
Introduction

Quick response (QR) is a vertical strategy
where the manufacturer strives to provide
products and services to its retail customers in
exact quantities on a continuous basis with
minimum lead times, resulting in minimum
inventory levels throughout the pipeline.
Retailers no longer wish to carry high invento-
ry levels and therefore, in many cases, have
been demanding QR from manufacturers.
Retailers see QR as a way to operate their
store with an adequate amount of inventory
while providing their customers outstanding
service. This higher level of service is neces-
sary given the increased competitiveness
faced by retailers. 

Facilitating QR requires using various
technologies to support accurate, frequent
and efficient communications systems. Elec-
tronic data interchange (EDI) facilitates QR
through the online electronic communication
of sales data from retailers to their distribution
centers to company headquarters and back to
their vendors. Vendors are responsible for
promptly supplying the distribution chain
with the merchandise requested to maintain
the store’s inventories at optimum levels
cooperatively developed by the retailer and
the vendor. 

Another important technological compo-
nent of QR is barcode scanning. A barcode is
simply a symbol (a machine readable version
of a human readable code), that consists of
alternate dark bars and white spaces repre-
senting the UPC number designed to be read
by scanners which communicate with com-
puters. In order for EDI to work, an exact
product identification number or code for
each stockkeeping unit (SKU) is necessary.
Immediate EDI of sales data are impossible
without barcodes. The reported advantages
of QR and its resultant technologies include:
quicker deliveries, reduced shipping costs,
faster inventory turns, fewer stock outs,
fewer markdowns, and lower inventory
investment, all of which can positively
impact profits (Discount Store News, 1997;
Schnaars, 1991). 

Implementing QR requires extensive
changes in the working relationships between
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Abstract
Quick response (QR) systems are being implemented by
retail firms at an ever quickening pace throughout the
USA. While dramatic changes occur throughout the retail
company adopting QR strategies, it is the buyers and
buyers’ assistants that are more affected by these changes
than other executives in the retail firm. Therefore, the
purpose of this study was to investigate the perceptions,
attitudes and opinions of retail buyers toward QR. Over
200 buyers from leading department and specialty store
firms that have implemented, or are beginning to imple-
ment , QR participated. In general, the findings indicated
that buyers had a positive view of QR systems; felt QR
would save them time but not reduce the number of
buyers currently employed; and that they used technology
as an integral part of their job. The study also found
several significant factors describing buyers’ perceptions
of QR that were related to the size of their organization.
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retailers and manufacturers, as well as sys-
tems changes in this link in the chain of distri-
bution from raw materials to consumers.
Retailers using QR strategies have had to
develop new processes and relationships to
ensure efficiency in the distribution linkages.
These new processes include moving boxes
directly to the sales floor, rather than through
shipping and storage areas, which reduces
shipping costs and shortens the time it takes
to get new merchandise to the sales floor
(Discount Store News, 1997). Because of all
these changes taking place retailers’ and
vendors’ staffs must jointly develop detailed
models of their inventory plans by individual
SKUs. These models, which must allow for
seasonal demand changes must be at the style,
size, and color level for each selling unit
(Hammond 1991, 1992; Harvard Business
School, 1987, 1990, 1991).

For successful QR implementation, it is
essential that top management understand
and enthusiastically support the QR concept
and provide others involved in QR with both
the tools and the necessary training. The level
of cooperation in the human linkages, as well
as the attitudes and commitment of these
people toward the new concepts and organi-
zation, can determine whether a QR program
will be a success (Johnsen, 1996). 

