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Abstract 
 

Many small businesses, especially creative and design businesses face challenges with 

regards to merchandise planning. Often, they sit with out of stock situations or stockpiling, 

which can be solved by accurate merchandise planning. Merchandise planning is the process 

conducted by a retailer to plan their stock going in and out the business in an effort to conduct 

more retail sales. 

 

This study gathers research data in order to examine and evaluate whether merchandise 

planning can help an organisation to improve productivity and profitability of a small, creative 

business. The purpose of this dissertation is to study certain facets of merchandise planning 

and determine how it will improve the accuracy of merchandise holding of a business. A 

combination of qualitative and quantitative research, referred to as a triangulation philosophy, 

is collected in order for the researcher to have come to the findings of the study. A 

triangulation philosophy improves the accuracy of the information by collecting various kinds 

of data on the same topic. This study will not only be significant to the specific jewellery 

designer and manufacturer on which this study is based, but will also be significant to any 

small business buying or manufacturing merchandise in order to help them plan their 

merchandise mix or product ranges better. The researcher recommends a formulation of a 

merchandise plan for organisations and also other steps they need to implement within their 

organisation as part of the merchandise planning process. 

 

A future study on visual merchandising can be done in the future as it has shown great 

significance within this study, as part of the merchandising planning process.  

 

Keywords: Merchandise planning, Visual merchandising 
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1. Research Overview 

 

 

Introduction 

According to Dr. James Hawkins and Bill Scott, “Retail is Detail”, Randy Mott, the Chief 

Intellegence Officer of Walmart said it too. The researcher believes that a retailer's success 

greatly depend on how the business is planned, in detail. The result of this concept and belief 

was to investigate merchandise planning and how this might improve an organisation. 

 

Leeman (2010:37) explains merchandise planning as all the activities involving the planning 

of the merchandise of a retailer. Merchandise planning will define and manage which products 

to buy or manufacture, in what quantities, the prices of products, what fashion degree level 

the products should be and when during each product cycle promotions should happen for 

each product. Ibid. 

 

This research will aim to find out how to effectively plan the merchandise of a selected 

Jewellery manufacturer and retailer in Cape Town. It will focus on the importance and 

implications of a merchandise plan, as well as effective merchandising processes. As 

jewellery is not a necessity that people need to live, but rather something they want to have, it 

can be really hard to plan how many of a certain design to make, and what designs to make, 

thus will this research help the selected, and other, jewellery or fashion stores to effectively 

plan their merchandise. 

 

Pradhan (2010:63) stated that merchandise planning varies from retailer to retailer. The 

process of merchandise planning starts with sales forecast, which the retailer uses to 

calculate the quantities that need to be purchased or made of the various products. The 

merchandise planning strategy will help a retailer to determine which products should be 

made available, their characteristics, quantities and prices. Ibid. There is no set or certain way 

of merchandise planning, because it differs from each retailer. Jewellery manufacturing are 

expensive, thus would this research study help to increase business profitability by 
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merchandise planning. 
 

 

Merchandise planning in a retailer is important to find a balance in supply and demand and 

requires a detailed analysis of data to plan the merchandise effectively. According to Sabri 

and Shaickh (2010:220-222) the main objective of the merchandise planning process is to 

balance supply and demand profitably. If demand exceeds the supply, it will result in lost 

sales, which will influence the revenue of the business. When the supply exceeds the 

demand, it leads to obsolosence, excess inventory and price markdowns which will influence 

the profit margins. Merchandise planning includes forescasting of sales, performance and 

trend analysis and identifying gaps and opportunities. Ibid. 

 

Wrice (2002:115) argued, “the better the planning, the more chances of success.” As a new, 

modern Jewellery manufacturer and retailer in Cape Town, the planning of the merchandise is 

of critical importance to make a success of the business. Quantities and characteristics of the 

products should be carefully planned in order to not manufacture too many of a certain 

product, or of a product that is not that popular and sit with stock that does not want to sell 

and do not make the desired profit at the end of the month. Effective merchandise planning 

will reduce the risk of making a loss, but increases the chance of a bigger profit, as you will 

manufacture and sell the right products, in the right quantities, to the right customers, at the 

right price, at the right time and place. 

