 1: 

Disc. F 
Mean a Value 

2.78 2.04 

3.18 .42 

2.61 2.74 

3.58 .09 

3.11 1.34 

2.59 3.27 

3.06 .61 

3.12 .42 

2.88 .53 

3.06 .88 

2.94 .89 

3.06 2.05 

2.58 10.66 

3.21 .86 

'il'" 
I! 
II I 

E. 

.134 

.657 

.068 

.917 

.265 

.040* 

.542 

.656 

.592 

.417 

.414 

.133 

.000*** 

.424 

'" ;: 

00 
'-J 



Table 32 (Continued) 

Depart. 
Item Mean a 

54. Compute cash, quantity, trade and functional 
discounts 3.06 

55. Interpret a balance sheet and profit and loss statement 3.02 

56. Supervise stock keeping 

57. Assist and supervise other salespeople concerning selling, 
merchandise information, etc. 

58. Attend managers/buyers meetings 

59. Conduct part of a sales meeting on product, fashion, or 
other information 

*Significant at .05 level 
**Significant at • 01 level 
***Significant at .001 level 

3.44 

3.84 

3.60 

3.33 

al = None, 2 = Limited, 3 = Some, 4 = Considerable, 5 = EKtensi ve 

Spec. 
Mean a 

3.37 

3.50 

3.51 

4.031 
3.83 

3.881 

.11 1::. [ 

Disc. F 
Mean a Value 

3.37 1.59 

2.61 5.35 

3.72 .63 

4.16 1.23 

3.58 1.34 

3.39 7.60 

:·n .. ,,,,IILIImTr::,q:jLI'I'! 
I' :I 

II 

£ 

.208 

.006** 

.533 

.295 

.265 

.001** 

,j 

(X) 
(X) 



Table 33 

Percent of Department, Specialty and Discount Stores Ratling Intern 
Activities for considerable or EKtensive Exposurl 

,1, 

Depart. I Spec. Disc. Chi-
Item % 

1.% 
% Square £ 

27. Identify various ~s of target customers and recognize I 
psychological buying motives and needs of customers 60.0 ;186.3 68.4 13.75 .001** 

28. Develop an effective selling technique 83.6 r·s 78.9 1.54 .462 

29. Complete various customer transactions such as sales, 
layaway, credit, special order, etc. 85.5 ·166.3 78.9 6.96 .031* 

30. Counting and filling in stock 72.7 ·146.4 63.2 10.28 .006* 

31. Interpret stock control information 78.2 ]75.5 63.2 l. 73 .421 

32. Conduct inventory 65.5 r6.0 57.9 .47 .792 

33. Observe and report to buyer/manager consumer reactions 
to merchandise 80.0 r6.7 57.9 8.85 .012* 

34. Compile and analyze customer want lists and discuss with 
buyer/manager 69.1 J72.4 42.1 6.78 .034* 

35. Shop competition for buyer/manager 60.0 159.2 52.6 .34 .845 

36. Rearrange merchandise presentation on the sales floor 80.0 J76.3 68.4 1.07 .586 

37. Create window or interior displays 36.4 S7.1 63.2 7.32 .026* 

38. Evaluate and discuss window and interior displays with ~1.2 management 34.5 47.4 10.16 .006** 

39. Check in new merchandise 59.3 151.0 47.4 1.24 .539 

Co 
~ 
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Table 33 (Continued) 

j 
Depart. Disc. Chi-r· Item % % % Square E 

40. Record outstanding orders 51.9 
I 

4,0.8 27.8 3.62 .164 

41. Compute markups 54.5 I 41.2 1.03 .599 419.0 
42. Return merchandise to vendors 38.2 318.8 22.2 1.85 .396 

43. Carry out markdowns 61.8 5(7.1 57.9 .32 .851 

44. Conduct transfer of merchandise between stores 51.9 4:2.6 27.8 3.36 .187 

45. Assist buyer in drawing up a buying plan 50.9 I 11.8 9.02 .Oil* 49.5 

46. Assist buyer in selecting merchandise and estimating ~2.6 quantities 50.9 47.1 .19 .911 

47. Assist in planning and carrying out reorders 58.2 47.1 .85 .655 12.1 
48. Assist-in planning advertising campaigns 36.4 31'7.1 35.3 .02 .988 

49. Help select merchandise for ads and other 
promotions 35.2 4,4.3 38.9 1.23 .540 

I 
50. Review an ad-layout for an advertised item 29.1 3r5.4 27.8 .85 .655 

51. Conduct a follow-up or re:port on customer reaction 
to an ad 38.2 47.9 33.3 2.12 .347 

52. Help with fashion show preparations 22.2 
I 

4,6.9 15.8 12.81 .002** 
I 

53. Compute stock turns 41.8 4,6.9 47.4 .40 .820 

~ 

··!I: ill. i·"J' ' ,1rtrrmli 
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Table 33 (Continued) 

Item 

54. · Collpute cash, quantity, trade and functional 
discounts 

55. Interpret a balance sheet and profit and loss statement 

56. Supervise stock keeping 

57. Assist and supervise other salespeople concerning selling, 
merchandise information, etc. 

58. Attend managers/buyers meetings 

59. Conduct part of a sales meeting on product, fashion, or 
other information 

*Significant at .05 level 
**Significant at .01 level 

Depart. 
% 

36.4 

41.8 

52.7 

65.5 

60.0 

42.6 

.Ll, j!L 1., 
I I 

i 

! 

I 

Sflec. 
1% 

~1.6 
!:li3.6 
4:8.4 

I 
114.0 

613.5 
619.1 

Disc. 
% 

52.6 

38.9 

66.7 

78.9 

57.9 

44.4 

Chi­
Square 

3.54 

2.66 

2.05 

1. 79 

.32 

11.40 

.E. 

.117 

.265 

.359 

.408 

.852 

.003** 

1:3 

1.. 
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significant at .E < .01 (Table 32). In addition, a higher proportion of 

specialty sbores rated this item considerable or eKtensive, significant 

at .E < .01 (Table 33). 

Item 37, create windoo or interior displays, was rated lower by 

department than disco..mt arrl specialty sbores. ANJVA (Table 32) was 

significant at .E < .001. Chi-Square analysis of distribution (Table 33) 

was significant at .E < .05, with a lower percent of department stores 

rating this activity considerable or extensive. 

Item 45, assist buyer in drawing up a buying plan, was rated lower 

by discount stores, significance on ANOVA at .E < .05 (Table 32). Chi­

Square analysis of distr ib.ltion showed a lov.er percent of discount 

stores rating the item lower also, significant at .E < .05 (Table 33). 

Chain and non-chain stores. Chain and non-chain stores differed on 

their ratings of thirteen of the 33 activities an intern should eKperi-

ence. On nine of the thirteen activities rated significantly different, 

the non-chain stoes rated the activities higher than the chain sbores. 

The catplete data are given in Tables 34 and 35. 

For nine of the activities non-chain stores rated exposure needed 

higher than chain stores (based on mean scores). Three activities v.ere 

significant at the .E < .0001 level, item 48, assist in planning adver­

tising carrpaigns, item 52, help with fashion show preparations and item 

46, assist buyer in selecting merchandise and estimating quantitites. 

Significant. at the .E < .001 level was item 49, help select merchandise 

for ads and other prorrotions. The .E < .01 level of significance held 

for two activities, item 45 assist buyer in drawing up a buying plan and 

item 47, assist in planning and carrying out reorders. 

-----



Table 34 

Chain and Non-chain Stores • Ratings of 
Intern Activities 

__ j 
Non-chain l:ha. (1, J.n F 

Item Mean a ll11eana Value £ 

I· 

27. Identify various types of target customers and recognize 
psychological buying motives and needs of customers 3.95 13.92 .05 .829 

28. Develop an effective selling technique 4.22 4.27 .18 .676 

29. Oamplete various customer transactions such as sales, 
layaway, credit, special order, etc. 4.00 4.00 0 1.000 

30. Counting and filling in stock 3.70 3.65 .u .739 

31. Interpret stock control information 4.08 3.90 2.00 .159 

32. Conduct inventory 3.84 3.63 2.31 .130 

33. Observe and report to buyer/manager consumer reactions 
to merchandise 4.04 14.04 .00 .977 

34. Compile and analyze customer want lists and discuss with 
buyer/manager 3.89 3.71 1.89 .171 

35. Shop competition for buyer/manager 3.59 3.71 .77 .380 

36. Rearrange merchandise presentation on the sales floor 3.93 4.21 5.46 .021* 

37. Create window or interior displays 3.62 3.30 4.94 .028* 

38. Evaluate and discuss window and interior displays with 
management 3.54 13.41 .82 .367 

39. Check in new merchandise 3.65 3.56 .37 .545 
~ 

liL I .. I. 

'i'IJ::!'r'·· 

I 
:.·' I '·, 

I 
I • 
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Table 34 (Continued) 

I -------I 

Non-chain 
I • (1::ha1.n 

Item Mean a IMeana 

40. Record outstanding orders 3.37 3.08 

41. Compute markups 3.57 3.19 

42. Return merchandise to vendors 3.25 3.01 

43. Carry out markdCMnS 3.46 3.87 

44. Conduct transfer of merchandise between stores 3.15 3.57 

45. Assist buyer in drawing up a buying plan 3.45 2.96 

46. Assist buyer in selecting merchandise and estimating 
quantities 3.63 2.97 

47. Assist in planning and carrying out reorders 3.57 3.07 

48. Assist in planning advertising campaigns 3.41 2.77 

49. Help select merchandise for ads and other 
promotions 3.42 12.78 

50. Review an ad-layout for an advertised i tern 3.22 2.83 

51. Conduct a follow-up or report an customer reaction 
to an ad 3.39 3.18 

52. Help with fashion show preparations 3.29 2.69 

53. COmpute stock turns 3.44 3.21 

.lll [,I: 

F 
Value 

2.97 

4.70 

2.12 

7.79 

7.09 

8.13 

15.52 

9.23 

15.49 

15.06 

6.67 

1.94 

17.59 

2.00 

E 

.087 

.032* 

.148 

.006* 

.009* 

.005** 

.0001*** 

.003*** 

.0001*** 

.0002** 

.Oil** 

.166 

.0000**** 

.159 

1..0 
if>, 

'I 



Table 34 (Continued) 

--~-------1. 
Item 

54. Compute cash, quantity, trade and functional 
discounts 

55. Interpret a balance sheet and profit and loss statement 

56. Supervise stock keeping 

57. Assist and supervise other salespeople concerning selling, 
merchandise information, etc. 

58. Attend managers/buyers meetings 

59. Conduct part of a sales meeting on product, fashion, or 
other information 

*Significant at .05 level 
**Significant at.Ol level 
***Significant at .001 level 
****Significant at .0001 level 

al = None, 2 = Limited, 3 = Some, 4 = Considerable, 5 = Extensive 

' 

Non-chain ·~~. 
(1' a1.n 

Mean a ~1eana 

I 
3.39 3.12 

3.26 3.24 

3.53 3.49 

3.83 14.15 
3.71 3.72 

3.58 13.72 

.LI Jil. I 1: 

I I 

! 

F 
Value E. 

2.58 .llO 

.01 .916 

.08 .780 

5.37 .022* 

.oo .950 

.84 .361 

ILJI:::nm:. u:. 

II i' ! 

II II 

1.0 
I.Jl 



Item 

27. 

28. 

29. 

30. 

31. 

32. 

33. 

34. 

35. 

36. 

37. 

38. 

39. 

Table 35 

Percent of Chain and Non-chain Stores Rating Intern Aci:ivities 
for Considerable or EXtensive Exposure 

I 
'I 

Non-chain Chain 
% 

%1 

Identify various types of target customers and recognize I 
psychological buying motives and needs of customers 75.0 75. ~r 

Develop an effective selling technique 87.0 84.(1) 

Cbmplete various customer transactions such as sales, 71.~ layaway, credit, special order, etc. 75.3 

Counting and filling in stcx:::k 58.1 54. jr 
Interpret stcx:::k control information 78.5 69. ~r 
Conduct inventory 69.9 57-~~~ 
Observe and report to buyer/manager consumer reactions 

to merchandise 80.6 81.6 

Oampile and analyze customer want lists and discuss with I 
buyer/manager 69.9 65.~11 

Shop competition for buyer/manager 54.8 63.~1~ 

Rearrange merchandise presentation on the sales floor 72.0 81.3 

Create window or interior displays 55.9 46.]1. 