QR is a process, not a procedure, product
or program. QR linkages involve changes in
job functions for both retailers and vendors.
Many of these job function shifts necessitate
organizational changes. Macbeth (1994)
explored the nature of partnerships in the
purchasing process and found that, for suc-
cessful business relationships to be partner-
ships, a network must be formed that involves
interacting and interdependent groups of
individuals from each organization that com-
plements and shares with each other for the
betterment of all the partners. Retail buyers’
and merchandisers’ responsibilities and
authority are markedly different under a QR
strategy than they are without QR. Without
QR, most retail buyers are involved on a day-
to-day basis with determining which specific
merchandise to reorder. With QR, however,
buyers’ emphasis must shift to: detailed joint
planning of merchandise lines and items with
vendor partners; developing and maintaining
good relations with vendor partners; and
jointly introducing new items or new lines
(Baker and Hauers, 1993; Carter, 1991;

Dahlstrom and Dwyer, 1993; Gardner et al.,
1993; Hunter, 1990).

As a result of their altered relationships
with retailers, vendors may also need organi-
zational changes. As previously mentioned,
QR linkages require the development and
implementation of new communication
linkages and systems. Secondly, unless the
vendor has already implemented short-cycle
manufacturing, QR usually requires a shift to
smaller production runs to satisfy the more
frequent, smaller shipments demanded by
retailers using a QR strategy. The full com-
mitment of vendors’ top management is as
important as is that of retail buyers’ manage-
ment (Kincade and Cassill, 1993). 

One of the biggest benefits for vendors in
QR partnerships is gaining access to retail sales
data by SKU (Ryan, 1997). Access to these
data allows the manufacturer to plan produc-
tion runs that meet the customers’ needs. Pre-
QR retailers would find themselves holding
large inventories, yet they were out-of-stock of
the best-selling merchandise. It has been esti-
mated that 40 to 50 percent of sales in depart-
ment stores are lost because stores were
stocked with the wrong sizes and colors (Ryan,
1997, p. 22).

Research study

To measure the impact of QR on the merchan-
diser of retail firms, a study was conducted
among retail buyers. Since department store
merchandise spans a number of product lines
and many SKUs it was felt these type firms
would be ideal for this study. The merchandise
sold by these firms emphasize apparel and
accessories, furniture, and home furnishings.
Retailers specializing in such merchandise as
food, drugs, books, home building supplies, and
appliances were not included in this study, even
though some of the firms included carried these
lines to a limited degree. The firms in the study
were department stores, specialty stores (apparel
and accessories), as well as discount stores.

The purpose of the study was to investigate
the perceptions and attitudes, problem areas,
and possible roadblocks facing the retail buyer
in companies committed to implementing QR
systems. There has been little published in
trade or academic journals that indicates the
role of buyer perceptions and attitudes toward
the multitude of changes in their job content,
performance evaluation, and incentive pro-
grams. The objectives of the study were:
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(1) To identify buyers’ perceptions and atti-
tudes toward QR systems and strategies
in their companies.

(2) To identify technologies currently being
used by retail buyers to implement QR
systems.

(3) To evaluate the impact of organizational
size in the implementation of QR systems.

Methodology

Meeting the objectives of this research
required that firms had some level of involve-
ment with QR systems. Therefore, 72 retail
firms from a previous study, who had
responded positively in adopting QR strate-
gies, were asked to participate in this study
(Fiorito et al., 1995). Executives from 38
companies indicated they would participate
by distributing questionnaires to their buyers.
Each retail executive indicated the number of
questionnaires they would distribute. The
number of questionnaires requested totaled
432. Of those, 218 (50 percent) were returned
by buyers in 32 companies. Each retail execu-
tive requested a range of 1 to 45 question-
naires and each retail executive returned from
0 to 18 questionnaires. Six companies that
requested questionnaires for distribution did
not return any questionnaires. Thus the
response rate from the individual buyers
ranged from 0 to 90 percent. The question-
naire included both scaled items and open-
ended responses and addressed buyers’ per-
ceptions and opinions of QR, buying mer-
chandise within a QR system, information
access, customer service, vendor relation-
ships, use of technology, effects of QR on the
buyers’ work habits and demographic infor-
mation on the buyers and their companies. 

