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Abstract!
 
The researcher investigated the relationship between three variables 

consisting of the impact of personalized engagement, the impact of efficient 

stock management software systems and customer service, based on a 

clothing retailer located in the Canal Walk area. The researcher was able to 

address the following sub-objectives, an analysis of the role of technology, 

specifically stock management systems, in a retail environment; identify the 

types of technology and software systems retailers can develop in order to 

satisfy the consistently changing needs of customer, as well as investigate 

which strategies retailers have formulated to integrate technological advances 

and personal engagement with customers, to maintain a satisfied shopping 

experience. The researcher collected data by making use of quantitative and 

qualitative research methods, by means of questionnaires and semi-

structured interviews. 

 

From the data gathered, the researcher found that the respondents value 

well-trained, knowledgeable and efficient customer service; efficient self-

service points with immediate and accurate tracking systems and product 

information; hybrid online and brick-and-mortar collaboration; digital maps 

directing customers to specific points in store; improved and self-service fitting 

room management, as well as virtual and/or tri dimensional concepts for 

product(s) customization. Recommendations from the researcher include 

accurate, streamlined and transparent inventory software systems, which 

customers have easy access to; ensuring online stores are a true reflection of 

physical stores and vice versa; managing customer satisfaction by improving 

customer services through the means of technology, and most importantly, 

ensuring retailers implement the latest innovation as a matter of urgency. 
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Introduction!
 
The retailer covered in the area of study made efficient use of the available 

technological resources available, incorporating the latest in supply chain 

(stock) management systems (Scottsdale, 2012:1). The retail industry faces 

unprecedented changes in technological advances with the rising 

expectations of today’s empowered consumer. The boundary between 

physical and virtual retailing has become a blur with a need for more 

sophisticated products, services, value and environment. Retailers are 

constantly developing cutting-edge technological strategies and software 

systems to keep up with the advances, while staying connected to the 

customer (Albers, 2013). According to Motorola, Inc. (2008:2) a new way of 

thinking is required in order to address these issues.  

The researcher expanded on ways to achieve revolutionary strategies through 

creatively expanding on current technologies employed by retailers. Vast 

innovation is crucial in order to achieve excellence in technology-savvy 

customer service and satisfaction. With the acknowledgement to Hauss et al., 

2012: investments in technology that is able to mobilize sales associates will 

greatly improve customer satisfaction. Immediate product information can be 

communicated to the customer through devices used by associates, 

connected to intelligent technological store infrastructure. These devices 

include stand-alone digital touch screen displays, communicating product 

information required by customers, eliminating the need to ask a sales 

assistant. It is essential for retailers to take on an aggressive approach at 

adapting and becoming comfortable with “omnichannel” technologies, based 

on competitive advantage and survival. Hauss et al., 2012 mentions the how 

fickle and unpredictable consumers have become, more so with the extensive 

choice of retailers. Due to these conditions, it became evident to the 

researcher that development of stock management software systems, in 

conjunction with training provided to sales associates on efficient utility of 

software, is fundamental to combat customer dissatisfaction and complaints.  

The researcher hoped to, and has develop intellectual insight on the 

expectations of customers, the efforts of retailers and reality. 
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Background!

Over the past 80 years, the retailer covered by the study, has not only just 

been a forward thinker, but also an early adopter of technology. The first 

forms of technology adopted by the company were NCRs (National Cash 

Registers in the late 60s. By the early 70s, the company was utilizing 

computerized merchandising systems, which was a step ahead of many other 

retailers (Woolworths, n.d.). Dynamic thinking encompasses every aspect of 

business. Throughout the company’s history, it is evident that they have 

evolved and adapted to the changing needs of their customers and the world 

while remaining true to the core values of their brand, innovation being a 

prominent driving force. Scottsdale (2012: 1) describes the company to be 

underpinned by quality, consistently pushing to provide customer with 

affordable and high quality merchandise, while incorporating innovative 

development across all sectors of business. The company has outsourced a 

software solutions company to optimize its supply chain management and 

improve information technology strategies and systems. Michsar (2008) 

discusses the terms efficiency and effectiveness as concepts designed during 

the twentieth century. Management theorists, namely Frederick Taylor and 

Frank and Lillian Gilbreth, studied methods to answer the question “how fast 

can we do this task”. Platt (2014) explains the fast paced development and 

innovation of technology in the retail industry over the past couple of years 

have reshaped the shopping experience, and it is abundantly clear that 

technology has rapidly developed. Platt (2014) goes on to mention that a 

widespread improvement in retail took place over the past few decades, with 

the adoption of cash registers, barcode scanning, and so forth – with many 

already adopted by the retailer of study.  

The researcher noticed that articles greatly view technology from an angle of 

improving supply management systems and strategies to satisfy the demands 

of empowered consumers. Retailers today utilize several channels of 

technology for efficient stock software systems within the supply chain. A 

broad gap is highly noticeable to the researcher, which is in providing 

technology for efficient stock software systems to retail customers. The 
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question remains unanswered of how retailers can incorporate interactive 

technology in a retail environment, allowing customer’s access to in depth 

product information without seeking help of a store assistant. An example of 

information accessible to customers would be size availability of a specific 

garment in that store, as well as surrounding stores – information that 

currently requires in store assistance to provide answers. Prepletany (2013: 3) 

outlines with the inventory system becoming more transparent to customers, 

the role of sales assistants will develop into mediums or channels of creating 

comfort for customers in a retail space. The study seeks to establish the 

opportunity and threats involved to develop this process of incorporating 

personalized engagement with customers, and efficient stock management 

software systems at a retailer in the Atlantic Seaboard, focusing on the impact 

the variables have on customer service. 

Statement!of!Problem!

According to Blackstone (2013) technology has opened up many 

opportunities and threats for retailers, as consumers’ behavior and attitudes 

are highly influenced by development of technology. Customers have a more 

direct influence on the market place through the use of advanced tools in 

order to gather immediate information on potential purchasing. The problem of 

this study is rooted in filling the gap between retailers using technology to 

improve efficiency in the supply chain, essentially to improve customer 

service, and retailers using interactive technology in store accessible to 

customers, as a means of effectively communicating product information, 

essentially to improve customer service. Technology is not being used to its 

full potential. Retailers should introduce interactive touch screen displays, and 

electronic signage display product information per shelf or line of clothing, for 

customers to access product information without having to ask an assistant. 

The problem of asking an assistant is that their product knowledge may be 

poor or limited, resulting in an empowered consumer becoming dissatisfied 

and leaving the store. Technology stock software systems with product 

information directly available to customers, such as sizes of a particular 



THE IMPACT OF PERSONALIZED ENGAGEMENT WITH CUSTOMERS 
ON CUSTOMER SERVICE 

 

Baschiera, MG 
211136131 

12 

garment available in the store and surrounding stores, may minimize the 

amount of customer complaints received by retailers. Human beings by nature 

require social interaction, therefore the changing role of sales assistants may 

develop into advisories of product selection for customers, such as fashion 

advise or a second opinion the customer seeks. The closing of sales may 

potentially increase, as the focus will lie on closing a sale rather than 

searching for product information the customer requires.  

It is evident to the researcher that the emphasis lies deeply in customers 

being able to access the same product information that traditionally only store 

assistants are able to reach.  

Therefore, the research problem can be summarized as: The impact of 

personalized engagement with customers, and efficient stock management 

software systems on customer service, at a clothing retailer in the Atlantic 

Seaboard. 

 

! !
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Research!Questions!
Main Question: 

1. What is the impact of personalized engagement with customers, on 

customer service? 

 

Sub-Research Questions: 
2. What is the impact of efficient stock management software systems, on 

customer service? 

 

3. What is the role of technology, specifically stock management systems, 

in a retail environment? 

 

4. What types of technology and software systems can retailers develop 

in order to satisfy the consistently changing needs of customers?  

 

5. What strategies have retailers formulated to integrate technological 

advances and personal engagement with customers, to maintain a 

satisfied shopping experience? 

 

Research!Objectives!
Main Objective: 

1. To establish the impact of personalized engagement with customers, 

on customer service. 

 

Sub-Research Objectives 
2. To identify the impact of efficient stock management software systems, 

on customer service.  

 

3. To analyze the role of technology, specifically stock management 

systems, in a retail environment. 
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4. To identify the types of technology and software systems retailers can 

develop in order to satisfy the consistently changing needs of 

customers 

 

 

5. To find out what strategies retailers have formulated to integrate 

technological advances and personal engagement with customers, to 

maintain a satisfied shopping experience. 

Significance!of!Study!

The study is of high significance to retailers in the industry, as well as 

potential new entrants to the retail industry. Consumers are entitled to know 

the importance attached to the innovation, which is rapidly developing within 

the retail industry. Well-informed consumers may have more realistic 

expectations, allowing space for retailers to develop without the anxiety of 

losing customers’ loyalty. The study will provide guidance to potential 

reinvented business strategies necessary for competitive advantage. To date, 

no evidence is available describing the possible processes and methods 

which retailers are able to undertake, in order to move forward with the times. 

Information is found on how technology has impacted the retail industry, and 

how technology has empowered the consumer. However, no information is 

established, which covers the combination of how personalized engagement 

with customers and technology (particularly stock management software 

systems) impacts on customer service. It is clear that the previous research 

has been done covering the impact technology has had on the retail industry; 

and how technology impacts consumers shopping behavior.  However, it 

remains unclear how retailers can incorporate technology within the store 

environment, while still interacting with customers, in order to increase 

customer satisfaction. 

 

This research case will increase the Body of Knowledge (BoD) in this area of 

study. The success of the study will be determined by publication in a national 
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or international business journal. In addition, the research department of the 

Cape Peninsula University of Technology (CPUT) may be enhanced with the 

success of the study. 

Implementation of the study in a retail industry may be revolutionary, 

accrediting the researcher with capabilities of innovation and successful 

implementation.  

Lastly, success of the study will enable the researcher to complete a B.Tech 

in Retail Business Management with cum laude.  

 

! !
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Chapter!2:!Literature!Review!
 

What!is!the!impact!of!personalized!engagement!on!customer!service?!
 