Evaluate and discuss window and interior displays with 
management 

Check in new merchandise 58.2 46.ij 

.11 Iii. 1.1: 

Chi-
s;ruare £ 

0 1.0000 

.10 .749 

.20 .659 

.08 .776 

1.26 .262 

2.33 .127 

0 1.000 

.16 .687 

.88 .350 

1.50 .221 

1.262 .262 

1.77 .183 

~ 



Table 35 (Continued) 

Non-chain 
Item % 

40. Record outstanding orders 46.2 

41. Canpute markups 58.7 

42. Return merchandise to vendors 41.9 

43. carry out markdowns 50.5 

44. Conduct transfer of merchandise between stores 35.6 

45. Assist buyer in drawing up a buying plan 54.3 

46. Assist buyer in selecting merchandise and estimating 
quantities 62.0 

47. Assist in planning and carrying out reorders 60.4 

48. Assist in planning advertising campaigns 47.8 

49. Help select merchandise for ads and other 
promotions 50.0 

so. Review an ad-layout for an advertised i tern 38.5 

51. Conduct a follow-up report on customer reation 
to an ad 45.1 

52. Help with fashion show preparations 42.9 

53. Canpute stock turns 49.5 

II, .Ill 1:1: 
' I 

I 

I 
-~.i 

] 
ChaJ.n 

%1 

I 
37.8 

I 
37 -~1 
30. ir 
67 .],. 

51.~1~ 

36.~1 

39.~1~ 

45.~11 

23.c

1

1 

29.ir 

25.~1 

39.il 

24.C! 

40.8 

Chi-
S:Iuare 

.87 

6.71 

1.81 

4.06 

3.46 

4.57 

7.63 
2.89 

9.86 

6.16 

2.66 

.28 

5.68 

.93 

l ii.U:,JII 

!j 

li 
II 

£ 

.351 

.0096* 

.179 

.044* 

.063 

.033* 

.006* 

.089 

.002** 

.013* 

.103 

.598 

.017* 

.335 

1.0 
'-.:! 



Table 35 (Continued) 

Item Non-chain 
% 

54. Conpute cash, quantity, trade and funcitonal 
discounts 52.2 

55. Interpret a balance sheet and profit and loss statement 50.0 

56. Supervise stock keeping 51. 6 

57. Assist and supervise other salespeople concerning selling, 
merchandise information, etc. 66.3 

58. Attend managers/buyers meetings 61.5 

59. Conduct part of a sales meeting on product, fashion, or 
other information 53. 9 

*Significant at .05 level 
**Significant at .01 level 

.. II 
I 

Jll 1'!: 
I 

I 

i 

Chajl.n 

%1 

I 
40.~~2 

46.il 

51.~~ 

77.~ 
60.51 
62.~~ 

I 

Chi­
Square 

1. 79 

.08 

0 

1.95 

0 

.81 

I.HL.I 

I :I 

E. 

.182 

.785 

1.000 

.163 

1.000 

.368 

1..0 
CX> 



Non-chain stores also rated higher, at the .E < .05 level, item 37, 

create wirrlow or interior displays, item 41, conpute markups, and item 

50 , review an ad layout for an advertised item (Table 34) • 

99_ 

Six of the nine activities with higher mean scores by non-chain 

stores also showed significant differences on the ali-Square analyses of 

distribution. A higher proportion of non-chain than chain stores rated 

for considerable or extensive exposure, significant at the .E < .01 

lf------~L~e~,_item__4l,_c.onp_u±e_markup_s_,_item_46_,_as_s_i_s_t_b.ey_e_r_in_selec_ti_ng, __________ _ 

merchandise and estimating quantities, and item 48, assist in planning 

advertising canpaigns. Significant at the .E < .05 level were item 45, 

assist buyer in drawing up a buying plan, item 49, help select rnerchan-

dise for ads and other prorrotions, and item 52, help with fashion shav 

preparations (Table 35). 

For four activities chain stores had higher mean ratings of the 

level of exposure needed than non-chain stores. Significant at .E < .01 

were item 43, carry rut markdowns arrl item 44, conduct transfer of rner-

chandise bet~en stores. Significant at the .E < .05 level were item 36, 

rearrange rnerchandise presentation on the sales floor arrl item 57, 

assist and supervise other salespeople concerning selling rnerchandise, 

information etc. (Table 34). The only activity for mich a larger pro-

portion of chain stores rated exposure as considerable or extensive was 

item 57, assist and supervise salespeople, significant at .E < .05 

(Table 35). 

Main and branch stores. Main and branch stores differed signifi-

cantly on eight of the thirty-three items concerning activities an 

intern shruld experience. In five of these iterrs the main stores or 



Table 36 

Main and Branch Stores' Ratings of Intern Activities 

Item 

27. 

28. 

29. 

30. 

31. 

32. 

33. 

34. 

35. 

36. 

37. 

38. 

Identify various types of target customers and recognize 
psychological buying motives and needs of custaners 

Develop an effective selling technique 

Complete various custaner transactions such as sales, 
layaway, credit, special order, etc. 

Counting and filling in stock 

Interpret stock control information 

Conduct inventory 

<l:>serve and report to buyer/manager consumer reactions 
to merchandise · 

Compile and analyze customer want lists and discuss with 
buyer/manager 

Shop competition for buyer/manager 
Rearrange merchandise presentation on the sales floor 
Create window or interior displays 

' 
Evaluate and discuss window and interior displays with 

management 

39. Check in new merchandise 

Main 
Mean a 

3.91 

4.23 

4.03 

3.70 

4.03 

3.81 

4.04 

3.78 

3.64 

4.02 

3.53 

3.54 

3.60 

.. 1.1.: 1.1 

B1!:anch 
ll~eana 

3j98 
4 •. 29 

+4 
3.165 

3.196 

3(3 
4.12 

+3 
3.188 
4 •. 19 

3.139 

3.137 
3.62 

F 
Value 

.28 

.23 

.45 

.08 

.29 

1.29 

.38 

.44 

.00 

1.56 

.81 

1.21 

.01 

E. 

.599 

.630 

.502 

.780 

.594 

.258 

.538 

.510 

.968 

.213 

.370 

.274 

.925 

1,..1 
0 
0 



Table 36 (Continued) 
--------

Main 
Item Mean a 

40. Record outstanding orders 3.35 

41. Compute markups 3.46 

42. Return merchandise to vendors 3.19 

43. carry out markdowns 3.51 

44. Conduct transfer of merchandise between stores 3.32 

45. Assist buyer in drawing up a buying plan 3.40 

46. Assist buyer in selecting merchandise and estimating 
quantities 3.52 

47. Assist in planning and carrying out reorders 3.50 

48. Assist in planning advertising campaigns 3.34 

49. Help select merchandise for ads and other 
promotions 3.28 

50. Review an ad-layout for an advertised i tern 3.14 

51. Conduct a follow-up or report on customer reaction 
to an ad 3.35 

52. Help with fashion show preparations 3.10 

53. Compute stock turns 3.39 

.I I. Jll !· ,. 

I 
Bi~anch 
~Ileana 
I 

I 3 .. 00 
I 3 .. 33 

~ll~ 
2'1'87 
2 .. 96 

2.1.68 

I 2 .. 85 
I 2 .. 92 

I 3.123 

~]~: 

F 
Value E. 

3.76 .054 

.41 .522 

.83 .537 

10.27 .0016** 

.78 .378 

7.83 .006** 

12.06 .0007*** 

8.59 .004** 

13.43 .0003*** 

5.48 .021* 

1.73 .191 

.54 .465 

2.00 .160 

• 70 .406 

Lu:::rr:n:.lr [1: · ... :[ 

II I 

·II. ~i .. 
I 

I ,, 

j..... 

~ 



Table 36 .(Continued) 

Item 

54. Ccmpute cash, quantity, trade and functional 
discounts 

55. Interpret a balance sheet and profit and loss statement 

56. SUpervise stock keeping 

57. Assist and supervise other salespeople concerning selling, 
merchandise information, etc. 

58. Attend managers/buyers meetings 

59. Conduct part of a sales meeting on product, fashion, or 
other information 

*Significant at .05 level 
**Significant at .01 level 
***Significant at .001 level 

al = None, 2 = Limited, 3 = Scme, 4 = Considerable, 5 = Extensive 

Main 
Mean a 

3.27 

3.31 

3.54 

3.91 

3.68 

3.60 

·!I; 1:1 f.J: 

I: 

B11~anch 
~~1:eana 
I 

I 3 .. 27 
I 3rl7 

3 .. 46 

J20 

t6 
3 .. 88 

I . 

F 
Value 

.00 

.48 

.22 

3.93 

1.17 

3.26 

:.11..1:.::,. 

II 
II 

E. 

.975 

.490 

.637 

.049* 

.281 

.173 

[1. iL' 
I 

1,..1 
0 
N 



offices gave higher ratirgs irrlicating that m::>re exposure was neerled. 

For three items branch stores gave higher ratings. The ANOVA analysis 

is given in Table 36, the Chi-Square analysis of distribution is given 

in Table 37. 

Three activities were rated higher rrean scores for exposure needed 

by min stores at the .E < .001 level of significance. The activities 

were item 45, assist buyer in drawirg up a buying plan, item 46, assist 

~03 

~-

~-~~ 
~--:-:--=----

-11-----_,...._,uy_er in selec_ting~rchandise_and_estimating_q.uantities, and item 4_8_,L__ _______ _ 

assist in plannirg advertising canpaigns (Table 36) • In ad:Ution, a 

higher prcportion of main stores than branch stores rated items 45 

(E < .05) and 46 (E < .01) for considerable or extensive exposure (Table 

37). 

Main stores also rated higher on the ANOVA test item 47, assist in 

planning and carrying out reorders (.E < .01), and item 49, help select 

merchandise for ads and other prom::>tions (.E < .05). Table 36 gives the 

results of the JlNJVA test. The Chi-Square analysis showed no differ­

ences on these activities (Table 37). 

Two activities rated higher rreans by branch than min stores were 

item 43, carry out markd<:Mns (.E < .01), and item 57, assist and super-

vise other salespecple con:::ernirg selling, mercharrlise information, etc. 

(.E < .05) (Table 36). The only two items shooing a greater prcportion 

of branch stores indicating considerable or extensive egposure neerled 

were item 43 (E < .05) and item 59, conduct part of a slaes meeting on 

product, fashion, or other informtion (.E < .05) as shoon in Table 37. 



Table 37 

Percent of Main and Branch Stores Rating Intern ActiviJ:ies for 
Considerable or Extensive Exposure 

I 

Main I Br.:
1
mch Chi-

Item % s,~ 

I 
Square E. 

27. Identify various types of target customers and recognize I psychological buying motives and needs of customers 73.1 80 .. 9 .71 .340 

28. Develop an effective selling technique 86.4 I .07 .785 83 .. 3 

29. Complete various customer transactions such as sales, 
71.1.4 layaway, credit, special order, etc. 74.8 .07 .797 

30. Counting and filling in stock 56.8 I 0 1.000 57 .. 1 

31. Interpret stock control information 78.2 nj4 .53 .465 

32. Conduct inventory 66.1 61..2 .18 .673 

33. Observe and report to buyer/manager consumer reactions 

7+ to merchandise 83.2 .11 .740 

34. Compile and analyze customer want lists and discuss with 
buyer/manager 68.9 

:~l~ 
.00 .988 

35. Shop competition for buyer/manager 58.8 .oo .977 

36. Rearrange merchandise presentation on the sales floor 76.5 79 .. 2 .03 .863 

37. Create window or interior displays 51.3 st 0 1.000 

38. Evaluate and discuss window and interior displays with 
management 54.6 

:~]~ 
1.48 .224 

39. Check in new merchandise 52.5 0 1.000 
I 

1,.-1 
0 
ol::> 

.II, Jli. [,I: ! 



Table 37 (Continued) 

Main 
Item % 

40. Record outstanding orders 46.2 

41. Compute markups 54.2 

42. Return merchandise to vendors 39.5 

43. carry out markdCMnS 53.8 

44. Conduct transfer of merchandise between stores 45.6 

45. Assist buyer in drawing up a buying plan 53.4 

46. Assist buyer in selecting merchandise and estimating 
quantities 58.5 

47. Assist in planning and carrying out reorders 57.3 

48. Assist in planning advertising campaigns 42.4 

49. Help select merchandise for ads and other 
promotions 44.9 

50. Review an ad-layout for an advertised i tern 35.0 

51. Conduct a follow-up or report on customer reaction 
to an ad 44.8 

52. Help with fashion show preparations 39.3 

53. Compute stcx::k turns 46.2 

.II .. lli .1 .1: 
I; 

i: 
! 

I 

Br~mch 
~~ 

36L 
41.1.7 

33.1.3 

73.1.5 

42.1.9 

::l: 
::l~ 
d: 
42.1.6 

25.l.o 

46.1.9 

Chi-
Square E. 

1.01 .316 

1.68 .195 

.32 .571 

4.80 .029* 

.02 .879 

5.39 .020* 

5.84 .016* 

1.66 .198 

3.38 .066 

1.84 .175 

.30 .586 

.01 .928 

2.46 .117 

0 1.000 

I .ii.LL:~ [,:: 

il ' 
II 

II 

f-i 
0 
U1 



Table 37 (COntinued) 

Main 
Item % 

54. Compute cash, quantity, trade and functional 
discounts 46.2 

55. Interpret a balance sheet and profit and loss statement 50.0 

56. SUpervise stock keeping 52.6 

57. Assist and supervise other salespeople concerning selling, 
merchandise information, etc. 67.5 

58. Attend managers/buyers meetings 59.0 

59. Conduct part of a sales meeting on product, fashion, or 
other information 53.5 

*Significant at .05 level 

.II, il! I 
' I 

.!: 

Brc:1mch 
~li 

.1. 

