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“For I know the plans I have for you, declares the Lord, plans to prosper you and not 

harm you, plans to give you a hope and a future ” (Jeremiah, 29: 11). 
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EXECUTIVE SUMMARY 

Discounters attribute their strong performance to a highly efficient supply chain with 

both structural and non-structural advantages. Structural advantages include a focused 

assortment and standardized outlets, which culminate in high-density networks. Non-

structural advantages include an efficient replenishment process, a consistent no-frills 

approach and smart innovations and investments.  

The aim of this research study was to establish how offering low prices and on-trend 

merchandise drive profitability. It sought to also enlighten as to how availability also 

impacts on profitability at a selected clothing discount retailer in Cape Town. 

For the accomplishment of the study and the objectives, a quantitative and descriptive 

research nature was conducted. The studies consisted of a sample of 70 respondents 

and were asked questions relating to the study, and this was achieved through the 

administration of questionnaires the respondents completed. 

The study revealed that offering low prices and on-trend merchandise indeed drove 

profit at clothing discounters. Therefore, in order to maximize profitability, the retailer 

should always ensure availability of merchandise.  
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CHAPTER ONE 

1.1 INTRODUCTION 

The purpose of this research was to study find out the impact of offering low prices/on-

trend merchandise for the low to middle income market at a selected discount retailer in 

Cape Town. Despite overall growth, the discount industry remains fiercely competitive, 

and sustained success is elusive to many. Over the last 5 to 10 years, the market has 

become increasingly saturated – particularly in the mid to low (Hardman.D, Harper 

S.:2007).  

As more and more discount retailers emerge it becomes key to differentiate and keep a 

sustained competitive advantage, hence Moisander and Personen (2002), ascertain 

that companies have realized that affordable and trend-sensitive merchandise is 

typically highly profitable, and even more when offered on low price. One discount 

retailer which that has achieved this exceptionally is Wal-Mart. It has always been 

known for its low prices. According to Ortega (1998), Wal-Mart’s simple mission was 

“offer the lowest price”. Enter Sam Walton who introduced the concept of “every day low 

price” (EDLP), and this has promised customers a wide variety of products ranging from 

branded and unbranded products at a low price. 

However, Penhall (2004: 72) states that the success of any fashion retailer, including 

discount retailers rests with the company’s ability to understand consumer needs and 

offer merchandise that will satisfy these needs. Since fashion conscious consumers 

generally want their selections as soon as the new season approaches, stores must 

stock a complete inventory of the latest styles in a variety of colors, sizes, and price 

points to meet their consumer’s needs. 

This chapter will provide a handful of information in terms of offering low prices and on-

trend merchandise and how availability impacts profit. The research problem will be 

discussed, research objectives and questions, significance of this study and limitations 

of the study. 
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1.2 CORE CONCEPTS 

For the reader of this study and ease of understanding, defining the core concepts is 

necessary and enables a holistic picture and greater understanding. The core concepts 

are defined within the sphere of retailing. 

Profit  

Profit results when operating expenses are less than the gross margin. Gross margin is 

the difference between the net sales and the cost of goods sold usually is an indicator of 

profit, as stated by Rabolt and Miller (1997: 66). 

Availability (merchandise)  

 As stated by Griffin (2002:196). Customer’s expectations are different than they were. 

People expect less expensive and good quality products. It’s utterly important that the 

retailer to say they are in business, at least have stock of their basic lines. 

Low prices  

Price Image is a one-dimensional construct that reflects consumer perceptions of the 

overall level of prices at a given retailer. In this context, price image can be viewed as 

one aspect of the retailer's overall brand image (Keller 2012). 

On-trend merchandise  

Fashion goods are thought of as something new, in demand or popular –at a particular 

time. They are less stable, have a short life span, and therefore more risky (financially) 

than basics. Generally they are also seasonal; that is they sell best during a certain 

season. Demand for fashion goods is not easily predictable. Mass fashion, on the other 

hand, appeals to the majority of consumers and is produced and distributed at moderate 

or opening prices at discount and department, according to Rabolt and Miller (1997: 64). 

Discount retailing  

Discount retailing is one of the different types of retail formats on the market. According 

to Rabolt and Miler (1997:5) a discount store sells merchandise at prices lower than 
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other traditional department and specialty stores due to lower operating costs. Generally 

they offer self-service and large quantity purchases to lower costs.  

 

1.3 BACKGROUND TO THE STUDY 

A selected clothing retailer in Cape Town was explored and utilized for the purpose of 

this research and as a base for this study. To answer the research problem a particular 

clothing retailer in Cape Town was used, however, for privacy reasons the exact name 

of the company could not be given and so throughout the study the company was 

referred to as “the retailer.” 

The retailer is located in Cape Town, Cape South Africa. It was founded in 1965 in a 

small town in the Northern Cape. The retailer sells clothing, footwear, homeward, 

FMCG, cellular, airtime and also offers a range of other services such as funeral 

policies, loans and money transfers (PEP 2010). With the retailer’s customers ranging 

from LSM 1-5, it only makes perfect sense that their slogan is: “best prices and more”. 

The bargaining power of consumers in the low-income market tends to also be very 

high, due to the fact that there are three other clothing discount retail competitors that 

customers can opt for. Retailers buy such great amounts of products that sometimes 

they can make or break a supplier. Consumers of discount retailers are very price-

sensitive, so suppliers will have to keep prices down in order to succeed.   