The Queensland Government (2014) examines the key principles in offering 

top customer service. Building relationships with customers is crucial in 

retaining customers. Promoting a helpful environment where customers feel 

appreciated ensures a positive impression. The Queensland Government 

(2014) states a happy customer is a satisfied customer that will return to the 

retailer, likely to spend more. Creating customer service programs requires 

commitment form employees, involving planning, development, 

implementation and sustaining the programs. Customer feedback assists to 

sustain the program as it is directly related, says The Queensland 

Government.  

According to the Bell (2013) 63% of customers who have had a positive 

experience with a sales associate will purchase from that store again and 

58% of customers who had a negative experience will not return, with 70% of 

customers warning others not to use that same company. Jo Causen, CEO of 

the Institute of Customer Service sheds light on customer service during peak 

season. Organizations recruit temporary stuff during season as trade 

increase. Focus on providing excellent customer service to new and existing 

customers proves vital in soldering customer relationships. 

Mohr and Bitner (2000) examine how perceived employee effort and customer 

service has a strong positive or negative impact on customer satisfaction. 

Statistics have shown that the same results are evident under controlled 

circumstances – positive perceived service result in customer satisfaction. 

Kumar et al. (2014) highlight the prominence of valuing customer engagement 

correctly, avoiding the under- or over-evaluation of customers. Kumar et al. 

propose four key components of accurate gauging of a customer’s 

engagement value (CEV) with an organization.  

 

Component 1 
Customer lifetime value or the 

customer’s purchasing behavior 
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Component 2 
Customer referral value – 

incentivizing customer referrals 

Component 3 Customer influencer value 

Component 4 
Customer knowledge value – from 

customer feedback 
         Kumar et al. 2014 

 

The model is tested against a sample group, with the results shedding light on 

the hypothesis.  

Brodie et al. discuss customer engagement (CE) in today’s highly dynamic 

and interactive business environment. The analysis examines the word 

“engagement” in terms of social science, marketing and management 

concepts, as well as evaluating the broader significance of “involvement” and 

“participation”.  

Haid & Sims (2009:17) outline the link between employees engaging with 

customers, resulting in increased customer loyalty and satisfaction. 

Consequently, engaged staff having a positive attitude towards the 

organization and its stakeholders, which once again increase customer 

satisfaction. 

Furthermore, Haid & Sims (2009:7) state employee-organization alignment is 

a driving force of performance, measured in terms of “customer satisfaction, 

innovation, profitability, productivity, loyalty and quality”. These key measures 

are a result of engaging employees.  

Long n.d. supports the notion that good customer service has the ability to 

alter consumers’ viewpoints on the business and offer valuable feedback. 

Long further illuminates that good customer service management understands 

the relation between appropriately handling, greeting and treating customers 

and the bottom line. Piombino (2013) backs the statement up, discussing the 

“brutal truth” of people being more likely to speak about bad customer service 

they experienced, rather than the good service. Social media acts as a 

platform for reviews to go viral, which could be detrimental to an organization. 

According to Long, “efficient customer service departments seek to solve 
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problems as they occur, and, if possible, prevent them in the first place.” 

Treating customers with respect and going the extra mile than expected can 

keep customers returning, forming a loyal customer base. Long ends, stating 

that aside form apparent external benefits, good customer service pertains 

internal benefits by capitalizing on customer suggestions, creating opportunity 

and leading to innovation.  

Leung (2014) illuminates one of the most challenging components of being an 

effective manager is motivating employees. Many employees are not willing to 

go the extra mile, as they do not take ownership of their work. Employers are 

often able to identify factors that may motivate employees, but struggle in 

finding and implementing ways to motivate employees to engage in their 

work. Work engagement is one of the most powerful tools that any business 

can have continues Leung (2014); team members with a “we” attitude will 

more often apply their initiative that can help inspire a natural customer 

engagement from employees. 

 

 
 
 

What! is! the! impact! of! efficient! stock! management! software! systems,! on!
customer!service?!
 
Eckart (2007:2) rationalizes the pressure retailers have been under to develop 

the “perfect order systems” and how suppliers are constantly under pressure 

to meet the demands of retailers.  According to Eckart’s (2007:4) findings, the 

“‘perfect order’ as when a customer finds the right product, destination, 

condition, documentation, and cost.” Retailers are forced to work towards 

aggressive inventory management systems, developing perfect order metrics.  
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Mukharji et al (2011) claims the industry knows the importance of inventory 

management, however even some of the most tentative managers find 

difficulty in making operating assumptions, which could lead them down the 

wrong path. Mukharji et al describes the positive effects of sophisticated 

analytical tools employed by the best in supply chain organizations. The tool 

is designed to evaluate efforts generated from the effectiveness of inventory 

reduction processes, specifically calculating safety stock levels and 

requirements.  

Telerik (2014) defines customer segmentation as the first step of the 

personalized customer engagement process. Understanding the needs of 

customer categories is important and necessary in order to deliver a personal 

experience.  Telerik (2014) elucidates that correct strategic segmentation 

positively impacts brand loyalty. According to Hildebrand (2014), once the 

appropriate technological infrastructure is in place, the process can 

successfully begin. Hildebrand (2014) elaborates, explaining customers make 

the rules, with technology as a game changer, and we are currently 

witnessing a profound paradigm shift in which the way retailers interact with 

customers. Donston (2010) sheds light on good customer service remaining a 

key element in retaining customers, and generating new business. 

Furthermore, one bad customer service may go viral today, as consumers are 

highly connected. Thus, it is essential for organizations to take customer 

service to a new level, by using intelligent technology to capture customer 

interaction (such as sales, product interest/research, etc.) Dooley (2005) 

argues that the success of a supply chain lies in inventories and inventory 

control.  Dooley further contends the achievement of a successful logistical 

strategy lies in the organization’s ability of understanding the nature of product 

demand, inventory costs and supply chain capabilities and productivity. 

Combining good customer service and efficient inventory management 

provides satisfied consumers. Dooley explains that the Item Fill Rate (IFR) 

measures how often SKU’s (stock keeping unit or a product) are readily 

available for purchase. The IFR is a common metric of customer service used 

by retailers to obtain products forecasted for customer’s ever-changing needs 

and wants.  
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Info Entrepreneurs n.d., illuminates the importance for retailers to keep track 

of inventory through computerized stock control software systems, which 

operate similarly to manual systems but are more flexible and information is 

more easily retrievable. Computerized stock management software systems 

are particularly well suited for organizations dealing with a wide variety of 

products. Info Entrepreneurs explain various systems implemented in 

businesses for efficient stock management including, ‘Sales Order 

Processing’ and ‘Purchase Order Processing’ which balance stock and 

automatically update statistics. The information is fed throughout the supply 

chain assisting with the JIT process. Automatic systems have made manual 

labor redundant in terms of automatic stock monitoring; triggering orders 

when the re-order level has been reached, batch control, evaluating suppliers 

to identify the most suitable, bar code systems that speed up POS processes 

and efficient recording, as well as previously mentioned RFID for the safety 

and security of individual products. Chavie (2014) demonstrates how retailers 

use technology to enhance customer experiences, creating opportunities for 

traditional brick-and-mortar businesses. Retailers are able to provide 

exceptional customer service through implemented strategies of blending e-

commerce with the human employees, promoting excellent customer service, 

as oppose to self-service systems, suggests Chavie. Roache (2014) 

concedes stating innovation and commerce have not always been connected 

on a brick-and-mortar level, however traditional retailers are taking steps 

towards implementing technology to improve customer service, and in turn, 

their bottom line. Roache justifies the effects digital merchandising has on in-

store experiences as a result of current stock management software systems 

implemented in several retailers. McMullan (2013) observes digital 

merchandising and states, “product sales should be a report that you see 

everyday, trends will quickly become apparent and your product knowledge 

will improve.” An example of digital merchandising is available in the 

appendices, examining the digital marketing of Woolworths South Africa, 

adapted from their official web page. Buzztime (2013) promotes digital 

signage and merchandising as a great transition from traditional marketing to 

innovative interactive platforms. Cisco®  (2014) supports the notion that retail 
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customers want full access to products, information, deals and trusted 

opinions at their finger tips, regardless of whether they are shopping in store, 

online or both. Digital signage and interactive screens allow the platform for 

retails to meet the demands and supply customers with the experience of 

convenience online shopping. Cisco identifies elements of an organization 

that could be enhanced through digital and interactive screens, with the likes 

of enhancing store environments to provide customers with a visual, 

interactive and immersive shopping experience, improved marketing and 

merchandising effectiveness through digital displays such as wall videos, 

scale valuable expertise through two channels of communication – digital 

signage that provides in store face-to-face consultation with relevant product 

information through video, voice and online screen sharing between stores 

improve employee training, increase operational efficiency and get the whole 

physical store online. 

 

What!is!the!role!of!technology,!specifically!stock!management!systems,!in!a!
retail!environment?!
 
DMS Retail (2013) debates the revolution of the traditional 4P’s in marketing 

(product, price, promotion and place), and the development to the 6P’s today. 

Added elements to the marketing pillars include People and “Pixel” or 

technology. The word Pixel was selected in order to remain in compliance 

with the “P” factor. Technology is playing an increasingly important role in the 

retail environment and contributes greatly to the success of a retailer. DMS 

Retail establishes information systems, from customer records, supply chain 

processes, inventory control, prevention of stock loss, employee management 

and business intelligence, as key drivers of efficiency and effectiveness. 

Moreover, retailers not willing to embrace technology at the forefront continue 

to fight a losing battle and are doomed to fail. 

Ingram (2014) mentions a range of the key technological tools that clothing 

retailers need to conduct business on an operational level. According to 

Ingram, the fundamental tools needed to run a competitive business include 

security technology systems to reduce the amount of theft (break in’s, 
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shoplifting, employee theft), Point-of-Sale (POS) technological processes that 

link merchandise and cash registers, speeding up the sale transaction. RFID 

readers are also connected and are able to provide instant product 

information for customers. Stock management software systems act as the 

link between the supply chain processes by updating the inventory database 

systems when products are sold. Inventory management forms part of the 

POS process, which facilitates the JIT (Just in Time) management software 

system. Mazanai (2012:5788) seeks to understand the application of JIT 

systems in developing countries, identifying the benefits the system holds for 

retailers. Lastly, Ingram (2014) mentions technology vastly improving 

communication lines in all elements of retail.  