47t 
45.1.8 

soJa 

83.17 

69,1,4 

72Ji9 
i 

Chi-
Square 

.00 

.10 

.02 

3.73 

1.18 

4.50 

p 

.973 

• 752 

.897 

.054 

.278 

.034* 

~ 
0 
Cj\ 



Retailers and college educators. Retailers and college educators 

differed in their responses to ten of the 33 iterrs on activities an 

intern shoold experience. Seven of the ten iterrs were scored higher by 

retailers, three by educators. '!he corrplete analyses of retailers and 

educators are given in Tables 38 and 39, COITering PNOVA and Chi-Square 

respectively. 

~07 

Three activities had higher mean scores by retailers significant at 

~,~~~ g ____ _ 
[:j_- - -_ -_ -,----

1-----P < .01. The activities were item 28 l develop an effective selling"------------

technique, item 36, rearra~e merchandise presentation on the sales 

floor, and item 37, create windav or interior displays (Table 38). In 

addition, a higher proportion of retailers rated items 36 and 37 

considerable or extensive, significant at .E < .01 (Table 39). 

Three activities had higher mean scores by retailers significant at 

.E < .05. The activities were item 39, check in new merchandise, item 

43, carry rut markdowns, arrl item 30, coonting arrl filli~ in st<XX 

(Table 38). Iterrs 39 and 43 were also rated considerable or extensive 

by a higher proportion of retailers, significant at .E < .05 (Table 39). 

Althat:gh the means did oot differ for retailers arrl educators on 

item 32, conduct inventory, a higher proportion of retailers rated this 

activity considerable or extensive. The differerx::e was significant at 

.E < .01 (Table 39). 

The three activities rating higher means by educators were item 45, 

asist buyer in drawing up a buying plan (E < .01), item 46, assist buyer 

in selecting merchandise and estllnating quantities (.E < .05), and item 

55, interpret a balance sheet and profit and loss statement .E < .01). 

Only item 55, interpret a balance sheet arrl profit arrl loss statement 



Table 38 

Retailer and Educator Ratings of Intern llctivitir 

I 

Retailer iucator F 
Item Mean a Mean a Value E 

i 
27. Identify various types of target customers and recognize 

psychological buying motives and needs of customers 3.94 31.96 .01 .913 

28. Develop an effective selling technique 4.25 3.77 7.75 .006** 

29. Complete various customer transactions such as sales, 
layaway, credit, special order, etc. 4.01 3.86 .58 .449 

30. Counting and filling in stock 3.68 3.32 3.22 .074 

31. Interpret stock control information 3.99 3.82 .90 .343 

32. Conduct inventory 3.75 3r36 3.75 .054 
33. Observe and report to buyer/manager consumer reactions 

to merchandise 4.05 41.05 .00 .995 
34. Cornpile and analyze customer want lists and discuss with 

buyer/manager 3.81 3.82 .00 .958 

35. Shop competition for buyer/manager 3.65 31.73 .18 .674 
36. Rearrange merchandise presentation on the sales floor 4.05 3f4s 9.24 .003** 

37. Create window or interior displays 3.48 2.91 7.60 .006** 

38. Evaluate and discuss window and interior displays with 
31.18 management 3.48 2.09 .150 

39. Check in new merchandise 3.61 3f09 6.26 .013* 

~ 
0 
CX) 

. ll.J. <ii 1.,1: :li: ... I 
I 



Table 38 (Continued) 

Retailer 
Item Mean a 

40. Record outstanding orders 3.25 

41. Compute markups 3.41 

42. Return merchandise to vendors 3.14 

43. carry out markdowns 3.65 

44. Conduct transfer of merchandise between stores 3.36 

45. Assist buyer in drawing up a buying plan 3.23 

46. Assist buyer in selecting merchandise and estimating 
quantities 3.34 

47. Assist in planning and carrying out reorders 3.35 

48. Assist in planning advertising campaigns 3.13 

49. Help select merchandise for ads and other 
promotions 3.14 

so. Review an ad-layout for an advertised i tern 3.05 

51. Conduct a follow-up or report on customer reaction 
to an ad 3.30 

52. Help with fashion show preparations 3.04 

53. Compute stock turns 3.34 

Jl:. 1,:; 

I 
'i 

tucator Mean a 

3.23 

3.46 

3.09 

3.14 

31.05 

3r91 
31.86 
3.68 

31.so 

31.361 

3rl8 
3.27 

21.86 

31.68 

F 
Value 

.01 

.04 

.01 

5.85 

1.83 

7.50 

4.54 

2.02 

2.44 

.84 

.38 

.02 

.65 

2.22 

E. 

.933 

.848 

.830 

.017* 

.178 

.007* 

.034* 

.157 

.120 

.361 

.540 

.901 

.423 

.138 

f.-a 
0 
~ 



Table 38 (Continued) 

Item 

54. Coolpute cash, quantity, trade and functional 
discounts 

55. Interpret a balance sheet and profit and loss statement 

56. Supervise stock keeping 

57. Assist and supervise other salespeople concerning selling, 
merchandise information, etc. 

58. Attend managers/buyers meetings 

59. Conduct part of a sales meeting on product, fashion, or 
other information 

*Significant at .05 level 
**Significant at .01 level 

al = None, 2 = Limited, 3 = Same, 4 = Considerable, 5 = Extensive 

Retailer 
Mean a 

3.27 

3.25 

3.51 

3.98 

3.73 

3.65 

··II .1!1. I.J: 

I 
!: 

tucator F 
Mean a Value E. 

i 
3.68 3.03 .083 
4.05 8.47 .004** 

3.36 .45 .501 

3i.81 .72 .397 

2.25 .136 4r05 
31.68 .02 .879 

t:3 
0 

:11.. II.' 'I 



Item 

27. 

28. 

29. 

30. 

31. 

32. 

33. 

34. 

35. 

36. 

37. 

38. 

39. 

Table 39 

Percent of Retailers and Educators Rating Intern Activ:J.ties for 
Considerable or Extensive Exposure 

r 

Retailer 
'i 

E:ducator 
% 

I % 

i 
Identify various types of target customers and recognize 

psychological buying motives and needs of customers 75.7 72.7 

Develop an effective selling technique 85.9 68.2 

Complete various customer transactions such as sales, 
layaway, credit, special order, etc. 73.8 59.1 

Counting and filling in stock 56.7 31.8 

Interpret stock control information 75.0 59.1 

Conduct inventory 64.9 31.8 

():)serve and report to buyer/manager consumer reactions 
to merchandise 81.4 1 77.3 

Compile and analyze customer want lists and discuss with 
buyer/manager 68.0 68.2 

Shop competition for buyer/manager 58.7 54.5 

Rearrange merchandise presentation on the sales floor 76.6 42.9 

Create window or interior displays 51.2 13.6 

Evaluate and discuss window and interior displays with 
management 51.8 131.8 

Check in new merchandise 53.3 27.3 

.II, iii I 1: 
I ! 

i: 

F 
Value E. 

.20 .906 

4.55 .103 

3.63 .163 

6.15 .046* 

4.54 .104 

13.32 .0013** 

2.07 .356 

1.89 .389 

3.16 .206 

12.81 .0017** 

11.09 .004** 

3.38 .185 

5.97 .051 
~ 
1-' 

Li: .. ,[ 



Table 39 (Continued) 

I --------- -------

'i 

Retailer ~~ucator F 
Item % 

1. % 
Value :e 

40. Record outstanding orders 42.9 27.3 6.44 .040* 

41. Compute markups 50.0 45.5 • 75 .686 

42. Return merchandise to vendors 36.8 27.3 2.37 .305 

43. Carry out markdowns 58.7 31.8 5.77 .056 

44. Conduct transfer of merchandise between stores 44.0 19.0 5.31 .070 

45. Assist buyer in drawing up a buying plan 46.2 68.2 4.09 .130 

46. Assist buyer in selecting merchandise and estimating 
quantities 51.5 68.2 2.62 .269 

47. Assist in planning and carrying out reorders 53.6 54.5 7.00 .030* 

48. Assist in planning advertising campaigns 36.7 50.0 4.71 .095 

49. Help select merchandise for ads and other 
promotions 40.8 140.9 1. 72 .424 

50. Review an ad-layout for an advertised item 32.5 31.8 .43 .808 

51. Conduct a follow-up or report on customer reaction 
to an ad 43.1 40.9 .29 .864 

52. Help with fashion show preparations 35.5 22.7 2.07 .355 

53. Compute stock turns 45.3 54.5 1.31 .520 

~ 
N 
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Table 39 (Continued) 

Item 

54. canpute cash, quantity, trade and functional 
discounts 

55. Interpret a balance sheet and profit and loss statement 

56. SUpervise stock keeping 

57. Assist and supervise other salespeople concerning selling, 
merchandise information, etc. 

58. Attend managers/buyers meetings 

59. Conduct part of a sales meeting on product, fashion, or 
other information 

*Significant at .05 level 
**Significant at .01 level 

Retailer 
% 

46.7 

48.2 

51.8 

71.8 

61.8 

57.8 

·11, ill i J: 

I 
'i 

Er~ F 
Value 12 

I 
63.6 3.15 .207 

77.3 9.53 .0085* 

45.5 .63 .729 

166.7 1.79 .409 

72.7 2.23 .328 

159.1 .65 .723 

t 
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was rated considerable or extensive by a higher proportion of educators 

(E < .05}. Tables 38 and 39 give the ANOVA and Chi-Square analyses. 

Sup:rvising faculty and central cooperative education 

administrators. Hom: economics faculty, marketing faculty (the two 

marking the survey "other"}, arrl cooperative education directors dif-

fered on four of the 33 activities an intern shruld experience. On all 

frur of these activities, the cooperative education directors rated the 

activities lower than the faculty. Table 40 gives the ANOVA results; 

Table 41 gives the Chi-Square analysis of distribution. 

Item 39, check in new merchandise, had a higher m:an for hare eco-

nomics faculty than marketing faculty or cooperative education direc­

tors, significant at .E < .01 (Table 40}. However, m differences were 

smm in the proportioos rating this activity considerable or extensive 

in the Chi-Square analysis of distribution (Table 41}. 

Items 41, 53, and 54, corrpute markups, corrpute stock turns, and 

conpute cash, quantity, trade and fun:::tional discrunts, had higher 

means for horne economics arrl marketing faculty than for cooperative 

education directors, significant at .E < .001 for corrpute markups, at 

.E -< .05 for the other two. However, only on corrpute markups did a 

higher proportion of hom: economics faculty rate the item considerable 

or extensive, significant at .E < .05 (Tables 40 and 41}. 

Research Question Five 

Research question five was: "Do the different types of stores 

(department, specialty arrl discrunt} differ with respect to expressed 

interest in internship participation?" '!his question was analyzed by 



Table 40 

Ratings of Intern Activities 
SUpervising Faculty and Cboperative Eaucatian Adminis1'ators' 

·~-
·~--

other 
HE ~~ {Mktg.) F 

Item Mean a Mean a Value E. 

27. Identify various types of target customers and recognize 
psychological buying motives and needs of customers 4.07 3.50 14.50 1.49 .251 

28. Develop an effective selling technique 3.79 3.67 4.00 .14 .870 

29. Ccmplete various customer transactions such as sales, 
layaway, credit, special order, etc. 4.07 3.50 3.50 1.22 .317 

30. Counting and filling in stock 3.57 3.00 2.50 1.51 .247 

31. Interpret stock control information 3.93 3.50 4.00 .65 .536 

32. Conduct inventory 3.43 3.33 3.00 .29 • 751 

33. Observe and report to buyer/manager consumer reactions 
to merchandise 4.00 4.17 14.00 .11 .900 

34. Ccrnpile and analyze customer want lists and discuss with 
buyer/manager 3.93 3.67 3.50 .55 .584 

35. Shop competition for buyer/manager 3.79 3.50 4.00 .41 .672 

36. Rearrange merchandise presentation on the sales floor 3.65 3.00 3.50 .77 .476 

37. Create window or interior displays 3.00 2.83 2.50 .63 .544 

38. Evaluate and discuss winda-~ and interior displays with 
management 3.21 3.00 13.50 .45 .647 

39. Check in new merchandise 3.43 2.33 3.00 5.48 .013* i-> 
1-' 
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Table 40 (Continued) 

Other 
HE 

=~ 
(Mkt~.) F 

Item Mean a Mean Value 12 

40. Record outstanding orders 3.50 2.67 3.00 2.66 .096 

41. Compute markups 3.79 2.33 4.50 10.50 .0008*** 

42. Return merchandise to vendors 3.29 2.67 3.00 1.27 .304 

43. Carry out markdowns 3.43 2.33 3.50 5.47 .013* 

44. Conduct transfer of merchandise between stores 3.29 2.40 3.00 3.23 .063 

45. Assist buyer in drawing up a buying plan 4.00 3.50 4.50 .96 .401 

46. Assist buyer in selecting merchandise and estimating 
quantities 3.86 3.77 4.50 .57 .578 

47. Assist in planning and carrying out reorders 3.71 3.50 4.00 .38 .688 

48. Assist in planning advertising campaigns 3.43 3.50 4.00 .61 .555 

49. Help select merchandise for ads and other 
promotions 3.07 3.83 14.00 2.69 .094 

50. Review an ad-layout for an advertised i tern 3.07 3.33 3.5 .38 .689 
51. Conduct a follow-up or report on customer reaction 

to an ad 3.36 3.00 3.50 .35 .710 

52. Help with fashion show preparations 2.93 2.827 2.50 .19 .827 

53. Coolpute stock turns 3.93 2.83 4.50 5.04 .018* 
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Table 40 (COntinued) 

Item 

54. Col"lplte casn, quantity, trade and functional 
disoounts 

55. Interpret a balance sheet and profit and loss statement 

56. Supervise stock keeping 

57. Assist and supervise other salespeople ooncerning selling, 
merchandise information, etc. 

58. Attend managers/buyers meetings 

59. COnduct part of a sales meeting on product, fashion, or 
other information 

*Significant at .OS level 
***Significant at .001 level 

HE 
Mean a 

3.86 

4.07 

3.43 

3.92 

4.07 

3.64 

al = None, 2 = Limited, 3 = Same, 4 = COnsiderable, 5 = EXtensive 

~~ 

3.00 

3.83 

3.33 

3.50 

3.83 

3.67 

lil 

other 
(Mktg.) F 
Mean a Value E. 