When examining the strengths of the discount industry, the greatest strength a retailer 

can have is low prices (Griffin 2002; 233). Retailers that have come out to have turned 

away from marking down items, this causes sharp increases and decreases in price, 

also contributing to the difficulty with managing inventory. With “on sale” items, many 

customers come to a store to find that an item has sold out rapidly. This causes bad 

faith among consumers, and they are more likely to give their business to someone else 

in the future (ibid). 
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This research project in form of a descriptive study sought to investigate and conclude 

how offering low priced and on-trend merchandise for the low to middle income market 

not only drove availability but profit as well. 

 

1.4 STATEMENT OF RESEARCH PROBLEM 

Availability of products/services has always been a challenge to retailers especially 

discounters. And with the ever evolving and informed customers who are looking for on- 

trend merchandise that they would also expect to find at department stores, discounters 

have had a challenge to balance the gap between low prices and also being on-trend, 

thus not clearly defining how all impacts profit. “Understanding the environment is 

essentially the first step in planning” as stated by Griffin (2002:196). Customer’s 

expectations are different than they were. People expect less expensive and good 

quality products. 

The impact of offering low prices and on trend merchandise by the retailer was known, 

hence this unknown had sparked an interest to the researcher to conduct the study and 

establish the impact.  

1.5 RESEARCH QUESTIONS 

The main aim of this research study was to answer the major question: 

What is the impact of offering low prices and on-trend merchandise for the low to middle 

-income market at a selected discount retailer in Cape Town? 

Furthermore, the study sought to answer the following additional and supporting 

questions: 

 Is the relationship between low prices and on trend merchandise strongly driving 

profit? 

 What is the impact, if the selected discount retailer offers only low price and not 

on trend merchandise? 

 How does availability drive profit? 



xiii 
 

 What are the perceptions of consumer with regards to discount clothing retailers? 

1.6 RESEARCH OBJECTIVES 

The main objective of this study was to: 

To identify the impact of offering low prices and on-trend merchandise for the low-o 

middle-income market at a selected discount retailer in Cape Town. 

Furthermore this study sought to realize the following supporting and additional 

objectives: 

 To ascertain the relationship between low prices/on trend merchandise and how 

it strongly drives profit. 

 To establish the impact, if the selected discount retailer offers only low price and 

not on trend merchandise. 

 To determine how availability drives profit. 

 To determine the perceptions of consumer with regards to discount clothing 

retailers. 

1.7 LIMITATIONS 

1.7.1 Limitations 

No proposed research project is without limitations; there is no such thing as a perfectly 

designed study and: “There are no perfect research designs. There are always trade-

offs” as noted by Patton (1990: 162). 

This research was subject to the following limitations: 

Time constraints of the researcher, due to the researcher having a full-time career and 

being a part-time student there was less time for an ideal study, however the researcher  

draw up a timetable to organize and allocate the available time, and also spent less time 

on activities such as gym or going out. 

The study itself was a first for the researcher and thus the research was a bit of a 

learning curve as well for the researcher and it may have taken a bit longer than 
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expected, however, the researcher sought the advice and consultation of former B-Tech 

students and dedicated time to learning more and thus overcame that limitation. 

The study itself was limited to one discount retailer in Cape Town. For more conclusive 

results more other discount retailers should be studied for further future study. For this 

research that was not possible due to financial and time constraints. 

1.7.2 Delimitations 

By definition, delimitation is any factor within the researcher’s control that may affect 

external validity. External validity is the extent to which the findings of a study can be 

applied to individuals and settings beyond those that were studied, according to Gall 

(1996: 473) 

The study only covered one discount retailer in Cape Town and focused only on 

discount retailers and ignored and did not cover other retail format types like department 

or specialty stores. Only customers within the Cape Town area were considered. 

1.8 SIGNIFICANCE OF THIS STUDY 

Creswell (1994) states that convincing the reader that the study is significant  and 

should be conducted entails building an argument that links the research to important 

theoretical perspectives, policy issues, concerns of practice or persistent social issues 

that affects peoples everyday lives. Think of the studies significance as discussing ways 

that the study is likely to contribute. 

The research study could provide information on how discount retailers can offer on-

trend merchandise at the lowest prices and also impact profit through availability. This 

study will be beneficial to the retail industry and sub-world of discounters within this 

industry as this study will provide the necessary information on the topic of discount 

retailing.  

Furthermore, this study will add to the body of knowledge of discounter retailing, 

specifically in South Africa and Cape Town particularity and assist the retailer in 

effectively serving their customers while optimizing profit. 
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This research study more importantly will assist the researcher in completing the subject 

Research methodology and add to the researcher’s body of knowledge acquired from 

first year study in the field of Retail Management. 

 

1.9 ETHICAL CONSIDERATIONS 

Ethics' focuses on the disciplines that study standards of conduct, such as philosophy, 

theology, law, psychology, or sociology. For example, a "medical ethicist" is someone 

who studies ethical standards in medicine. One may also define ethics as a method, 

procedure, or perspective for deciding how to act and for analyzing complex problems 

and issues. 

There are several reasons why it is important to adhere to ethical norms in research. 

First, norms promote the aims of research, such as knowledge, truth, and avoidance of 

error. For example, prohibitions against fabricating, falsifying, or misrepresenting 

research data promote the truth and avoid error. Second, since research often involves 

a great deal of cooperation and coordination among many different people in different 

disciplines and institutions, ethical standards promote the values that are essential to 

collaborative work, such as trust, accountability, mutual respect, and fairness according 

to Resnik (2011). 

The researcher acted in the most ethical manner when conducting the study and was 

mindful to the following ethical considerations: 

 Honesty – the researcher strived for honesty in all scientific communications, 

honestly report data, results, methods and publications. 

 Objectivity – the researcher strived to avoid bias in design, data analysis and 

other aspects where objectivity was expected. 

 Integrity – the researcher kept his promises and agreements. 