Research sample characteristics
The 32 responding firms had an average of
just over one billion dollars in annual sales;
the firms had been in business, on average, 85
years and operated 90 stores. Responses came
from every geographic region in the USA,
including Hawaii.

Of the 218 buyers, 67 percent were female,
the average age was 36 years, and typically
they had four years of education after high
school and nine years of buying experience.
Respondents’ characteristics were not signifi-
cantly different from those typical among
others holding retail buying or buying posi-
tions in general. A comparison to a survey in

Purchasing (1995) magazine indicated very
similar demographic characteristics, except
for gender. In the study of industrial buyers
males surveyed represented 77 percent and
females 23 percent; the average age was 43
years old and 66 percent held a four year
college degree and averaged 13 years of expe-
rience (Purchasing, 1995).

The merchandise categories represented
were heavily in apparel lines (82 percent).
This may simply be a reflection of the ongoing
shift of emphasis by department stores and
mass merchandisers increasing the number of
apparel and accessory lines and away from
hard lines. One example of this strategy is JC
Penney’s focus on both their private label as
well as traditional name brand apparel prod-
ucts, coupled with the movement away from
hard lines such as appliances, televisions, and
other hardware items. Other areas of mer-
chandise were also included in the responses
but represented a minority of the responses. 

General perceptions about QR

A major key to success of QR implementation
is the quality of the buyer’s decisions on mer-
chandise planning, selection, distribution,
pricing, and promotion. Buyers’ attitudes
have always been important in any retail firm.
Without the retail buyer’s commitment, the
success of a program like QR could be seri-
ously impeded. But QR is an organizational
wide effort and it requires support from upper
management.

The attitude of the buyers in the study was
very positive toward QR. When asked how
successful QR would be in their store, 75
percent indicated either “extremely successful”
or “successful,” while 23 percent indicated QR
would be “somewhat successful.” Only 2
percent indicated it might be “somewhat of a
failure” and not one respondent thought the
program would fail or should be eliminated.
This positive attitude, although certainly not a
surprise considering all of the buyers were
currently involved with QR systems, inundates
the buyer’s general perceptions about QR
systems (see Table I). QR systems were strong-
ly viewed as needed changes to survive and had
the support of top management. Thus buyers
felt the QR program would be successful at
their store even though it would mean drastic
changes in their job duties. Overall, buyers did
not feel threatened by the move to QR and felt
that their job performance could be measured
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by management under a QR system. One
buyer wrote the following comment that
summed up the buyer’s and management’s
overall feelings about QR:

QR seems to be more easily accepted by younger
buyers. The higher you go in management, the
longer they have been in retail and the less accept-
ing they are of new ideas in data analyses. When
upper management were buyers, QR and its
related technologies were not used or necessary.

Perceptions of profitability and service

The speed of QR systems will allow buyers to
respond more quickly to customer requests
and allow faster, more accurate reordering of
merchandise during the buying season (see
Table II). These actions were seen as ways to
improve store profitability and provide a com-
petitive advantage for their store(s). Further,
improved customer service would lead to
greater market share and increased profits for
the merchandise the retail buyers were respon-
sible for purchasing. One buyer commented:

QR is absolutely necessary for a company to
remain positioned for tomorrow and meet the
high standards for customer service.

Vendor relations

QR is perceived by the buyers in this study as
encouraging the development of closer rela-
tionships with vendors. These closer relation-
ships should result in increased cooperation
and vendor’s use of barcoding technology (see
Table III). There appears to be mild agreement
among the respondents regarding the location