4.50 4.24 .030* 
4.50 .64 .538 

3.00 .19 .831 

14.00 .87 .436 

4.50 .54 .593 

I 4.oo .17 .845 
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Table 41 

Percent of Supervising Faculty and Cooperative Education Adminfstrators Rating 
Intern Activities for Considerable or Extensive Exprure 

·:--
Other 

HE Co-op (Mktg.) Chi-
Item % % % Square E 

27. Identify various types of target customers and recognize 
psychological buying motives and needs of customers 78.6 50.0 1100.0 2.55 .279 

28. Develop an effective selling technique 64.3 66.7 100.0 1.04 .595 

29. Complete various customer transactions such as sales, 
layaway, credit, special order, etc. 64.3 50.0 50.0 .43 .807 

30. Counting and filling in stock 42.9 16.7 0 2.36 .308 
31. Interpret stock control information 57.1 50.0 100.0 1.61 .447 

32. Conduct inventory 28.6 50.0 0 1.92 .384 

33. Observe and report to buyer/manager consumer reactions 
to merchandise 64.3 100.0 flOO.O 3.70 .157 

34. Compile and analyze customer want lists and discuss with 
buyer/manager 71.4 66.7 50.0 .38 .527 

35. Shop competition for buyer/manager 50.0 50.0 100.0 1.83 .400 

36. Rearrange merchandise presentation on the sales floor 50.0 20.0 50.0 1.40 .497 

37. Create window or interior displays 14.3 16.7 .37 .832 

38. Evaluate and discuss window and interior displays with 
management 28.6 33.3 

I 
50.0 .38 .827 

39. Check in new merchandise 42.6 0 0 4.71 .095 
~ 
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Table 41 (Continued) 

Other 
HE Co-op (Mktg.) Chi-

Item % % % S:}uare 12 

40. Record outstanding orders 35.7 16.7 0 1.59 .451 

41. Compute markups 57.1 0 100.0 8.17 .017 

42. Return merchandise to vendors 35.7 16.7 0 1.59 .451 

43. Carry out markdowns 42.9 0 50.0 3.89 .143 

44. Conduct transfer of merchandise between stores 28.6 0 0 2.470 .291 

45. Assist buyer in drawing up a buying plan 78.6 33.3 100.0 4.99 .083 

46. Assist buyer in selecting merchandise and estimating 
quantities 71.4 50.0 100.0 1.92 .384 

47. Assist in planning and carrying out reorders 57.1 33.3 100.0 2.79 .247 

48. Assist in planning advertising campaigns 50.0 33.3 100.0 2.67 .264 

49. Help select merchandise for ads and other 
promotions 28.6 50.0 1100.0 3.98 .137 

so. Review an ad-layout for an advertised i tern 28.6 33.3 50.0 .38. .827 

51. Conduct a follow-up or report an customer reaction 
to an ad 42.9 33.3 50.0 .23 .890 

52. Help with fashion show preparations 21.4 33.3 0 .99 .611 

53. Compute stock turns 64.3 16.7 100.0 5.68 .059 

~ 
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Table 41 (Continued) 

HE Co-op 
Item % % 

54. Ccxnpute cash, quantity, trade and functional discounts 71.4 33.3 

55. Interpret a balance sheet and profit and loss statement 78.6 66.7 

56. SUpervise stock keeping 50.0 33.3 

57. Assist and supervise other salespeople concerning selling, 
merchandise information, etc. 69.2 50.0 

58. Attend managers/buyers meetings 71.4 66.7 

59. Conduct part of a sales meeting on product, fashion, or 
other information 50.0 66.7 

*Si9nificant at .OS level 

! I; lli. 1,1: 

other 
(Mktg.) 

% 

100.0 

100.0 

50.0 

1100.0 
100.0 

1100.0 
I 

Chi-
Square 

3.89 

.99 

.49 

1. 79 

.87 

2.01 

1·J.u::. 
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E 

.143 

.Gil 

.783 

.409 

.646 

.367 
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corrpar in:J the percent of stores in each type that answered yes to ques­

tion nunber 61, ''Would your store be interested in participating in an 

internship prOJram?" 

No significant differences were foun:l between department, specialty 

an:l disca.mt stores in interest in participatinJ in an internship pro-

gram. The percent answering yes were 53.3 percent, 46.3 percent, and 

44.4 percent respectively. The level of significance was .71. 

Sunmary 

The information presented in this chapter represented responses 

from 172 retailers and 24 educators. They respon:led to questions con-

cernin:J school characteristics influencinJ retailer participation in 

internship prOJrams, the importance of various factors in selecting 

students for internships, the inportance of varioos coorses to be com-

pleted prior to doing a retail internship, and the anount of exposure 

interns shoold have to varioos activities durin:J an internship. 

Treatment of the Data 

The data were treated in the following rranner for carparison pur-

poses. First, the responses were converted to nunbered scores, one to 

five, in order to calculate mean !3cores. ANOW\. and Fisher's LSD were 

used to test for significant differences between the var ioos groups com­

pared for each item of the questionnaire. The mean scores were also 

used to construct rank order tables for comparing rome groups. Clli­

Square analysis of distribution was done to corrpare the various groups 

on the percent ratinJ items 2-26 three or higher an:l items 27-59 foor or 



higher. A ]?<.05 level of significance was used to test for differences 

in groups. 

.Research Questions 

Five research questions were addressed in the presentation of the 

firrliJl3S of this study. Foor of these five questions involved a nurrber 

of conparison groups. 

Research question nurrber one was: "'lb what extent are selected 

school characteristics perceived as important to retailers in selecting 

schools with which to participate in internship pr03rarrs and are there 

differences in the perceptions amoJl3 the followill3 groups: a) depart-

In::!nt, specialty, and discamt stores, b) chain and non-chain stores, c) 

main office and branch stores?" Quality of the fashion retailing cur-

riculum and proximity of the school to the store were the highest and 

second highest rated fcctors. The other fcctors had means below 3.0 

indicating little or no importance. Of the seven factors concerning 

participation, department, specialty, arrl discoont stores differed on 

two factors: status of the college and proximity of the school to the 

store. Chain and non-chain stores differed on tw:> factors: preferen::::e 

to work with two-year private colleges and preference to work with cam-

nunity colleges. Main and branch stores did not differ on the partie-

ipation factors. 

Research question two was: "'lb what extent are selected intern 

selection criteria perceived as important by retailers, and are there 

differences in the perceptions arroJl3 the following groups: a) depart-

~22 

ment, specialty, arrl discoont stores, b) chain and non-chain stores, arrl 

c) main office and branch stores?" The highest rated factor in intern 
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selection by retailers was personality, with activities and leadership 

rating second. Major, experience in retailing and grade point average 

\\ere the third, fourth and fifth rated factors, respectively. All five 

factors had means abwe 3.0 indicating they v.ere important. The only 

difference between department, specialty, and disca.mt stores was in the 

rating of activities and leadership. Chain and non-chain stores dif-

fered ooly in their rating of retail exper iel:'):e. Main and branch stores 

did not differ in their ratinqs of intern selection factors. 

Research question three was: "To mat extent are selected coo.rses 

perceived as important to have been ccnpleted prior to a retailing 

internship, and are the perceptions different arong the following 

groups: a) departrrent, specialty and discoo.nt stores, b) dlain and non-

chain stores, c) main and bral:'):h stores, d) retailers and educators 

supervising internships, and e) supervising faculty and central cooper-

ative education administrators?" The highest rated coo.rse, of the 

twelve, by retailers and educators was comnunications. Managerrent and 

merchandising were the other tw:> coo.rses rated by both groups abwe 3 .5, 

cutoff for very inportant. The only coo.rse rated below 3.0 vas com-

pu ter s. The other coo.r ses \\ere all rated abwe 3 • 0, the respoose indi­

eating "important." Department, specialty, and discoo.nt stores differed 

in their ratings of the retailing, math, computer and textile courses. 

Chain and non-chain stores differed in their ratings of conmunications 

and mamgement coo.rses. Main and bral:'):h stores differed only on their 

rating of a marketing coo.rse. Retailers and educators differed in that 

educators rated coo.rsework higher, significantly on the retailing, mar-

keting, fashion theory, catputer, and display courses. The supervising 

F' -­
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faculty and cocperative education administrators differed only on tex­

tiles and fashion marketing coorses, the faculty rating the coorses 

higher. 

~24 

Research question four was: "What levels of exposure are perceived 

as appropriate for selected intern activities during a fashion retailing 

internship: and are there differences in the perceptions arong the fol-

lowing groups: a) department, specialty arrl discoont stores, b) chain 

college educators supervising internships, and e) supervising faculty 

and central cooperative education administrators?" The mean scores, by 

roth retailers and educators, ~re ab011e 2.8 on all 33 activities, irrli­

cating that interns shoold have some exposure to all of the activities 

listed. Retailers rated fifteen, educators rated se.renteen of the 33 

activities aver 3.5, the cutoff point for considerable or extensive 

exposure. 

Department, specialty and discoont stores differed on the following 

eight activities: identify target customers, cbserve customer reactions 

and report to buyer, create displays, e.raluate displays, assist buyer in 

drawing up a buying plan, help with fashion show preparations, interpret 

a balance sheet and profit and loss statement, and conduct part of a 

sales meeting. 

<ll.ain and non-chain stores differed on thirteen activities. Non-

chain stores more often rated the activities higher. The activities 

with differences were: rearrange sales floor, create displays, ca1pute 

markups, carry oot markdowns, transfer merchandise bet~n stores, 

assist buyer in drawing up a buying plan, assist buyer in selecting mer-

charrlise, plan and carry oot reorders, assist in planning advertising 

~ - -------- -------
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canpaigns, select merchandise for ads, review ad layoots, he]p with 

fashion show preparations, and supervise salespecple. 

Main and branch stores differed on these eight activities: carry 

~25 

rut markdowns, assist buyer in drawing up a buying plan, assist buyer in 

selecting rrerchandise, assist in planning and carrying rut reorders, 

assist in planning ad campaigns, assist in selectirg merchandise for 

ads, supervise salespeople and conduct part of a sales meeting. The 

branch stores rated the activities related to the manager higher. 

Retailers arrl educators differed on ten of the 33 activities. 'Ihe 

activities retailers rated higher were: develop an effective selling 

technique, rearrange the selling floor, create displays, check in new 

merchandise, carry out markdCMns, crunt and fill in stock and conduct 

inventory. The a:::::tivities rated higher by educators were: assist buyer 

in drawing up a buying plan, assist buyer in selecting rrerchandise, and 

interpret a balance sheet and profit arrl loss statement. The activities 

retailers rated higher, by either the mean or distribution conparison, 

relatoo to daily activities on the sales floor. '!he activities rated 

higher by educators related to duties of the buyer. 

Supervising faculty arrl cocperative education crlministrators 

supervising interns differed on the amount of exposure for interns on 

only foor a:::::tivities. Faculty teaching relatoo subjects arrl supervising 

interns rated the following activities higher: check in new merchan-

dise, conpute markups, conpute stock turns and conpute discrunts. 

Research question five was: "IX> departrrent, specialty, and dis-

coont stores differ with respect to expressed interest in internship 

~---
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participation?" No significant differences were fa.md between depart-

rrent, spe:::ialty and discrunt stores in interest in participating in an 

internship program. 6 ---~ __ c 

Chapter five presents the sumnary, cooclusions and recomnendations 

fran the study. 



CHAPl'ER 5 

SUMMARY, CONCLUSICNS AND RECOMMENDATICNS 

SI.Jmllary 

This study addressed some of the prcblerrs of retail internships by 

assessinq the attitudes of retailers and educators. The attitudes con-

cern school characteristics influencing retailer participation in 

internships, intern selection criteria, coorsework important to be com-

pleted prior to internships to maximize the experience, arrl activities 

that shoold be included in retail internships. 