 Confidentiality – the researcher protected all confidential communications. 

 Respect for colleagues – the researcher respected his colleagues and treated 

them fairly. 
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 Legality – the researcher obeyed relevant laws and institutional policies.  

1.10 OUTLINE OF CHAPTERS 

The study undertaken consists of the following five chapters: 

 

 

Chapter 1: Introduction 

This chapter deals with the introduction, background of the study and also providing the 

statement of the problem, the significance of the study and limitations. There are five 

chapters that were covered. 

Chapter 2: Literature review 

The literature review is an important chapter and acknowledges that the author has 

done his homework on the research project. The literature review covers various topics 

relating to: discount retailing, low prices, on-trend merchandise, availability of 

merchandise and profit. 

Chapter 3: Research Methodology 

This chapter gives the reader a perfectly mapped out plan on how the data was 

collected, analyzed and findings drawn. 

Chapter 4: Data Analysis 

Chapter 1 

Introduction 

Chapter 2 

Literature 

Review 

Chapter 3 

Research 
Methodology 

Chapter 4 

Data Analysis 

Chapter 5 

Findings, 
Conclusions 

and 
Recommendati

ons 
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Data analysis is concerned with the interpreting of the raw data into meaningful 

information and results. This came from the sample of the questionnaires and clearly 

interpreted into useful data for the reader to understand. 

Chapter 5: Findings, conclusions and recommendations 

The final chapter of the research provides the reader with the findings, 

recommendations and conclusions drawn from the research project. 

1.11 CONCLUSION 

This chapter briefly provided background information about discount clothing retailing, 

offering low prices and on-trend merchandise. It also mapped out the plan for the 

research project in concepts like; research questions, objectives of the study, limitations 

and statement of research problem. 

The next chapters will in detail review past literature and cover in-depth the core 

concepts. 
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CHAPTER TWO 

2.1 LITERATURE REVIEW 

Dena Taylor and Margaret Procter (2008) argue that a literature review serves two 

primary purposes: it allows you to demonstrate you’re “information seeking” ability and 

your efficiency in reviewing a wide body of work, and your discernment in selecting the 

most useful sources.  

The literature review provides us with an overview of low prices and on trend 

merchandise at discount stores. The literature review further provides a review of the 

relevant and related literature on discount retailing, low prices and on-trend 

merchandise in this section. While some literature reviewed may also relate to studies 

carried out in other countries, it can be used in this study as it relates to the core 

concepts within the study. 

2.2 LOW PRICES 

T he notion that consumer decisions are influenced not only by a retailer's actual prices 

but also by consumer perceptions of the retailer's price image is gaining popularity 

among managers (Anderson 2005; Fagnani 2001). Martin (2008) maintain that this 

notion reflects managers' beliefs that, faced with rapidly emerging new retail formats, an 

increasing number of retailer outlets in which to shop, and the ever-expanding number 

of product options from which to choose, consumers tend to rely on their overall 

impression of a store's prices when making their purchase decisions. Furthermore, 

recent technological advances have empowered consumers with a variety of tools that 

further facilitate the gathering of price information when making purchase decisions. 

 Despite the increasing realization of the importance of price image among retailers and 

the escalating focus on managing consumer perceptions of retailers' prices, there has 

been relatively little academic research addressing the nature, antecedents, and 

consequences of price image. 
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Price image is similar to a retailer's brand image in that both represent an overall 

evaluation of the store that can influence the evaluation of the individual items offered in 

that store. However, unlike the store does brand image, which is a multidimensional 

construct, comprise a variety of both price and non price aspects. Price Image is a one-

dimensional construct that reflects consumer perceptions of the overall level of prices at 

a given retailer. In this context, price image can be viewed as one aspect of the retailer's 

overall brand image (Keller 2012). 

2.3 ON-TREND MERCHANDISE 

 The success of any fashion retail business rests with the company’s ability to 

understand consumer needs and offer merchandise that will satisfy those needs. Too 

often retailers are unaware of the fundamental principles of needs assessment and 

enter into businesses that are destined for failure. The practice of selecting 

merchandise without having addressed the potential customer’s needs often results in 

an abundance of unsalable merchandise and losses for the company. This is 

particularly commonplace with new small fashion operations, where inexperienced 

owners tend to “jump right in” without first learning about the complexities of the 

marketplace.   

Although all merchants are faced with the task of selecting merchandise, none has 

more decision making than the fashion merchant. With manufacturers and designers 

constantly introducing new styles that soon move out of favor with a fickle public, it is 

difficult to choose merchandise that will sell and make a profit. Companies that 

specialize in staples such as appliances do not have the same merchandising problems 

of their fashion-retailer counterparts. Color preferences for appliances do not change as 

rapidly or as drastically as those for clothing and accessories, and the selling life for 

these products is comparatively long.  

A furniture operation generally relies on special-order merchandising and usually only 

carries samples in its showroom from which customers can choose. If some samples do 

not sell well, they are quickly replaced with others that might fare better. In contrast 

fashion merchants must anticipate customer needs and place orders well in advance of 
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the season, never knowing if the items will be popular. Since fashion consumers 

generally want their selections as soon as the new season approaches, stores must 

stock a complete inventory of the latest styles in a variety of colors, sizes, and price 

points to meet customer’s expectations.(Penhall : 2004). 

2.4 DISCOUNT RETAILING 

Discount retailing is one of the different types of retail formats on the market. According 

to Rabolt and Miler (1997:5) a discount store sells merchandise at prices lower than 

other traditional department and specialty stores due to lower operating costs. Generally 

they offer self-service and large quantity purchases to lower costs. Furthermore, the 

consumer today is cognizant of the relationship between value and price; however, 

value today means much more to the customer than just price. It is more situational and 

varies depending on who the customer is, what merchandise the customer is shopping 

for, and where the customer is shopping. 

