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ABSTRACT 

This research project provides an analysis and evaluation of the current Assimilation 

Category Management practices With the Segmentation Strategy of the Selected 

Clothing Retail Store in Cape Town. The methods of analysis include individual 

interviews, observation, action research, questionnaires all the relevant documents 

can be found on the attached appendices. Other category management practices 

include spatial spacing optimization to name a few. All category methods used at the 

company can be found on the appendices. The results of the analysis of the 

company show that they are just above industry averages. In particular, comparative 

performance in macro space optimization is poor in the area of profit margins, stock 

turnover and inventory management. 

The project finds that the prospects of the company to exceed its current 

performance are enormously promising. This means that the company has unlimited 

market potential to tap into, in order to maintain a competitive edge over competition 

in the market environment. The major areas of weakness require further 

investigation and remedial action by management. Recommendations discussed 

include: 

Establish stronger relationship with suppliers aiming to combine assortment, price, 

shelf presentation and promotion which optimize the category role over time. This in 

turn improves/increases inventory turnover. Introduce macro space optimization and 

perhaps increasing inventory levels at the correct intervals. 

The project also investigates the fact that the analysis conducted has limitations. 

Some of the limitations include: Based on internal tracking data, on average, the 

current system losses 2 customers out of 8 customers, resulting in a total of 1/5 

wasted man hours per day in the company. 2 out of 8 customers will only buy shoes 

and nothing else to increase the basket size. Effective macro space optimization has 

to be built on information that goes far beyond just sales numbers. Retailers have to 

know what shoppers buy, how they buy, when they buy and why they buy. They can 

know how these patterns shift, sometimes multiple times in the same day. They can 

know the role their categories play (and how these roles shift) for those customers. 
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LIST OF DEFINITIONS 

Plagiarism 

Plagiarism is taking someone’s work or ideas and presenting them as your own (Ezikiel, 

2008:788) 

In-depth Interviews 

Is a one on one discussion between the researcher and the respondent concerning the area 

of interest (Yanow & Schwartz-Shea, 2014:169) 

Inductive Reasoning 

Is a nature of reasoning that involves an objective stand point and focusing towards a 

generalised perspective, known as the bottom up approach (Trochim, 2008). 

Interpretivism 

(Derived from a Greek word hermeneuein, meaning to interpret) Involves understanding an 

area under investigation, the existence of multiple realities, participation of researcher in the 

process of understanding and the involvement of the context of the area under investigation 

(Carson et al, 2005:5) 

Mixed Method Approach 

It is the combination of both qualitative and quantitative research methods where each 

approach contributes something to the research (Saunders & Tosey, 2012:58). 

Pilot testing 

It aims to refine the data collecting tools through testing on a small portion of the 

respondents so as to identify errors and inconsistencies, particularly survey questionnaires 

before introducing them to the whole sample group, in this case the whole population (Cotty, 

2004:12). 

Data Analysis 

“Applying statistical methods to description of data and/ or the inference of data in order to 

draw valid conclusions and make reasonable decision on the basis of such analysis” (Nnadi- 

Okolo, 1990:151) . 
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Deductive Reasoning 

The top down approach and points out that it functions from a generalised perspective to a 

more objective and specific problem (Trochim, 2008). 

Positivism 

Involve “quantification, hypothesis and objective measures” Wimmer & Dominick (2014:117). 

Questionnaires 

Involves systematic compilation of questions so as to investigate a phenomenon through 

measurement (Bajpai, 2011:6) 

Research Approach 

Shows what theory is suitable for the research argument or questions which will assist in 

reaching the research objectives (Masson, 2002:179) 

Research Frame 

A systematic process where exhaustive investigations is conducted to unveil problems or 

solution to the symptoms through collecting, analysis and interpretation of data (Connaway & 

Powell, 2010:1) 

Research Methods 

Research methods are ways which researchers utilise to collect first hand data from 

respondents (Hucker, 2005:4) 

Research Philosophy 

Guides one to conduct a research and assists in explaining the methods implemented, as 

well as facilitating the evaluation of the quality of research (Cohen et al, 2007:15) 

Research Strategies 

It is a universal tool used to assist the researcher to answer research questions (Saunders et 

al, 2000:92). 

Stability Test 

It is when the same research instrument is re-used over the same sample population and 

produces the same results. 
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CHAPTER 1: INTRODUCTION AND BACKGROUND 

1. INTRODUCTION 

This research project has been commissioned to evaluate the impact of assimilating 

category management with the segmentation strategy of the selected clothing retail 

store in Cape Town. Jonathan, O’Brian (2009:2) proposes that Category 

management is a strategic approach that focuses on the vast majority of an 

organisation’s spend on goods and services with third party suppliers. It is the 

practice of segmenting the main areas of organizational spend on bought goods and 

services into discrete groups products and services according to the function of 

those goods or services and, most importantly, to mirror how individuals 

marketplaces are organised.  

A category (Swapna, p.300) asserts that it is a distinct, manageable group of 

products/services that consumers perceive to be interrelated and/ or substitutable in 

meeting a consumer’s need. According to the Category Management Association 

(2015) category Management is also a collaborative continuous process between 

manufacturers and retailers to manage a shopper need state which we refer to as a 

‘category’. The end state of the category management process is that combination of 

assortment, price, shelf presentation and promotion which optimizes the category 

role over time.  

There is a direct link between category management and segmentation. (Randall S 

2011, p.3) indicates that segmentation can be defined as subdividing the population 

according to already known discriminators and clustering based on differing 

objectives. 

Category management is considered a ‘new science of retiling’ for three basic 

reasons. First it involves a systematic process that has been shown to be robust in 

various retail situations across the US, Europe, South Africa and Australia. Second it 

emphasises-decision making based on complex analyses of consumer data and 

market level syndicate data. Third category management replaces the brand bias 

that from a supplier’s interest in maximising market share with a more objective view 

based on the consumer desires (Swapna 2009, p.300). 
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1.2 BACKGROUND 

XY360 is all about pride fuelled by passion. It’s about the drive to do better, to be 

better, to take it on the head, to make it through the wall, to fight harder, live stronger 

and move faster. The company is there for all the people who know what it feels like 

to want to win or be part of a winning team. Whether they are on the field or in the 

stadium, whether they’re running a marathon or just keeping their own pace. XY360 

was established in 1982 and grew into a sizeable business with representation 

nationwide. As part of a diversification strategy, the Foschini Group identified XY360 

as having tremendous growth potential, and purchased XY360 in 2000. This move 

heralded the start of the Sports Division.  

They are now well represented in all key shopping locations with more than 200 

stores nationwide, including a number of stores in neighbouring countries. (The 

Foschini Group 2013) One of the key driving factors which have led to the success of 

the company is; the exceedingly valued nature of categorising their product ranges, 

In order to maximises sales on basket size purchases. (Kumar 2008, p. 69) explains 

that a basket size purchase is the total quantity of items a customer purchases in a 

single shopping trip.  

The pseudonym (XY360) will be used through the out the research project in 

reference to the company that was used to accumulate the data on category 

management. It is situated in Cape Town CBD area. The important idea here is that 

the company be non-identifiable and unreachable. This is done In order to preserve 

anonymity of realizing, certain other values, such as privacy and confidentiality. 

The current environment of price escalation, supplier consolidation, extended supply 

chains, and service disruptions challenges even the most advanced procurement 

organizations. This calls for strategically managed categories in order to prevent 

such discrepancies. 

The three category management processes that the company was using preceding 

the strategic objectives of 2016 were category planning (Smith, p 170) Defines 

cross-channel customer-focused assortment strategies by key attributes and 

incorporates space constraints and item lifecycles and creates item lifecycle plans 

and provides in-season management of the lifecycle plan), macro space 

optimization, and assortment space optimization (Smith, p 175) asserts that 
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Assortment planning is the process conducted by a retailer to decide how many and 

which products to include in the product line and to determine the inventory levels of 

these products.These processes proved to yield subsequent profits for the company 

whilst maintaining efficiency and adequate inventory levels. To-date Company 

XY360 operates with condolers filled with a combination of private and in-house 

brands that have been sourced throughout the entire world. According to Murray 

(2013) In line with their strategy of investing for long term growth, they will continue 

to open new stores in certain of their formats. They anticipate opening in excess of 

150 new stores in the year ahead, which will increase trading space by 

approximately 6%.  

Whilst local procurement aids in reducing lead times, the proportion of merchandise 

procured offshore varies by commodity as it is more challenging to procure certain 

items locally. This includes equipment, footwear, menswear and branded goods 

such as those within their sports division. These items are therefore largely imported 

with appropriate forward cover being taken to hedge against currency fluctuations. 

Key to the success of any retailer is managing the risk of fashion. Core essentials 

product are less risky, but as a general rule “getting the fashion ability of the product 

right” is a critical factor that requires on going focus and management. Maximising 

the amount of stock that is able to be replenished in season reduces the fashion risk.  

The replenishment, holdback and in-season trading models within the category 

management initiative effectively aim to reduce the fashion risk by aligning with this 

philosophy. Such problems have proven to cause loss of sales and loyal customers, 

to competing companies such as Sportsman’s warehouse and footgear. This was 

caused by the unavailability of the desired goods.  

However the remodelled processes have shown signs of potential success. This is 

because of company XY360 new strategic plan for 2016, which is to first; to optimise 

their supply chain. Develop and assimilate their category management systems with 

suppliers. Secondly, is capital C (store optimisation with a customer focus) the 

initiative here is to refurbish visual merchandising in store to generate a consistency 

with the different categories in order to create an exciting yet simple shopping 

experience for the customer.(TFG report 2013 p.40-46) 
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1.3 STATEMENT OF THE PROBLEM 

The category management strategies used at XY360 should aim to combine 

assortment, price, shelf presentation and promotion which optimize the category role 

over time. The process of category management should be optimized for simplifying 

the customer shopping experience but should also be straightforward enough so that 

it can enable third parties in the equation to function efficiently and effectively.  