Pur:r;x:>se 

The purposes of this study ~re to: 

1. PrCNide information mich will fa:::ilitate the darelcpment of mean-

ingful and realistic internships for fashion merchandising 

students; 

2. determine the degree of agreement bet~en retailers and educators 

concerning internships; arrl 

3. d:!termine if different types of retailers have different attitudes 

toward internship experiences. 

It was felt that with a better urrlerstanding of each others' attitudes, 

retailers arrl educators could more easily communicate and negotiate 

realistic and relevant internships for students. 

l27 
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In order to achieve the purposes of the study, answers were sought 

to the following questions: 

1. To what extent are selected school characteristics perceived as 

inportant to retailers in selecting schools with mich to partic­

ipate in internship programs; and are there differences in the 

perceptions among the follo_wing groups? 

a. Department, specialty, and discoont stores 

b. Chain arrl non-chain stores 

c. Main office and branch stores 

2. To ~at extent are selected intern selection criteria perceived as 

important by retailers and are there differences in the perceptions 

among the follCMing groups? 

a. Department, specialty, and discoont stores 

b. Chain and non-chain stores 

c. Main office and branch stores 

3. To ~at extent are selected coorses perceived as inportant to have 

been carpleted prior to a retailing internship and are the 

perceptions different among the following groups? 

a. Department, specialty, and discoont stores 

b. Chain and non-chain stores 

c. Main office and branch stores 

d. Retailers and college educators supervising interns 

e. Supervising faculty and central cooperative 

education administrators 

4. What levels of exposure are perceived as apprcpriate for selected 

intern a:::tivities during a retailing internship; and are there dif-

ferences in the perceptions allDng the following groups? 

~---
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a. Department, specialty, and discoont stores 

b. Chain and non-chain stores 

c. Main office and branch stores 

d. Retailers and college educators supervising interns 

e. Supervisirg farulty and central cocperative 

education adrrdnistrators 

5. Ib department, specialty, and discoont stores differ with respect 

~ 
~--~-_:__ 

R 
P. 
F.---

to eKPressed interest in internship_Rartici~ation~? ______________________________ ___ 

Procedures 

The pcpulation for this study included all large retail organiza-

tions and a rarrlom sarrple of srrall retail organizations and all foor-

year colleges offering fashion merchandising or cooperative education 

programs in the state of California. The sarrple in:::luded 172 retailers 

and 24 educators. 

The research instrurrents were developed by the researcher. Part of 

the questionnaires were adapted from part of an instrurrent developed by 

Cootes (1971) and used by Fishco (1977) arrl Mariotz (1980). Q.Iestions 9 

through 59 were the sarre on the retailer and educator questionnaires to 

fa::ilitate conparisons. Resporrlents were asked to rate the inportance 

of the items given in the first 26 items and the level of exposure 

needed or possible for the a::tivities given in items 27 through 59. 

The data were analyzed in the following rranner. 

1. Responses were converterl to nurrbererl scores, one to five. 

2. ANOVA and Fisher's ISD were applied to test for significant differ-

ences between the var ioos group means, co:rrpared for ea::h i tern on 

the questionnaire. 
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3 • Means were used to construct rank order tables for conpar ing educa­

tors and retailers. 

4. Chi-Square analysis of distribution was applied to conpare the 

varicus groups on the percent of varicus groups rating items 2-26 

three or higher and items 27-59 four or five. 

A .05 lellel of significance was userl to test for differen::es in groups. 

Findings 

The research questions of the study were addressed in terms of the 

firrlings. 

Scl:l:x>l Characteristics. Of the seven items rated by retailers 

con::erning school characteristics influencing retailer participation 

with schools in internship programs, only two had means abCNe 3.0, indi­

cating that they were irrportant, very irrportant, or essential. 'llie 

highest rated criteria was quality of the fashion retailing curriculum. 

The sa:::orrl highest rated criteria for participation was proximity of the 

school to the store {preference the school be within 25 miles}. Status 

of the college was the third highest rated criteria for retailers CNer-

all. Preferences to work with two-year private, ccmnunity or four-year 

colleges fell into the "little irrportance" range, although preference to 

work with four-year colleges was strongest. 

Some differences were fcurrl in the conparison groups concerning 

criteria of participation in internships. Department, spa:::ialty, and 

disccunt stores differed con::erning status of the college arrl proximity 

of the school to the store, disccunt stores rating these criteria lower. 

Chain stores rated preference to work with two-year private colleges 

higher than non-chain stores who rated preference to work with conmunity 

~----' -_ 
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colleges higher. Main and branch stores did not differ in their ratings 

of participation criteria. 

Intern selection criteria. Peroonality, oc::tivities and leadership, 

major related to retailing, experience in retailing, and grade point 

average, the five intern selection criteria rated, all had overall means 

above 3.0, indicatin:J they were inportant, very inportant, or essential. 

The order in which they are listed above was the order of inpartance by 

mean, personal1ty beln:J rated highest. The only d1ffererx::e between 

department, specialty and discoont stores on intern selection criteria 

was that department stores rated activities and leadership higher than 

discoont stores. <llain stores differed from non-chain stores only in 

their higher rating of experience in retailing. Main and branch stores 

did not differ in their ratings of intern selection factors. 

Prerequisite courses. All twelve of the coorses rated had means 

above 2 • 7, indicating oorre inpor tarx::e. The coor ses rated 3 • 5 or higher 

by both educators and retailers, indicating very important or essential, 

were cormrunications/human relations, rrercharrl.ising and m:mcgerrent. 

Sorre differences were found between retail corrparison groups con-

ceming prerequisite coorses. Department, specialty, and discoont 

stores sh<:Med oorre differences on five of the twelve coorses. 

Department stores rated conputer and math or aocoonting coorses higher. 

Specialty stores rated retailing, textiles, and display coorses higher. 

Comparing chain and nan-chain stores, chain stores rated the communica-

tions and management coorses more inportant. Marketing was the only 

coorse rated different by main office and branch stores, main office 

rating it more inportant. 

~ - --------- --- ----
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Educators rated retailing, marketing, fashion theory, ca1puter, and 

display coorses significantly higher than retailers. The educator com­

parison groops differed only on textile and fashion marketing coorses, 

supervisirg faculty ratirg them more inportant than cocperative edu-

cation coordinators. 

Activities. For all 33 activities, rated for level of exposure 

needed or possible, the means ~re above 2 .8, irrlicating that interns 

fifteen, educators rated se.venteen, of the 33 activities CNer 3 .5, the 

cutoff point for considerable or extensive exposure. The activities to 

mich both retailers arrl educators felt interns shruld have considerable 

or extensive exposure were: 

• De.velcp an effective sellirg technique • 

• Observe and report to buyer/manager consurrer reactions to 

rrerchandise • 

• Interpret stock control information • 

• Assist arrl supervise other salespecple cooceming selling, 

rrerchandise information, etc • 

• Identify varioos types of target customers arrl recognize 

psychological buying notives and needs of custorrers • 

• Conpile and analyze customer want lists arrl discuss with buyer/ 

manager. 

Attend managers/buyers meetings. 

• Conduct part of a sales meeting on product, fashion or other 

information • 

• Shcp conpetition for buyer/manager. 



Department, specialty and disccunt stores differed on eight of the 

33 ccurses. Specialty stores rated identify target custorrers and evalu­

ate displays higher than department stores and cbserve and report to 

buyer higher than disccunt stores. Specialty stores rated help with 

fashion show preparations, interpret a balance sheet and profit and loss 

staterrent, and conduct part of a sales meeting higher than both depart-

ment arrl disccunt stores. Department stores rated create displays 

lower. Disccunt stores rated assist buyer in drawing up a buying plan 

lower. 

Chain and non-chain stores differed on thirteen of the 33 activi-

ties. <llain stores rated the following activities higher: 

• Rearrange sales floor • 

• Carry cut markdowns • 

• Transfer merchandise bet~en stores • 

• Assist and supervise other salespeople. 

Non-chain stores rated the _following activities higher: 

• Create displays. 

• Conpute mark ups • 

• Assist buyer in drawing up a buying plan • 

• Assist buyer in selectin:J merchandise and quantities • 

• Plan and carry out reorders • 

• Assist in planning advertising canpaigns • 

• Help select merchandise for ads and other pro:rrotions • 

• Review an ad laycut for an advertised item • 

• Help with fashion shCM preparation. 

Main office and branch stores differed on eight of the 33 activi-

ties an intern shculd experience. The activities rated higher by :rrain 

~ -~--- --
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office stores all related to the functions of buyers, includi~: 

• Assist buyer in drawing up a buying plan. 

Assist buyer in selecti~ merchandise and quantities. 

Plan and carry out reorders. 

• Assist in planni~ advertising carrpaigns • 

• Help select merchandise for ads and other prorrotions. 

Branch stores rated activities related bo manager responsibilities 
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• Carry cut markdowns. 

Supervise other salespeople. 

• Conduct part of a sales meeting. 

Retailers and educabors differed on ten of the 33 activities. The 

activities rated higher by retailers relate more bo daily activities an 

the sales floor, including: 

DeV"elcp an effective selli~ technique • 

• Rearrange merchandise presentation on floor. 

• Create displays • 

• Check in new merchandise • 

• Carry oot markdowns • 

• Counting and filling in stock. 

• Corrluct inventory. 

The activities rated higher by educabors were related bo the 

buyer 's job, in:::ludi~: 

• Assist in drawing up a buying plan • 

• Assist in selecti~ merchandise and quantities. 

Interpret a balance sheet and profit and loss statement~ 
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Supervising faculty and cooperative education administrators super­

visirg interns differed on only frur of the activities to Yhidl interns 

shruld be exposed. Faculty supervising interns rated the following 

activities higher: 

Clleck in new merchandise. 

• Conpute rrarkups. 

• Conpute stock turns. 

• Conpu te discrunts. 

Retailer interest in t;:articip:tting in internship programs. Depart­

ment, specialty and discrunt stores did not differ significantly in 

their interest in participating in internship prograns. The overall 

percentcge of retailers irrlicatirg that they wruld be interested in par-

ticipating in internship prograns was 48 .3 percent. 

Discussion of Findings in Relation to Review of the Literature 

Retailer participation in internshiP?. The findings of this study 

coocemirg retailer participation in internships suggest oone inconsis-

tency with previous studies on two iterrs. The iterrs are proximity of 

the school to store and preference to work with four-year colleges. 

Horridge {1980} found that most stores participating in internships 

were not in the same town as the school. Yet, in this study 76 .8 per­

cent of the retailers indicated :important, very inportant or essential 

that the school be within 25 miles of the store. Proximity of the 

school to the store {preference that the school be within 25 miles} \'aS 

the second highest rated criteria for participation. One reason for the 

difference in results may be pcpulations. This study concerns Califor-

nia retailers, Yhereas Horridge's sb.ldy was nationwide. Many of the big 

2-----
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hare economics programs are in the midw::!stern United States, and derro­

graphics may be influential. 

Beery's study (1980) shc:Med depar"tl'oont stores strongest in requir­

ing a foor--year degree for hiring graduates into mana:Jernent programs and 

positions. However, mile depar"tl'oont stores shc:Med a preference to work 

with foor--year colleges, there w::!re no significant differerx:::es foond in 

this study in the nunber of departm:nt, spe:::ialty, and discoont stores 

~--

fT-----

to participate in internship programs with foor-year colleg'--"e_s-=-. ________ _ 

It would seem that if depar"tl'oont stores w::!re more interested in errploy-

ing foor--year college graduates for mana:Jement positicns they might alro 

have a stronger preference than sp~ialty and discoont stores to have 

interns from foor--year colleges. It may be that departm:nt stores are 

just as willing to give two--year college students opportunities for 

internships, but perhaps at a different le11el of eKp<>sure, or assume 

that many of the two--year college students go on to conplete four-year 

degrees. 

Prerequisite a:>ursework. Wnile no studies were fourrl in the liter­

ature asking retailers mat coorses they prefer interns to conplete 

prior to an internship, it is interesting to corrpare the results of this 

study with the conpeterx:::ies retailers feel that graduates seeldrg man­

a:Jenent positions shoold possess. The five major conpetencies the 

literature showe:t were irrportant in graduates are likely to be c011ered 

in the three most important coorses this study found interns shoold take 

prior to the internship. The abilities to supervise, lead, and prcblem 

rolve would be likely to be objectives of managenent crurses. The abil­

ity to make business decisions wruld be sharpened in mana:Jement arrl 
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merchandising courses. The ability to denonstrate effective human 

relations would be increased in communications or human relations 

courses. 
t 
R --

The Herridge study (1980) found textiles, marketing and clothing 

construction the most common prerequisites to reatil internships. This 

study shCMed comnunications, merchandising and management to be the nost 

1~--------~d~e~s~i~red_~~er_equisJLtes_, ______________________________________________________________ __ 

Activities. This study identified nine activities that retailers 

and educators both felt interns needed to be exposed to considerably or 

extensively. These were compared to Cole's study (1974) of the activ­

ities on which retail merchandisers spent great amounts of time. The 

greatest anount of time, Oole found, was spent on planning, evaluating 

and merchandising, with large amounts of time also spent on personnel 

supervision and merchandise procurement. While six of the nine activ-

ities rated high by both retailers and educators relate to the activ-

ities that merchandisers were found to spend great anounts of time on, 

none of the activities related to promotion and merchandise procurement 

were felt important for considerable or extensive exposure for interns 

by retailers. 