2.5 FAST FASHION 

Levy and Weitz (2012: 309) describe fashion merchandise as only being in demand for 

a relatively short period of time. In some cases, the basic product does not change, but 

the colors and style change to reflect what is “hot” that season. 

2.6 CONSUMER BEHAVIOR  

Consumer behavior include mental activity, emotional and physical that people use 

during selection, purchase, use and dispose of products and services that satisfy their 

needs and desires (Kotler, 1999) 



4 
 

 

 

 

 

 

 

 

 

 

 

Figure 1: General model of consumer behavior 

Consumers can purchase different products and this difference because that different 

buying decisions buying process consists of several steps in Figure 1 (taken from the 

site abercrombie.com) presented. Consumers to purchase some goods don’t need to 

pass during all stages of the buying decision. However, some purchases are so 

important that the consumer is forced to do all these steps carefully and meticulously. 

(GilaniNia, 2010) These steps include: 

1) Identify the problem: The first stage of the decision-making process is that people 

can feel the difference between current and desired situation, so trying to resolve 

these differences. 2)  

2) Data collection: For solving this problem collect information. This information can be 

internal (experiences) and external (family, exhibits, etc.)  

3)  Assessment Options: After gathering information, the consumer is ready to make a 

decision. At this point, he should be able to evaluate different options and choose 

products that meet the demands of him.  
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4)  Purchase: This stage is the stage that all marketing activities are the result. 

Consumer at this stage, according to the information already obtained, Select a 

product that feels satisfy his need and buys it. (International Journal of Business 

and Behavioral Sciences Vol. 3, No.5; May 2013: 225) 

5) After purchase behavior: Consumer compare purchased products with ideas, 

products, competitors, perceptions and expectations of the product and two 

satisfaction and dissatisfaction, which may appear different reasons. 

 

2.7 CONCLUSION 

This chapter reviewed literature on discount retailing, low prices, on-trend merchandise 

and consumer behavior. 

The next chapter will discuss the research methodology in detailed and how it was 

employed. 
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CHAPTER THREE 

3.1 INTRODUCTION 

This chapter discusses the research methodology used to collect primary data in the 

research study, following a particular research design. A research design is a 

framework that specifies the methods and procedures that will be used to collect and 

analyze the information needed in a research study (Zikmund & Babin 2010: 56). It is 

used by the researcher as a guide for the activities of gathering and analyzing data. The 

purpose of the research design is to ensure that the study will solve the problem stated 

and that the data collected will be relevant to the study and consistent with the research 

objectives (Churchill, Brown and Suter 2010: 79). 

3.2 STUDY TYPE 

The research sought to ascertain that offering low prices and on trend merchandise 

drives profit at a selected discount clothing retailer in Cape Town.  

Furthermore the study used the quantitative approach since data was collected through 

the administration of questions that were administered to a large sample of respondents 

and collected primary data in form a questionnaire survey. Quantitative research also 

constitutes empirical assessments that involve numerical measurements and analysis to 

fulfill the research objectives, thus the data will be collected, measured and analyzed, 

(Zikmund Babin 2010: 94). 

 

3.3 RESEARCH DESIGN 

The study is descriptive by nature and is defined by Cant, Gerber-Nel, Nel and Kotze 

(2003: 31), as that that a descriptive study is characterized by the researcher already 

having a general understanding of the research problem, but needing conclusive 

evidence to provide specific answers to the problem and to determine a course of 

action. This argument testified to the researcher and supported his notion that general 
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knowledge on the research problem was known and thus needed more evidence and 

facts to further conclude the research problem. 

3.4 POPULATION 

Welman & Kruger, (2005: 46) define a population as the study object, which may be 

made up of individuals, groups, organizations, human products and events. Defining the 

target population is a vital step in the research project design. 

The population for this study comprised of 150 retail customers and students from the 

Cape Town vicinity. 

3.5 SAMPLE SIZE 

Sampling is a procedure that draws conclusions about an entire population based on 

information gathered from only a portion of the population (Zikmund and Babin 2010: 

58). It involves selecting a small number of elements called a sample from the total 

population and expecting that the information gathered from this sample will allow 

judgments to be made about the entire population. 

Due to time constraints and budget limitations of the researcher, sampling was used to 

collect data from 70 selected students and customers. 

3.6 QUESTIONNARE DESIGN 

The questionnaire was designed in a simple yet professional looking format. The 

questions were close ended as this was a quantitative study. The questionnaires first 

page included a cover letter to state the reason for the study. 

The questions themselves were basic yet true to the research questions, objective and 

topic. Various types of questions like the linkert scale, yes/no, semantic etc were 

utilized. 

All responses were coded for easy capturing on excel, and the questionnaires 

numbered for easy reference. Lastly clear simple words were used for easy 

understanding and all information kept confidential. 
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3.7 DATA COLLECTION 

Surveys, using questionnaires, are perhaps the most widely-used data gathering 

technique in business and can be used to measure issues that are crucial to the 

management and development of human resources such, as behavior, attitudes, 

beliefs, opinions, characteristics and expectations (Anderson, 2004:208). 

For simplicity and inexpensiveness questionnaires were used for the data collection and 

thus primary data generated by this method. 

 

3.8 DATA ANALYSIS 

Quantitative analysis of the question responses obtained from the questionnaire will be 

summarized, portrayed and analyzed on a statistical basis in order to offer the 

researcher the opportunity to analyze the responses and identify whether the results are 

skewed (Heather, 2003:59). 