However XY360’s current category management system is an inefficient use of the 

company’s time and resources. By failing to incorporate Assortment Planning 

Optimization, the current protocol fails to capitalise on the segments outside the 

segments which their current category management practice is targeting. This 

makes the company less competitive and they create an unfavourable brand image. 

The current category management systems used at XY360 have disadvantages in 

that its operating capacity only caters for limited explicit segments. This system 

represents a significant financial loss for the company. Based on internal tracking 

data, on average, the current system losses 2 customers out of 8 customers, 

resulting in a total of 1/5 wasted man hours per day in the company. 2 out of 8 

customers will only buy shoes and nothing else to increase the basket size. This 

constitutes a loss of R140.00 per day per customer and totals to about R51 100 P/A 

(TFG report 2013 p.18-21). The challenge here is the missing link between 

information systems and tailoring customer needs and expectations in order to 

maximise sales by putting products to stimulate the need to buy more.  
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1.4 RESEARCH QUESTIONS 

What Is The Impact Of Assimilating Category Management With The Segmentation 

Strategy Of The Selected Clothing Retail Store In Cape Town? 

The study will further go on to also answer the following supporting 

questions: 

 What are the benefits for the customer when the company masters category 

management? 

 What are the requirements to maintain reliable sources of supply to manage 

the categories? 

 What are the effects of identifying key data analytics and system requirements 

to better support in-season trading. 

 What are the benefits of aligning the category management process with that 

of third parties? 

 What strategies can be implemented to reduce the potential loss of revenue to 

competing companies? 

 

 

1.5 RESEARCH OBJECTIVES 

The noteworthy objective of the study is to: 

Demonstrate the Impact Of Assimilating Category Management With The 

Segmentation Strategy Of The Selected Clothing Retail Store In Cape Town? 

  

 To identify the benefits that customers get from proficient category 

management 

 To determine the requirements to maintain reliable sources of supply to 

manage categories 

 To analyse key data analytics and systems required to better support in 

season trading 

 To evaluate the benefits of aligning the category management process with 

that of third parties   

 To assess the strategies that can be used to reduce the potential loss of 

revenue 
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1.6 ASSUMPTIONS OF THE STUDY (HYPOTHESIS) 

H1 Categories can be explained based on retailer volume and margin, or based on 

frequency and reach 

H2 There is no relationship between supply chain and category management 

H3 The category management process is managed well independently by the retailer 

 

1.7 SIGNIFICANCE OF THE STUDY 

The study would benefit several areas of the retailing industry. First of all, the study 

will further develop category management philosophy. It will also increase the body 

of knowledge of category management concepts on the different segmentations, 

simultaneously it will assist retailer XY360 to comprehend how to manage the 

different categories that are currently targeting different customer segments in an 

ever changing business environment. Secondly, the company will be able to develop 

and execute custom-made category management strategies that suit them and offer 

the right price, brands and assortment at the right time.  

Thirdly, the retailer will be able to have new information on the current status of the 

current processes that they are using and possibly incorporate the new information 

to their strategic objectives of 2016 which is currently in its implementation phase. 

This research will further assist the researcher to complete the requirements of the 

B-tech degree studies and increase the knowledge of the field of category 

management. 

Limitations 

(Eunsook T, p, 37) asserts that a limitation is either (1) a weakness or handicap 

that potentially limits the validity of the results or (2) a boundary to which the 

study was knowingly confined:  

 

 Access to information may prove to be challenging because company XY360 

might not be willing to give additional information regarding specific issues 

because of confidentiality. However the researcher will request the right from 

head office to conduct the proper research in all levels of the business. 
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 Self-reported data because the nature of the research is using the triangular 

approach method which is both quantitative and qualitative. Self-reported data is 

limited by the fact that it rarely can be independently verified. In other words, I will 

have to take what people say, whether in interviews, focus groups, or on 

questionnaire’s, at face value; However the researcher will double the size of the 

sample to reduce level of inconsistency of the answers. 

 Lengthwise effects the time available to investigate the research problem and to 

measure change or stability over time is going to be constrained by the due date 

of the assignment. Furthermore the company is in the process of implementing 

their strategic plan for 2016. 

 

Delimitations 

Delimitations means defining the limits of or drawing the boundaries around a study, 

and showing clearly what is and is not included. (Punch F, p 69) This study will be 

limited to retailer XY360 and the retailer’s consumers within the region of Cape Town 

CBD. The outcomes of this research will be the results of the company and should 

not be generalised in comparison to other retailers. The primary aim of this study is 

to evaluate the Impact of Assimilating Category Management with the Segmentation 

Strategy of the Selected Clothing Retail Store in Cape Town; it will not cover all the 

other management concepts and philosophies.  
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1.8 TRAJECTORY OF THE STUDY 

 

        

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

RESEARCH TOPIC 

EXECUTIVE SUMMARY 

INTRODUCTION BACKGROUND 

RESEARCH 

QUESTIONS 

RESEARCH 

OBJECTIVES 

LITERATURE 

REVIEW 

PROPOSED METHODOLOGY 

SIGNIFICANTS OF THE STUDY 

LIMITATIONS DELIMITATIONS 

ETHICAL 

CONSIDERATIONS 

RESEARCH BUDGET 

STATEMENT OF 

THE PROBLEM 

The research topic is the fundamental 

question that is being answered 

Is a short section of the document, which summarizes the 

proposal in such a way that readers can rapidly become 

acquainted with the entire body of material without having 

to read it all. 

It is an accumulation of values and 

 Principles that address questions of 

what is good or bad in research. 

The budget in the projects shows how 

the research was financed and by 

whom and when. 

The methodology conveys the methods that 

have been used to gather the research. It 

includes: Interviews, questionnaires, 

observation, existing database etc… 

The limitations and delimitations are boundaries 

to the research which include: Time, access to 

Information and acknowledgment of the 

research work 

This is the actual research problem that is being 

figured out by the researcher, moving from the 

unknown to the known. 

It is a short summary of who the business being 

researched is, what they do, how they do it and why 

they do it. 

The research questions are based on what 

information is needed to conduct the proper 

research. The objectives are what are trying to be 

achieved by the research. 
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CHAPTER 2: LITERATURE 

2.1 INTRODUCTION 

The previous chapters expounded on the background of the company and the 

current category management strategies used by the company. The following 

chapter will do an in-depth analysis of the different theories and practices of category 

management. Many theories have been proposed to explain what category 

management is and how it encapsulates customer segmentation and integration. 

Although the literature covers a wide variety of such theories, this review will focus 

on several major themes which emerge repeatedly throughout the literature review. 

These themes are: category role and strategy, category planning, cross-channel 

customer-focused assortment strategies, macro space optimization, assortment 

space optimization, efficient consumer response, Although the literature review 

presents these in a variety of contexts, this paper will primarily focus on their 

application to company XY360. 

 

2.2 CATEGORY MANAGEMENT DEFINITION  

A category (Swapna, p.300) asserts that it is a distinct, manageable group of 

products/services that consumers perceive to be interrelated and/ or substitutable in 

meeting a consumer’s need. According (Gruen 2004) Category Management is also 

a collaborative continuous process between manufacturers and retailers to manage 

a shopper need state which we refer to as a ‘category’. The end state of the category 

management process is that combination of assortment, price, shelf presentation 

and promotion which optimizes the category role over time. 

Category management is a joint process of retailers and suppliers to manage 

categories as strategic business units, in order to improve business results by 

focusing on delivering increased customer value. There is a direct link between 

category management and segmentation. (Randall S: 2011, p.3) indicates that 

segmentation can be defined as subdividing the population according to already 

known discriminators and clustering based on differing objectives. 
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Category management is considered a ‘new science of retiling’ for three basic 

reasons. First it involves a systematic process that has been shown to be robust in 

various retail situations across the US, Europe, South Africa and Australia. Second it 

emphasises-decision making based on complex analyses of consumer data and 

market level syndicate data. Third category management replaces the brand bias 

that from a supplier’s interest in maximising market share with a more objective view 

based on the consumer desires (Swapna 2009, p.300). 

 

2.3 THE ORIGINS OF CATEGORY MANAGEMENT 

According to the (category management association) category management 

developed out of the Japanese total quality movement and only then introduced into 

the U.S. in the 1980s by companies like Hewlett Packard and P&G. The total quality 

movement itself was inspired by the insight of American academic W. Edwards 

Deming, the primary champion of statistical process control. Category management 

began to be established in the 1990s with the insight that each product category in a 

retail store should be treated as its own “business unit”. It should have a clear 

strategy and goals, and be managed accordingly in purchasing, advertising and 

merchandising. 

The next step in the evolution of category management was leveraging the interplay 

between product categories – how some products have low margins but drive traffic, 

while others have high margins. Best-in-class retailers realized the strategic 

importance of category management, and developed advanced frameworks to 

systematically optimize across categories to drive overall customer acquisition, 

conversion rates and average order values. 