The comparison of department, specialty and discount stores on 

activities an intern should experience, in this study, tends to agree 

with the results of other studies concerned with what different types of 

retailers do and think is important in retail education. Beery (1980) 

and Carmichael (1969) studied differences in types of retailers. 

Beery found that specialty stores tend to rate all competencies 

(needed by retail graduates) nore important than department stores. The 
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reason suggested for this difference is that specialty store personnel 

often have to perform more functions than their department sbore coun-

terparts. Carmichael found it to be true that midmanagement level 

enployees in department stoes perform fewer types of activities than 

other sbore types. The results of this study follav Beery's and 

Carmichael's in that specialty store retailers felt that interns needed 

In comparing retailers' and educators' views concerning activities 

that interns should experience, the findings of Mariotz and this study 

are compatible. Mariotz found agreement on the relative importance of 

25 of 29 activities; this study found agreement on 23 of 33 activities. 

In both studies retailers rated items related to selling techniques 

higher while educabors rated iterrs related to promotional planning 

higher. 

Previous research differed on the issue of agreement by retailers 

arrl educators concerning retail education. Some studies found consid-

erable agreement; others found considerable disagreement. This study 

overall found considerable agreement between retailers and educators. 

Conclusions 

To the extent that the merrbers of the samples involved in this 

study were representative of their respective populations and answered 

the questionnaires honestly, a number of conclusions may be drawn from 

this study. 

1. It was concluded that the factors most important in influencing 

a store to participate in an internship program are, in order 

of importance, quality of the fashion retailing curriculum, 

'"---
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proximity of the school to the store, arrl status of the col­

lege. It is recorrmended that educators involved with intern-

ship programs should be concerned with and constantly striving 

to tmprove the quality of the retailing curriculum on their 

campus. 

2. It was concluded that while the major in college related to 

activities and leadership are more important to retailers. 

Educators should advise students who are interested in or 

required to do internships in retailing to concentrate not only 

on coursework but also have some involvement in activities that 

will broaden their backgrounds and give them opportunities to 

become involved in leadership roles. 

3. It was concluded that while students should be encouraged to 

complete as many as possible of the twelve courses before doing 

an internship, the most important courses to be completed prior 

to an internship are communications or human relations, manage-

ment, and merchandising. Students interested in doing intern-

ships in specialty or discount stores should also complete 

merchandise display; while those interested in department store 

internships should complete math or accounting prior to the 

internship. 

4. It was concluded that retailing internships should be struc-

tured to include some exposure to all 33 of the activities 

rated in this study. It can be expected that the rrost exposure 

will be working on the floor (developing sales techniques, 

understanding the store's target customers, and supervising 
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other salespeople) arrl working with the buyer arrl/or manager 

(discussing customer reactions to merchandise and want lists, 

interpreting stock control information, attending management 

meetings and conducting part of sales meetings). 

5. It is reasonable tD conclude that all types of fashion retail 

stores may be equally interested in internship programs. 

~ 

~ ----------
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,~----------------~I=n~t=e=r=n=sh==i~ supervisors should be open to consider_ing_in±ern_-------~-------------

ships in different types of stores, depending on the individual 

store arrl the student' s background and galls. 

6. It was concluded that department, specialty, and discount 

stores agree on the inportance arrl exposure needed tD nost of 

the 59 items concerning retail internships. Of those courses 

in which there was a significant difference, department stores 

seemed more concerned with analytical skills, specialty stores 

with product information and general urrlerstanding of retail-

ing. Concerning activities, specialty stores indicate that 

more exposure is needed to a wider variety of activities. The 

data indicate that internships in specialty stores may offer 

more variety of types of activities if retailers actually give 

the exposure that they say is important. 

7. It was concluded that chain arrl non-chain stores, while agree­

ing on 41 of the 59 items rated, show the most differences of 

all the groups compared. Non-chain stores (organizations with 

fewer than six stores) rate a wider variety of internship 

activities high. If retailers actually do give more exposure 

to interns for the activities they rate higher, organizations 

of fewer than six stores may give the intern a broader 
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experience, unless the internship is done in the main store or 

office. 

8. It was concluded that main office and branch stores agree on 

IOC>st aspects of the retail internship. Of the items where 

there were significant differences, most concerned activities, 

with main offices rating activities related to the buyer as 

the manager's position. Students lookirg toward careers in 

buying should do internships through the main store or office, 

while students interested in department or store management 

careers may have a slight advantage in branch stores if 

retailers give more exposure to the activities they indicated 

needed more exposure. 

9. It was concluded that retailers and educators agree on most of 

the prerequisite courses and activities of an internship. Edu-

cators rated four courses higher, not a surprising result since 

they teach the courses. 

Of the activities that retailers and educators differed on, 

retailers tended to stress daily activities on the sales floor, 

reflective of the philosophy that everyone must start at the 

bottom and experience all aspects of the store to be successful 

in rnanage:rrent careers. The items that educators rated higher 

were related to the buyer's responsibilities. This is reflec-

tive of the interest of most fashion :rrerchandising students in 

buying careers. Educators seem to want interns to be given 

more exposure to buyer activities than retailers feel is needed 

or possible. It is recorrnnended that educators supervising 
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interns should discuss the level of exposure a student will be 

given to buyer related activities with stores taking interns to 

make clear their expectations and to understand the exposure 

the retailer is willing to give the student prior to finalizing 

the internship plan. A well planned internship can take the 

guesswork out of the amount of exposure interns will receive to 

~----
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10. It was concluded that supervising faculty and cooperative edu-

cation administrators supervising internships are in strong 

agree:rrent on the various aspects of retail internships studied. 

Of all the comparison groups studied, there was least differ-

ence in these two groups. 

Reoammendations for Further Study 

As a result of the findings, the following recommendations are 

presented for further study: 

1. A follcm-up study similar to this one should be done in five years 

to determine if changes in attitudes have occurred. 

2. A comparison of what different types of retailers say is important 

in internships and the kind of activities students are exposed to 

during internships in different types of stores would help deter-

mine if retailers actually carry through their attitudes expressed 

here. 

3. It could be determined if retailers actually use the criteria they 

say is inportant, in selecting interns, by sending the sane student 

to interview with stores for internships and varying the 
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credentials and personality characteristics exhibited for different 

interviews. This could be corrpared with answers on a survey mailed 

separately to the stores. 

4. An internship manual could be developed from the findings of this 

research. 

5 • A follow-up study should be done comparing the career success and 

speed of career advancement of forrrer raduates of fashion rrerchan-

dising programs who have and have not done retail internships, to 

determine the effect of retail internship on career advancement. 

6. It would be useful to conduct a study similar to this one for 

internships in fashion manufactur in:J industries. This could help 

in setting up design and merchandising interships in fashion 

manufacturing. 

7. A study could corrpare the attitudes of educators from different 

types of colleges (such as four-year, tv.o-year, private, and 

comnunity colleges) concerning retail internships. It might deter-

mine if the needs of each type of school could best be met by 

different types of retailers. 

8. Research should be done to identify the attitudes of retail 

students concerning retail internships to determine the pre­

requisites and activities that they perceive as irrportant for a 

retail internship. 

~----

R-- ~--

~-
r:; 



-
!:}: __ 

~--

~ ---

BIBLIOGRAPHY 

l44 



145 

BIBLIOGRAPHY 

Books 

Adams, Frank and Clarence Stephens. College and University Work Program: 
Implications and Implementations. Carbondale: Southern Illinois 
University Press, 1970. 

Duncan, Delbert and Stanley Hollander. Modern Retailing Management. 

~- -------------- ·----

~------------~~o~~icha~d_D~_Ixwin,_1~22. ______________________________________________ ___ 

Gillespie, Karen and Joseph Hecht. Retail Business Management. New York: 
McGraw-Hill, 1977. 

Guide to California Colleges and Universities. Sacramento: California 
Postsecondary Education Commission, 1983. 

Jarnow, Jeannette, Beatrice Judelle, and Miriam Guerreiro. Inside the 
Fashion Business, New York; John Wiley and Sons, 1981. 

Keene, Roland, Frank c. Adams, and John c. King, eds. W::>rk and the College 
Student. Carbondale: Southern Illinois University, 1976. 

Knowles, Asa. Handl::x:>ok of Cooperative Education. San Francisco: Jossey 
Bass, 1971. 

Sheldon's Retail Directory. New York: Phelon, Sheldon and Marsar, Inc., 
1983. 

Wanat, John, and Margaret Snell. Cooperative Vocational Education. 
Springfield: Charles C. Thomas, 1980. 

Wilson, James W. and Edward H. Lyons. W::>rk Study College Programs. New 
York: Harper, 1961. 

Articles, Periodicals and Journals 

11Career Planning: Logical Approach to Better Utilization of Employees ... 
Personnel News and Reviews, VIII {Spring 1978), p. 16-20. 

Fishco, Robert M. 11Focus on Mid-Management Needs... Stores, January 1977, 
26-31. 

Gillespie, Karen R. 11What Do Retailers Recomnend for Potential Merchants? .. 
Journal of Retailing, 38 {Spring 1962), 1-15. 

Gillespie, Karen R. 11Retail Executives Rate College Courses... Journal of 
Retailing, 36 (Fall 1960), 163-173. 



146 

Greenwood, Kathryn and Peggy Meszaros. "Internships in University and College 
Home Economics Units." The Home Eoonomist, 2 (1983), 93-97. 

Harper, L. J. "Home Economics in Higher Education: Status and Trends 1980." 
Journal of Home Economics, 17 (Spring 1981), 14-18. 

Horridge, Patricia, Myra B. Timrrons, and Jane Geissler. "Student W:Jrk 
Experience: A Realistic Approach to Merchandising Education." College 
Student Journal, 14 (Spring 1980), 48-53. 

Hudson, Joseph L. "What Should Be Emphasized in Retail Education?" Journal 
of Retailing, 54 (Fall 1978), 67-70. 

~ ------------ "---

~---

ri 

~--

Hursh, B. and Lenore Borzak. "Toward Cognitive Development through Field 
11---------Studies." 'I'he-LlournaLoLHigher__Educ..ation_(J_anuary_l9~9_)_,_68-77 ·'-------------

"Is College Imperative?" Stores, 59 (January 1977), 20. 

Johnson, Lydia and Mary Ruth S\\Upe, "Facts About Curricula in Home 
Economics." Journal of Home Eoonomics, 64 (February 1972), 11-17. 

Keith, Lisa. "The Renaissance Retailer." Retail Week, March 15, 1981, pp. 
24-34. 

Lazarus, Fred. "Can Academic Training of Retailers be Improved?" Journal of 
Retailing, 54 (Fall 1978), 71-76. 

Lupton, Keith. "Federal Legislation and Cooperative Education," Journal of 
Cooperative Education, 7 (November 1971), 46-48. 

McMullen, William J., "The Impact of Title VIII Funding on Operational 
Characteristics of Two and Four Year Cooperative Education Programs." 
Journal of Cooperative Education, 18 (Fall 1981), 67-68. 

Page, Norman, Richard Wiseman, and Daniel Crany. "Predicting Students• 
Benefits from Cooperative Education." Journal of Cooperative Education, 
18 (Winter 1981), 31-43. 

Perenich, Theresa. "Field Experience Study In A Traditional Setting. 11 

Alternative Higher Education, 3 (1978), 99-103. 

Snell, Margaret. "A Comparison of Employers of Cooperative Work Experience 
Education Programs on the Secondary and Post Secondary Education 
Levels." Journal of Cooperative Education, 17 (Spring 1981), 20-25. 

Strawbridge, G. Stockton. "Comm::>n Denominators Among Successful Retailers. 11 

Journal of Retailing, 54 (Fall 1978), 84-86. 

"The Discounter Psyches Himself. 11 Department Store Economist, July-August 
1975, pp. 23-27. 

Swerdlow, Robert A. "Retail Education in Four-Year Institutions: What Does 
the Future Hold?" Journal of Retailing, 54 (Fall 1978) , 40-42. 



. --------------------

147 

"Where Will Future Retail Management Come From?" Stores, 59 (January 1977), 
26-27, 29, 46. 

Unpublished Materials ~---c--- u 

~--

Basseri, Jamshid. "A Design for Cooperative Merchandising Mid-Management 
Training in the California Public Comnunity College." Diss. Univ. of 
California, 1970. 

Beery, Kathleen. "Midmanagement and Entry Level Fashion Merchandising 
Competencies." Diss. Iowa State Univ., 1980. 

Carmichael, John. "An Analysis of Activities of Middle Management Personnel 
in the Retail Trade Industry with Implications for Curriculum 
Development in Post-Secondary Institutions." Diss. Michigan State 
Univ., 1968. 