Microsoft Excel 2010 was used to process the raw data obtained from the 

questionnaires and one of the simplest ways and inexpensive way to interpret data. 

3.9 VALIDITY 

Hair et al (2003: 303) state the validity, in its simplest form, refers to the extent which 

the conclusions drawn from the experiment are true. However, because research does 

not occur in a perfect situation, measurement error is not usually zero. 

To avoid errors the researcher was in constant contact with his research project 

supervisor and classmate’s also studying research to assist with the questionnaire and 

identify potential errors. Measures like coding on the questionnaire were put in place to 

eliminate errors and the final step was the researcher understanding the questionnaire. 
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3.10 CONCLUSION 

This chapter dealt with the research methodology and how it was implemented during 

the study. The researcher himself conducted the questionnaires to ensure accurate data 

collection. 

Chapter four contains the data analysis. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



10 
 

CHAPTER FOUR 

4.1 INTRODUCTION 

This chapter deals with the primary data that was administered and collected by the 

researcher in form of a questionnaire. The analysis provides detailed insight into the 

study and findings. The data is represented by graphical and tabular illustrations 

together with an interpretation thereof. The graphs and representations was formulated 

and extracted from Microsoft excel and gives both the author and reader accurate data. 

4.2 Participation rate 

As mentioned by the researcher in the limitations that time was one the constraints, 

however the researcher did his outmost best to collect all data. The total number of 

respondents that completed the survey was 70 and amazingly enough this was the 

prescribed sample size as well. Table 4.1 reveals the participation rate of respondents. 

Table 4.1 Participation Rate 

  Planned Sample 
Achieved 
Sample 

Response 
Rate 

Retail customers and students 70 70 100% 

        

 

Table 4.2 represents the participation rate of respondents from the questionnaire 

survey. With a planned sample of 70 respondents the researcher achieved a 100% 

sample response. This simply means that all 70 questionnaires that were administered 

were responded to by the sample. 

4.3 Nationality of respondents 

Figure 4.3.1 represents the nationality of the respondents. 

 



11 
 

 

Figure 4.3.1: The age of respondents by percentage 

The above Figure points out that 62% of the respondents were South African, which is a 

huge chunk of customer when you compare it with the sample size. Already it is 

established and known that South Africans were the clothing discounters biggest target 

market. 3% of respondents were Zimbabwean which is also a meaningful target group, 

followed by 2% being Congolese and 1% comprising of Namibians, Cameroonians and 

Angolans. A conclusion in terms of Figure 4.3.1 can be drawn to say that the clothing 

discount retailer has a mixed customer base of different nationalities. 

4.4 Gender of Respondents  

Figure 4.3.2 represents the gender of the respondents 
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Figure 4.3.2: The gender of respondents by percentage 

According to the above Figure the more dominant gender were females and 

represented by a 61% from the sample. Males earned a subtle 9%. This clearly 

indicates that women were the more dominant customers. 

4.5 Marital status of respondents  

Figure 4.3.3 represents the marital status of the respondents. 
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Figure 4.3.3: The marital status of respondents by percentage 

The above Figure reveals that 52% of our respondents were married, while 27% were 

single, 11% dating and 3% divorced. The implies that a huge customer is married and 

that there is combined household/disposable income from the married household which 

impacts the discount retailer as well since it might be a whole family shopping at the 

discount clothing retailer. The single category is next in line and quite interesting as this 

could also imply that single respondents actually also has enough disposable income 

especially since it’s just themselves. 

4.6 Age of respondents  

Figure 4.3.4 represents the age of the respondents. 

 

Figure 4.3.4: The age dispersion of respondents by percentage 

According to Figure 4.3.4, 26% of respondents were between the ages of 32-38, 24% of 

the respondents were between the ages of 25-31, 21% of the respondents were 

between the ages 18-24, 20% of respondents were between the ages of 39-45, while  a 

mere 9% percent were 45 years and older. The data implies that the age dispersion for 

the retailer comprises of a young population of 18 to 38 year olds and this group being 

the most. The older more 45 and up age group is a small portion of shoppers. 
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4.7 Education levels of respondents 

Figure 4.3.5 represents the education level of respondents. 

 

Figure 4.3.5: The education level of respondents by percentage 

The Figure reveals that 29% of respondents had a Bachelors degree, 26% of 

respondents a High school education, 18% of respondents with a Diploma, 13% of 

respondents with a Masters Degree, while 7% of respondents have a Higher certificate, 

while the other 7% of respondents did not have a formal education. The finding implies 

that most of the customers had some level of education and in some cases advanced, 

which is a big advantage as people who are educated are open-minded about their 

shopping behavior and have more disposable income. 

 

4.8 Employment status of respondents 
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Figure 4.3.6: The employment status of respondents by percentage 

Figure 4.3.6, reveals that 36% of respondents were fully employed, 29% students, 3% 

partly employed and while 2% were self employed. The results illustrate that a 

significant portion of respondents were fully employed and also meant that there was 

some form of a “reliable” or customer base that could be loyal customers in the long run. 

Interesting to note as well that a 26% of respondents were students who had some 

disposable income. 

4.9 Position of respondents 

Figure 4.3.7 represents the position of respondents. 
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Figure 4.3.7: The position of respondents by percentage 

Illustrated by Figure 4.3.7, 50% of the respondents were skilled, 17% of the 

respondents were students, 16% of the respondents were middle management, 7% 

were supervisors and the other 7% were unskilled while the 3% were CEO’s. It appears 

that most customers are skilled and they guaranteed employment which means that the 

retailer can be guaranteed sales as well. 

4.10 Frequency of shopping  

Figure 4.3.9 represents the frequency of shopping by respondents. 