 

2.4 CORRELATION OF SUPPLY CHAIN AND CATEGORY MANAGEMENT  

Supply chain management is a broad term that has many definition, however 

increasingly supply chains are interpreted as value creating networks that, “as a 

whole, are able to create value greater than the sum of its individual partners” 

(Overby & Min,2001,p.399).  
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Another author declares that supply chain is a logistics process that includes inter-

organizational flow of material, information and finance funds (Gopfert, 2005), or in a 

more general way as a bundle of value-chain processes (Otto, 2002). This highlights 

the fact that there is movement of products and services from suppliers to 

manufactures and retailers through to the ultimate destination – the customer. The 

constant and compulsory flow of information back and forth in the supply chain 

between consumers, retailers, manufactures and supplies, enables the efficient 

replenishment of existing commodities or the development of products and services 

to meet the ever changing landscape of market demands. 

Supply chain functions within a retail environment include the planning, execution, 

optimization and measurement of: sourcing/procurement, collaborative planning 

Forecasting and replenishment (CPRF), demand forecasting as pertains to product 

quantities and time requirements), inventory replenishment, inbound and outbound 

transportation, store logistics and warehouse management.( Sridhar Tayur, 2003) 

 

2.5 CATEGORY MANAGEMENT AND ROLE OF PRODUCT CATEGORIES 

Interestingly enough (Bolton: 1989) and (Litvack, Calantone and Warshaw: 1985) 

highlight factors that account for variances in brand price elasticities across 

categories. Bijan vasigh (2008) describes elasticity as the percentage change in the 

dependent variable (quantity demand) resulting from a 1 per cent change in an 

independent variable (factor of demand). Informally, elasticity measures the 

responsiveness of one variable to change another. That Other work has shown that 

despite high brand price elasticities category sales may not change much if 

promotions and other marketing mix actions primarily lead to brand switching (Gupta, 

1988) and/or store switching (Kumar & Leone, 1988). 

This shift from brand level analysis to cross-category analysis (within a retailer) may 

be attributed to the fact that while an understanding of the variation in brand sales is 

extremely valuable to brand managers, it is of considerably less value to retailers. As 

Raju (1992) notes, “… it is possible that a promotional program which may be very 

desirable from a brand manager’s perspective, may in fact lead to a reduction in 

dollar sales of the category if much of the merchandise moves at the promoted price.  
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The category role identifies the importance of the category to the retailer. This is the 

role the retailer wants the category to play within their store. A category can be used 

to bring new consumers into the store, increase foot traffic, support routine shopping 

needs, and be a destination for seasonal/occasional purchases, a one-stop-shop or 

for convenience. Retailers may assign different roles to categories within their stores 

depending on the customers they want to attract. 

Category roles are great way of developing specific strategies to target customer 

needs. For example, the retailer might want to be known as the best store to support 

all of the needs of new parents. In this example the retailer would stock a wide 

variety of baby and infant products across several product segments. Their selection 

would be better than their competition, differentiating them in their market. 

Sometimes rolls vary within a category. The retailer might want to be the low price 

leader in certain segments within the category to draw shoppers into their store—in 

our example, the lowest everyday price on baby food in the market. They would then 

earn a higher margin on complementary items like baby clothes, soaps and 

shampoos, lotions and creams, etc. 

 

2.6 EFFICIENT CONSUMER RESPONSE 

Efficient consumer response (ECR) originated in the USA in 1992 as a direct result 

of threats from alternative store “formats” (or types) and their supply chains 

(McKinsey & Co. 1992) which highlighted major inefficiencies within the supermarket 

and its supply chain (Kurt Salmon Associates, 1993).  

In order to survive, the US grocery industry leaders took an initiative to study how to 

improve the performance of the supermarket supply chains in 1992. As a result of 

their study, the ECR initiative was established, and the term “efficient consumer 

response” (ECR) was first introduced at the US Food Marketing Institute Conference 

in January 1993 (Robins, 1994). This ECR initiative is concerned with transforming 

the grocery supply chain from a “push system” to a “pull system” ‐ where trading 

partners form new alliance relationships and the replenishment of store products is 

initiated by the point of sale (PoS) data. 

http://newhope360.com/blog/category-review-strategies-grow-sales
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2.7 IMPACT OF ECR AND CATEGORY MANAGEMENT 

In general, different reports from ECR supply chain and category management 

efforts have tended to be positive. On the supply side, supply chain partners have 

been able to pick “low hanging fruit” by eliminating glaring inefficiencies through 

supply chain management practices (Alvarado and Kotzab: 2001; Becker: 2007).  

From the demand side, subjective reports of the outcome of category management 

applications that have been reported in industry trade publications and at ECR 

conferences showed improved performance at retail following category reviews by 

(Gruen 1998; hausruckinger, 1999) A representative example, in Germany, retailer 

used ECR practices to address the cleaning and household supplies category and 

was able to decrease SKUs (stock keeping units) by 25 percent, cut costs by 10 

percent, and increase sales by 10 percent. Academic journals have reported similar 

findings have been reported in the US and throughout Europe (Broniarczyk et al., 

1998; Gruen, 2002). 

However, while there have been noticeable gains made from both supply side and 

demand side ECR efforts, there is general agreement among industry experts and 

academic scholars that ECR has yet to deliver on a great portion of its predicted 

promises (Kotzab: 1999; Mathews: 1997;Tosh: 1998). For example, Kotzab 

(1999) specifically examined the supply side, providing perspective for enhancing 

what he sees as only marginal gains through current supply chain ECR efforts. 

Alternatively, on the demand side, Mathews (1997) suggests that: 

Category management has become the pinnacle of efficient shopper response 

(ECR) – It is universally searched for; continuously discussed; and lastly it is a 

source of constant inspiration holding out the promise of certain salvation. 

 

2.8 CROSS-CHANNEL CUSTOMER-FOCUSED ASSORTMENT STRATEGIES 

Multichannel retailing is the set of activities involved in selling merchandise or 

services to consumers through more than one channel (Levy and Weitz 2009).This 

definition distinguishes multichannel retailing from multimedia marketing that typically 

involves the use of multiple channels to simply communicate with customers.  

http://www.emeraldinsight.com/doi/full/10.1108/08858620410564391
http://www.emeraldinsight.com/doi/full/10.1108/08858620410564391
http://www.emeraldinsight.com/doi/full/10.1108/08858620410564391
http://www.emeraldinsight.com/doi/full/10.1108/08858620410564391
http://www.emeraldinsight.com/doi/full/10.1108/08858620410564391
http://www.emeraldinsight.com/doi/full/10.1108/08858620410564391
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While prior work examines multichannel marketing in general (Neslin et al. 2006; 

Neslin and Shankar 2009), the focus of this article is multichannel retailing. 

Multichannel retailers are firms that engage in multichannel retailing and whose 

primary source of revenue is retailing activities. 

 

2.9 PROCESSES OF CATEGORY MANAGEMENT 

Category management is typically an eight-step process.  The best solution for a 

business is the one that encompasses all of the strategies needed to make a brand 

successful. The process chosen will significantly help to achieve the goals set for a 

brand.  It is a roadmap to success.  The process will establish a brand as a true 

leader in the category and differentiate it from all the competition. 

Table 2.1 Category Management Process 

The Management Process 

Category 

definition 

Define Category Determine the products that make up the 

category from a consumer’s perspective. 

Consider the role of sub-categories or 

individual SKU’s taken in the category. 

Establish the strategic role of the category within the 

total product assortment of the retailer 

Develop a strategic plan for the category, 

considering long-term trends 

Category 

Planning 

Establish the measure upon which category 

performance will be assessed of the retailer. 

Determine the way in which the 

performance of a category will be 

evaluated. Consider carious costing and 

profitability approaches and include both 

qualitative assessments. 

 Formulate a strategy for the category. 

 

 

 

Develop a marketing and supply plan to 

achieve both short-term and long-term 

category objectives. 

 Establish the category marketing mix. Determine the various tactics to be used 

with on the marketing and supply plan, 

e.g. Space allocation, promotions. 

 Establish category management implementation roles Assign responsibilities for the category 

management implementation within both 

retailer and supply partner organisations. 

 Category review Measure, monitor and modify the 

category. 
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2.10SPACE OPTIMIZATION 

I reference to (SAS space planning: 2008) Space Planning enables retailers to 

determine optimal store and fixture space allocations based on the analysis of 

product placement, usage and performance from any perspective – companywide 

down to an individual store/SKU location. Two integrated processes enabled by the 

solution – macro planning of category space assignments and micro space planning 

of shelf assortments – allow the hierarchical organization of a store’s space into 

departments, areas and sections. 

According to the (retail council of Canada) Successful macro space planning must 

be proactive; it needs to take into account factors like customer behaviour, store 

characteristics, competitors, category role and more, to forecast ideal layouts that 

will increase store revenue. These are critical data of macro space optimization. 

    

 

 

 

 

 

 

 

 

 

Benefits  

 Increase revenue and inventory productivity. Space Planning lets you determine 

optimal floor and shelf space allocations so that each store is merchandised with 

an assortment that best meets customer demand. This helps retailers achieve the 

Source: Category Management Association 
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best overall return on invested capital by driving top-line sales while maximizing 

returns on both inventory and shelf space investments. 

 More efficiently map assortments to planograms. Space Planning integrates 

space allocation with inventory, assortment planning and replenishment 

processes, facilitating higher levels of collaboration between display planners and 

merchants. Assortment plans are deployed on planograms that incorporate best 

practice visual merchandising and presentation display techniques to enhance 

the customer’s shopping experience. 

 Improve planogram performance visibility. The solution stores planogram 

components in a relational database that supports a variety of cost, dimension 

and user-configurable attributes, enabling the retrieval of detailed information 

about each pegboard, shelf, beam, sign and SKU. 

 Enhance planogram content and change communications. Distribution packages 

incorporate layout and spread sheet views of planogram data that are 

configurable in terms of content and format. You can then distribute report 

packages to a network location or printer as PDF files. The solution’s Store 

Layout Viewer lets users navigate and view changed planograms using a Web 

browser.  