 

Executive summary 

The following are the scope of the study: 

 This study is an effort to improve profitability and productivity of a jewellery retailer and 

manufacturer company through merchandise management. 

 Reasons for this study are found from problems found that occur within an 

organisation. 

 The study will help the organisation (Meraki Jewellery Design) and other retailers to 

implement effective merchandising procedures within their organisation. 
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This research proposal presents a context for this dissertation and helps clarify to the reader 

how this research will make an original contribution to the retail industry, with regards to the 

merchandising of an organisation. The research project will be an evaluation of how effective 

merchandise planning processes will improve business operations and profits for a selected 

jewellery manufacturer and retailer in Cape Town. This research proposal describes the 

research project that will be conducted in the second semester, based on real life problems 

that occur within organisations.  

 

The purpose of this report will be to show the problem that will be investigated within a 

specific retail area, the significance of the topic that will be investigated and the method 

planned to gather and analyse the information that will be suitable and feasible in order to 

make an original research project with regard to the retail industry. The research will be 

gathered through a set of research questions and objectives. It will also identify and explain 

the delimitations, which will define the parameters for the investigation and the limitations of 

the research project and how it be will mitigated to reduce the influence it has on the 

investigation, as well as consider the ethical considerations of the research. This report will 

also determine the budget in order to complete this research study, stating all the activities 

and costs involved in this study in order to be financially prepared to complete the study. 

 

This research will be an original contribution as small organisations, especially designers, do 

not have much knowledge about merchandise planning. Thus, will it provide them with the 

importance of merchandise planning and knowledge on how to organise and manage their 

merchandise more effectively with the aim to increase the profit margins and productivity 

within the organisation. 

 

Research topic 

Evaluation of how Effective Merchandise Planning Processes will Improve Business 

Operations and Profits for a Selected Jewellery Manufacturer and Retailer in Cape Town. 
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Background 

The research that will be conducted will be based on a selected jewellery manufacturer and 

retailer to find effective ways of merchandise planning to strategically increase profits of the 

business. Also, will this research show the jewellery manufacturer and retailer the importance 

and implications of merchandise planning, as well as conduct effective merchandising 

processes, especially for this jewellery manufacturer and retailer. This retailer and 

manufacturer is known as Meraki Jewellery Design, see an authority letter attached (See 

Addendum B) for ethical, anonymity and confidentiality purposes, from the founder of the 

business, Megan Keyser, by which she gave me permission to name the business in this 

research proposal. 

 

Meraki Jewellery Design was established as a sole proprietorship in January 2013, created by 

Cape-Town based designer, Megan Keyser. (Keyser, 2015). As she is a designer and has a 

degree in Jewellery Design and Manufacture Cape Peninsula University of Technology, she 

does not have much knowledge about the retail industry and merchandise management. It 

has become difficult for her to forecast the products that she needs to manufacture for her 

customers, and has been in situations of stockpiling and out of stock situations. Ibid. Thus, 

has the researcher decided to base the information collected and analysed in the research 

study with regards to merchandise planning on Meraki Jewellery Design. 

 

Megan Keyser, owner and designer of Meraki Jewellery Design, has created her own private-

label brand. Private-label merchandising is a form of vertical integration where the retailer 

becomes the manufacturer and eliminates the buying level from the business. (Rabolt & Miler, 

1997: 91). Private-label merchandising will also simplify the merchandise management 

processes of a retailer. 