 

 

Figure 4.3.9: The frequency of shopping of respondents by percentage 

The above Figure depicts that 25% of respondents shopped once a week, 18% of 

respondents shopped less than a week, 8% of respondents shopped once a month, 6% 

of respondents shopped once every 2 months, while another 6% shopped 2-3 times a 

week. And 3% shopped 3-4 times a week, a 2% every 4 weeks, 1% of respondent’s 

shopped everyday while another 1% of respondents shopped when cash was available. 

In general customers that shopped everyday or at least 2-5 times a week are the 

favorable customers for any retailer. This finding indicates that a large majority of 

customers have a frequency to shop less than twice a week. 
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4.11 Average spend per visit 

Figure 4.3.10 represents the averages spend per shopping visit of respondents. 

 

 

Figure 4.3.10: The average spend per visit by respondents 

Of the 70 respondents interviewed, 33% indicated that they spend between R155 to 

R189 per visit, 31% spend R260 and more per visit, 13% spend between R226 and 

R260 per visit, 12% spending R120 to R154 per visit, 6% spend R85 to R119 per visit, 

while 4% spend R190 to R225 and a mere 1% of respondents spending between R50 

and R84. The findings show that most the customers spend more than R150 on 

average per visit the store. Now just to put that into perspective, if a certain customer 

shopped 3 times a week and spent R150 on average that is R450 per week and R1800 

per month being contributed towards sales. 

To complement the findings, Griffin (2002; 233) ascertains that when examining the 

strengths of the discount industry, the greatest strength a retailer can have is low prices.  

4.12 Adequacy of information pertaining to products and prices 

Figure 4.4 represents the adequacy of information for respondents 
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Figure 4.4: The adequacy of information pertaining to products and services by 

percentage 

As illustrated by the Figure, 94% of respondents strongly agree that the retailer provides 

enough information, while 6% of respondent’s disagree that this is the case. Those who 

agree posses a significant number which is the majority and simply implies that the 

retailer makes enough effort to make sure that customers get enough information to 

enable them to make an informed purchase decision. 

4.13 Level of satisfaction with availability of products and services 

Figure 4.4.1 represents the level of level of satisfaction with availability of products and 

services by respondents. 
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Figure 4.4.1: The level of satisfaction with product and price by respondents 

Of the 70 respondents, 40% were highly satisfied, 2% very satisfied while 3% were 

highly unsatisfied. This result indicates that a significant number of respondents were 

convinced that the availability of products is an important factor that is considered by the 

respondents. 

4.14 Perceptions about merchandise  

Figure 4.4.2 represents the perceptions about merchandise in relation to price by 

respondents 
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Figure 4.4.2: The perceptions of merchandise by respondents in percentage 

A total of 40% of respondents indicated that the prices they were charged is what they 

had expected, 29% indicated that the prices are low, 26% of the respondents stated that 

prices are none-negotiable, 4% indicated that its reduced prices, while 1% stated that it 

was discount prices. This result ascertains that all respondents are aware that 

discounter’s prices must be low, reduced and non-negotiable. 

This finding is in line with Birtwistle and Shearer (2001: 9) that research into store 

appearance has allowed retailers to create positioning strategies and enabled them to 

differentiate their stores in terms of the products and prices of services on offer. 

 

4.15 Expectations of merchandise in relation to the price 

Figure 4.4.3 represents the expectation of merchandise in relation to price by 

respondents. 

 

Figure 4.4.3: The expectations of merchandise in relation to price by percentage  
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As illustrated by Figure 4.4.3, 22% of respondents expect availability of merchandise, 

12% durability, 11% of respondents agree that sizing must be correct, 8% go for trendy 

and fashionable merchandise, and 7% of respondents agree that merchandise must be 

better than competitors in terms of quality and 2% agree that merchandise is what you 

would expect to see overseas. The results reveal that generally the respondents have 

expectations with regards to the merchandise and also keeping in mind the prices. 

 

 4.16 Level of satisfaction with the quality of merchandise 

Figure 4.4.4 represents the level of quality of merchandise. 

 

Figure 4.4.4: The level of quality of merchandise in percentages 

Generally as indicated by Figure 4.4.4, 63% of respondents indicated that the quality of 

merchandise is somewhat good, 17% has indicated is somewhat average, 11% stated 

that the quality is very good, while 9% of respondents indicated that they are undecided. 

The findings show that there is a general option that the merchandise sold by the 

retailer is of acceptable quality. 
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4.17 Product offering and benefits 

Figure 4.4.5 represents the product offering by respondents. 

 

Figure 4.4.5: The level of product offering and benefits by respondents in percentages 

As illustrated by Figure 4.4.5, respondents agree strongly with prices being affordable, 

products being durable and retailer always being in stock. There is a meaningful are 

neutral on prices and retailer being always in stock, while another strongly disagree on 

products being valuable. This result confirms that respondents have benefits that they 

tend to look for. 

 

4.18 Evaluation of clothing merchandise 

Figure 4.4.6 represents the evaluation of clothing merchandise by respondents. 
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Figure 4.4.6: The evaluation of clothing purchases in percentages 

Of the 70 respondents, 40% indicated that they look at the price, 20% indicated that 

they consider the functionality of merchandise, 17% the quality of merchandise, 12% 

stated that they trendy factor and 11% of respondents go for durability. The results 

therefore indicate that a majority of respondents value price, quality and functionality of 

merchandise more than anything. 