 

2.11 IMPACT OF LOCATION FACTORS ON ATTRACTIVENESS AND OPTIMAL 

SPACE SHARES OF PRODUCT CATEGORIES 

The use of geographic information in marketing has many potential applications, and 

research in the area is rapidly evolving (Longley and Clark: 1995). Current research 

articles by Bronnenberg and Mahajan (1999) and Bronnenberg, Sismeiro (2000) 

accentuate the importance of the ‘location’ dimension, revealing that, even for items 

in undifferentiated clothing categories, spatial heterogeneity in market shares may be 

substantial. 

  

Research by Hoch et al. (1995) Montgomery (1997) and Mulhem et al. (1998) 

illustrate that geo-demographic profiles of a store’s trading location may influence 

consumers reaction to item prices and promotional offers. Of growing interest is the 

impact of location characteristics at the category level and, more specifically, on the 
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appeal of different categories offered by the store. Both academics and practitioners 

readily acknowledge that, depending on the type of location, some product 

categories within the store may become more or less appealing to local 

customers (Grewal et al: 1999). Unanimity also seems to exist on the observation 

that, in an era of hyper competition, retailers should attempt to exploit those 

differences and, through appropriate local strategies, turn them into sources of profit 

 

 

 

2.12 STRATEGIES TO EXPLOIT CATEGORY VARIANCES 

There two strategies a retailer can use to exploit category variances to advance 

performance at individual branch level. Firstly the variances can provide basis for 

more efficient assortment strategies. Offering distinctive assortments in different 

stores, tailored to local needs, may be a viable method of developing an advantage 

against (local) competitors (Grewal et al., 1999), while staying within budgetary 

limits. Second, retail companies face the problem of allocating scarce resources 

available at each outlet to the different categories. 
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One of the most important questions to ask is what impact does shifts in local 

category appeal convert into store sales value and store profit. Changes in local 

category appeal, relative to other categories, trigger two effects. Clearly, they 

influence the spending pattern of customers inside the store, i.e., the portion of store 

sales value captured by the different categories. Categories with strong local appeal 

will represent a larger portion of the store's sales value and so will their 

complements, while substitutes are expected to sell relatively less. 

Therefore it is clear that local variances relative to category appeal will have a direct 

effect on sales store value. We refer to this impact as the indirect effect of location 

factors on store sales value. If this effect is prominent, local category differences will 

heavily affect store sales value and, hence, overall store profits. Conversely, if it is 

not important, local idiosyncrasies in category attractiveness will merely alter the 

composition, and not the level, of store sales value. 

 

 

 

2.13 CHAPTER SUMMARY 

This chapter went in depth to address the issues around category management. The 

chapter covered the origin and definition of category management as well as how it 

affects the attractiveness of different customer segments. It broadened the concept 

of correlation between supply chain and category Management as the flow of 

information, materials and finances; Category Management and Role of Product 

Categories; efficient Consumer Response; impact of ECR and Category 

Management, Cross-Channel Customer-Focused Assortment Strategies, processes 

of category management, space optimization. The chapter also explained why the 

different components should not be compartmentalised but integrated. The climax of 

the chapter was realising the significants of varying strategies based geographical 

dissimilarities.    
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CHAPTER 3: RESEARCH METHODOLOGY 

3.1 INTRODUCTION 

In the previous chapter the core principals behind a successful category 

management system were illustrated with how they affect the various functions 

within category management and customer segmentation. The inter-dependent 

components were expounded on, why and how they form part of category 

management and the segmentation of customer basis based on enigmatic variables. 

In this chapter the research methodology used in the study is described. The 

geographical are where the study was conducted, the design and the population and 

sample are described in detail. The instruments used to collect the data, 

incorporating methods implemented to maintain validity and reliability of the 

instrument are described. 

 

3.2 RESEARCH PHILOSOPHY 

A research philosophy also known as a research paradigm guides one to conduct a 

research and assists in explaining the methods implemented, as well as facilitating 

the evaluation of the quality of research (Cohen et al, 2007:15). According to (Guba 

and Lincoln, 1994:105) defines a paradigm as “the basic belief system or worldview 

that guides the investigator, not only in choices of method but in ontologically and 

epistemologically fundamental ways. Ontology is concerned with the form and nature 

of reality, a theory of what exists and how it exists. Epistemology is concerned with 

the nature of knowledge and considers the relationship between the knower and 

what can be known (Guba and Lincoln; 1994; Schwandt, 2001). 
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3.2.1 Interpretivism (Qualitative) 

The qualitative (Creswell 1994 p. 1-2) argues that qualitative research is an inquiry 

process of understanding based on distinct methodological traditions of inquiry that 

explorer a social or human problem. The researcher build a complex, holistic picture, 

analyses words, reports detailed views of informants, and conducts the study in a 

natural setting. Burns et al (2008:14) also supports the prior definition and adds that 

interpretivist philosophy methods include ethnography, participant observation, focus 

groups and in-depth interviews. 

 

3.2.2 Advantages of quantitative research 

The main advantage of using quantitative research is that results are more objective 

and can be generalized for the population at hand because results are based on 

numerical values and can be proved by calculations or any other scientific method 

without considering researcher’s opinion. (Ridenour 2008:24) On the contrary the 

quantitative research method is very costly and it requires a large sample to enable it 

to be classified as a representative sample 

 

3.2.3 Positivism (Quantitative) 

Quantitative research is explaining phenomena by collecting numerical data that are 

analysed using mathematically based methods in particular statistics, (Aliaga and 

Gunderson, 2000, p 23) Existing Database: by definition is a collection of interrelated 

files, while database (Panneersalvam, R, 2002 p, 11). Surveys may be used for 

descriptive, explanatory and exploratory research. A detailed and descriptive design 

was administered. Such a survey is used to gather authentic data for describing a 

population too large to observe directly (Mouton 1996 p. 232). A survey obtains 

information from a sample of people by means of self-report, that is, the people 

respond to a series of questions posed by the investigator (Polit & Hungler 

1993:148). In this study some of the information was collected through self-

administered questionnaires distributed personally to the subjects by the researcher. 
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A descriptive survey was selected because it provides an accurate portrayal or 

account of the characteristics, for example behaviour, opinions, abilities, beliefs, and 

knowledge of a particular individual, situation or group. This design was chosen to 

meet the objectives of the study, namely to determine the knowledge and views of 

patients and family members with regard to diabetes mellitus and its treatment 

regimen (Burns & Grove 1993:29). 

3.2.4 Mixed approach (Triangulation) 

The triangulation approach refers to the use of more than one approach to the 

Investigation of a research question in order to enhance confidence in the ensuing 

findings. Webb et al. (1966), who suggested, “Once a proposition has been 

confirmed by two or more independent measurement processes, the uncertainty of 

its interpretation is greatly reduced. (Tashakkori & Creswell, 2007,p.3) elucidates 

that the mixed method as research in which the investigator collects and analyses 

data, integrates the findings, and draws inferences using both qualitative and 

quantitative approaches or methods in a single study or program of inquiry. 

The effectiveness of triangulation rests on the premise that the weakness in each 

single method will be compensated for by the counter- balancing strengths of 

another (p.604). 

 

3.2.5 Advantages of mixed method approach 

According to Caracelli and Green (1997) Mixed –method designs give the researcher 

a higher degree of flexibility in the research questions. They enable triangulation of 

research findings, where different methods are used to examine the same questions. 

Mixed methods overcome some of the limitations of single designs, particularly those 

that rely on single source data, such as experiments. Teddi and Tashakkori (2003) 

list three additional areas which argue mixed methods are superior to single 

approach design:  

 Mixed methods can answer research questions that other methodologies cannot. 

 They provide better inferences 

 Provide the opportunity for presenting a greater diversity of views 
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3.3 THE STUDY POPULATION AND SAMPLE 

According to Burns and Grove (1993:779), a population is defined as all elements 

(individuals, objects and events) that meet the sample criteria for inclusion in a study. 

The study population consisted of random customers who do their shopping at TFG 

store nationwide. The study did a primary research on the residential residents who 

reside within the CBD. A convenient sample of 72 subjects was selected the store. 

Mouton (1996:132) defines a sample as elements selected with the intention of 

finding out something about the total population from which they are taken. A 

convenient sample consists of subjects included in the study because they happen 

to be in the right place at the right time (Polit & Hungler 1993:176). 

 

Data collection instrument 

A questionnaire was chosen as data collection instrument. A questionnaire is a 

printed self-report form designed to elicit information that can be obtained through 

the written responses of the subjects. The information obtained through a 

questionnaire is similar to that obtained by an interview, but the questions tend to 

have less depth (Burns & Grove 1993:368).  

 

 

Data was collected with the aid of questionnaires to evaluate the customers 

Questionnaires were decided upon because of the following: 

They ensured a high response rate as the questionnaires were distributed to 

respondents to complete and were collected personally by the researcher. 

 They required less time and energy to administer. 

 They offered the possibility of anonymity because subjects’ names were not 

required on the completed questionnaires. 

 There was less opportunity for bias as they were presented in a consistent 

manner. 

 Most of the items in the questionnaires were closed, which made it easier to 

compare the responses to each item.  
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Apart from the advantages that have been listed above, questionnaires have their 

weaknesses; for example, there is the question of validity and accuracy (Burns & 

Grove 1993:368). The subjects might not reflect their true opinions but might answer 

what they think will please the researcher, and valuable 

 

3.4 DATA COLLECTION PROCEDURE 

A survey obtains information from a sample of people by means of self-report, that 

is, the people respond to a series of questions posed by the investigator (Polit & 

Hungler 1993:148). In this study the information was collected through self-

administered questionnaires distributed personally to the subjects by the researcher. 