 

Meraki Jewellery Design's website states, each piece from Meraki Jewellery Design is 

designed by Megan and hand crafted by her, or her employees. (Meraki Jewellery Design, 

2013). Megan's jewellery pieces reflect geometric forms from nature, are playful and elegant, 

always with a sophisticated edge. She uses raw stones, porcelain, recycled Brass and 
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Sterling Silver as materials for her jewellery. She also offers specialized custom designed and 

hand crafted commitment, engagement and wedding rings. Ibid. The retailer delivers hand 

crafted jewellery to consumers in LSM 6-10, each piece being carefully manufactured. 

(Keyser, 2015). Darling magazine gives a nice explanation of the word Meraki: “a word that 

modern Greeks often use to describe what happens when you leave a piece of yourself (your 

soul, creativity, or love) in your work”. (Riley, 2012). Meraki Jewellery Design competes with 

businesses like Firepetals, Yellow Jewellery and Dear Rae, who is also Jewellery 

manufacturers and retailers based in Cape Town. (Keyser, 2015). 

 

Meraki Jewellery Design has never done detailed merchandise planning, thus will this study 

help them to plan the designs and manufacturing of the products of the business more 

effectively, in order to increase margins and profits. According to Chiplunkar (2011:127), a 

merchandise plan will help the retailer to decide what stock to maintain at the beginning and 

end of each month, what quantities should be manufactured to meet the targeted sales plan 

and what the budgeted amount is which can be used to buy materials and manufacture 

products. Most importantly, from a merchandise plan, the organization will be able to 

determine the changes in stock to manufacture each month by analyzing the sales and 

monitoring where sales of a given period shows an increase or decrease. Ibid. 
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Statement of the Problem 

As a jewellery manufacturer and retailer, with their own private-label brand, Meraki Jewellery 

Design offers a range of jewellery that can be classified as fashion goods. According to Rabolt 

& Miler (1997) fashion goods are products that are thought of as new, popular or in demand, 

at any point of time. Fashion goods usually has a shorten life span, thus are more risky, 

financially. (Rabolt & Miler, 1997). 

 

A problem within this business has occurred as stock is not really planned according to any 

data from customers. The stock is manufactured in quantities based on what the owner thinks 

the customers will like. Some months Meraki Jewellery Design sits with excess stock of a 

particular item, or even reaches obsolescence of some particular products. (Keyser, 2015). 

This has lead to some months doing financially really well and other months not so well. 

Financial instability puts high pressure and high risks on the business. 

 

This has given this research study purpose, in finding out exactly what it is that people want, 

and by effective merchandise planning processes how to manufacture and sell jewellery 

successfully, in order to increase the total profitability of the business. Merchandise planning 

will also require some market research of the customers of this business, thus will assist in 

determining which products to make, how many of each, at what prices it should be sold and 

what level of fashion it should be. Rabolt & Miler (1997:84) explained that merchandise 

planning will give the owner of the business more control that helps provide the owner with 

information to make the best decisions in manufacturing. 
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Research questions 

 

Evaluation of how Effective Merchandise Planning Processes will Improve Business 

Operations and Profits for a Selected Jewellery Manufacturer and Retailer in Cape Town. 

 

Main question 

On the subject of merchandise planning, with reference to the statement of the problem, the 

main question of this research will be: 

 How will an effective merchandise plan contribute to improving business operations 

and profit margins? 

Sub-questions 

The research study will also aim to answer the following sub-questions: 

 What is effective merchandising processes and what merchandising plan will be 

appropriate for the selected jewellery retailer and manufacturer? 

 Is merchandise more popular when the design is planned according to customer 

preferences through market research as part of the merchandising process? 

 What are the benefits of developing and implementing effective merchandise planning 

strategies and processes? 

 What are the costs of merchandise planning? 

 How can effective merchandise planning help a business determine what are the right 

products, quantities, prices and life cycles of merchandise they should manufacture or 

purchase? 