 

4.19 Prices and product offering 

Figure 4.4.7 represents the prices and product offering by respondents. 
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Figure 4.4.7: The rating of retailer’s price and product offering in percentages 

Figure 4.4.7 reveals that 48% of respondents are happy with the prices and product 

offering at the retailer, 18% of respondents are neutral, 3% of respondents very happy, 

and 1% slightly unhappy. The majority of respondents are happy with the retailer’s 

product offering and price. 

4.20 CONCLUSION 

This chapter has presented the analysis of data captured from the research study. 

Various charts, graphs were utilized to illustrate and give greater meaning to the data 

for better understanding. 

The findings from the study were briefly summarized as follow: 

 That shopping frequency was too low and thus impacted profit 

 The retailer was not always in stock in terms of products 

 Products tended not to be durable and in some cases were not even better than 

similar products in the market. 

 There was a sense of satisfaction with the quality of merchandise at the retailer. 

 The retailer offered the best low-prices 

Chapter five entails the recommendations and conclusions. 
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CHAPTER FIVE 

5.1 INTRODUCTION 

This previous chapter presented analyzed data to make sense of it and drew meaning 

so that this chapter can conclude that analysis and make recommendations based on 

the previous chapter. This chapter will lay out the findings for recommendations and the 

conclusion. 

5.2 ACHIEVEMENT OF OBJECTIVES 

One of the most crucial aspects of the research project is the achievement of the study 

objectives. They are briefly discussed below: 

 To identify the impact of offering low prices and on-trend merchandise for 

the low-o middle-income market at a selected discount retailer in Cape 

Town. 

The research was able to identify the impact of offering low prices and on-trend 

merchandise. Part of the findings suggested that offering on-trend merchandise 

at low prices whilst having availability of stock drives profit. The research 

objective was achieved. 

 To ascertain the relationship between low prices and on trend merchandise 

and how it strongly drives profit 

Chapter two is made up of the literature review which provides us with an 

adequate understanding of the relationship between offering low prices and on 

trend merchandise and that one cannot do without the other. Thus this objective 

was achieved. 

 To establish the impact, if the selected discount retailer offers only low 

price and not on trend merchandise 

Respondents indicated that they were more for low prices and quality of the 

merchandise. The trend factor is a bonus and means the impact won’t be that 

significant. This objective was also achieved 
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 To determine how availability drives profit 

Chapter two has literature on the phenomena of how availability drives profit. 

General secondary data was readily available on the topic. This objective has 

been achieved. 

 To determine the perceptions of consumer with regards to discount 

clothing retailers 

Based on the data analyzed from the questionnaire the concept of Discount 

retailing especially in clothing is a format that most of the respondents are getting 

used to. The general perception is that this format is about low prices and 

availability of merchandise. This objective was also achieved. 

 

5.3 RECOMMENDATIONS 

5.3.1 RECOMMENDATIONS BASED ON RESEARCH DESIGN 

 Geographical Region 

Due to the nature of the study, the researcher was limited geographically to Cape 

Town in terms of study and data collection. It would have been beneficial to the 

study if it were to be extended to nationality and this would have a greater impact 

and the data from other regions could be compared and common ground 

established or different view expressed as well. 

 

5.3.2 RECOMMENDATIONS BASED ON FINDINGS 

 

5.3.3 RECOMMENDATIONS BASED FOR DISCOUNT RETAILERS 

It is recommended that discount retailers ensure that: 

 Need to offer discount prices as the type of format they have suggests. 
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 Improve the quality of their basic items at least, invest some of that profit. 

 Revamp of stores to have more space and also look appealing. 

 Advertising should be done more often. 

 Have stock available for customers. 

 Improve the fit and sizing of the products. 

5.3.4 RECOMMENDATIONS FOR FUTURE RESEARCH 

It is recommended that further research be conducted in the direction of how can 

discount retailers can improve their supply chain systems so that they are always in 

stock. One of the findings was that the retailer was not always in stock, hence that was 

noted and recommended. A qualitative research study can be done to explore in-depth 

as the questionnaire was limited and respondents wanted to voice out more. 

5.4 CONCLUSION 

Research can seem like a daunting task but actually the researcher tends to learn a lot 

and the knowledge applied. 

The research highlighted a lot of crucial issues and topics and thus was prescribed in 

the recommendations. Several factors that impact profit were discussed. For the 

clothing discount retailer to impact on profitability, low prices and on-trend merchandise 

should always be available as it is believed that these factors drive profitability. 

The data utilized in this research study were extracted from the research tool 

(questionnaire), administered to the customers. 

Recommendations and conclusions drawn, serve as actions to be taken by the retailer 

to ensure success. 
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5.5 LEARNING EXPERIENCE 

The research project for the researcher can be described as going on a journey, driving 

through various terrains and weather. Below is a summary of the researchers learning 

experience: 

 On occasion I had to fill out questionnaire and the respondent would verbally give 

me the answers. A 10 minute question turned into 30 minutes. 

 The researcher was rejected many a times, but the end goal motivated him to 

pursue the collection of data. 

 Favors being asked for filling out questionnaire even though I would reiterate that 

the survey was voluntary. The researcher had to constantly remind them of 

ethical considerations. 

 Respondents who are in a rush but want to participate and end of sitting down 

and doing questionnaire. 

Overall the research also learned to have patience as research is time consuming and 

needs one to have patience. 
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APPENDICE A 

 

 

Title: Availability drives profit: the impact of offering low prices and on trend 

merchandise for the low to middle-income market at a selected clothing discount 

retailer in Cape Town.  

Dear Sir/ Madam 

I am currently a research student at the Cape Peninsula University of technology. I am 

conducting a research study on the impact of offering low prices and on-trend 

merchandise at a selected clothing discount retailer. 

The purpose of this study is to identify the impact that low prices and on-trend 

merchandise have for the consumer and how this drives availability of merchandise.  