Coates, Sue. "College Level Education in Retailing: A Comparison of 
Perceptions of Retail Employment Executives and Retail Educators." 
Diss. Univ. of Missouri, 1971. 

Cole, R. M. "An Evaluation of the Fashion Merchandising Program at Florida 
State University by the Graduates, Participating Stores, and Clothing 
and Textiles Faculty, December 1969 through December 1973." Thesis 
Florida State Univ., 1974. 

Fishco, Robert M. "A Comparison of the Training Needs of Potential Mid­
Management Retail Executives as Perceived by Retail Presidents or Vice­
Presidents and Retail Employment Executives of Retail Department 
Stores." Diss. Temple Univ., 1976. 

Greenwood, Kathryn. "Directions in the Development of Fashion Merchandising 
Curriculum in the '80s." Association of College Professors of Textiles 
and Clothing, Inc., Portland, Oregon, 1981. 

Greenwood, Kathryn. "Systematic Approach to the Evaluation of a Fashion 
Merchandising Program With Guidelines for Student Work Experiences." 
Diss. Oklahoma State University, 1972. 

Hamlin, Michael. ~Graduate Evaluation of the Cooperative Education Proc;ram, 
Annandale Campus, and~ Canparat1ve Assessment of Two Year Cooperatlve 
Education and Non-cooperative Education Graduates' Career Development 
for the Years 1974, 1975 and 1976. Final Report. ERIC ED 180 514, 
1978. 

Hampton, Robert. "Perceptions of Retailers and Retail Educators Towards 
Collegiate Retail Education in the California State Colleges." Diss. 
Stanford Univ., 1960. 

Kelly, Betty. "A Comparison of Perceptions of Retail Employment Executives 
and Retail Educators on the Importance of Selected Areas of Competence 

~---- ______ ==-:-= 

M 



for College-Level Retail Programs." Dissertation Abstracts 
International, 40 (1980}, 6165A. 

148 

Kozma, John. "An Analysis of Job Training Stations in Cooperative 
Distributive Education Programs in Florida Community Colleges - Fall 
Semester 1977." Diss. Florida Atlantic Univ., 1978. 

LaGrange, Harriet. "Need for a Cooperative Retail-Training Program in 
Textiles arrl Clothing at Iowa State College." Thesis Iowa State Univ., 
1957. 

LaSalle, K. J. "Retail Education: A Process Centered Cooperative Education 
Curriculum for Massachusetts Community Colleges." Dissertation 
Abstracts International, 34 (1974} 1647-A. 

Mariotz, Elizabeth. "An Assessment of Selected Cooperative Education 
Activities in Retail Management Programs in Four Year Colleges." Diss. 
Temple Univ., 1980. 

Meszaros, P. S. "Home Economics Internships: Networking to Bridge the 
Gaps." American Home Economics Association, Washington, D.C., 1979. 

Neal, Edith. "Effectiveness of Undergraduate Fashion Merchandising Programs 
Relative to Professional Preparation." Diss. Texas w:>men's Univ., 
1981. 

Neiderpaum, Marion A. "A Study of the Educational Values of College Retail 
Work for Graduates in the Field of Retailing." Thesis Iowa State Univ., 
1957. 

Risch, Ernest. "A Comparison of the Curricula of Instruction in Continental 
U. S. Four Year Colleges arrl Universities Designed to Prepare Students 
for Mid~anagement Positions in the Retailing Industry as Perceived by 
Retailing Presidents, Vice-Presidents, and Retailing Employment 
Managers, with Implications for Curricula Analysis." Diss. Tenple 
Univ., 1979. 

Rudd, Nancy. "Textiles and Clothing Curriculum: Current Trends and Future 
Outlook." Association of College Professors of Textiles arrl Clothing, 
Minneapolis, October, 1982. 

Scott, L. M. "Identification of Problems Encountered in Implementing 
Internships in Fashion Merchandising." Thesis Oklahoma State Univ., 
1978. 

Simpson, E. M. "Evaluation and Revision of an Instructional Manual Utilized 
in a Fashion Work Experience Laboratory." Thesis Oklahoma State Univ., 
1978. 

~ ------------------

"=== 



-
~- -- -------------

APPENDIX A 

RETAILER QUESTIONNAIRE 

l49 



:::-=~ ~-_-__::.:...:::..._-_--------- ----- ------ ------ -------- -- - -

-

150 

University Retail Internships Survey 
,_ ---

Name of store Main Store/Office Branch Store - -
Which classification best describes your store? Department Specialty Discount --

- - - E; 
How many stores does your organization have? - 1-5 - 6 or more 
How many employees does your store employ? Less than 15 15-30 ~lore than 30 ~ - - -

~ .. 

Definition of Internship - A temporary period of supervised work experience which is part of the ~ 

formal curriculwn preparing a student for a mid-management or higher level career in retailing. --

-

"' ~ i t'"' iY -------
"' ,... 
"' ..:! "' " "' ~ " " .... 

Please answer the following questions concerning university retail "' .[ "' " ,... 
~ 

0 
internships which prepare students for mid-management or higher e. ~ " 0 "' level careers in retailing. Respond by placing a check (.() in the " ~ "' 0 appropriate coltmm.. " " " "' " "' § 

n 
-,'ti 

1. HOI< llll]lortant. do you teel an mternslllp 1s to the program ot 
a college stt.dent pursuing a mid-management or higher level 
career in fashion retail? 

If your store was participating in an internship program, how important 
would the follm<ing factors be in selecting schools with which to work? --

2. Status of the college --

3. Quality of fashion retailing curriculwn. 
--- -----

4. Proximity of school to store (preference that school be within 
25 miles). -

5. Preference to work with 2 year private schools. 

6. Preference to work with coiiii1Ullity colleges. 

7 0 Preference to work with 4-year colleges. 

8. Preference to work with metropolitan rather than rural college. 

How important are the following student characteristics in selecting interns? 
9. Personality 

10. Major in college related to retailing 

ll. Grade point average 

12. Activities and leadership 

13. Experience in retailing 

How important do you feel the follm<ing courses are for a student to complete 
prior to the internship to maximize the experience? 

14. Retailing structure and strategy 

15. Marketing 

16. ~!erchandis ing 
---- ---- ---

17 0 ~lath or accounting 

18. Computer 

19. Advertising and/ or promotion 

20. Fashion theory 

21. Textiles 

22. Communications/hwnan relations 

23. ~!erchandise display 

24. Fashion Mlrketing 

25. Management 

26. How important do you think it is for junior or senior students 
be given more management experience during an internship than 
freshman/sophomore students? 

to 

*Please turn page and note changes in answer format. 
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Level of Exposure 

Needed and/or Possible 
Please indicate how much exposure to the follmfing activities. you l~l§'lgl~l~l -
~eel Uni':'ersity retailing interns should experience during an ~ 
mternsh1p to prepare them for mid-management or higher level CD !n ffi ;:;. fD 

::: .... '"' careers in retailing. Respond by placing a check (,·) in the "' !$' (1) ~ 
~· 

0.. 
appropriate colUII1ll. >1 

" C" ,_. --
(1) 

27' Identify various types of target customers and recognize 
psychological buvinl! motives and needs of customers. --

28. Develop an effective selling technique. --

29. Complete various customer transactions such as sales, 
-------layaway, credit, special order, etc. 

30. Counting and filling in stock 

31. Interpret stock control information. 

32. Conduct inventory. 

! 33. Observe and report to buyer {manager consumer react ions to 
merchandise. 

34. Compile and analyze customer want lists and discuss with buyer/ 
manager. 

--

35. Shop competition for buyer/manager. --

36. Rearrange merchandise presentation on the sales floor.. -

37. Create window or interior displays . --- --------

38. Evaluate and disc:uSs window and interior displays with management. -

39. Check in new merchandise, 

40. Record outstanding orders. 

41. Compute markups. 

42. Return merchandise to vendors. 

43, Ca,rry out markdowns. 

" Conduct transfer of merchandise between stores. "· 
45. Assist b•.l)'er in drawing up a buying plan. 

46. Assist buyer in selecting merchandise and estimating quantities. 

47. Assist in planning and carrying out reorders. 

48. Assist in planning advertising campaigns. 

49. Help select merchandise for ads and other pr01110tions. 

so. Review an ad-layout for an advertised item. 

51. Conduct a follow-up or report 6n customer reaction to an ad. 

52. Help with fashion show preparations. 
--- ------------

53. Compute stack tUrns, 

54. Compute cash, quantity, trade and functional discounts. 

55. Interpret a balance sheet and profit and loss statement. 

56. Supervise stock keeping. 

57. Assist and supervise other salespeople concerning selling, 
merchandise information, etc. 

58. Attend managers/buyers meetings, 

59. Conduct part of a ·sales meeting on product, fashion, or other 
information. 

' 
60. Has your store participated in internship programs with any universities? _Yes _No 

61. Would your store be -interested in participating in an internship program? _Yes _ No 

Thank you for your valuable time and opinions. If you would 
like to receive ~ ~opy of the results of this study, please 
1nd1cate so by g1vmg your name and address below. 
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University Retail Internships Survey 

Name of College -----------------
1\'hat department are you associated Hith? 

Home Economics or fashion related = Campus Cooperative Education Office Other (please specify) ------­
Does your department offer internship experiences to students in retailing related majors? 

Yes No 

fA' ~ ~ ;::: ~ 
"' :;J ,. 
!!l 0 ,. 

~· .... ,_. 
Please anSHer the folloHing questions concerning university retail 

,. g· ,. 
" 1-'• " 0 

" '8 " ~· 
... 

internships Hhich prepare students for mid-management or higher ,_. ,. ,. ... " level careers in retailing, Respond by placing a check (v~ in the ,. 
~ § ... appropriate column. ,. 
" ,. § 

n 

" 
1. HOH important do you feel an internship is to the program of a 

coll_e_glLS_t.ude_n_t_p_m:s_uing_a_mid~anagement_o_r_highe_r_lllYe.l 
career in fashion retail? 

HOH important Hould you rate your preference 
Hith the following types of stores? 

to have students do internships 

2. Department stores 

3. Specialty stores 

4. Discount stores 

5. Stores part of a chain of 6 or more stores. 

6. Stores Hith no more than 5 stores, 

7. Small stores employing less than 15 people. 

8. Larger stores employing more than 15 people. 

How important do you feel the foll01<ing student characteristics are to 
retailers in selecting interns? 

9. Personality 

10. ~1ajor in college related to retailing. 

1!. Grade point average 

12. Activities and leadership 

13. Experience in retailing 

Hm: important do you feel the following courses are for a student to 
complete prior to the internship to maximize the experience? 

14. Retailing structure and strategy 

15. ~1arketing 

16. ~ferchandising 

17. ~th or accounting 

18. Computer literacy 

19. Advertising and/or promotion 

20. Fashion theory 

21. Textiles 

22. Communications/human relations 

23. Merchandise display 

24. Fashion Marketing 

25. Management 

26. How important do you feel it is for junior or senior students to 
be given more management experience than freshman/sophomore 
college students? 

*Please turn page and note changes in anSHer format. 
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Level of F-xposure 
- ---------

>leeded and/or Possible 

"' n "' z 
PleaSe indic!ltP how rmtch exposure to the following activities you feel ~ 0 ~ §: 0 

" " University retailing interns should experience during an internship <1> :::. <1> <1> 

~. 
... 

to prepare them for mid-management or higher level careers in retailing. go <1> -Q, 

Respond by placing a check (;·) in the appropriate column. < "1 
b <1> " g 

<1> ;-: -
~ 

27. Identify various types of target customers and recognize psycho-
------

logical buying motives and needs of customers. =-------

28. Develop an effective selling technique. ·-
29. Complete various customer transactions such as sales, layal'lay, 

credit, special order, etc. 

30. Counting and filling in stock. 

31. Interpret stock control information. 

32. Conduct inventory. 

33. Observe and report to buyer /manager consumer reactions to 
merchandise . 

34. Compile and analyze customer want lists and discuss with buyer I 
manager. 

35. Shop competition for buyer/manager. 

36. Rearrange merchandise presentation on the sales floor. 
-

-

37. Create window or interior displays. 
-

38. Evaluate and discuss window and interior displays with management. -- --- ----- -----

39. Check in new merchandise • -

40. Record outstanding orders. 

41. Compute markups. 

42. Return merchandise to vendors. 

43. Carry out markdowns. 

44. Conduct tra~fer of merchandise between stores. 

45. Assist buyer in drawing up a buying plan. 

46. Assist buyer in selecting merchandise and estimating quantities. 

47. Assist in planning and carrying our reorders. 

48. Assist in planning advertising campaigns. 

49. Help select merchandise for ads and other promotions. 

50. Review an ad-layout for an advertised item. 

51. Conduct a follow-up or report on customer reaction to an ad. 

52. Help with fashion show preparations. 

53. Compute stock turns. 
-

54. Compute cash, quantity, trade and functional discounts. 

55. Interpret a balance sheet and profit and loss statement. 

56. Supervise stack keeping. 

57. Assist and supervise other salespeople concerning selling, 
merchandise information, etc. 

58. Attend managers/buyers meetings. 

59. Conduct part of a sales meeting on product, fashion, or other 
information. 

Thank you for your valuable time and opinions. If you would 
like to receive a copy of the results of this study, 
indicate so by giving your name and address below. 

please 
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California State University, Chico 
Chico, California 95929-0002 

Department of Home Economics 
(916) 895-6805 

Dear Retail Executive: 

January 20, 1984 
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,---- ---- - --------
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;;:;;_ 

This letter is to ask for your participation in a research studyL_ ____________________ __ 
concerning fashion retailing internships for university students. Your 
assistance is requested whether or not you have had experience with 
internships. Internships are a temporary period of supervised work 
experience that are a part of the formal college curriculum preparing 
students for mid-management or higher level careers in retailing. Intern-
ships allow students the opportunity to blend theoretical and on-the-job 
training under the supervision of the college and employers. 