Olenski (2013) indicates retailers and retail brands are using technological 

advancements to provide added value to customers. The use of improved 

digital channels in a supply chain has led to heightened consumer 

expectations resulting in retailers improving their standards, as satisfied 

customers are reflected in an increased bottom line. Retailers have simplified 

check out points both online and in store, as well as developing and 

incorporating mobile apps containing catalogs, look books, customization, 

online shopping and support. Furthermore, large organizations are investing 

billions of dollars developing ‘real-life shopping experience’ for customers who 

wish to get a 360-degree store view and product display whilst shopping 

online, continues Olenski. 

 

What!are!the!benefits!of!these!types!of!technologies!for!companies?!
 
Kulkarni (2014) addresses game changing technological trends 

revolutionizing retail. Strong focus is placed in innovation, particularly on 

multiple selling online Omni-channels. Attention is concentrated on providing 

a seamless shopping experience no matter what channel or format customers 

use. Top ten trends identified by Kulakarni (2014) resonate a mantra to 

employ relevant data, use inter-connected technology and add a human 

service element to reach digital customers. Retailers face major challenges 

adapting and understanding data to meet customer expectations. The theme 
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of the trends indicates retailers are moving towards integration of 3rd parties 

through an omni-channel flexible supply chain, improving visual 

merchandising, more specifically providing kiosks to browse catalogues, 

payments and self-checkouts, track orders, customer order fulfillment (click 

and collect the same/next day), which all forms part of the ‘Store in a Box’ 

concept, according to Kulkakarni (2014). Further advancements such as cross 

selling and e-CRM (electronic customer relationship management) solutions, 

capturing customer’s co-ordinates targeting personalized marketing and 

service, are the needs of the hour. North (2014) elucidates communication in 

retail will be one to one, or on the same level. E-CRM allows the industry to 

get to know their customers on an intimate level. Innovation, particularly in 

mobile, NFC (near field communication) and face recognition allow the 

industry to test how far the line is being crossed.  The trouble lies when 

customers are never satisfied due to the level of personalized engagement, 

constantly expecting more, continues North (2014). It is of vital importance 

that the industry does not take it to the point where customers suffer the 

demise of a shared experience due to an overly customized or personalized 

customer service, concludes North (2014).  

Dräger (2013) evaluates the benefits of technology from a customer’s point of 

view. This is relevant to the researcher’s area of study, as it is based on the 

outcome of good customer service. A customer’s shopping experience is most 

pleasurable when they find the right size, colour, style, and so forth. 

Technologies such as the innovative idea of interactive RFID’s quickly excite 

those with insight to it. Dräger (2014) explains the possibility of equipping 

change rooms with RFID scanners, providing additional product information, 

sharing pictures and product information on social media’s, and even calling 

for assistance. Overall customer satisfaction will increase through the usage 

of technology to interactively engage with customers. The benefits are 

immense for both parties, including saving time, improving efficiency and 

adding fun to the shopping experience.  

Chanthadavong (2013) states the paradoxical impacted technology has had 

on retail, namely broadening the gap between retailers and consumers, 

however simultaneously bringing them closer together. At one end of the 
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spectrum, the personal relationship between employees and customers that 

used to exist has been lost. Chanthadavong elaborates on the effect online 

retailing has had on customer loyalty. Consumers are no longer loyal as they 

are exposed to countless online choices.  

On the opposite side, retailers are easily able to connect with technologically 

savvy customers; using this channel of communication to create a more 

personalized shopping experience with customers – virtually and/or 

physically.  

Albers (2013) mentions that direct touch has been lost between customers 

and retailers, thus new avenues are necessary to explore in order to rebuild 

their relationship. Albers (2013) continues to mention the necessity for 

retailers to reinvent themselves to keep up with the fundamental shift in the 

growth of technology. The world of social media undoubtedly provides a 

platform for employees and customers to interact outside of traditional 

boundaries.  

It is apparent that the personal gap between retailers and consumers is 

broadening with technological advancements. Retailers are at a crucial stage, 

finding the balance between innovation and modernization versus 

personalized customer engagement for overall customer satisfaction. 

Strategically, retailers are required to incorporate various forms of technology 

to gain competitive edge. Customers are becoming more and more focused 

on shopping with the use of a digital device. Attractiveness of retailers will 

continue, as long as the deviation from modern times and innovations is not 

obvious to average consumers.  

Mayo n.d. discusses changes brought about through dynamics of constantly 

changing markets, technology and competition. Mayo clarifies that nearly half 

of revenue in leading companies of the industry is attributed to product 

developments. Large corporations put emphasis on improving efficiency, 

speed and quality through the product development process.  
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What! strategies! have! retailers! formulated! to! integrate! technological!
advances!and!personal!engagement!with!customers,!to!maintain!a!satisfied!
shopping!experience?!
 

Swinscoe (2012) is an expertise in the field of “all things customers”, 

reiterating importance around customer loyalty. Innovation may cause 

distraction from the main focus with buzz around the promises these 

revolutions give to companies. Apply these advancements in the real world is 

of vital importance, with customers as a focal point states Swinscoe. 

According to research derived by Swinscoe, 79 percent of consumers prefer 

human interaction, particularly for phone calls.  

Garrett (2013) illuminates generations ago, traditional retailers knew 

customers on first name basis. Today, retailers apply social media technology 

such as customized mobile apps, emails and loyalty programs to bring about 

a sense of personalized engagement in a virtual world and get close to their 

customers, Garrett elaborates. Physical stores will continue to generate the 

highest profits, directing retailers to combat old systems of “show rooming” 

and move towards customer centric omni-channel shopping experience states 

Garrett. Real-time information can be provided, assisting customers in making 

product decisions, with the assistance of real-time data accessed by sales 

associates concludes Garrett. 

The retailer covered in the area of study makes efficient use of the available 

technological resources, incorporating the latest in supply chain (stock) 

management systems (Scottsdale, 2012:1). The retail industry faces 

unprecedented changes in technological advances with the rising 

expectations of today’s empowered consumer. The boundary between 

physical and virtual retailing has become a blur with a need for more 

sophisticated products, services, value and environment. Retailers are 

constantly developing cutting-edge technological strategies and software 

systems to keep up with the advances, while staying connected to the 

customer (Albers, 2013). According to Motorola, Inc. (2008:2) a new way of 

thinking is required in order to address these issues. The researcher will 

expand on ways to achieve revolutionary strategies through creatively 

expanding on current technologies employed by retailers. Vast innovation is 
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crucial in order to achieve excellence in technology-savvy customer service 

and satisfaction. With the acknowledgement to Hauss et al., 2012: 

investments in technology that is able to mobilize sales associates will greatly 

improve customer satisfaction. Immediate product information can be 

communicated to the customer through devices handled by associates, 

connected to intelligent technological store infrastructure. It is essential for 

retailers take on an aggressive approach at adapting and becoming 

comfortable with “omni-channel” technologies, based on competitive 

advantage and survival. Hauss et al., (2012) mentions how fickle and 

unpredictable consumers have become, even more so with the extensive 

choice of retailers. Retailers make use of technology, communicating their 

marketing strategies to consumers, influencing their shopping behavior and 

perception on a daily basis. 

Due to these conditions, it has become evident to their researcher that 

development of stock management software systems, in conjunction with 

training provided to sales associates on efficient utility of software, is 

fundamental to combat customer dissatisfaction and complaints.  

The researcher hopes to develop intellectual insight on the expectations of 

customers, the efforts of retailers and reality. 

Example of a basic omni-channel experience, adapted from Supply Chain Update (2013) 
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Chapter!Summary!
 
The chapter reviewed previous research of several authors and researchers, 

gathering relevant information on the research topic, in attempt to better 

understand the two fundamental issues of how personalized engagement with 

customers effects customer service, and the impact efficient stock 

management software systems has on customer service. This assertion has 

taken many authors under consideration, ranging from multiple fields from 

customer service, software developers, inventory management systems and 

businesspeople. The majority of authors agree customers are the key driver in 

an organization’s bottom line. Good customer service is vital in the success of 

traditional retailers. In today’s age, companies have shifted their focus of 

developing strategies from products to consumers. Consumers demands are 

constantly changing, however their expectations are heightened. Social media 

creates a platform for consumers to communicate their shopping experience, 

negative or positive. Negative reviews are more likely to be spoken about on 

social medias, harming the business as a result of the viral intensity 

nowadays. Retailers have elevated standards in attempt to remain one step 

ahead of consumers. The use of technology can be both an opportunity and a 

threat to retailers. Retailers who do not cease the opportunity will be doomed 

for failure. Moreover, retailers jumping at the opportunity will soar due to 

efficient and effective information systems that are transparent throughout the 

supply chain and organization. Innovative retailers who have implement 

advanced stock management software systems gain a competitive advantage 

in the market. Technology has mainly been implemented in the business 

processes, which customers may be oblivious towards. The next revolutionary 

step for retailers to enter into comprises of interactive and social technology in 

store. The objective is to enhance consumers the shopping experience, as 

well as provided customers with the opportunity to use the ‘before only behind 

the scenes’ stock software systems, first hand. The next chapter will discuss 
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potential technological developments, in terms of inventory software systems, 

in a retail store environment to improve customer service.  

 

 
! !
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Chapter!3:!Research!Methodology!
 

The design of the research methodology during the course of the study was 

set out to answer the questions of interest. William (2006) describes a 

research project to be well-structured document comprising of a start, middle 

and ending. William (2006) continues to explain that correct research 

methodology validates the data collected, adding to the Body of Knowledge. 

Anon (2009) states that several basic techniques will be used to conduct the 

research. Initially, in order to explore and answer unanswered questions in the 

field, the researcher conducted Exploratory Research familiarizing themselves 

with the basic facts, the people and concerns involved. Quantitative research 

was the main method used by the researcher to gather data.  