(domestic vs foreign) of vendors. Buyers felt
QR would result in only a small shift toward
domestic vendors. Three separate statements
were offered on the questionnaire for response
concerning vendor location. “QR will encour-
age an increase in the use of domestic vendors”
which had a mean score of 3.34 on a five-point
scale, indicating mild agreement. Second, the
statement “QR will encourage an increase in
the use of foreign vendors” had a mean of 2.41,
indicating slight disagreement with this state-
ment. Finally, “QR will not change the per-
centage of goods purchased from domestic or
foreign vendors” which had a mean score of
3.10 and was interpreted as neutral. These
results indicate that buyers are not yet able to
clearly judge the impact QR will have on their
sourcing decisions. Initially, they felt it would
provide a slight boost for domestic vendors.
QR was not seen as limiting the number of
vendors utilized or as a way to shift inventory
costs to vendors. Apparel firms that manufac-
ture domestically have indicated that they are
able to turn around goods much faster than
importers, control their inventories more
efficiently and collaborate more fully with
retailers on QR replenishment programs than
are their off-shore competitors (Women’s Wear
Daily, 1995). It is an expensive investment to
get set-up with QR, said one domestic vendor,
but the pay-off appears to be worth it (Women’s
Wear Daily, 1995). Buyers in this study indicat-
ed that generally, vendors were perceived to be
cooperative towards QR systems. However,
one buyer wrote:

240

Retail buyers’ perceptions of quick response systems

Susan S. Fiorito, Larry C. Giunipero and He Yan

International Journal of Retail & Distribution Management

Volume 26 · Number 6 · 1998 · 237–246

Table I General perceptions about quick response

Quick response Mean SD

Is a change that is needed 4.32 0.71
Is a necessary strategy in order to survive

in the retail industry today 4.17 0.79
Will be successful at my store 4.09 0.64
Has the support of most senior management

in my company 3.87 0.94
Will mean a drastic change for me as a buyer 3.40 1.02
Is taking a long time to get support from buyers 2.60 0.92
Will make it more difficult for management to 

evaluate my job  performance 1.97 0.80
Is threatening because of the changes it will cause 1.76 0.80
Is a trend that won’t last 1.44 0.75

Notes:
Scale: 5 = strongly agree; 4 = agree; 3 = neither; 2 = disagree; 1 = strongly disagree



QR is great if all three partners are healthy and
strong; one weak partner destroys it. General-
ly, we as a department store and the griege
goods [griege goods are woven or knitted
textiles that have not been dyed, or otherwise
finished] supplier have been strong, healthy
advocates. However, my immediate vendor is
the weakest link. They whine about the
increased time demands. We’ve been trying 
for two years and have yet to experience the
true intended benefit because of the weak
partners.

Job and systems related issues

QR systems are seen as increasing buying 
accuracy through analysis of more timely
sales data and thereby increasing the ability
to make wiser buying decisions (see Table
IV). Buyers felt it would be easier to track
merchandise information and having this
immediate access to data was a real benefit.
Such information would allow for better
matching of demand on orders for various
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Table II Perceptions of profitability and services

Quick response Mean SD

Will enable me to respond more quickly to the needs
of my target customer 4.31 0.57

Will allow me as a buyer to reorder merchandise 
during the selling season 4.21 0.69

Will improve the profitability of my store 4.18 0.62
Will give my store a competitive advantage 4.09 0.69
Will improve customer service in our store 4.08 0.79
Will help my store gain more market share 4.02 0.73
Will improve the profitability in the department I buy for 4.01 0.77
Will increase employee output 3.44 0.77
Will increase operating expenses 2.80 0.89
Will require more time on the computer which 

may result in a decrease of customer service 2.15 0.85

Notes:
Scale: 5 = strongly agree; 4 = agree; 3 = neither; 2 = disagree; 1 = strongly disagree