 What is visual merchandising and how can an organisation improve profit margins and 

market share by implementing visual merchandise effectively as part of the 

merchandise planning process? 
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Research objectives 

Main objective 

The major objective of this study is: 

 To analyse the factors within an effective merchandise plan in order to evaluate 

whether an effective merchandise plan for a selected jewellery manufacturer and 

retailer in Cape Town will improve profitability and business operations. 

Sub-objectives 

This research study will also fulfill the following objectives, on the subject of merchandise 

planning: 

1. To collect and analyse effective merchandise planning processes in order to establish 

an effective merchandise plan for the selected jewellery manufacturer and retailer. 

2. To determine whether merchandise is more popular when the design is planned and 

manufactured by customer preferences and whether it is necessary to do market 

research before manufacturing a product. Also, to determine whether it is necessary to 

do market research and include it in your designs, or does taste of people and their 

preferences vary so much that it is not necessary. 

3. To identify the benefits for a business to have effective merchandising strategies and 

processes. 

4. To determine the costs of merchandise planning in order to budget for it and to 

evaluate whether the benefits of effective merchandise planning will be worth the 

expenses. 

5. To find out how merchandise planning will help a business to determine what the 

customers want, as well as the quantities, prices and periods of product life cycles. 

6. To establish what visual merchandising is, the importance of it and to determine why it 

is part of merchandise planning. 
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Assumptions of the study (Hypothesis) 

 

Hypothesis 1 (Negative):  Merchandising does not have a positive outcome on 

 business profits and operations and an organisation should 

  rather focus their energy on other strategies and processes. 

 

Hypothesis 2 (Positive):  Effective merchandise planning can improve the business' 

   productivity and profitability. 

 

Hypothesis 3 (Neutral):  There is no visible relationship between merchandise  

 planning and the productivity and profitability of a business. 
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Significance of the study 

According to an article by industry experts of the MT UVA- University, Vocational and Affiliated 

Education for BMS (Management) Education (2013), an effective merchandise plan will allow 

a retailer and manufacturer to forecast with some degree of accuracy the quantities of 

products to manufacture, when to have it available and what products to have available for 

customers to purchase. Pradhan (2010) also supports this statement as he has stated that 

implementing an effective merchandise plan will help the retailer arrive at the quantities of the 

products that need to be manufactured. By making more accurate forecasts, the retailer will 

be able to plan the quantities and what products to manufacture more accurately, thus will 

they have less stock that won't sell, and more stock that the customers do want. The retailer 

will then be able to increase customer satisfaction by the improved business operations, 

which will also increase the profitability of the organisation. 

 

With this in mind, the research study will be a significant contribution to the particular 

jewellery manufacture and retailer, Meraki Jewellery Design, and other retailers in the 

industry as it will provide them with a clear understanding of the importance of merchandise 

planning by doing an evaluation on how effective merchandise planning will improve the 

business operations and profitability. This study will greatly assist retailers to understand the 

concept of merchandise planning, how they can implement it in their business and how it will 

help them achieve their strategic organisational goals and profit margins. Merchandise 

planning will also benefit retailers by establishing and assessing various customer 

preferences and thus keeping up to date with new industry trends, technologies and the 

demand of products or services in the market. If the information in this study is implemented 

in a business, it will also be beneficial to customers as the business will stock the 

merchandise that customers want, and in the right quantities, thus more customers will be 

satisfied. This research project will also assist high school and University students, who might 

also want to start a career in the retail industry in the future, by giving them an understanding 

of merchandise planning and the effect of it on a retailer. This research will also be a 

significant study to the researcher as the researcher would also like to open a design 

business in the future, thus will it provide the researcher with insight and knowledge with 
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regards to this industry, as well as conclude the importance of implementing merchandise 

management within a business. 

 

Limitations 

The limitations of a research study present the unforeseen or unanticipated problems/issues 

that arose during the research process or reasons that the results are not as conclusive as 

you would have hoped (Polonsky & Valler, 2011:198). The researcher can not control these 

issues or shortcomings and should try and mitigate the limitations of the study in order to 

reduce the restrictions the limitations hold for the researcher. 