Research!Strategy!
Survey Research and Data Collection 
According to William (2006), survey research is roughly broken down into two 

areas of measurement, namely interviews and questionnaires. Hopkins (2007: 

14) discusses non-probability sampling approaches, namely quota sampling 

from a set amount of subjects to survey, as well as available subject sampling 

of whoever is available within the set environment to sample and 

purposive/judgmental sampling to formulate an educated guess. The 

researcher is interested in collecting data in the form of interviews and 

analyzing information gathered through conducting surveys and 

questionnaires. The questionnaire and surveys will be designed in the form of 

multiple-choice questions, ranking questions and short answer questions in 

order to speed the survey completion time. Quantitative research will be in the 

form of face-to-face informal interviews, using questionnaires as an 

instrument to conduct the research. The researcher aimed to interview and 

complete 55 questionnaires from 55 different respondents. The respondents 

consisted of customers who reside in the community and store employees of 

the selected retailer. Semi-structured interviews took place with 13 of the 55 

respondents. 

 

Field Research/Environmental Scanning 
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The researcher observed the natural environment of where the questions are 

embedded. Major differences are easily observed within the industry as 

behavior can be observed and questions can be answered through verbal and 

non-verbal communication.  

 

Data Collection 
Data collection of the samples/subjects interviewed were analyzed through 

interpretive and descriptive research. Elliot et al (2005: 149) describes 

descriptive data analyses as identifying the kinds or varieties in which the 

phenomena appears, and the aspects unique to the phenomena. Elliot et al 

(2005: 149) then describes interpretative data analysis as identifying the 

reasons why the phenomena comes about, and how the challenges and 

opportunities unfold over time.  The analysis is illustrated in the forms of 

graphs, tables and descriptions clearly explaining the results and 

recommendations. Bielat (2005) suggests empirical research will be useful, 

used together with descriptive information or findings. An objective approach 

will be acquired for analyzing the system from a neutral perspective (the 

method of positivism). Empirical research assisted the researcher in proving 

technological variables affect customer services, and evidently, customer 

(dis)satisfaction.  

All the research techniques were used in conjunction with each other, in order 

to gather the most accurate observations and data findings. The research 

methods are classified under library research, field research and laboratory 

research.  

Limitations!

Joynson (n.d.) describes limitations as matters that arise during an 

experiment, which are completely out of the researchers control. These 

factors limit the extensity of a study and could affect the outcome of the 

research. The researcher developed means to overcome the limitations, in 

order to achieve optimal results.  
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The researcher may encounter limitations throughout the study that are 

immeasurable at this stage. However, anticipated limitations include a lack of 

accurate data, which could be overcome by conducting more data collection 

than previously expected. Financial limitations are a concern and in order to 

overcome the issue, the researcher will be required to strategically keep costs 

low wherever possible, without compromising potential results. The 

researcher should think smartly about cost allocations, such as printing the 

exact amount of copies need for surveys and not waste money on too many. 

Accessing information worries the researcher, as the industry is often 

apprehensive about providing business information.  Unwilling participants 

may reject the study and the researcher may have to resort to interviewing a 

bigger sample to acquire sufficient data. A lack of understanding the topic 

could result in noncompliance from subjects. The researcher was required to 

formulate an approach technique, decreasing the amount of rejections of 

potential participants. Another limitations could be an inadequate amount of 

information on the study, as the gap in which the study exposes is very 

narrow. The researcher continued the pursuit through self-motivation, in order 

to find answers to the researcher questions and meet the research objectives. 

Delimitations!

Joynson (n.d.) defines delimitations as a term used to identify boundaries set 

by the researcher for a particular study.  The various boundaries refer to those 

such as subject delimitations and/or geographical placement.   

 
Subject delimitations: 
The area of study for this research is the impact technology has on customer 

service, simultaneously researching the impact personal engagement has on 

customer service. The study will specifically focus on incorporating and 

collaborating the two variables as drivers for overall satisfied customer 

service. The study seeks to establish opportunities and challenges that are 

emerging for retailers to improve customer service through the process of 

using technology and personalized engagement to improve customer service.  
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Geographical delimitations: 
The study focused on a smaller area with a particular market segment. Thus, 

all the information generated and data captured will be specific to the area or 

location of the study. The Milnerton is the area or location of choice, as the 

researcher resides in the near vicinity, therefore having supplementary 

information about the geographical area. 

 

Longitudinal delimitations: 
Technology is a fast developing phenomena, however requires a lengthy 

period of time for users to adapt and apply high advancements in their daily 

lives. The study will focus on a period of several years, to implement the study 

successfully in the industry. The researcher chooses to pursue this area of 

study, viewing it to be the way in which the industry is moving forward.  

Ethical!Considerations!

Resnik (2011) discusses ethics to be considered norms of conduct.  

The researcher will conduct the dissertation according to their moral code, 

which include the following norms, taken from Resnik’s (2011) discussion:  

Delivering honest report data findings, methods and transcripts, with the 

intention of not misleading or fabricating information to misguide the reader. 

The researcher should aim to conduct objective processes and analyze 

findings from non-biased point of view. An integral work ethic is important, 

with the researcher staying true to promises and commitments made, with a 

method of consistency throughout. Records of research done should be kept 

to insure carefulness. Thus, avoiding careless mistakes and negligence 

during the study. Resnik (2011) further suggests referencing and 

acknowledging work done by other researchers to prevent plagiarism. 

Respecting intellectual property is important, honoring the work done of 

previous researchers. Protecting personnel records and communication 

interactions between parties, will contribute trust in the researcher by the 

subjects. Negotiations will take place before hand, stating clauses such as 

anonymity, and other issues that may present. Verbal agreements will bind 
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both subject and researcher to confidentiality contracts. Industry may insist on 

hard evidence, thus the researcher will write up a formal confidentiality 

contract. Furthermore, Resnik (2011) highlights social responsibility, such as 

promoting various activities, which benefit society. Lastly, non-Discrimination 

against subjects being used for research purposes is of vital importance in 

order for the researcher to maintain objectivity and desired results. 

Smith (2003:56) advises that guidelines are provided, however each situation 

is unique and ethics should be adapted accordingly. Furthermore, research 

must be conducted as a consent process, providing the particular institution 

with detailed and comprehensive information about the study the researcher 

wishes to conduct. 
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Chapter! 4:! Data! Collection,! Preparation,! Analysis! and!
Recommendations!!
 
– Data Analysis & Interpretations 

 
Response Rate 
One hundred (100) questionnaires were initially set up for customers at a 

specific retailer at Canal Walk Shopping Centre, South Africa. The 

questionnaires were divided into two components. Of the one hundred (100) 

surveys, eighty (80) surveys were supposedly questionnaires and twenty (20) 

surveys were semi-structured interviews. However, out of the eighty (80) 

questionnaires, fifty five (55) were completed. Out of twenty (20) semi-

structured interviews, 13 were completed. Two additional semi-structure 

interviews were returned that were not considered useable. The unusable 

surveys were partially completed, with major spaces where questions were 

left unanswered. With fifty five (55) out of eighty (80) questionnaires, and 

thirteen (13) out of twenty (20) semi-structured interviews returned, summing 

up to a total of sixty eight (68) out of one hundred (100) surveys, the response 

rate was 68%. The questionnaires alone had a response rate of sixty nine 

percent (69%) and the semi-structured interviews had a response rate of sixty 

five percent (65%). The researcher carried out both qualitative and 

quantitative research. Quantitative research will be analyse first, followed by 

qualitative.  

Quantitative!Research:!
Questionnaires 

Data captured from fifty-five (55) respondents 

 
 

Table 1: Gender 
 

 
1. Gender Total Percentage 

Weighting  
1.1 Male 20 36% 
1.2. Female 35 64% 
Total 55 100% 
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Figure 1: 
 

 

1.3 Interpretation 

Figure 1 shows the majority of shoppers passing through the store on the 

days of conducted primary research are female. Based on the figure, the 

dominated gender amongst respondents is female. Based on the collated 

questionnaires, it is evident females are more actively browsing and/or 

shopping, consisting of 64% female and 36% male. This shows that more 

females pass through the doors of the retailer, and have more of an interest in 

participating in the research study. 

 

Table 2: Age Groups 

 

 
 

 

 

 

 

 Female Male 
Percentage 64 36 

2. Age Groups Total Percentage 
Weighting 

2.1. >20 >30 19 35% 
2.2. >31 >40 10 18% 
2.3. >41 >50 7 13% 
2.4. >51 >60 11 20% 
2.5. >61 >70 8 14% 
2.6. >71 >80 - - 
Total 55 100% 

36%

64%

Gender
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Figure 2: 

 

 

 

2.3 Interpretation 

Figure 2 shows the age range of respondents. Thirty five percent (35%) were 

between the ages of 20 and 30 years old, considering majority of the 

respondents to be young adults. Eighteen percent (18%) of respondents were 

between 31 and 40 years old. Thirteen percent (13%) were between the ages 

of 41 and 50 years old. Twenty percent (20%) of respondents were between 

the ages of 51 and 60 years old, showing the second largest age range of 

shoppers. Fourteen percent (14%) of respondents were between 61 and 70 

years old. Lastly, zero percent (0%) of respondents were between the ages of 

71 and 80 years old. The apparent diversity of the respondents is reflects 

several implications of the study. To illustrate, in relation to the age brackets, 

the researcher could presume that a considerable number of respondents is 

among the young adult population and the more mature adult who is 

approaching retirement.  

 

3. Questionnaires  
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Table 3: Questionnaire 

  Yes No Yes No 
      
3.1 Do you value advice from sales associates? 43 7 78% 22% 
3.2 Would you appreciate advice on complimentary products? 43 7 78% 22% 
3.3 Is customer service important to you? 55 0 100% - 
3.4 Would you stop visiting a retailer if they treated you badly? 46 9 83% 17% 
3.5 Would you update a social media status on the bad service? 37 18 67% 33% 
3.6 Do you know anything about the inventory systems being used in store? 15 40 28% 72% 
3.7 Have you ever made use of customized store mobile apps? 6 49 11% 89% 
3.8 Do you think store interaction with interactive screens could improve your 

experience? 
46 9 83% 17% 

3.9 Would you like product information immediately when you ask for it? I.e. You 
don’t need to wait for the assistant to go check on the computer /system 

55 0 100% 0 

3.10 Would you like to be able to see what stock is available on the shelf without 
having to go through each item? 

52 3 94% 6% 

3.11 Does the thought of sales associates using tablets to access product and 
customer information on place appeal to you? 