Table III Vendor relationships and quick response systems

Quick response Mean SD

Will encourage the development of partnerships
with vendors 4.05 0.67

Will lead to better and improved cooperation with vendors 3.87 0.67
Will eventually result in all our vendors being required 

to print barcodes on merchandise tags 3.85 0.83
Will encourage an increase in the use of domestic suppliers 3.34 0.85
Is a way to shift inventory costs to vendors 3.32 0.94
Will not hinder me from buying merchandise from a vendor

that does not barcode merchandise 3.30 0.99
Will not change the percentage of goods purchased from

domestic or foreign vendors 3.10 0.87
Will allow the buyer to focus less on pushing the vendors

for high initial markup 2.62 0.82
Is difficult to achieve because I lack the cooperation of

many vendors 2.59 0.95
Will limit the number of vendors I can use 2.47 0.97
Will encourage an increase in the use of foreign suppliers 2.41 0.68

Notes:
Scale: 5 = strongly agree; 4 = agree; 3 = neither; 2 = disagree; 1 = strongly disagree



sizes and colors. Orders could be placed for
smaller quantities which then would require
fewer items to be marked down since orders
would more closely match demand and com-
mitments could be made closer to the actual
buying season. Buyers felt QR was best suited
to staple year round merchandise as opposed
to trendy fashion items. They also felt it was
applicable to both men’s and women’s mer-
chandise. One respondent wrote on the ques-
tionnaire: 

QR will be used mainly for basic merchandise.
The technology of EDI or QR are not well
understood or communicated by vendors or the
retailers. Not many vendors in ready-to-wear
are able to use QR at this time.

QR systems will not decrease the amount of
paper work or time spent on preseason plan-
ning. What it will do, however, is decrease the
amount of mistakes the buyer makes through
improved forecasts by having access to more
accurate and timely data.

Technological infrastructure for QR buyers

Buyers reported extensive use of computers in
their companies and on their jobs. Regarding
the use of computers, nearly two-thirds (66
percent) of the respondents indicated that
computers were “an integral part of day-to-
day planning.” Another third (34 percent)
said the computer usage in their company was
“as record keeping to provide information
when needed” and 98 percent of the buyers
reported they believed their firm used com-
puters for multiple tasks. 

The buyers generally were enthusiastic
about computer assistance in accomplishing
their jobs. When asked to select among six
responses, one third (34 percent) of the buy-
ers indicated that they believed they “could
not function without” a computer. Nearly
another one-third (30 percent) said they used
the computer “as a major portion of what I
do.” And finally, one-third (36 percent) said
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Table IV Job and systems related issues

Quick response Mean SD

Will make it easier to track merchandise sales
information with more accuracy 4.16 0.75

Will help me make better and more specific buying
decisions because I will have access to size and color
information of merchandise 4.06 0.72

Will be used primarily for staple, year round merchandise 4.02 0.99
Will take some of the guesswork away from buying 

decisions 3.90 0.89
Will enable me to have immediate access to sales

information 3.88 0.87
Will allow me to buy fewer units at one time 3.85 0.96
Will enable me to make buying commitments closer to 

the actual selling season 3.83 1.02
Will allow me as a buyer, to forecast better what 

merchandise to buy 3.82 0.94
Will decrease human error because of additional 

available information 3.79 0.84
Will allow me as a buyer to pick up on trends faster 

and more accurately 3.71 1.03
Will help me to make fewer buying mistakes 3.68 0.99
Will decrease the amount of paper work for my job 2.96 1.10
Will reduce my time spent on pre season planning 2.80 1.10
Will be used for trendy or fashion items 2.36 1.13
Is better suited to men’s merchandise than women’s

merchandise 2.34 1.09

Notes:
Scale: 5 = strongly agree; 4 = agree; 3 = neither; 2 = disagree; 1 = strongly disagree



that they used a computer “in some of my
responsibilities.” Ninety-six percent of the
respondents were active computer users while
4 percent reported they “never use a comput-
er” on their job. While this 4 percent may
sound surprising, a recent field visit to a major
retail corporate buying office by one of the
authors revealed that several senior associate
buyers utilized manual spreadsheets while their
assistants entered the data onto computers.