A descriptive survey was selected because it provides an accurate portrayal or 

account of the characteristics, for example behaviour, opinions, abilities, beliefs, and 

knowledge of a particular individual, situation or group. This design was chosen to 

meet the objectives of the study, namely to determine the knowledge and views of 

customers, employees and managers with regard to category management and 

segmentation (Burns & Grove 1993:29). 

 

A questionnaire was chosen as data collection instrument. A questionnaire is a 

printed self-report form designed to elicit information that can be obtained through 

the written responses of the subjects. The information obtained through a 

questionnaire is similar to that obtained by an interview, but the questions tend to 

have less depth (Burns & Grove 1993:368). 

Data was collected with the aid of questionnaires to evaluate the customers and 

employees knowledge and views on category management and segmentation. 

Questionnaires were decided upon because of the following: 

 They ensured a high response rate as the questionnaires were distributed to 

respondents to complete and were collected personally by the researcher. 

 They required less time and energy to administer. 

 They offered the possibility of anonymity because subjects’ names were not 

required on the completed questionnaires. 
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 There was less opportunity for bias as they were presented in a consistent 

manner. 

 Most of the items in the questionnaires were closed, which made it easier to 

compare the responses to each item. 

Apart from the advantages that have been listed above, questionnaires have their 

weaknesses; for example, there is the question of validity and accuracy (Burns & 

Grove 1993:368). The subjects might not reflect their true opinions but might answer 

what they think will please the researcher, and valuable information may be lost as 

answers are usually brief. 

 

3.5 RELIABILITY AND VALIDITY 

3.5.1 Reliability 

Polit and Hungler (1993:445) refer to reliability as the degree of consistency with 

which an instrument measures the attribute it is designed to measure. Reliability can 

also be ensured by minimizing sources of measurement error like data collector bias. 

 

3.5.2 Data collector bias 

Discrepancy was minimized by the researcher’s being the only one to administer the 

questionnaires, and standardizing conditions such as exhibiting similar personal 

attributes to all respondents, e.g., friendliness and support. The physical and 

psychological environment where data was collected was made comfortable by 

ensuring privacy, confidentiality and general physical comfort. 

The subjects were offered comfortable chairs to sit on. Windows were opened for 

fresh air. The researcher remained with some of the subjects. A “do not disturb” 

notice was placed on the door to maintain privacy and prevent interruptions. 

Subjects were requested not to write their names on the questionnaires to ensure 

confidentiality. 
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3.5.3 Validity 

The validity of an instrument is the degree to which an instrument measures what it 

is intended to measure (Polit & Hungler 1993:448). Content validity refers to the 

extent to which an instrument represents the factors under study. To achieve content 

validity, questionnaires included a variety of questions on the knowledge of category 

management (Polit & Hungler 1993:250).  

All questionnaires were distributed to subjects by the researcher personally. The 

questions were formulated in simple language for clarity and ease of understanding. 

Clear instructions were given to the subjects and the researcher completed the 

questionnaires for those subjects who could not read. All the subjects completed the 

questionnaires in the presence of the researcher. This was done to prevent subjects 

from giving questionnaires to other people to complete on their behalf. Rephrasing of 

some questions was done to clarify the questions and more appropriate alternative 

response choices were added to the closed-ended questions to provide for 

meaningful data analysis (Burns & Grove 1993:373). 

External validity was ensured. Burns and Grove (1993:270) refer to external validity 

as the extent to which study findings can be generalized beyond the sample used. 

All the persons approached to participate in the study completed the questionnaires. 

No single person who was approached refused to participate. Generalizing the 

findings to all members of the population is therefore justified. 

 

Seeking subjects who are willing to participate in a study can be difficult, particularly 

if the study requires extensive amounts of time or other types of investment by 

subjects. If the number of the persons approached to participate in a study declines, 

generalizing the findings to all members of a population is not easy to justify. The 

study needs to be planned to limit the investment demands on subjects in order to 

increase participation. 

The number of persons who were approached and refused to participate in the study 

should be reported so that threats to external validity can be judged. As the 

percentage of those who decline to participate increases, external validity decreases 

(Burns & Grove 1993:270). 
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3.6 PRETESTING THE QUESTIONNAIRE 

A pretest refers to a trial administration of an instrument to identify flaws. When a 

questionnaire is used as a data gathering instrument, it is necessary to determine 

whether questions and directions are clear to subjects and whether they understand 

what is required from them. This is referred to as the pretesting of a questionnaire 

(Polit & Hungler 1995:38, 711).  

 

3.7 ETHICAL CONSIDERATIONS 

The conducting of research demands not only expertise and diligence, but also 

honesty and integrity. This is essential because it protects the rights of human 

subjects. To render this study ethical, the rights to self-determination, anonymity, 

confidentiality and informed consent were observed. Maryilyn Asserts that Ethical 

behaviour represents a set of moral principles, rules, or standards governing a 

person or a profession (2013:54). 

Ethical considerations of the study have been addressed by implementing the 

following measures: 

1. The research will be designed by the researcher however the research project 

will be reviewed and scrutinised by senior management of the company from 

whom the researcher obtained the right to conduct the research in order to 

ensure the integrity and quality of the work. 

2. All the research staff and subjects will be fully informed beforehand about the 

purpose, methods and intended possible uses of the research, what their 

participation in the research entails and what risks, if any, are involved.  

3. The confidentiality of information supplied by research subjects and the 

anonymity of respondents will be respected. 

4. All the research participants will participate in the study in a voluntary way, free 

from any intimidation or coercion.  

5. Harm to research participants will be avoided in all of its forms including physical 

harm, which can also refer to emotional harm and risk of upset, as well as to 

reputational damage. 
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3.8 DATA ANALYSIS 

After the data was collected it was organised and analysed. For analysis of closed-

ended questions, a computer programme (excel spread sheet) was used. Data was 

analysed by using descriptive statistics. Table and figures were drawn and from 

these the data was presented in pie diagrams and bar graphs. The open ended 

questions were analysed through quantity content analysis by the researcher with 

the aim of quantifying incipient characteristics and concepts. According to Polit, 

(1995:209, 69) Concept analysis is the process of analysing verbal or written 

communications in a systematic way to measure variables quantitatively  

 

 

3.9 CONCLUSION 

The researcher used a quantitative, descriptive survey design. The questionnaire 

was administered by the researcher himself to collect the data from a convenient 

sample of 80 subjects. The questionnaires had both closed and open-ended 

questions. The sample characteristics included doctors, accountants, engineers and 

non-skilled labour. 

Permission was obtained from TFG head office as well as from the regional manager 

who oversees operations within sub Saharan Africa. Consent was obtained from the 

subjects themselves. Anonymity, self-determination and confidentiality were ensured 

during administration of the questionnaires and report writing. Questionnaires were 

distributed to subjects to ensure validity. Reliability and validity were further 

increased by presenting the questionnaire. 

This research chapter described the research methodology, including the population, 

sample data collection instruments as well as strategies to ensure the ethical 

standards, reliability and validity of the study. 
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CHAPTER 4: DATA COLLECTION, PREPARATION AND ANALYSIS  

4.1 INTRODUCTION 

The methodology defined in the preceding chapter provided the baseline for data 

collection. The presentation of data gathering in this chapter is systematically 

interconnected to the format of the self-developed questionnaire attached in the 

appendix. The data analysis process will be done by: description of sample, primary 

results, discussion, presentation and interpretation of the results. 

This chapter will concentration on the analysis and interpretation of the data that was 

composed for this particular study. According to the dictionary, analysis is ‘a detailed 

examination of anything complex made in order to understand its nature or to 

determine its essential features’ (Webster’s, 1964, p.77). However in a broader 

sense according to (Bogdan & Taylor’s:2009) “Data analysis” refers to a process 

which entails an effort to formally identify themes and to construct hypotheses as 

that are suggested by data and an attempt to demonstrate support for those themes 

and hypotheses. By hypotheses a propositional statement is meant (1975, p.79). 

The purpose of deducing the data is to condense it to an understandable and 

interpretable form so that the associations of the research problem can be studied 

and tested, and conclusions drawn. Simultaneously when the investigator interprets 

the results, researcher does it so that meaning is derived from the data.  

  

4.2 DESCRIPTION OF THE SAMPLE 

The aim of the research as stated in chapter one is to conduct research the Impact of 

assimilating category management with the segmentation Strategy of selected 

clothing retail store in Cape Town. The investigator used a cross-sectional survey. 

Data was gathered by employing questionnaires. The questionnaires were handed 

out by hand to the respondents. A letter of approval from researchers’ supervisor to 

carry out the study and a covering letter explaining the research were attached to the 

questionnaires. 
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The population of the study is customers from Cape Town in the Western Cape 

Province. The total number of customers was 65 and 20 employees. The sample 

was randomly selected from the above population.  

The sample size then consists of 85 respondents, although 8 questionnaires were 

not returned, thus reducing the number of returned questionnaires to 72. This might 

be a problem as the population is not well represented. However, as this is a small-

scale study that aims to merely describe the effect of category management and 

segmentation strategy in a relatively medium sized store, this low return is not 

necessarily a serious problem. 

Only 72 questionnaires were returned, of which 12 were accountants, 15 

administrative staff, 6 managers, 17 police force, 5 bank tellers, 4 lawyers, 6 

engineers, 3 teachers, 4 cleaners.  