49 6 89% 11% 

3.12 Would you prefer if sales associates became personal shopping assistants 
rather than traditional assistants? 

24 31 44% 56% 

3.13 Do you feel technology could be updated in retail stores? 52 3 94% 6% 
3.14 Do you use social media platforms often? I.e. at least once a day 37 18 67% 33% 

 

  

Colour Key: 
 
Yes =  
 
No =  
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Figure 3: 

 

 

 

 

  

 

 

Figure 4: Valued Advice  

 

 

 

 

 

 

 

 

 

 

 

 

3.1 Do you value advice from sales associates? 43 7 78% 22% 
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3.1.1 Interpretation 

The above shows that seventy eight percent (78%) of respondents appreciate 

and value the opinion given by sales associates. More respondents would 

better value the shopping experience with added advice from assistants. 

  

 

 

Figure 5: Complimentary Products 

 

 

 

 

 

 

 

 

 

 

 

 

 

3.2.1 Interpretation 

The common ground is easily observed between respondents that value 

overall advice from sales assistants and those who appreciate advice on 

complimentary products. The results show that seventy eight percent (78%) of 

respondents appreciate advice on complimentary products.  

 

 
3.3 Is customer service important to you? 55 0 100% - 

 

 

 

3.2 Would you appreciate advice on complimentary products? 43 7 78% 22% 
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Figure 6: Importance of Service 

 

 

 

 

 

 

 

 

 

3.3.1 Interpretation 

It is unanimously agreed upon that customer service is important to every 

respondent. The researcher can predict that the importance of customer 

service extends beyond the sample group surveyed. Evaluating the level of 

customer services required by customers may be a daunting challenge. 

Reviewing previous statistics sheds light on customers expecting customer 

service, however an average of 20% do not value advice from customer 

‘servers’. Technology has had the adverse affect of customer service. It 

seems people tend to withdraw and the overall want for human interaction 

decreased. Technology enables the user to control a private life within their 

device, which ironically is a medium to talk to many, without the human 

interaction of physically speaking. The industry faces a challenge of bridging 

the gap between customers wanting private space and human interaction.   

 

 
3.4 Would you stop visiting a retailer if they treated you badly? 46 9 83% 17% 
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Figure 7: In Store Treatment   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

3.4.1 Interpretation 

It is said that most respondents or customers strongly agree on the given 

statement. Brand loyalty has decreased over the years, as customers have 

become aware of wide variety of choice. Customers do not have to take bad 

customer service lying down. Customers today are able to picnic at retailers, 

picking out what satisfies their needs and moving onto the next retailers. 

Customers today have the attitude of, ‘I don’t need you, I’ll go to another store 

that sells the same.’ Consumers today are spoilt for choice. There is strong 

market competition, which isn’t made easier by the empowered consumers 

attitude.  

 

 
3.5 Would you update a social media status on the bad service? 37 18 67% 33% 
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Figure 8: Social Media Status 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

3.5.1 Interpretation 

Analyzing the use of social media as a communication platform to voice bad 

service, in conjunction with the age brackets of the respondents, helps 

identifies the growing trend. Thirty five percent (35%) of the total respondents 

fall under the age bracket of people between 20-30 years of age. The second 

highest contributing age bracket consisting of 51-60 year olds, comprised of 

twenty percent (20%) of total respondents. Lateral evaluation of the two 

factors draws attention the point that the second highest bracket may bring 

down the average of complaints via social media platforms. The ‘older’ 

generation is presumably less technological savvy and involved with social 

medias than the young adults. It is plausible to draw a conclusion, 

surrounding the fact that the 20% age bracket does not place customer 

service complaints on the Internet, whereas the 35% age bracket does – 

therefore, the 20% bracket reduces the overall mean, which reduces the 

overall percentage. However, the researcher predicts that over the next ten to 

Colour Key: 
 
Yes =  
 
No =  
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twenty years, almost 100% of customers will use a medium of social media to 

voice complaints, particularly within the retail sector.  

 

 

 

 

 

Figure 9: Store Inventory System 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

3.6.1 Interpretation 

Illustrated in the numbers, customers are unaware of the inventory software 

systems employed by organizations. Customers seem to be unaware that 

retailers are constantly seeking avenues to improve efficiency and 

effectiveness, with customer satisfaction as the end goal. Customers and 

software systems seem miles apart, due to the lack of interaction. Retailers 

and store assistants give the impression that systems running the 

organization are behind the times, when many retailers are using advanced 

and internationally acclaimed systems. Customers are not the only entities 

3.6 Do you know anything about the inventory systems being used in 
store? 

15 40 28% 72% 
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that are unsure of the inventory software systems used – many sales 

executives do not understand the full functionality of the advanced ‘behind the 

scenes’ systems. 

 

  
3.7 Have you ever made use of customized store mobile apps? 6 49 11% 89% 

 

 

 

Figure 10: Store Mobile Apps  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

3.7.1 Interpretation 

The above information provides insight that mobile apps are currently not 

trendy in the market environment. Retailers have do not developed user-

friendly applications for customers to use, or alternatively have not created a 

store application at all. Customers currently tend to use websites more than 

mobile apps due to the user-unfriendly nature of the limited mobile store apps. 
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3.8 Do you think store interaction with interactive screens could improve your 
experience? 

46 9 83% 17% 

 

 

Figure 11: Interactive Screens 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

3.8.1 Interpretation 

Eighty three percent of respondents agree that interactive screens could 

improve their shopping experience. As previously discussed, the age of 

technologically savvy customers is growing. The increase in these customers 

will demand for an increase in technology and a dynamic shopping 

environment. Interaction creates liveliness within a customer, as well as within 

a store setting. Interaction attracts attention, creating an urge of inclusivity. 

Technology is reaching the pivotal point from being an individual, private and 

personal activity, towards an interactive, fun and public element.  

 

 

 

3.9 Would you like product information immediately when you ask for it? I.e. You 
don’t need to wait for the assistant to go check on the computer /system 
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Figure 12: Immediate Product Information 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

3.9.1 Interpretation 

One hundred percent of respondents seek immediate product information. 

Today’s customer does not have the perceived time to wait for product 

information. Customer’s request information and expect it readily available 

and at their fingertips. Irritation build up waiting for information, especially 

when the feedback is irrelevant to the customers needs and demands.  

Inefficient sales associates may be detrimental to an organization, chasing 

customers out the store as a result of impatience and irritation. 
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See below for illustration of the example: 

 

 

Figure 13: PID’s 

 

- Note the change in the size S size availability 

   

 

 

 

 

 

 

 

 

 

 

 

 

 

Black Leopard Waterfall Blazer 
 

R500 
 

Size Availability: 
 

XS  – 5 

S    – 5 

M    – 4 

L     – 3 

XL   – 2 

 
 

Black Leopard Waterfall Blazer 
 

R500 
 

Size Availability: 
 

XS  – 5 

S    – 4 

M    – 4 

L     – 3 

XL   – 2 

 
 

PID before sale    PID after sale 

Figure 1 (author) Figure 2 (author) 
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Figure 14: Available Stock  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

3.10.1 Interpretation 

The above interpretation and recommendation reiterates the concern for 

immediate product information. There is a definite demand for availability of 

product information without having to sort through items. Customers and 

retailers constantly seek methods and avenues to attaining the most 

satisfaction out of a shopping experience while reducing the period of time 

spent acquiring goods. The majority of respondents (ninety four percent) 

would like immediate product information in order to minimize time wasted. 

 

 

 

 

 

 

3.10 Would you like to be able to see what stock is available on the shelf without 
having to go through each item? 

52 3 94% 6% 

3.11 Does the thought of sales associates using tablets to access product and 
customer information on place appeal to you? 

49 6 89% 11% 
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Figure 15: Handheld Devices in Store 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

3.11.1 Interpretation 

Eighty nine percent (89%) of respondents are attracted to the thought of sales 

associates providing product and customer information on place, via the 

means of a tablet. Eleven percent (11%) of respondents feel unsure of the 

concept as it changes the more old fashioned manner of conducting retail 

business practices.  

 

 

 

 

 

 

 

 

 

3.12 Would you prefer if sales associates became personal shopping 
assistants rather than traditional assistants? 

24 31 44% 56% 
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Figure 16: Personal Shopping Assistants   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

3.12.1 Interpretation 

The number of respondents that prefer (44%) sales associates becoming 

personal shopping assistants rather than traditional assistants is close to the 

number (56%) that do not prefer the change over. Half of customers seemly 

prefer having a non-interrupted shopping experience due to introverted 

personalities, which feel pressured to shop with a sales assistant’s service. 

The other half enjoys the interaction and advice, with a preference towards a 

second opinion and styling tips whilst shopping. 
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Figure 17: In Store Technological Updates  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

3.13.1 Interpretation 

Although customers are not sure of software systems used by retailers as 

previously mentioned, there is still a need for improved technology in a retail 

setting. Ninety four percent (94%) of respondents agree that technology 

needs to be updated, current and in line with trends.  
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3.14 Do you use social media platforms often? I.e. at least once a day 37 18 67% 33% 
 

 

Figure 18: Usage of Social Media  

 

 

 

 

 

 

 

 

 

 

 

 

 

3.14.1 Interpretation 

Sixty seven percent (67%) of the respondents use a form of social media on a 

daily base. The age brackets affects the percentage of respondents that use 

social media daily. The more mature age brackets use less social media. The 

researcher could presume the reason is a lack of understanding/use of social 

media; potentially working class respondents do not have time for social 

media or simply a lack of interest in social media. However, it is evident that 

the majority of respondents use social media at least once a day.  