All the buyers indicated that computers
were used in their firms for recording point-
of-sales (POS) data. Other uses reported were
for open-to-buy, seasonal planning, inventory
control, automatic reordering, and other
aspects of the merchandising function. 

Computer usage or applications, such as
EDI and sales data collected by SKU, are
virtually essential for the implementation of
systems and strategies such as QR. For exam-
ple, one logistics text cites that in a typical QR
arrangement orders from retailers are sent to
manufacturers via EDI (Bowersox and Closs,
1996). Retail buyers responding to this study
strongly agreed that there was a significant
need for technological systems to support the
objectives of QR in their job environment.
When asked to indicate which of the techno-
logical aspects of QR were important to their
job, on a five-point scale (scale: 1 = strongly
disagree, 5 = strongly agree), buyers strongly
agreed QR required: 
(1) Computerized automatic replenishment

systems (x– = 4.21);
(2) Barcode scanning (x– = 4.11); 
(3) Electronic data interchange (x– = 4.08); and 
(4) Sending purchase orders via EDI (x– = 4.08).

Interestingly, the two EDI questions both
received identical mean scores indicating a
very reliable measure of this dimension. Since
reliability addresses the issue of the extent to
which a measure yields consistent results
when the process is replicated, one of the
statements asked for the use of EDI universal-
ly while the other addressed EDI in transmit-
ting purchase orders. However, both mea-
sured a similar construct about transmitting
information electronically. It appears from
these data that retailer buyers are mainly using
EDI to transmit purchase orders rather than
transmission of other documents:

Buyer comments regarding the technologi-
cal infrastructure required by QR systems are
presented here.

Most problems I’ve heard have been with
vendor software receiving QR and EDI. Also,
this is their largest expense. More consistency
would help. Also, vendors want sales and
inventory information, which we will gladly
give but their software to capture this does not
always work well or comes in a form difficult to
analyze (e.g., sales and inventory are on sepa-
rate reports).

QR will only be successful if basic replenish-
ment is implemented without error. Problems I
have at my store are incorrect initial store
counts, incorrect ticketing from the distribution
center, and problems with scanning. If the data
is incorrect the orders will be incorrect.

Quick Response and accurate information are
not the same thing, which is often a misunder-
stood concept. You must have a strong informa-
tion system to provide QR. Without accurate
information QR is pointless. This result is an
overstocked situation with no perceptible
increase in sales.

QR system impact

While it is not possible to attribute the causal-
ity of QR systems to the technological
requirements, it is known that QR requires
the implementation of technology to be effi-
cient and effective. Therefore, it is important
to look at the impact of these QR systems on
the retail buying function (see Table V). Fifty-
three percent of buyers indicated QR systems
would save them time. Twenty-seven percent
indicated QR would save them from 1-7 hours
per week. Another 17 percent knew it would
save time but did not indicate the amount.
Finally, 6.5 percent indicated a savings of 8-
10 hours per week. Thus, it appears there are
time efficiencies associated with QR. Howev-
er, these efficiencies will not result in a reduc-
tion in the number of buyers. Sixty-nine
percent of the respondents indicated there
had been no change in the number of buyers
in their firm. It appeared though, that QR
systems would allow buyers to gain more
control over their buying decisions since the
various technologies allow for improvement in
the accuracy and timeliness of information.
The following two comments from buyers
illustrate their perceptions about work load:

The work load had not decreased with QR. We
are just better focused; we spend our time
analyzing different things that are now available
to analyze.

My assistant’s work load is increased due to QR.
We must key vendor’s order report into a
system, manually to create POs and receivers.
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Since QR’s technologies affect a number of
functions it becomes very important that all
employees understand QR systems. Interest-
ingly, 57 percent of these retail buyers felt that
only one of four employees in their corpora-
tion understood what QR meant. It appears
buyers feel they are ahead of other non-man-
agement employees in understanding QR.
Buyer training about QR was supported by
management as 56 percent of the buyers were
required to attend QR training classes. Fifty-
two percent of the respondents indicated
training was done either by: word of mouth
(52 percent); printed literature (46 percent);
in-store meetings (29 percent); or through
company newsletters (14 percent). One buyer
commented:

Most companies I’ve been involved with need
stronger education for their employees in Quick
Response. This will help implementation and
success.