The respondents were males and females of different ages and marital status. The 

respondents had different academic backgrounds. As stated in the proceeding 

chapter, the respondents completed the specially designated questionnaire. Data 

was collect from the 5th to the 29th of October 2015. The researcher had to constantly 

remind the respondents to finish completing the questionnaires and a surprising 

response rate was obtained. The following section consists of the main results, 

which would be reported by means of tables, graphs and frequencies. 
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4.3 MAIN RESULTS 

Data analysis and interpretation 

 

 

 

Question 2: Age 

Graph: Gender 

Table indicates that there are 41 female respondents and 31 male respondents. In 

total there are 72 respondents. As the graph clearly shows, there is imbalance 

between male and female respondents even though the research was done 

randomly. Women are by far in the majority (41). The small number of male 

respondents will make it difficult to influence the results. The males are more actively 

involved in the economic sphere of South Africa which consists of doctors, lawyers, 

accountants, engineers and government officials. 

Males 
43% Females 

57% 

Gender Statistic 
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Table presents the age distribution of 72 respondents. The age range of the 

respondents was from 18 – 54 years of age and older. Firstly majority of 39 of the 

respondents are between the ages of 25 – 44. The main reason is that prime 

athletes and physically active customers are with that age bracket. Secondly 14 

respondents were in-between the age of 18 – 25 years of age. The 45 – 54 age 

brackets are 14 respondents and it turns out that this age group has potential to 

grow by 5% annually. Fourthly 51 and above is a phase growing out of customer 

range as they represent less than 10%.  

 

Question 3: Ethnicity 
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The table indicates that 17 respondents are black; 12 respondents are white; 15 

respondents are coloured and the remaining 28 respondents fall under other ethnic 

groups that are not named. Thus the sample is biased towards African respondents, 

followed by coloureds. A side note is the fact that geographical location has a major 

impact on the outcome of the investigation based ethnicity. 

 

Table: Marital status 

 

 

Table: Marital status 

The marital status of the 72 respondents is reflected in table. It is clear that the 

majority of the respondents 25 at the time of the survey are married; 12 respondents 

never got married; 12 respondents are divorced; 12 respondents are separated and 

3 respondents are widowed. 

 

 

 

 

Never married 
16% 

Married 
35% 

Divorced 
16% 

Widowed 
3% 

Seperated 
16% 

Other 
14% 

Marital status 
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Table: 7 Overall, how satisfied are you with the variety being offered at 

Totalsports 11th Adderley 

 

 

Table 7 Indicates that the majority of consumers are somewhat pleased with the 

variety of the products available in the store. According to the detailed answers 

provided it indicates that most of the products that are being referred to be available 

at the right place and at the right time. 

Table 8: I am pleased with the strategic brands direction of the company. 
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Figure 8 indicated the majority of respondent strongly agree with the strategic brand 

direction of Totalsports. According to the detailed answers provided it indicates that 

most of the brands are new and some are well known brands. These brands are 

fashionable and affordable at the same time. 

 

Table 9: Rate how effective the information provided about the products on the 

signage. 

 

12 respondents felt that signage in the store was extremely effective in getting 

messages across to customers.18 said it was quite effective but can be made to be 

even better;23 said it was moderately effective whilst 12 reported signage to be not 

of standard quality: the remaining 4% had no comments at al. 

Table 10: Experience in finding merchandise 
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A staggering 18 of respondents experienced exactly what they anticipated in locating 

stock inside the branch. 2 of the respondents were extremely disappointed as they 

could find what they were looking for. 14 respondents are hopeful that the store will 

improve and do better in terms of merchandise allocation. 

 

Figure 11: Level of customer service at Totalsports 

 

On a measuring scale from 1 to 5 respondents 86% said they find the store to be 

efficient and level 4 out 5 in rating. On efficiency 14% said the store is not efficient 

and gave a rating of 1 out of 5. Further investigation shows that this perception is 

based on one bad customer service experience inside the store. 25% said they could 

possibly change their perception if they are offered quality service at any moment. 

 

The following are generalised responses of  question 12,13,14 

12. More than 90% respondents reported that the efficiency with which Totalsports 

serves customers is outstanding; average rating is 4.  

13. More than 95% of respondents said there is always a sales consultant ready to 

assist them if they require help in the store; Average rating 4. 

14. More than 91% of respondents revealed that the store is ready to take faulty 

products, goods exchange and accounts request application. Average rating3/5. 

 

0 20 40 60 80 100

Efficient

Inefficient

Fast

Slow

Reliable

Unreliable

Efficient Inefficient Fast Slow Reliable Unreliable

Series1 86 14 90 10 96 4

Service levels at Totalsports 



44 
 

Table 15: Preferred way of shopping 

 

59 respondents prefer shopping the old fashion way, going to the store on the other 

hand 8 prefer shopping online. The reasoning is that u save time and money. 

 

Table16: Online shopping 

 

30 respondents prefer shopping online because of the added advantages and 

comforts it brings to them.48 respondents prefer the old way of shopping, where they 

go to the physical store to procure their goods. 
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Table 17: Products bought online 

 

A staggering 41% of the respondents bought footwear online. Footwear generates 

more 65% of the total sales of Totalsports. Apparel account for 25 to 35% of total 

sales annually.25 of the respondents bought apparel online; 12% bought 

accessories whilst only 10% purchased equipment;3% of accounts  for the other. 

 

Generalisation of the answers from respondents who purchased online 

 Convenience: Where else can you do shopping, even at midnight, wearing 

your jammies? You don’t have to wait in a line or wait till the shop assistant 

helps you with your purchases. 

 Better Prices: I get cheap deals and better prices from online stores because 

products come to you directly from the manufacturer or seller without 

middlemen involved. 

 Variety: One can get several brands and products from different sellers at 

one place. You can get in on the latest international trends without spending 

money on travel. 

 Comparison of Prices: Online shops make comparison and research of 

products and prices possible. Online stores also give you the ability to share 

information and reviews with other shoppers who have first-hand experience 

with a product or retailer. 

 

Footware 
41% 

Appearal 
34% 

Accessories 
12% 

Equipment 
10% 

Other 
3% 

Products bought online 
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Table 19: How was the experience in finding goods online? 

 

 

38% respondents are extremely happy because they can easily find what they are 

looking for; 16 respondents find it easy to locate what you want online; 12 

respondents are not sure as how they find online shopping; 11% found it extremely 

difficult to find what they want. Research shows that the majority of these 

respondents, who are unhappy, have limited computer skills and the knowledge to 

navigate the World Wide Web. A second discovery is that they have never used the 

internet to buy anything online. 
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20. Respondents gave a variation of responses however these responses were 

repeated by more than 60 of the respondents. 

Convenience: It is very convenient to be able to do all your shopping from one spot 

- your couch! 

Cost Savings: With ever-increasing gas prices, shopping online saves you the cost 

of driving to and between stores as well parking fees. You will also save time by 

avoiding standing in line, particularly around the holidays, when stores are very busy. 

Variety: The internet provides sellers with unlimited shelf space, so they are more 

likely to offer a wider variety of products than they would in brick-and-mortar stores. 

No Pressure: in a virtual or online store, there is any salesperson hovering around 

and pressuring you to purchase an item. 

Easy Comparison: Shopping online eliminates the need to wander from store to 

store trying to compare prices. 

 

 

Table 21: What is important to you buying online? 

 

Save time

Save money

Broader product selection

Similar products are grouped togetrher

Easy price and product selection

18% 

13% 

28% 

23% 

18% 

Personal reasons for online purchase 

Series1
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13 respondents feel that is easier to shop online because you can easier compare 

prices and different products;17 respondents said they find similar product placed 

together making it easier for them to make buying decisions;20 respondents feel that 

there is better product selection when buying online; 9 respondents to them it means 

saving money. 13 respondents feel that they save more time whilst shopping online. 

 

Table 22: How much is spent on a single shopping trip 

 

 

Table 22 indicates that 12 respondents spend from R100 to 500 per store visit; 15 

respondents spend R 500 to R900; 27 respondents are earning between R10 000 to 

R11 900; 12 respondents spend between R1900 to R2900; This group earns 

between R12000 to R16 000; 8 respondents spend between R 2900 and 3900; lastly 

8 respondents spend above R3900 in a single shopping trip. The study also showed 

that the basket size that a customer makes equates to R1500 to R3800 in a single 

shopping excursion. 
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4.4 DISCUSSION OF THE ABOVE 

The results further demonstrate that the respondents have a positive response in 

respect of account befits, although this option is optional and contract workers are 

not easily accepted into the accounts programmes because of the strict policies for 

new account applicants. 

From the cross-tabulations, it appears that account benefits such as discounts, low 

interest rates aid membership contribute to the satisfaction of most respondents. It 

can be concluded that the impact of transformation can be observed with this study, 

namely, that the introduction of new brands, account benefits and the promotion of 

customer needs fulfilment contributes in their overall wellbeing.  This is a key finding 

since this is what keeps the respondents to remain shopping in the same precinct. 

 

4.5 SUGGESTIONS 

Respondents noted that if the study was done divisionally (more than on branch) 

could’ve been more effective. Introduction of more extravagant brands should be 

introduced into the store. Home delivery for items bought online should be a priority. 

Customers should be able to order any product they want within the store line of 

supplies. 

 

4.6 CONCLUSION 

The main results of the stud are summarized as follow: 

There is a statistically significant difference between category management and 

customer segmentation. 

 Category distribution is solely based on financial figures produced by each 

store in all the geographical areas that the company trades in. 

 The determents of category variation are demographics, Geographic’s, 

behavioural and psychographic to name a few. 