 
Semi-Structured Interviews 
 Data captured from thirteen (13) respondents 
 
Multiple Choice Questions (MCQs) 
 

 
Total Percentage 

Weighting 

1: When shopping for clothes, what extra product information would you 
appreciate from sales assistants?  Product information on:   

67%

33% Colour Key: 
 
Yes =  
 
No =  



THE IMPACT OF PERSONALIZED ENGAGEMENT WITH CUSTOMERS 
ON CUSTOMER SERVICE 

 

Baschiera, MG 
211136131 

53 

1.1 Complimentary products to what you have already chosen 1 7% 

1.2 Styling tips 1 7% 
1.3 Product variations (different sizes, colours, etc) 3 26% 

1.4 All the above 8 60% 

 
 
 
Figure 19: Valued Product Information 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
1.5. Interpretation 

The table and graph provide evidence that all respondents seek extra product 
information when shopping for clothing. Seven percent (7%) of respondents 
seek information on product that compliments what the customer has already 
selected. Another seven percent (7%) of respondents request styling tips from 
professional sales associates. Twenty six percent (26%) of respondents 
appreciate efficient product variation information, such as sizes available, 
various colours and/or styles.  The majority of respondents, consisting of sixty 
percent (60%), value all product information provided by sales associates.  
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2: Which social media platforms do you use daily? Total Percentage 
Weighting 

2.1 Facebook 7 52% 
2.2 Instagram 3 24% 
2.3 Twitter 0 0 
2.4 All the above 3 24% 

 
 
Figure 20: Social Media Platforms 

 
 
2.5. Interpretation 

As noted above, one hundred percent (100%) of respondents use some form 
of social media. Facebook is the most predominant platform of social media. 
More than half of the respondents (52%) select Facebook as their first choice 
of social media. Twenty four percent (24%) of respondents make use of all 
three social medias, including Facebook. Thus, reiterating the popularity of 
Facebook as a platform. Instagram is a growing social media platform with 
nearly a quarter of respondents (24%) selecting Instagram as their primary 
source of social media. 
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3: When inquiring about product information, would you like the sales assistant to: Total Percentage 
Weighting 

3.1 Have a handheld device providing immediate, on the spot product 
information using 8 58% 

3.2 Excuse themselves to go check the system, you don’t mind waiting five (5) 
minutes 0 0 

3.3 Find out the information yourself by using an in house interactive display 
screen 3 26% 

3.4 You prefer online shopping 
2 16% 

 
Figure 21: Product Information Inquiry  
 

3.5. Interpretation 
The figure above represents the respondents’ perception on retrieving product 
information. Herein, fifty eight percent (58%) of respondents strongly feel 
sales associates should carry handheld devices in order to provide 
immediate, on the spot product information. Not one respondent supports the 
idea of waiting for a sales associate to check the system retrieving product 
information. Customers today require quick information feed, with decreased 
patience. No longer is there waiting time for information that is expected to be 
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on hand at demands. Twenty six percent (26%) of respondents choose in 
store interactive display screens to gain product information, without the need 
for human interaction. Two out of thirteen respondents engage in online 
shopping and choose this avenue as a preference. Overall, customers prefer 
human interaction or personal engagement, with the use of technology to 
increase customer service satisfaction. 

 
 

4: You understand inventory software systems being used in store as: Total Percentage 
Weighting 

4.1 Systems used to record sales, monitor the movement of daily stock 4 31% 
4.2 Systems transparent across the supply chain for efficient stock 

management 2 15% 
4.3 Systems used to improve customer service 0 0 
4.4 All the above 7 54% 

 
Figure 22: Understanding of Inventory Systems 

 
 

 
4.5. Interpretation 

As previously established, customers are aware of inventory software 
systems used ‘behind the scenes’ by retailers. Zero percent (0%) of 
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respondents understand inventory software systems used in a store to 
improve customer service. As noted above, thirty one percent (31%) of 
respondents recognise systems used by retailers to record sales and monitor 

the movement of daily stock, and fifteen percent (15%) of respondents 

understand inventory software systems being used in store to create 

transparency across the supply chain for efficient stock management. The 
majority, consisting of fifty four percent (54%) of respondents understand the 
concepts of inventory management used by retailers to create synergy in the 
supply chain for efficient stock management, providing and/or improving 
customer service. Respondents strongly agree that retailer’s make use of 
inventory management systems to minimize the margin supply and demand, 
always having products available to meet the demands of customers.  
 

Qualitative!Research!
 
Themes: 

• How technology can be updated in store  

• The need for specific technological improvements  

• Sales associates transforming into shopping assistants  

 

How technology can be updated in store: 

Technological updates in a store are a main theme running throughout 

the research. The majority of respondents that completed a survey 

seem to have followed the theme of sales associates making use of 

hand held devices or tablets as a form of technological updates in a 

retailer. Pricing and price tags presented itself as a concern in terms of 

swing tags falling off, missing or inaccurate information, and the 

inefficient management process of retrieving product information 

thereafter. Integrated systems across all retail store outlets gauging the 

availability of stock, as well as access to the information through 

interactive display screens or barcode scanning in order to retrieve the 

information without consulting with a sales associate. Self-service 
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checkout, wish lists and size finding is a major theme, providing 

relevant information that customers feel strongly about using 

technology during their shopping experience as much as they use it in 

every other aspect of their life. Life size physical or holographic 

mannequins that include the possibility of choosing outfit sizes, colours, 

styles, etc creating tri dimensional images of specific garments and 

looks. It is currently done with motorcars, you choose a model and you 

customize it according to your taste, by choosing colours, trimmings, 

etc. Technologies in store should keep up with international style 

trends, as well as offering style tips and look books. 

 

Sub-themes: 

- Integrated and transparent systems across retail store outlets 

- Immediate and accurate product information 

- Self-service points and devices 

- Virtual and/or tri dimensional concepts for product(s) customization 

- Customer expectations for international trends, found locally 

 

The need for specific technological improvements  

Specific technological improvements that respondents feel strongly 

about are once again based on efficient self-service shopping with 

access to vast product information at a click of a button. A hybrid of 

online and brick-and-mortar stores is a running theme, whereby the 

possibility lies of viewing the products and how they would look before 

making the purchase. Interactive displays around the store for product 

information, inventory and order checks, style influences and tips, as 

well as where to find the particular items in store are in demand. Once 

again, product information at ‘your finger tips’ is in great demand, such 

as availability of stock at current and other branches, locating a branch 

closest to an area of choice. Faster and accurate tracking systems are 

a need in terms of satisfying customers. Interactive screens on trolleys, 

baskets or hand held customer devices allowing customers to access 

information whilst walking through the shop. The devices will allow 
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customers to locate specific items in the store and provide a map 

directing them to the exact location. Changing room management 

improvements are necessary in terms of the number given by an 

assistant of items taken in to try on.  Items could be tracked with 

improvements of technology in terms of security. Customers can scan 

in at the fitting rooms and with the use of RFID’s, retailers can monitor 

how many items are taken in and how many are taken out of fitting 

room. A ‘realtime’ render where customers are able to virtually try on 

clothing, customized to their body shape and exact measurements. A 

far advanced technological concept, employing a holographic image to 

view clothes in a three dimension is a growing trend. The projection will 

be able to take a picture of the customer, picking up on their 

measurements. Customers will then be able to select items and ‘try 

them on’. The customer will view the products on their holographic 

selves.  
 

Sub-themes: 

- Efficient self-service points 

- Hybrid online and brick-and-mortar collaboration 

- Immediate and accurate tracking systems and product information 

- Digital maps directing customers to specific points in store 

- Improved and self-service fitting room management 

- Virtual and/or tri dimensional concepts for product(s) customization 

 

Sales associates transforming into shopping assistants  

Respondents are faced with mixed emotions in terms of transforming 

sales associates to personal shopping assistants. Customers value 

advice from assistants, however also enjoy shopping on their own. 

Emotions such as irritation due to lack of personal space seemly arise 

in customers who have not asked for particular assistance. Customers 

prefer to ask for further assistance rather than being ‘harassed’ by 

store employees. Respondents appreciate free advice, mainly those 

who feel they are indecisive and would appreciate a second opinion. A 



THE IMPACT OF PERSONALIZED ENGAGEMENT WITH CUSTOMERS 
ON CUSTOMER SERVICE 

 

Baschiera, MG 
211136131 

60 

large work force of personal shopping assistants may become too 

costly, ultimately impacting the price or forcing the organization to cut 

back on other elements of the organization. Extra management may 

need to be implemented due to the increased volume of assistants. 

The trade off would need to be thoroughly evaluated. A preference 

amongst respondents tends towards limited number of well-trained, 

efficient and knowledgeable assistants equipped with interactive 

technology for faster response to any customers enquiries. According 

to respondents, the shopping experience would become less time 

consuming as the focus of assistants would be aimed at completely 

satisfying customers in a short time period. 

 

Sub-themes: 

- Mixed emotions based on personal shopping assistants 

- Concern for high costs of increased shopping assistants 

- Value advice and second opinions whilst shopping 

- Value well-trained, knowledgeable and efficient customer service 

 

Chapter! 5:! Conclusion,! Recommendations/Findings! and!
Direction!of!Future!Research!!

Recommendations/Findings!
 

Figure 1: Recommendation 

The researcher recommends that the retailers’ marketing strategies and 

efforts should essentially be targeted at females. The higher traffic flow of 

females at the selected retailer determines the direction the organization 

should aim at targeting to ensure all aspects of the target market are met and 

satisfied. 

 

Figure 2: Recommendation 

An objective would be determining two inter-linked strategies for the 

predominant age brackets. The two brackets compiled of the highest amount 
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of respondents include, respondents were between the ages of 20 and 30 

years old, and of 51 and 60 years old. Building a desired position in the mind 

of the consumers falling under these two age brackets will be recognized as a 

competitive advantage. A strong market or competitive position could be 

viewed as more important to these age brackets in terms of level of loyalty for 

the older bracket, and level of dynamics for the younger bracket. 

 

Figure 4: Recommendation 

Nearly eighty percent (80%) of customers value advice from store 

assistants. Evidence enables the researcher to determine a shopping 

experience has added value when valuable information is provided.  

Retailers are recommended to encourage sales associates to 

approach every customer in store, offering their assistance. Providing 

sales associates with training on how to use initiative in determining 

whether a customer is in fact need of assistance, including post-

offering. It is crucial to determine the fine line between allow customers 

to feel valued and assisted, versus feeling harassed and irritated. 

Advice from sales associates may either be taken as constructive and 

appreciated, or have a polar opposite effect, which could be 

detrimental to a customers shopping experience. 

 

Figure 5: Recommendation 

Sales associates should evaluate the shopper’s situation, determining 

whether professional advice would add value to their experience. 

Assistance should be offered a second time round, once the customer 

has eased into the retail environment. Assistants should be required to 

have an extensive knowledge of in store products to provide for a quick 

and fun combining of looks and complimentary products.  