Management was, for the most part, aware of
QR’s potential since that part of the buyer’s
optimism about the system was driven by
innovative attitudes of management. Fifty-six
percent said that their managers were posi-
tively attuned to new technologies and anoth-
er 27 percent indicated management continu-
ally searched for new technologies that would

increase efficiency. While 17 percent indicat-
ed their management was hesitant to adopt
new technologies, none of the respondents
indicated management was not interested in
new technologies. This perception that man-
agers were open to new technologies is impor-
tant since approximately 60 percent of the
sample indicated that managers alone made
decisions on new ideas. The remaining 40
percent of respondents indicated they took an
active part in the decision-making process
concerning new ideas. However, one of the
following comments from a buyer did relay
his/her management’s hesitation about QR:

I think our management is hesitant to imple-
ment any of this (even EDI) because of initial
cost output (i.e. new terminal, training, etc.). I
think they talk big about it with little or no
actual plan to implement. Please bombard the
CEO, and GMMs with positive information
continuously!

Size and QR system adoption

It was informally hypothesized that the size of
the firm (as measured by annual sales volume)
would have an impact on QR systems. Reports
in trade publications, such as Bobbin, Chain
Store Age Executive, Discount Merchandiser,
Discount Store News, and Stores, plus Wall Street
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Table V Quick response system impact

Situation N Percent

1 Quick response will save you time
Yes 115 53.0
Not sure 71 32.7
No 31 14.3
2 The amount of time saved by quick response systems
Not sure 37 17.1
1-3 hours/week 33 15.2
4-7 hours/week 26 12.0
8-10 hours/week 14 6.5
Less than one hour a week 8 3.7
11 hours/week or more 5 2.3
3 Retail buyer headcount after quick response systems
The number of buyers had not changed 144 68.7
Not sure of changes 49 22.6
Decreased the number of buyers 4 1.8
Increased the number of buyers 3 1.4
4 Degree of control over buying decisions under 

quick response systems
Have more control 95 43.6
Have no change on control 63 28.9
Am not sure 39 17.9
Have less control 22 10.1



Journal and New York Times, report enthusias-
tic top management support of QR. This
support appears especially strong among firms
that have had more experience with imple-
menting QR systems over a longer period of
time, such as Dillards, Penneys, and WalMart.
The reason why larger firms have adopted and
supported QR systems may be due to top
management support or access to capital to
fund the technology required. Pearson’s corre-
lations were run to determine the degree of
association between organizational size and
several variables measured in this study.

Results of correlation analyses between
annual sales volume and QR system adoption
appear in Table VI. These results revealed that
top management support was significantly and
positively correlated to the size of the firm. 

Buyers at large firms were significantly
more likely to perceive greater competitive
advantages, service, and profitability benefits
from pursuing a QR strategy. Specifically, the
larger the retail firm the more encouragement
it provided buyers toward developing partner-
ships with vendors. Respondents at larger
firms were significantly more likely to insist
that vendors be required to print barcodes on
merchandise to facilitate QR. Thirdly, QR
was not perceived as a program to shift inven-
tory costs to vendors. Buyers at larger firms
also felt that they had cooperation of their
vendors in establishing QR systems. 

Buyers at larger firms felt that technology was
critical to QR systems. All three technologies
cited (barcode scanning, EDI, and automatic
replenishment systems) were significantly more
important to retail buyers at larger firms.

Finally, buyers within larger organizations
see QR systems as providing better forecasts
for staple year round merchandise increasing
their ability to buy the correct mix of items. In
QR systems, management will be able to
evaluate buyer job performance with perhaps
even more accuracy than prior to QR.