Participation in this questionnaire is on voluntary basis and there will be no benefits 

from participating in this study. The questionnaire takes about 10-15 minutes to 

complete and the information acquired will be confidential. If there are questions you 

would not like to answer, you are free to do so as well. 

If you have any questions or would like to get feedback on this questionnaire, please 

see my details below. 

Researcher  

Zukisani Williams 
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B-Tech Student: Retail Business Management 

Cape Peninsula University of Technology 

Email: 211063843@mycput.ac.za 

 

Section A: Demographic Details  

1 Please indicate your Nationality.  

(Please write your answer in the space 

provided below.) 

 

 Nationality   

 

2 What is your gender? 

(Please tick the applicable box, only one 

answer is possible.) 

 

2.1 Male  

2.2 Female  

 

3 What is your marital status? 

(Please tick the appropriate box, only one 

answer is applicable.) 

 

3.1 Single  

 

3.2 

Married  

3.3 Widowed  

3.4 Other : (please specify)  

 

4 What age bracket do you fall into? 

(Please tick the appropriate box, only one 

 

mailto:211063843@mycput.ac.za
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answer is applicable.) 

4.1 18 - 24  

4.2 25 - 31  

4.3 32 - 38  

4.4 39- 45  

4.5 45+  

 

5 What is your level of education? 

(Please tick the appropriate box, only one 

answer is applicable.) 

 

5.1 No formal education  

5.2 High school education  

5.3 Higher Certificate  

5.4 Diploma  

5.5 Bachelor’s degree  

5.6 Master’s degree  

5.7 PhD  

 

6 Please tick the box that applies to you most. 

(Please tick the appropriate box, only one 

answer is applicable.) 

 

6.1 Employed (full time)  

6.2 Employed (part time)  

6.3 Self employed   

6.4 Student  

6.5 Other: (please specify)  

 

7 Which of the following best describes your 

position in your organization or even your own 
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business? 

(Please tick the appropriate box.) 

7.1 Unskilled (general worker)  

7.2 Skilled   

7.3 Supervisor  

7.4 Middle management  

7.5 Senior management   

7.6 CEO  

7.7 Other: (please specify)  

 

Section B: You’re Observations 

7 How often do you go shopping for clothes? 

(Please tick the appropriate box, only one 

answer is applicable.) 

 

7.1 Everyday  

7.2 2 – 3 times a week  

7.3 3 – 4 times a week  

7.4 Once a week  

7.5 Less than once a week  

7.6 Other: (please specify)  

 

8 What is your average spending per visit? 

(Please tick the appropriate box, only one 

answer is applicable.) 

 

8.1 Less than R50  

8.2 R50 – R84  

8.3 R85  –R119  

8.4 R120 – R154  

8.5 R155 – R189  
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8.6 R190 – R225  

8.7 R226 – R260  

8.8 R260+  

 

9. Is enough information on the products and price specifically provided? (In terms of 

television advertisements, radio commercials, pamphlets etc.) 

1. Yes   

2. No           (if no, please specify) 

 

10. On a scale of 1-10 with 10 being the best and 1 being the worst, how is the 

availability of products at the retailer? (Please tick appropriate scale.) 

More    10      9      8      7      6      5      4      3      2      1    Less 

Available            Available  

 

11 How would you best describe the retailers 

pricing of their clothing products?  

(Please tick the appropriate box, more 

than one option is possible.) 

 

11.1 Prices are low  

11.2 Prices have been reduced  

11.3 Discount or sale prices  

11.4 Prices are non-negotiable  

11.5 Prices are what I expected to pay  

 

12 In relation to price, please select your 

expectations in terms of the retailers clothing. 

(Please tick the appropriate box, more 
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than one option is possible.) 

12.1 Trendy and fashionable merchandise  

12.2 Better quality than their competitors  

12.3 Sizing and fit must be correct  

12.4 Merchandise must be durable  

12.5 Look and feel fashionable  

12.6 Merchandise similar to what you would see 

at overseas retail clothing stores. 

 

12.7 Availability of stock  

 

13. Please use the below scale to rate the retailers clothing in terms of quality. (Please 

tick the appropriate box.) 

Very good    Somewhat good    Undecided    Somewhat Average   Very poor 

 

14 Please indicate if you agree or disagree 

with the following statements. (Please 

tick to indicate your answer) 
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14.1 Retailers prices are affordable      

14.2 Products are durable      

14.3 Products are valuable      

14.4 Products better than similar products 

available on the market 

     

14.5  Retailer is always in stock      

 

15 Which of the following are important to 

you when evaluating clothing 

purchases? 

(Please tick the appropriate box, more 
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than one option is possible.) 

15.1 Price  

15.2 Trendy factor of merchandise  

15.3 Quality of merchandise  

15.4 Durability of merchandise  

15.5 Functionality of merchandise (i.e. can 

use for different functions e.g. a crop top 

worn with a jean for picnic and also with 

tracksuit for gym.) 

 

15.6 Other: please specify  

 

 

 

16. Please use the below scale to rate how happy you are with the retailers prices and 

product offering. (Please tick the appropriate box.) 

Very Happy        Happy           Neutral        Slightly unhappy     Not happy at all 

   

Section C: Your Suggestions/Recommendations  

 

17. In your view, is the retailer offering low prices and on-trend merchandise? 

 

 

 

 

18. What do you think about Discount retailing especially clothing? 
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19. Are there any areas or products that they need to improve? 

 

 

 

 

20. Please feel free to recommend any further suggestions that will be beneficial to this 

study. 

 

 

 

 

 

Thank you for taking the time to complete this questionnaire 
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