 Store brand image is an important determent that can be associated with 

expectation. 
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There is a statistical difference between the general respondent income of the 

respondents and the depth of product variation that they desire. Product variance 

(assortment) increases the product category. 

There is also a statistically significant between age and feedback about price and 

product availability. The respondents who are 18 to 29 want expensive merchandise 

that is not in the store. This is because teenagers like to buy highly priced products, 

however when these products are readily available no one buys them. These are 

products that they have seen from other branches. These products end up taking up 

shelf space and therefor costing the company more. 

In light of respect managers should be given the discretion of being able to influence 

the type of merchandise that comes onto their stores. Analytically and experientially 

they have the skill set to make more and produce better results. 
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CHAPTER 5 CONCLUSION AND RECOMMENDATION 

5.1 INTRODUCTION 

The previous chapter dealt with analysis and interpretation of data obtained by way 

of a survey interviews. In this chapter, a brief summary on the research project will 

be presented. The findings from both the literature review and the empirical 

investigation on category management and segmentation at Totalsports 11th 

Adderley will also be presented. The recommendations will serve as guidelines to 

help the company maintain a strategic advantage over competition in Cape town 

CDB district. 

 

5.2 SUMMARY 

The purpose of this research project was to evaluate the impact of category 

management on customer segmentation. The empirical investigation has been 

triggered by the experiences of the researcher who works for the company in the 

research. Category management is vested in the distribution of merchandise 

category management is also a collaborative continuous process between 

manufacturers and retailers to manage a shopper need state which we refer to as a 

‘category’. The end state of the category management process is that combination of 

assortment, price, shelf presentation and promotion which optimizes the category 

role over time. 

The empirical research was limited to the branch in the golden archer centre in Cape 

Town. To collect qualitative data, interviews were administered with the manager, 

two staff members of the company. 

 

Chapter one was duly concerned with the purposed of the research study, 

introducing the proposed. This was done by stating and describing the problem of 

the investigation and expounding on some of the concepts as they are applicable to 

the research. 
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Chapter two focused on literature review on category management and 

segmentation in a retail environment. It was discovered that it is an integrated 

process that includes the retailer, supplier and the customer. Category management 

should be based on segmentation and not the other way around. 

 

Chapter three described the methodology and design of the research project. It 

further expounded on the population and sample that were employed to collect the 

data. The survey and interviews were used to collect data. The mode of selecting 

interviewees was purposive. 

 

Chapter four was dedicated to the data analysis using the constant comparative 

method and interpretation of results that subsequently led to the findings and 

recommendations. 

 

Having discussed the previous, the succeeding section will focus on the important 

findings from the research. 

 

5.3 FINDINGS 

In light of the literature review and responses from the survey and interviews, 

research findings will be presented in two categories namely, findings from the 

questionnaire and those from the interviews. 

5.3.1 Findings from the survey 

Demographic findings 

The demographic profile of the respondents indicated that majority were 

spread evenly and the age group was between 25 and 39. This indicates that 

shoppers of Totalsports are both males and females who are both equally 

active in sports and personal fitness. However the males were mostly 

represented a 65% academically qualified individuals that consists of doctors, 

accountants, engineers and government officials.  
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5.3.2 Main research question 

What Is The Impact Of Assimilating Category Management With The Segmentation 

Strategy Of The Selected Clothing Retail Store In Cape Town? 

The information gathered in the study shows that category management is 

synonymous to customer segmentation and without the other a business cannot 

function effectively. Reason is that both the concepts follow a systematic formula 

before the final stages of implementation. Category management involves suppliers, 

logistics, supply chain initiatives and proper systems for data storage and analysis. 

Segmentation Customer segmentation has the potential to allow marketers to 

address each customer in the most effective way. Using the large amount of data 

available on customers (and potential customers), a customer segmentation analysis 

allows marketers to identify discrete groups of customers with a high degree of 

accuracy based on demographic, behavioural and other indicators. Since the 

marketer’s goal is usually to maximize the value (revenue and/or profit) from each 

customer, it is critical to know in advance how any particular marketing action will 

influence the customer. Ideally, such “action-centric” customer segmentation will not 

focus on the short-term value of a marketing action, but rather the long-term  

 

5.3.4 Supporting research question 4 and 5: Please give a short explanation for 

your answer on efficiency levels for question. 

A staggering 92% of the customer reported that they are happy about customer 

services offered at the store. The reasons mentioned was sufficient number of sales 

people on the floor at all times. The queues at the point of sale are no longer than 30 

seconds waiting to be served. “These days it is not often that a sales person goes 

beyond the extra mile to ensure a client’s piece of mind and satisfaction”. 
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5.3.5 Supporting research question 17: Give a brief testimonial on rating 

reliability/unreliability in the space below. 

More than 70% of the respondents reported they were assisted with problems they 

got from using products they got from using what they bought from the company. 

They employees always called on them to check if they got their problems resolved 

or not. If not they took the responsibility of ensuring customer satisfaction. 

 

5.3.6 Supporting research question 18: If you answered yes to the question 

above, will you continue to shop online in the near future?  

Better Prices: 62% of the vast majority of respondents who shop online stores said 

that, the company offer prices that are much lower than what you will find at the 

physical store. There are a few reasons for this. The first is because many people 

use the Internet to find cheaper items. This is what they found online. In the final 

analysis they will continue to shop online. 

Another reason is because the respondents can easily browse through dozens of 

different websites to find the best price. You cannot do the same at a mall, but it 

would take about an hour or longer. You also may not be taxed because most 

ecommerce stores won’t tax you unless they are stationed in your state. This is 

where category management was important to the respondents. 

Variety: 86% respondents mentioned that most physical stores have a limited array 

of products. They can only hold so many items, and there are often many policies 

affecting the availability of products. For example, there might be a certain item that 

is only available to those versions of the business that exist in the mall. 

Supporting statement; shopping online allows you to find many products that you 

wouldn’t be able to find in a physical store. You can also buy products that may not 

logically go together like sports watches and yoga Matts. 
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5.3.7 Supporting research question 19: In comparing the physical retail and 

online store which one would you prefer over the other in terms of 

convenience. 

Convenience: 77% of the respondents reported, shopping online is convenient. You 

don’t need to get dressed and drive to your favourite store. You can easily visit their 

website, find the product you want and buy it without getting out of your pyjamas. It’s 

also convenient because you don’t need to wait for the store to open. 

NB: If you work irregular hours or are very busy, then you probably don’t have the 

time to visit the store. Shopping online allows you to buy things without hurting your 

schedule 
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5.4 Interview guide 

This is an interview guide for the study of the impact of assimilating category 

management with the segmentation strategy of selected clothing retail store in 

Cape Town CBD. 

 

STRUCTURED INTERVIEW QUESTIONS FOR STORE MANAGER 

5.4.1 Supporting research question 2: Interview 

Define a category 

This step is perhaps the most important, because it defines our understanding of the 

retailer, our customers and the customers who buy our brand. The key question is: 

how do customers shop the category? This helps us to define the category, the 

consumer decision tree identifies the choices and the order of decisions customers 

make when they shop the category. Do they choose brand, sub brand, quality, 

packing, etc.? Do they choose complementary products during the same trip? For 

example, a customer shopping for a pair of airmax 2015 might also purchase an 

airmax training gym bag. 

 

Category role 

Role identifies the importance of the category to the retailer. This is the role retailer 

wants the category to play within their store. A category can be used to bring 

consumers into the store, increase foot traffic, support routine shopping needs, and 

be a destination for seasonal/occasional purchases, a one-stop-shop or for 

convenience. Retailers may assign different roles to categories within their stores 

depending on the customers they want to attract. 
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Category Appraisal 

Knowing how the category performs at a retailer, within the market and across 

different outlets is the next step. This should include pricing, promotion, placement 

and product assortment assessment. How does the category performance compare 

to the competition? 

 

Category Scorecard 

Scorecard is a strategic allocation of work to be performed to reach the category 

goals and objectives. It is a summary of observations and analysis to help develop 

goals and targets for the category. It should include an assessment of consumer 

buying habits. 

 

Category strategies 

Strategies are used to fine-tune the category role to meet scorecard objectives. 

Category strategies are designed to grow market share, increase sales, increase 

foot traffic, improve gross margin, increase return on investment, increase shopping 

basket size and gain customer satisfaction. 

 

Category tactics 

Tactics include specific actions to be taken to achieve chosen category strategies. 

Promoting top brands on a front end cap three times quarter at a hot price point with 

feature is just one example. 

 

Implement plan 

This is the action step that brings our strategies and tactics to life… where the 

proverbial rubber meets the road. The degree to which we accurately implement the 

plan will dictate its success. 
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5.4.2 Supporting research question 3: Interview 

The store has many categories which change all the time. Therefore we cannot 

isolate the amount of categories we have in a single day or month. A great example 

to your question is the different seasonal categories the company introduces in the 

store every different season. 

 

Supporting research question 4: Interview 

In my observation the tendency of my global minded customers are by definition 

cosmopolitan, a construct describing “an open-minded individual whose consumption 

orientation transcends any particular culture, locality or community and who 

appreciate diversity including trying new products and services from a variety of 

countries. 

Our recent research found that 84% of South Africans do, in fact, prefer local brands. 

That is good news for local marketers. But the affinity becomes weaker at the 

extremes of income levels- both the wealthy and the poor are less fiercely loyal to 

local brands. Female consumers are twice as likely as men to prefer international 

brands, and preference for local brands gets progressively weaker as you move 

down the age groups. 25% of \south Africans under 21 prefer international brands, 

for example, where only 10% of those older than 40 do. 