The purposes of the current study are to (1) provide information that 
will facilitate development of relevant retailing internships for university 
students, and (2) identify competencies that should and can be learned on 
the job during internships. It is hoped that the results of this study will 
help universities in California with fashion merchandising and retailing 
programs to prepare more competent executive candidates for the retailing 
industry. 

Because of your expertise and experience in retailing, your perceptions 
are vital to this study. If you will take ten minutes to complete the 
enclosed survey, your cooperation will enhance this study. Please feel 
free to make comments on the questionnaire or not answer any questions that 
you feel are inappropriate. Individual responses will be confidential. The 
perceptions of retailers as a group will be summarized. If you feel that 
another person in your store organization is in a better position to answer 
the questionnaire, please forward it to that person. 

Your contribution to this study will be most helpful. If you are 
interested in receiving the results of this study, please indicate so 
by including mailing information at the end of the questionnaire. Please 
return the questionnaire in the self-addressed stamped envelope by 
February 3, 1984. 

Sincerely, 

~~ 
Gwen Sheldon 

GS:kl 

The California State University 



California State University, Chico 
Chico, California 95929-0002 

Department of Home Economics 
{916) 895-6805 

Dear Professor: 
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January 20, 1984 

The enclosed questionnaire is part of a research study on fashion 
retailing internships for university fashion retailing students. The 

~- --

~ -- ------- ---

4~----~pH~sses-sf--~he-~tHd7~re-te-~l~-prev~ae-inisr.ma~-ien-ts-F~t~~~-eau&ateFs•--------------------­
that will facilitate development of relevant retail internships, and 
(2) identify activities that should and can be experienced on the job 
during retail internships. It is hoped that the results of the study 
will be useful to all university retail educators in California that 
are involved in the development and supervision of retail internships. 
Educators and retailers will be involved in the study. 

Because of your expertise and experience supervising retail intern­
ships, your perceptions are vital to the study. If you will take ten 
minutes to complete the survey, your cooperation will enhance this study. 
Please feel free to make any comments on the questionnaire or not answer 
any questions that you feel are inappropriate. If you are not or 
have not supervised retail internships, please forward this survey to 
someone in your department who has supervised fashion retail internships. 

Your contributions to this study will be most helpful. If you are 
interested in receiving a copy of the results of the study, please 
indicate so at the end of the questionnaire. Please return the questionnaire 
in the self-addressed, stamped envelope by February 3, 1984. 

Sincerely, 

Gwen Sheldon 

GS:kl 

The California State University 



California State University, Chico 
Chico, California 95929-0002 

Department of Home Economics 
(916) 895-6805 

Dear Retail Executive: 
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~----

February 7, 1984 

fielp:-:·------------------------------------­

The survey on University Retail Internships that I mailed to you 
on January 20, 1984 may have been lost on your desk! · Your response 
is vital to this study. 

Will you please take ten minutes to respond to the enclosed 
questionnaire and return it immediately in the prepaid return envelope? 
Please disregard this notice if you have already returned the questionnaire. 

Thank you for your time and shared expertise. 

Sincerely, 

~~ 
Gwen Sheldon 

The California State University 



California State University, Chico 
Chico, California 95929-0002 

Department of Home Economics 
(916) 895-6805 

Dear Cooperative Education Director: 

He p!. 

Febntary 10, 1984 

As an expert in the subject of internships, your response is 
of great importance to the research study that I am conducting on 
retail internships. I am enclosing another survey and envelope, 
in case the first one that I mailed did not arrive or is not 
easily accessible. 

Will you please take ten minutes to fill out this survey and 
return it immediately in the self-addressed, stamped envelope 
provided? Your cooperation is deeply appreciated. 

Respectfully, 

Gwen Sheldon 
Project Director 
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Recentl ou received a second survey on university 
retail internships. Your response to th1s survey i'-o:;s;-------------­
urgently needed whether or not you have ever had or plan 
to have any contact with an internship program. Your 
opinions will help in improving the quality of 
internship experiences for university students. 

Your contribution to this research will be greatly 
appreciated. 

Respectfully, 

,6»-~-AW~ 
Gwen Sheldon 
Project Director 
csu, Chico 
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Cal Poly, San Luis Obispo 

cal Poly - Pomona 

csu, Chico 

CSU, Fresno 

CSU, Fullerton 

cal State Hayward 

CSU, Long Beach 
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Participating Schools 

~----- -
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1~--------~esu,-1as-&~~eles---------------------------------------------------------------------

CSU, Northridge 

csu, Sacramento 

UOP 
College Notre Dame 

Fresno Pacific College 

Humboldt State 
Lama Linda University 

Pt. Lama College 
San Diego State University 

S.F. State 
San Francisco State University 

Sonoma State University 

uc, Davis 



Allison's Place 

Anita's 

Ascandal 

Back Street 

Bargain Boutique 

Beno's Inc. 

Berkeley's 

Betty's 
Meyer Bistrin's Inc. 

Blachman's TOwn and Country 

The Black Cat 
Bobbie Jean Store for Women 
Bobbie Lynn Inc. 

Boston Stores 

Bradley's 

Breits 
Britches and Boots 

Broadway Department Stores 

Malcolm Brock Co. 

Buffum's 

Bullock's 

Gene Burton Inc. 

California Apparel Shop 

campbell's In The Village 

Carolines Dress Shop 
Christine's Casuals 

Cindy's Fashion Shops 

City of Paris 

The Clothes Horse 

The Clothes Rack 

Clothesttme 

Harry Coffee 

Participating Stores 

The Color Closet 

D's Fashions 

Daughtrey's Department Store 

Desmond's 
Dtmensions In Fashion 

Dor:i,an's 

Dunlap's 

Elm's Inc. 
Emporium-Capwell 

Factory Outlet 

Fallis' 
Famous Fashions 

The Fashion 

Fashion Conspiracy 

Fashions in Focus 

Mark Fenwick Inc. 

The First Street Store 

Fit to AT 

Charles Ford Company 

Gabardine's 

Gains Department Stores Inc. 

The Gap 

Gay Shops 

Girl Talk 

Goldman's 
Gottshcalk's 
Gumps 

Harbingers 

Harris and Frank Inc. 

Henshey's 

Hess Department Store 

Hilson's 
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Participating Stores (Continued) 

Hink's 
Hinshaw's Department Store 

John Hogan Company 

Hughes Stores 

Hydes 

Ivers Department Store 

Jan's Tall Shop 

Jay's Department Store 

Joel's 

K-Mart 

J. c. Penney Co., Inc. 

The Ladi Bug 

Lanz of California 

Lavin casuals 
Samuel Leask and SOn 
Levy Brothers 

Lion Clothing Company 

Little Daisy 

Livingston Brothers 

Lollypop Tree 

Macy IS Of california 

Joseph Magnin 

Malnick's 

Male Box III 

Hubbub 

Chico General Store 

Antie Marne's 
Pic-A-Dilly 

l-t:ld.e-0-Day 

Margo 

Marcus 

Mariels for M'Lady 

Marlene's 

Marsi's 

Mason Bender 

Marty's Clothiers 

The May Company 

Melody Dress Shops 

Mercantile 

Mervyn's 

Middleton's 

Louis Miller Inc. 

Mr. G. Stores 

Morris Department Store 

Mountain Heir 

Nonda's Plus 

Nordstrom 
Orchid Shoppe 

Osers 
The Pant Store 
Paso Robles Mercantile 

Personality Shoppe 

Port O'Call Pasadena 

The Princess Shoppe 

Raines Deparbnent Store 

Rasmussen's 

Derek Rayne Ltd. 

Remar's 

Renee's 

Reni's 

Revelation 

Rhubarb Jar 

Rich's 

Richards TcMn and Country 

Riley' s Inc. 

J. W. Robinson Co. 

Rosenberg's 

Rosenthal's 

Ross Stores Inc. 

Rude's Department Store 
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Ryan's Menswear 
Saks 5th Avenue 

Samanthas 
Sather Gate Apparel 

Sher-Lin's Fashions 

Silverwood's 

Sol's 
Tina's Fashions 

The Toggery 

Tracy's Teen Boutique 

Tucker Lee 
Mark Twain Clothier's 

The Utopian 

Walker SCott Oompany 
The Watermelon Seed 

Weinstock's 

The Wet Seal 
The White House 

Wild west Store 

Participating Stores (COntinued) 

Windsor Fashions Inc. 

Winger's Department Store 

Fashion Express 

Half or Less 

The California Fit 

Harmony and LOtus 

I. Magnin 

Woman's World Shops 
Belmont Clothes 

Clothes Direct 
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APPENDIX E 

FlWJUENC!Y TABLE FOR ALL RESPONSES 
TO QUESTIOONAIRE ITEMS 
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Questionnaire 
Item# Essential 

1. 62 

2. Retailers* 4 
Educators 3 

3. Retailers 17 
Educators 1 

4. Retailers 24 
Educators 1 

5. Retailers 1 
Educators 0 

6. Retailers 4 
Educators 0 

7. Retailers 6 
Educators 0 

8. Retailers 2 
Educators 0 

9. 65 

10. 21 

11. 2 

12. 23 

13. 21 

Frequency Table for All Responses 
to Questionnaire Items 

Very 
Important Important Importance 

66 51 12 

38 67 48 
13 6 0 

70 74 11 
6 13 

60 41 33 
5 11 2 

5 16 68 
14 3 2 

9 26 66 
5 10 2 

21 33 54 
6 8 4 

9 17 61 
13 4 1 

96 27 

54 81 35 

37 130 27 

84 68 17 

55 69 47 

Little No 
Importance Answer 

1 4 

14 1 
0 2 

0 0 
1 3 

11 3 
1 4 

72 10 
2 3 

56 11 
3 4 

50 8 
2 4 

73 10 
2 4 

8 

4 1 

0 

2 2 

3 1 I-' 
m 
~ 
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Frequency Table (Continued) 

Questionnaire Very 

I 
Little No 

Item# Essential Important Important Importance Importance Answer 

14. 20 67 79 20 1 9 

15. 24 60 79 28 1 4 

16. 36 81 64 10 1 4 

17. 29 58 80 24 3 2 

18. 9 28 76 64 16 3 

19. 10 57 81 37 6 5 

20. 16 53 90 28 6 3 

21. 19 39 85 44 6 3 

22. 55 86 45 6 1 3 

23. 19 64 81 26 3 3 

24. 18 57 91 22 5 3 

25. 38 78 57 18 5 

26. 22 100 41 21 8 4 

27. 43 101 41 4 2 5 

28. 73 88 26 5 0 4 

29. 58 82 49 4 1 2 

30. 36 68 73 15 1 3 

31. 54 88 46 5 1 2 

32. 36 82 58 16 1 3 
...... 
0'1 
co 

33~ 54 103 29 8 2 
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Frequency Table (Continued) 

Questionnaire Very 

I 
Little No 

Item# Essential Important Important Importance Importance Answer 

34. 38 94 50 11 1 2 

35. 31 82 65 15 1 2 

36. 58 82 44 8 4 

37. 22 69 74 25 4 2 

38. 21 74 73 22 4 2 

39. 33 63 72 22 1 5 

40. 22 57 67 38 8 4 

41. 35 60 55 33 9 4 

42. 19 50 68 50 6 3 

43. 35 73 59 26 1 2 

44. 23 54 77 26 7 9 

45. 23 70 58 23 17 5 

46. 26 76 51 24 14 5 

47. 19 83 54 20 14 6 

48. 18 55 75 28 15 5 

49. 16 62 68 28 7 5 

so. 9 53 85 29 15 5 

Sl. 16 65 73 29 6 7 
I-' 
~ 

52~ 5 60 70 45 ll 5 1.0 

53. 26 63 70 23 10 4 

rli . ; ·1 ~ .•• I . 
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Frequency Table (Continued) 

Questionnaire Very 

I 
Little No 

Item# Essential Important Important Importance Importance Answer 

54. 21 72 55 32 11 5 

55. 35 64 44 29 20 4 

56. 25 72 68 21 4 6 

57. 58 78 47 6 2 5 
58. 44 77 57 10 4 4 

59. 33 76 62 15 2 8 

*Note - Item Ntnnbers 2-8 are different on the retailer and educator questionnalires. All other i terns are the 
same. 
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