Summary and conclusion

It was the purpose of this study to identify
what buyers thought about QR and how they
perceived QR systems would affect them. The
results indicate that buyers generally agreed
that QR is a strategy that is needed. Further-
more, they said they believed that adoption of
QR is necessary for survival in retailing today.
They also stated that QR will improve both
their department and store profits.

The buyers reported that QR would save
them time on their job. They believed that
only a few, if any, would lose their jobs as a
result of adoption of QR, because their time
would be shifted to more professional and
profit enhancing tasks such as pre-planning
and vendor analysis.

Most buyers believed that QR will provide
tools that will allow them to better forecast
merchandise trends, reduce their buying
mistakes, buy closer to the selling season, and
reorder more often during the selling season.
Thus, from the buyers’ perspective, with QR,
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Table VI Pearson correlation. Annual sales dollars and quick response
systems

Quick response attributes Correlations

1 Top management support
Has the support of most senior

management in my company 0.23**
2 Profitability and service levels
Is necessary strategy in order to survive in the 

retail industry today 0.16*
Will help my store gain more market share 0.17*
Will give my store a competitive advantage 0.17*
Will be successful at my store 0.18*
Will improve the profitability in the 

department I buy for 0.17*
Will increase operating expenses –0.18*
3 Vendor relationships
Is a way to shift inventory costs to vendors –0.14*
Will encourage the development of 

partnerships with vendors 0.23**
Will eventually result in all our vendors being

required to print barcodes on merchandise 0.19**
Will not hinder me from buying merchandise 

from a vendor that does not barcode 
merchandise –0.17*

Is difficult to achieve because I lack the
cooperation of many vendors –0.15*

4 Job related issues
Will allow me as a buyer to forecast better what

merchandise to buy 0.15*
Will be used primarily for staple, year round

merchandise 0.14*
Will require more time on the computer which may

result in a decrease of customer services –0.17*
5 Technology (QR aspects important on the job)
Barcode scanning 0.17*
Electronic data interchange (EDI) 0.29***
Computerized automatic replenishment systems 0.19**
Sending purchase orders via EDI 0.19**
Notes:
* = P ≤ 0.05; ** = P ≤ 0.01; ***= P ≤ 0.001



they would be able to respond more quickly
and more effectively to their customers’ needs.

Furthermore, it was reported by the buyers
that the training and other education on QR
can be improved. They said that organized
information about QR must come from senior
management. With such information, the
buyer would be supported and aided in their
implementation of QR. There seemed to be a
level of wariness, however, among the buyers
about the impact of QR on them and their
function, even though presumably all the
respondents had some involvement with QR
systems. Much of this wariness stems from the
perception that most other functions do not
understand QR and that in some cases man-
agement must provide more training
resources to show its support for QR.

QR is here to stay. It is not a strategy that
will come and go, as have many previously
introduced management “fads.” The impact
from QR on the distribution chain is to
improve productivity both on the part of the
vendors but especially the retailer. The result
reportedly will be higher levels of consumer
satisfaction than could be attained without QR.

QR will be adopted by many more retailers.
These retailers will develop different,
stronger, and closer relationships with their
vendors, and vice versa. Furthermore, the use
of QR will become intensified, as will the
benefits among those retail and vendor firms
that have already adopted QR. The expansion
of QR obviously will require more trust
between vendors and retailers, changes both
in the vendor and the retail organizations,
more and better training and development of
the personnel involved, and adaptable person-
nel in both organizations (Hartnett, 1993).
The results of this study indicate buyers at
larger firms felt QR had significantly more top
management support, required increased use
of technology and saw QR as a way to increase
profits and gain competitive advantage. Thus,
it might be prudent for smaller firms to study
the implementation tactics of their larger
competitors and realize that QR systems
require a significant investment in technology,
relationships, and training.
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