 

Firstly, the researcher might experience financial constraints, as the researcher is a part-time 

waiter and thus do not have a fixed amount of salary every month. The researcher will have to 

plan shifts carefully in order to be able to afford to carry out the research study. Secondly, the 

researcher might struggle to host interviews with industry experts as they usually have a busy 

schedule and sometimes are not interested in assisting with students' projects. The 

researcher will have to plan interviews in advance in order to mitigate this limitation, find as 

many respondents as possible and build good relationships with them. The researcher can 

also focus on the organising and planning of the interview questions in order not to waste 

their time and keep the interviews short, but asking the right questions in order to collect the 

necessary data. Then lastly, the researcher has a lack of specialised data collection and 

analysis skills, as the researcher does not have much experience in doing such a research 

study. The researcher will mitigate this limitation by doing a lot of research, spending a lot of 

time and energy on this research study and attend classes by the lecturer in order for 

professional guidance and help. 
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Delimitations 

Suresh (2014: 96) stated that the delimitations of a study clearly define the scope of the study 

to avoid the parametric ambiguities in the research study and make the study more feasible 

and practicable. The delimitation of the study is delimiting the study by geographic location, 

age, sex, population traits, population size, or other similar considerations. 

 

The researcher will make use of qualitative and quantitative research in order to do an 

accurate research study. The researcher will focus on the targeted customers and potential 

customers of Meraki Jewellery Design in order to conduct research in order to implement 

effective merchandise planning for the jewellery manufacturer and retailer in Cape Town. 

Therefore, the information will only be generated from the customers in Cape Town only to 

make the study more feasible and practicable. 

 

This research study's area of subject is merchandise planning, an important process for any 

retailer in order to effectively plan merchandise. The researcher will specifically focus on a 

jewellery manufacturer and retailer, based in Cape Town, Meraki Jewellery Design. Therefore, 

the research study will focus on how the implementation of effective merchandise planning 

will influence a retailer. The conclusions of this study will thus also be significant to other 

retailers, especially designer manufacturers and/or retailers. 

 

Ethical considerations 

According to Beer (2010:1) ethics is a branch of moral philosophy; it is a set of principles to 

govern human conduct as practiced by a particular person as well as in concert with specific 

society or culture group. Research ethics specifies the way researchers ought to conduct 

themselves when they do an investigation (Shrader-Frechette, 1994:2). The researcher will 

make use of highly ethical standards in order to conduct a research study without any ethical 

or moral issues. 
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The respondents will remain anonymous, as the study will adhere to strict confidentiality and 

anonymity of respondents. No respondents will be forced to participate in this study and no 

one will be influenced by the researcher's opinion when answering the questions of the 

questionnaires or interviews, in order to get honest opinions and answers from the 

respondents. 

 

The selected jewellery retailer and manufacturer has given the researcher formal permission 

to use their name, information and images available on their website, or that the researcher 

conducted through an interview by a letter from the owner of the business. Refer to 

Addendum B for the authority letter from Megan Keyser, founder of Meraki Jewellery Design. 

 

This research study will not make use of any form of plagiarism. Plagiarism can be defined as 

“the act of using the words of another without giving the originator credit” (Anderson, 1998:1). 

The researcher will give credit to the originator wherever it is not the researcher's own words 

in the research study. The information within this research study will also be the truth, in order 

to accurately solve the research problem. 

 

This research study will be done objectively in order to be more accurate and realistic. 

Sharma (1997:358) explained that a study in which the subject matter is the centre of 

attention and prejudices are given no place, is known as an objective study. Objectivity is 

scientific observation, collection and analysis without any prejudices or attachments. Ibid. 

 

Research budget 

The researcher has created a budget for executing this research study in order to plan how 

this study will be executed financially. Dr. Prasad (1986: 424) suggested that a research 

budget is prepared to plan the cost of new and improved methods. 