 

Figure 6: Recommendation  

As noted, customer service in the retail industry forms a vital role to 

ensure customer satisfaction.  Not only is technology is rapidly 

evolving; end-users are already and may be developing into advanced 
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techno-savvy customers. Technology has allegorically rewired the 

minds of customers, requiring a fast paced and interactive connectivity 

throughout all aspects of their lives. Retailers are strongly 

recommended to streamline the service provided, parallel with the 

march forward of innovative consumers, as well as their ever high 

expectations. The researcher recommends interlinking face-to-face 

customer service with technology to be able to interact, connect and 

relate with customers on their level. 

 

Figure 7:  Recommendation  

Never allow a customer to leave the store unhappy. Provide incentives 

to draw customers back, unrelated to customer service. Position the 

organization in the mind of a consumer as trendy, up-and-coming. 

Ensure your customer service level is in line with your image. 

Consistency throughout an organization builds trust in customers, 

increase brand loyalty and word-of-mouth (advertising).  

 

Figure 8: Recommendation  

Concurring the growing trend of posting customer complaints online, 

departments should be established that focus on developing strategies 

dedicated to combatting negative reviews. Unsatisfied customers have 

access to many forms of communication platforms and seem less 

reluctant to voice their opinion ‘behind closed doors’ so to speak. The 

department should include in their mission to address a minimum one 

out of two complaints compliment posted online, particularly on 

Facebook, Instagram and Twitter. 

 

Figure 9: Recommendation  

There is a need for inventory software systems to be brought into the 

light and exposed to the main stakeholders of an organization – the 

customers. Transparency throughout the supply chain is crucial for the 

empowered customers, who are quickly becoming used to having 

information available at their fingertips. Accessibility of information is 
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readily available. When someone is seeking an answer, the main 

source of information they turn to is Google. Customers have a vast 

knowledge of local and international information. Customers expect to 

immediately obtain what they see in the local or international news at 

their local retailer, with the immediacy of ‘Googling’ an answer they 

seek. Providing easy access of product information in store for 

customers, allows for interaction during a shopping experience at the 

touch of a button, which is vital for survival in the near future. There is 

no longer time to stand around a store, waiting for sales assistants to 

check the system for your size, colour or closest available store. Any 

information customers require about specific inventory retailed at the 

store should be available without saying a word. Interactive display 

screens on the show floor and in the changing rooms should be 

available to assist customers in finding sizes, colours, styles, closest 

store where items are available, tracking orders, as well as even 

selecting customized virtual models. The revolutionary concept behind 

customized virtual models allows customers to develop a character 

designed of themself. The model can be moulded to have customers’ 

exact measurements, which can be changed as the customers’ body 

changes. Furthermore, customers will be able to take a photo of their 

face that will be instilled to complete their virtual persona. The idea 

behind having virtual customized models is to create a space where 

customers can fit on clothing items on their virtual model. Styling tips 

will be available according to the current trends, the body type, the 

occasion and the customers’ physical traits (for example, a yellow 

undertone skin colour). The virtual fitting room provides a space to try 

on items, mix and match various pieces, all before purchasing. The 

researcher predicts an increase in sales volumes due to customers 

purchasing outfits, rather than single pieces. The program will have a 

history of previously purchases items (called ‘My Wardrobe’), where 

customers can virtually try on those items with a new item they are 

interested in purchasing, in order to see if they match. Customers are 
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then provided with the option to purchase online and receive the items 

via a delivery service, or continue their shopping experience in store. 

 

Figure 10: Recommendation  

Websites have concise information for on-the-go customers to quickly 

browse through. Sufficient information is provided on the home pages, 

and if customers have available time to view the rest of the online 

store, tabs and links lead the customer deeper into product and service 

information. Retailers are recommended to provide customers with 

accessibility to the information in store, as well as online. Interactive 

digital marketing is the way forward. People crave stimulation, but do 

not always want to be bothered with conversation.  An enthusiasm is 

created in an interactive store setting, drawing customers in purely to 

‘play’ on the technology. The researcher discusses the attraction of a 

mobile or technological store where products are on display for use. 

Many customers enter the store in order to view the latest features or 

make use of something fun, lightening up their sometimes-monotonous 

shopping experience in a shopping centre. 

 

Figure 11: Recommendation  

Customers perceive a shopping experience to be negative or positive 

according to the stimuli they are faced during the time spent in the 

store environment. Generally, customers shopping for clothing items 

are satisfied through efficient product and service knowledge, effective 

problem solving, friendly attitudes from staff, pleasant fitting room 

experience, as well as having fun while shopping. Previously mention 

interactive display screens on the show floor and in the changing 

rooms available to assist customers in finding sizes, colours, styles, 

closest store where items are available, tracking orders, as well as 

even selecting customized virtual models, generates efficiency and 

effectiveness in store. A map identifying where customers are able to 

find each item in the store will provide for an efficient shopping 

experience. Assistants will be able to assist customers trying on items 
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in retrieving a different size, provide styling advice and tips, assisting 

with online shopping and setting up accounts, as well as rolling out 

various in store, fun and interactive promotions. Customers remember 

an experience they had over what they actually did. 

 

Figure 12: Recommendation  

Product information should be readily available at the customers’ 

fingertips – literally. Retailers are recommended to install small digital 

display screens, similar to RFID’s. The product information displays 

(PID’s) will be situated on the railing of each item variation. PID’s will 

contain information on the SKU’s price, the amount of SKU’s available 

per size, and the sizes available on that particular railing. The system 

aims at eliminating the effort customers are required to go through 

when sifting between items finding their size. The inventory system in 

store is transparent and interconnected. Information to and from the 

PID’s are transferred via Wi-Fi. As an interaction takes place at the 

POS, the system is immediately updated. The information not only gets 

updated in terms of the supply chain and JIT management (behind the 

scene’s), but the product information on the online store, the in store 

interactive screens and the PID’s.  

Further illustrating the PID’s with an example as follows: five black 

waterfall blazers with leopard print lining are available in a size S 

(small) for R 500. One gets scanned and sold at the POS. The PID 

information changes from ‘five black waterfall blazers with leopard print 

lining are available in a size S for R 500’ to ‘four black waterfall blazers 

with leopard print lining are available in a size S for R 500.’  

Thus, customers have immediate product information about availability 

of sizes in store and on the railing. The PID includes a barcode, which 

can be scanned with a mobile device. The barcode will give customers 

access to product information such as where the garment was made, 

fabrics used, wash and care instructions, the possibility of ordering the 

item online, and any extra information about campaigns or initiatives 

linked to that specific item. Additional product information would be 
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accessible via mobile apps, interactive screens or sales associates 

equipped with Wi-Fi connected tablets for immediate product 

information.  

 

Figure 14: Recommendation  

It is recommended for retailers to implement PID’s (product information 

display’s), as well as previously mentioned interactive mediums of 

technology and software systems.  

 

Figure 15: Recommendation  

Technology is fast paced and has rapidly evolved over the past 

decade. Customers whom fall into the older generation age bracket 

tend to prefer ‘old school’ methods of product sourcing. Retail is 

focused on dynamics and moving forward into the future, with or setting 

trends. Therefore, retailers are recommended to focus on moving 

forward with technology advancements. Sales associates will not 

become redundant, as there is a need for personal interaction. As 

technology evolves, so will job descriptions and responsibilities. Certain 

areas will be phased out, such as checking product information on the 

system at the POS. Other areas will be phased in, such as sales 

associates porting tablets, as well as interactive in store screens and 

inventory systems.  

 

Figure 16: Recommendation  

It is recommended for retail organizations to provide training to sales 

associates in analysing and gauging customers’ preference. Sales 

associates/personal shopping assistants are required to identify which 

customers prefer being left to shop alone and which customers prefer 

an interactive experience.  

 

Figure 17: Recommendation  

As noted, it is urgently recommended for retailers to improve inventory 

software systems that are interactive and transparent for the utilization 
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of customers. The demand is very present in the market for 

technological advancements, and retailers are not filling the void fast 

enough. Customers may soon become (more) frustrated with slow 

systems at the brick and mortar retailer. Online shopping is become 

more and more attractive, with customers moving away from the 

physical store. However, it is apparent that many still enjoy the 

shopping experience but are put off by the lack of efficiency. Stream 

lining traditional with virtual retailing is vital for continuity and success 

of brick and mortar retailers.  

 

Figure 18: Recommendation  

A rapidly increasing amount of marketing and exposure is conducted 

via social media. Popularity of social media is influenced by the latest 

trends. Retailers are recommended to keep their social media 

platforms fresh and trendy, making use of the terminology and ‘in-

words’. Connecting with target markets on their level is important to 

maintain a ‘cool’ factor. According to the self-esteem stage of Maslow’s 

hierarchy, people value acceptance. Acceptance is generally achieved 

through conforming to trends, thus an effective avenue for retailers to 

take in order to reach the masses, or more specifically target markets. 

Therefore, in order to remain popular, trendy and wanted, retailers are 

pushed to be fashion forward, trend setters and able to connect with 

the market. 

 

 

Figure 19: Recommendation 
Customers regularly seek product information during their shopping 
experience. Sales associates should constantly have product 
information readily available to them. Product information could easily 
be accessible with the use of a tablet connected to the intra- or/and 
inter- net. 

 

Figure 20: Recommendation 
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Mobile apps designed in conjunction with popular platforms of social 
media boosts exposure of an organization. Marketing and creating 
excitement around a campaign via social media platforms is an 
affordable and effective means of reaching a large audience. Customers 
remember more how they feel in any given situation. They are more 
likely to spread the word of an on going campaign that they are 
participating in. ‘Hashtagging’ intangible or tangible experiences could 
lead to national and international exposure, create unity and churn up 
excitement about a particular situation.  

 

Figure 21: Recommendation 
The application or initiative towards the new principles of customer 
interaction through personal or personalized engagement contributes to 
cross-boarder acquisitions and implementation. Sales associates 
utilizing tablets/hand held devices would only be effective via 
interconnection with the streamlining of product movement in a store. 
Sales associates are recommended to use tablets as a trial period. 
Once the initiative is proven to be a success, the entire inventory 
software systems should go live and by synched for customers to 
access. Excitement needs to be created around the technological 
advances, generating exposure and attraction.  