 

Supporting research question 5 and 6: Interview 

Categories are essential, as they enable us to group equivalent products. This helps 

customer find their way through the variety of our catalogue, and narrow down their 

search when looking for a specific type of product. Categories also make it easy for 

the customer to find and compare them. 

We create a new category from the moment we have at least two products with 

equivalent attributes. Products in a category should be comparable, if not 

interchangeable. We keep this idea in mind when adding new products and creating 

new categories. 
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We also choose not to create a new category, and have all products grouped into a 

single global category, “Home”. But then customers won’t be able to compare 

products. 

We may also decide that we are not interested in the comparison feature, and would 

rather build your categories freely. In that case, we disable the comparison feature. 

When creating a product category, we focus on one thing: the product in this 

category must be comparable through their attributes (not their features). This is not 

only useful for our customers, but it is also a necessity for our system product-

comparison n feature. Categories are managed in the “Categories” page of the 

“Catalogue” menu. This page displays a table with currently existing categories, with 

the information displayed. In order to display sub-categories, click on the parent 

category or select “view” in the action menu. 

 

Supporting research question 7 and 8: Interview 

The best of all possible worlds is to have both high market share and superior 

quality: The business in the various categories averaged 28.3% return on 

investments. But even when quality was relatively inferior, average ROI for high-

share business was a respectable 19.5%. On the other hand, superior-quality 

producers with weak market position earned an average 17.4% on investment, which 

suggest that quality can partially offset low market share. It should therefore be 

dually noted that product quality and market share usually, but by no means always, 

go together. The percent distribution of the three market share groups, in terms of 

quality levels, was as follow: 

Percent of  

Businesses with: 

Market Share 

Under 12% 12%-26% Over 26% 

Inferior quality 47% 33% 20% 

Average quality 30 36 30 

Superior quality 23 31 50 

Number of businesses 169 176 176 
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While it is not surprising that both market share and relative quality influence ROI, in 

the short term there may be relatively little that management can do to change these 

factors. Are some strategies more profitable than others, given the basic competitive 

position of a business? Analysis of the results achieved by the businesses in the 

PIMS sample suggests that some guidelines can, indeed, be formulated for 

businesses in different positions. 

 

5.5 DIRECTION FOR FUTURE RESEARCH 

The following are recommendations suggested for future research: 

 It is recommended that further research on category management be 

conducted in other districts in the same region in order to examine the nature 

of segmentation and categories to ensure holistic transformation in the 

business. 

 Further research has to be made on effective manager’s involvement in 

strategic categories management and transformation. 

 The significance of downward upward effective communication in category 

management. 
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QUESTIONNAIR SURVEY 

 

 

 

Title: The Impact of Assimilating Category Management with The Segmentation 

Strategy of The Selected Clothing Retail Store In Cape Town 

 

Dear Customer 

The aim of this survey is to measure the effectiveness of how TotalSports is 

satisfying their customer needs and wants by organizing brands and interrelated 

products together. The central element of the questionnaire is to evaluate how the 

combination of assortment, price, shelf presentation and promotion which optimizes 

the combination role over time.  

Please take 5 to 10 minute of your time to answer by a tick and a short explanation 

where applicable. Participating in this research is voluntary and therefore there will 

be no form of compensation from participating in this research study.  

If you have any queries regarding the research please feel free to contact on 074 

082 9778 or email: 212064010@mycput.ac.za or my supervisor at 

MugoboV@cput.ac.za. Thank you for your participation. 

 

 

 

 

 

 

mailto:212064010@mycput.ac.za
mailto:MugoboV@cput.ac.za
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Section A: Demographics        No…… 

 

1. Please point out what gender group you belong to with an X? 

1.1 Male  1.2 Female  

 

 

2. What is your age group? (Indicate with an X) 

2.1 18-24  

2.2 25-34  

2.3 35-44  

2.4 46-54  

2.5 Other  

 

 

3. Ethnicity origin (or Race): Please specify your ethnicity (Indicate with an X) 

3.1 Black  

3.2 Coloured  

3.3 White  

3.4 Other  

 

 

4. Marital Status: What is your marital status? (Indicate with an X) 

4.1 Single, never married  

4.2 Married or domestic partnership  

4.3 Widowed  

4.4 Divorced  

4.5 Separated  

4.6 Other  
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Section B 

 

5. Please indicate the extent to which you agree or disagree with the following statement. 

(Please use an x to indicate your answer). 
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5.1 Stores are conveniently 

located 

     

5.2 Store hours are convenient 

for my shopping needs 

     

5.3 Store atmosphere and 

decor are appealing 

     

5.4 A good selection of 

products was present 

     

5.5 (Store) has the lowest 

prices in the area 

     

 

 

6. Please indicate the extent to which you agree or disagree with the following statement. 

(Please use an x to indicate your answer). 
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6.1 Merchandise displays are 

attractive 

      

6.2 Advertised merchandise 

was in stock 

      

6.3 I am very satisfied with the 

price I paid for what I 

bought. 
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8. I am pleased with the strategic brands direction of the company. (Indicate with an X) 

8.1 Strongly Disagree  

8.2 Somewhat Disagree  

8.3 Neutral  

8.4 Somewhat Agree  

8.5 Strongly Agree  

8.6 N/A  

 

 

9. Rate how effective was the information provided about the products on the 

signage? ( Indicate with an X) 

9.1 Extremely effective  

9.2 Quite effective  

9.3 Moderately effective  

9.4 Slightly effective  

9.5 Not clear at all  

9.6 Other  

 

 

 

7. Overall, how satisfied are you with the variety being offered at Totalsports 11th 

Adderley? (Indicate with an X) 

7.1 Very Dissatisfied  

7.2 Somewhat Dissatisfied  

7.3 Undecided  

7.4 Somewhat Satisfied  

7.5 Very Satisfied  

7.6 Other  
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10. Was your experience in finding products that you wanted at the store better than 

you expected it to be, worse than you expected it to be, or about what you expected 

it to be? (Indicate with an X) 

10.1 A great deal better  

10.2 Quite a bit better  

10.3 Somewhat better  

10.4 About what was expected  

10.5 Somewhat worse  

10.6 Quite a bit worse  

10.7 A great deal worse  

10.8 Don’t know  

 

11.  How would you describe the services levels at Totalsports? (Please rate from 1 to 5 

by Indicating with a number in the appropriate space provided below). 

 

11.1                   Efficient ........ ……. ……. ……. …….  Inefficient 

11.2                   Fast …… ……. ……. ……. …….   Slow 

11.3                Reliable ……. ……. ……. ……. …….   Unreliable 

 

12. In the space provided below please give a short explanation for your 

answer on efficiency levels for question 11.1 

………………………………………………………………………………………………

….…………………………………………………………………………………………

……….  

13.  Please specify below why you gave your explicit rating for question 11.2 

on levels of fast and slowness at the store. 

………………………………………………………………………………………………

………………………………………………………………………………………………

…… 

14. Give a brief testimonial on rating reliability/unreliability in the space below. 

………………………………………………………………………………………………

……………………………………………………………………………………………… 
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15. Section C 

 

15 What is your preferred way of shopping? (Indicate with an x) 

15.1 Retail outlet?  15.2 Online shopping  

 

 

16. Have you ever bought anything online? 

16.1 Yes?  16.2 No?  

 

 

17Please indicate which of the following products you have bought online? 

17.1 Footwear  17.3 Apparel  

17.2 Accessories  17.4 Equipment  

17.5 Other     

 

18 If you answered yes to the question above, will you continue to shop 

online in the near future? (State your reasons why in the space below)? 

 

………………………………………………………………………………………………

……………………………………………………………………………………………… 

 

19 How was your experience in finding your desired products whilst shopping 

online? 

19.1 Extremely easy  

19.2 Easy  

19.3 Not sure  

19.4 Difficult  

19.5 Extremely Difficult  
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Section D 

20 In comparing the physical retail and online store which one would you 

prefer over the other in terms of convenience? (State the reason for your 

answer below). 

………………………………………………………………………………………………

……………………………………………………………………………………………… 

 

 

 

21 What is more important for you when buying online? (Rank between 1 and 5; 1 

least important and 5 most important).  

21.1 Saving time?  

21.2 Saving money?  

21.3 Broader product selection?  

21.4 Similar products are grouped together?  

21.5 Easy price and product selection?  

 

22 How much do you usually spend on a single shop outing?  

22.1 R 100 – R 500  22.4 R 1900 – R 2900  

22.2 R500 – R 900  22.5 R 2900 – R 3900  

22.3 R 900 – R 1900  22.6 R above  

 

 

23 If you have any suggestion for this survey please indicate that in the 

space provided below. 

…………………………………………………………………………………………………

………………………………………………………………………………………………… 

Thank you very much for participating in this study your contribution will have a great 

impact. 
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Interview guide 

This is an interview guide for the study of the impact of assimilating category 

management with the segmentation strategy of the selected clothing retail store in 

Cape Town? 

Structured interview questions for store manager 

1. How long have you been the manager of the store? 

2. What procedure or policies of category management do you practice in this 

store? 

3. How many categories do you have in the store? 

4. What do you think influences the consumers’ choice between local label brands 

and international brands? 

5. How are the different categories are managed inside the store, are they managed 

as groups or are they managed as individual categories. 

6. How do you integrate category management and customer segments? 

7. In your own opinion and observation as manage how much of an impact does 

category management have on annual profits? 

8. How do you balance placement of the different categories of big competitive 

suppliers 

9. How much influence do you have in the final implementation of category 

management processes in the company? 

10. If you had the technical know-how and expertise what would you do different to 

integrate different customer segments into your branch.  

 

 

 