Refer to Addendum C for the budget of this research study. 
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Organisation of the proposed study 

As a research proposal is a clear and concise plan set out for a research study, it will need to 

be planned what activities need to be done in order to complete tasks in time to meet the due 

dates of this project. The research activities will be completed as depicted in Table 1.1. 

 

Phases of research 
study 

Research activity Completion date 

Introductory phase of 
Research Proposal 

 Choose area of topic and do 
research on it 

17 February 2015 

Research phase  Visit organisations to get a 
research problem 

24 February 2015 

First attempt of phase 1 of 
Research Proposal 

 Research topic 
 Introduction 
 Background 
 Statement of the problem 

3 March 2015 

Second attempt of phase 
1 of Research Proposal 

 Research topic 
 Introduction 
 Background 
 Statement of the problem 
 Research questions 
 Research objectives 
 A brief literature review 

18 March 2015 

Second attempt of phase 1 of Research Proposal approved by 
lecturer 

23 April 2015 

Phase 2 of Research 
Proposal 

 Proposed methodology 
 Significance of study 
 Limitations 
 Delimitations 

28 April 2015 

Phase 3 of Research 
Proposal 

 Etchical considerations 
 Research Budget 
 Organisation of the proposed 

study 

11 May 2015 

Phase 4 of Research 
Proposal 

 Abstract (executive summary) 
 Final editing and printing 

15 May 2015 

Submission  Submission of Research 
Proposal 

18 May 2015 

Phase 1 of Research 
Project 

 Research overview – Chapter 
1 

18 May 2015 
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Phase 2 of Research 
Project 

 Literature review – Chapter 2 20 July 2015 

Phase 3 of Research 
Project 

 Research design – Chapter 3 27 July 2015 

Phase 4 of Research 
Project 

 Data collection, preperation 
and analysis – Chapter 4 

24 August 2015 

Poster of study  Research study poster 29 August 2015 

Phase 5 of Research 
Project 

 Findings, conclusions and 
recommendations – Chapter 
5 

 Abstract 

28 September 2015 

Finalising  Final editing and printing of the 
research study 

6 October 2015 

Phase 7 of Research 
Project 

 Final editing and printing 9 October 2015 

Phase 6 of Research 
Project 

 Submission of  power-point 
slides 

12 October 2015 

Submission  Submission of Research 
Project 

12 October 2015 

Presentation  Class presentation 12 October 2015 

Table 1.1 
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Research Proposal 

Table 1.1 shows the tasks that need to be completed in order to complete this research study. 

The introductory phase will consist of choosing an area of study in the retail industry and 

doing research on the particular area and the problems found with regards to this area within 

retail organisations. Phase one of the research proposal gives the research proposal direction 

and clarifies the topic. Phase one will also include the set objectives of the desired outcome of 

this study and research questions will lead this study and determine the research 

methodology used in a later phase. Lastly, for phase one of the research proposal the 

researcher will write a brief literature review with regards to the retail area of study. After the 

lecturer has approved phase one, the researcher will write specifications on how the study will 

be conducted in terms of the proposed methodology, the significance of the research study, 

the limitations and the delimitations of this study. Phase three will consider the ethical 

considerations of the study, determine the research budget and the organisation of the 

proposed study, followed by an executive summary (which will be added in the beginning of 

the project) that will give the reader an overview of the research proposal. 

 

Research Project 

The research project will start off with an overview that will lead the project and give the 

reader a basic understanding of the research study, which will follow with an in-depth 

literature review of the topic (phase one and two). Phase three and four of the research 

project will focus on the research design which will lead the data collection and analysis in 

order to answer the research questions. Phase five will conclude the findings made from the 

data collection and analysis and form recommendations and conclusions in order to solve the 

research problem. In phase six, power-point presentations will be made and submitted to the 

lecturer, where in phase seven, the final editing and printing will be done in order to do the 

final submission of the research project on 12 October 2015. The research study will also 

have to be presented orally, as a class presentation. 
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Chapter Summary 

This chapter is the introductory chapter of this dissertation, which forms the base of the 

research and gives the research topic direction for detailed research that had to be done. 