 

Figure 22: Recommendation 
The urgent need for interactive inventory software systems is 

exponentially growing as technological advancements increase. Time 

constraints today are more prominent in both male and female 

lifestyles. Tools assisting with structure and organizing is an expanding 

means for working class to achieve set operational, tactical and 

strategic objectives. There is a high demand for rendering a service 

that cuts back on time wastage. A retailers system should be available 

online, from any point on the globe for browsing and shopping. The 

physical store should encompass the positive elements of a shopping 
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experience, as well as incorporate the online element within the store. 

Synchronicity is required to be applied, conjoining physical and online 

within one environment. Given a TOWS analysis to perform, the 

physical store would be a strength, and incorporating the online store 

within the physical store environment would be an opportunity to 

improve customer service. Retailer’s need to sync online and physical 

– this is a crucial objective not only to remain competitive, but for 

survival. Customers are becoming bored with the standard brick-and-

mortar setting. As technology somewhat numbs customers, extra 

stimulation is required to draw customers’ attention. The greater the 

degree of stimuli is, the greater the response of customers will be.  

 

Conclusions!!
 

- Technology is a dynamic phenomenon that is continuously 

evolving. Information is easily accessible and readily available on a 

constant base. Customers are become more empowered as a 

result of the vast knowledge available at their fingertips. Customers 

possess soaring expectations of services and products provided by 

the industry, demanding satisfaction according to international 

standards. Retailers have reached a point of taking the leap of faith 

and biting the metaphorical technological apple in order to remain 

competitive and to ensure survival. Respondents value well-trained, 

knowledgeable and efficient sales assistants, improving customer 

satisfaction. The researcher is able to conclude, customers 

continue to enjoy the retail therapy provided form visiting a physical 

store. An increasing amount of customers visit online stores to 

conduct purchases, due to the conveniences of efficiency, rooted 

from multiple time constraints. The overall themes featured include 

the need for quick, accurate and detailed product information, which 

is readily available at the convenience of customers. Customers 

have a growing demand for access to necessary resources, with 

their shopping experience being impacted either negatively or 
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positively, dependant on whether demands are met or not. Virtual 

shopping in a physical store environment assists customers in 

making purchasing decisions. Eliminating ‘time wasters’ such as 

fitting on clothing or waiting for any type of product information is 

essential for retailers to implement. Customers are become more 

and more demanding, with less patience. Brick-and-mortar retailers 

are cracking under the pressure of technology. In order for retailers 

remain competitive and in existence, the opportune moment has 

risen and now is the time to implement cutting-edge innovation. 

Retailers need to create an interactive, fun, dynamic, trendy and 

efficient shopping environment, attracting even those customers 

who perceive shopping to be unpleasant. The researcher 

encourages the reader to go through the recommendations of the 

study in order to gain further knowledge on future, cutting-edge 

innovations, which will vastly improve customer satisfaction.  

 
 

Direction!of!Future!Research!
 

Technology is dynamic and ever changing. As soon as one a cutting-

edge technological device and system have been launched, a new one 

is already being developed. Research in the field of technology is 

broad and on going, thus future studies are infinite. 

Important points of study include synchronising physical stores with 

online stores to create a hybrid-shopping environment. Connecting the 

two worlds will bridge the gap and eliminate the taboo and mistrust of 

online shopping that many customers perceive. Another important point 

for future studies includes selecting and focusing on specific areas of 

innovation mentioned in this study. Each area of innovation requires 

attention in terms of thorough and efficient development. Upholding 

good customer service through the implementation of specific 

technological advancements is a point that requires in depth study. 

Retailers should avoid the perception that innovations implemented in 

store will eliminate the need for personalized engagement with 
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customers. Human interaction is a vital part in order to fulfil need 

recognition and satisfaction. Customers enjoy the physical shopping 

experience either as a past time, professionally or any other motives. 

The psychological aspect of in store shopping experiences may also be 

a point of focus for future studies. One last point includes the 

psychological effects of retailers utilizing technology to interact with 

customers, and the impact it may potentially have on future 

generations.   
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Appendices:!

Appendix!A:!Questionnaire!

!
 
 
 
 
 
28 August 2014  
 
Dear Survey Participant 
 
RE: REQUEST FOR YOUR PARTICIPATION IN A QUESTIONNAIRE 
SURVEY  
 
I am conducting an academic research at Bachelors of Technology level in 

the Department of Retail Business Management at the Cape Peninsula 

University of Technology, South Africa. My topic of research is “The Impact 

of Personalized Engagement with Customers and Efficient Stock 

Management Software Systems on Customer Service at a Clothing 

Retailer in the Canal Walk area” 

 
The two main objectives of the study is one: to investigate the how 
personalized engagement with customers impacts the customer service and 
satisfaction, and two: the impact efficient stock management software 
systems have on customer satisfaction when used in conjunction with 
personalized customer interaction. I therefore request you to complete the 
attached questionnaire on this subject.   
As a community member, your valuable contribution will assist me in 
answering the research questions and testing the hypotheses. I therefore, 
would kindly appreciate your help participation in this study. Completing the 
questionnaire will take approximately five (5) minutes of your time. 
Participation in this study is completely voluntary. If there are any other 
questions you prefer not to answer, you have a right to do so.  
All the information that you will provide through your participation in this study 
will be kept confidential. Furthermore, you will not be identified in the thesis or 
in any report or publication based on this research. There are no known or 
anticipated risks to participation in this study. The data collected through this 
study will be kept for a period of ten years in a secure location. 
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If after receiving this letter, you have any questions about this study, or would 
like additional information to assist you in reaching a decision about 
participating, please feel free to contact Dr. Virimai Mugobo (Supervisor) at 
021 460 3030 or myself (Researcher) at 211136131@mycput.ac.za. 
Thank you in advance for your cooperation in my research. 
Yours sincerely 
Marina Baschiera 
RESEARCHER 
E-mail: 211136131@mycput.ac.za: marinabaschiera@gmail.com 
PROJECT LEADER: Dr. Virimai Mugobo – mugobov@cput.ac.za. 
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Questionnaire:!
 

Please select ONE applicable answer per question by placing a mark in the 

relevant block: 

 

1. Please state your gender: 

1.1. Male  

1.2. Female  

 

2. Under which age bracket do you fall? 

2.1. >20 >30  

2.2. >31 >40  

2.3. >41 >50  

2.4. >51 >60  

2.5. >61 >70  

2.6. >71 >80  

 

3. Do you value advice from sales associates? 

 

   

 

4. Would you appreciate advice on complimentary products? 

  

 

 
5. Would you appreciate advice on complimentary products? 

 
 
 
 

 
6. Is customer service important to you? 
 

 
 
 
 

3.1. Yes  

3.2 No  

4.1. Yes  

4.2 No  

5.1. Yes  

5.2 No  

6.1. Yes  

6.2 No  



THE IMPACT OF PERSONALIZED ENGAGEMENT WITH CUSTOMERS 
ON CUSTOMER SERVICE 

 

Baschiera, MG 
211136131 

75 

7. Would you stop visiting a retailer if they treated you badly? 
 
 
 
 

8. Would you update a social media status on the bad service? 
 
 
 
 

 
9. Do you know anything about the inventory systems being used in store? 

 
 
 
 

 
10. Have you ever made use of customized store mobile apps? 

 
 
 
 

 
11. Do you think store interaction with interactive screens could improve your 
experience? 

 
 
 
 

12. Would you like product information immediately when you ask for it? I.e. 
you don’t need to wait for the assistant to go check on the computer /system? 

 
 
 
 

 
13. Would you like to be able to see what stock is available on the shelf 
without having to go through each item? 

 
 
 
 

 
14. Does the thought of sales associates using tablets to access product and 
customer information on place appeal to you? 

 
 
 
 

7.1. Yes  

7.2 No  

8.1. Yes  

8.2 No  

9.1. Yes  

9.2 No  

10.1. Yes  

10.2. No  

11.1. Yes  

11.2. No  

12.1. Yes  

12.2. No  

13.1. Yes  

13.2. No  

14.1. Yes  

14.2. No  
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15. Would you prefer if sales associates became personal shopping 
assistants rather than traditional assistants? 

 
 
 
 

 
16. Do you feel technology could be updated in retail stores? 

 
 
 
 

 
17. Do you use social media platforms often? I.e. at least once a day 

 
 
 
 

 
 
 

Thank you for taking the time out to complete this questionnaire!  

15.1. Yes  

15.2. No  

16.1. Yes  

16.2. No  

17.1. Yes  

17.2. No  
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Appendix!B:!SemiSStructured!Interview!
 
 

Multiple Choice Questions 
 

Please select ONE appropriate answer per question by placing a mark in the 
relevant box  

 
 
1. When shopping for clothes, what extra product information would you 

appreciate from sales assistants?  Product information on:  

 

1.1 Complementary products to what you have 

already chosen 

 

1.2 Styling tips  

1.3 Product variations (different sizes, colours, 

etc) 

 

1.4 All the above  

 

2. Which social media platforms do you use daily?  

 

2.1 Facebook  

2.2 Instagram  

2.3 Twitter  

2.4 All the above  

 

3: When inquiring about product information, would you like the sales 

assistant to?: 

 

3.1 Have a handheld device providing immediate, 

on the spot product information using  

 

3.2 Excuse themselves to go check the system,  
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you don’t mind waiting five (5) minutes 

3.3 Find out the information yourself by using an 

in house interactive display screen 

 

3.4 You prefer online shopping  

 

 

4: You understand inventory software systems being used in store as: 

 

4.1 Systems used to record sales, monitor the 

movement of daily stock 

 

4.2 Systems transparent across the supply chain 

for efficient stock management 

 

4.3 Systems used to improve customer service  

4.4 All the above  

 

Ranking Questions: 
 

Please select ONE appropriate answer per question by placing a mark in the 

relevant box 

 

 
Short Answers: 

 

5. How do you feel technology could be updated in retail stores? 
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6. Can you think of specific technological improvements you would like in a   

store? If so, please state below: 

 

7. How would you feel about if sales associates became personal 

shopping assistants rather than traditional assistants? And how would 

it enhance your shopping experience? 

 

 

Thank you for your time! 
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Appendix!C:!Digital!Merchandising!
 

• Digital Merchandising by Woolworths South Africa: 
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