 

In this chapter, the researcher has found an existing business and analyse organisational 

problems in order to form her research topic. Thus, did this chapter include the introduction, 

background and the topic of the research, followed by the research questions and objectives 

which provide direction for the research. As part of the introductory phase of this research 

study, the researcher also looked at the limitations, delimitations and ethical considerations of 

this study. The researcher has created a budget for this study and has planned out when 

what needs to be done (organisation of the study) as part of the planning of this dissertation. 

The following chapter will represent a literature review with regards to the topic of the study. 
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2. Literature Review 
 

Introduction 

The previous chapter was an introductory chapter for this study, which will guide the 

information of this study. This chapter consists of a literature review of the study, providing 

information on the topic of this study. 

 

This research study was inspired by one of the most famous retailing concepts, “Retail is 

Detail”, Randy Mott, the Chief Intelligence Officer of Walmart also said it. The researcher 

believes that a retailer's success greatly depend on how the business is planned, in detail. 

This had resulted in the topic of merchandise planning, and how this detailed planning tool will 

improve the business’ operations and profit margins. Merchandise Planning entails the 

planning of merchandise effectively in order to increase profit margins and market share while 

reducing losses. 

 

The focus of this research study is to evaluate whether and how effective merchandise 

planning processes can improve business operations and increase profits for a specific 

jewellery manufacturer and retailer in Cape Town (Meraki Jewellery Design). The study starts 

off with a definition of merchandise planning, followed by the hierarchy of merchandising and 

styles of planning, the importance of merchandise planning, visual merchandising, the 

process of merchandise planning, the six-month merchandise plan and the costs associated 

with merchandise management within an organisation. 
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Merchandise Planning (Merchandising) 

Rabolt & Miler (1997: 83) defined merchandising as the buying and selling of goods and/or 

services for the purpose of making a profit. This research study is based on a jewellery 

manufacturer and retailer, thus will the merchandising of this organisation involve the planning 

of merchandise that needs to be manufactured and sold for a profit. Rabolt & Miler (1997: 84) 

defined planning as a critical element of retailing and merchandising. Planning is a means of 

control that helps provide the retailer information to make the best decisions in manufacturing 

or purchasing, which hopefully will result in a profit. The target customer and the 

merchandise, along with desired profit must be anticipated and planned, as these three are 

inherently related. Ibid. 

 

According to Leeman (2010: 37) merchandise planning contain all the activities of a retailer to 

define and manage which products, in what quantities, price and fashion degree-levels, to 

which stores of the organisations, by what delivery cycles during the year. In other words, 

merchandise planning directly involves the planning within an organisation that develop 

strategies in order to stock the right merchandise, at the right time, at the right place, in the 

right quantities and at the right prices to meet the needs and wants for the targeted customer. 

Wrice (1995: 113) stated that 'the right merchandise' means goods that are appropriate for the 

particular business and its targeted customers. 

 

Vedamani (2003) suggested that the key aspects of the merchandise planning process are: 

merchandise grading and clustering, mastering planning, inventory planning and range and 

assortment planning. Merchandising basically entails the planning of the products that need to 

be manufactured or purchased and to sell it for a profit. In a manufacturing context, 

merchandising will identify how many of what products they should prepare for a certain time. 

 

According to Lownes-Jackson (2004: 31) a merchandise plan can be a six-month plan, by 

assessing the demands of your products during the previous year’s six-month period in order 

to make accurate predictions for the same period of the following year. This way, the 
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merchandise plan will ensure that a retailer has the right merchandise when customers want 

it. Ibid. By assessing the demands of customers, the retailer will also be able to work out the 

appropriate quantities of merchandise that should be available for their customers. Retailers 

will also be able to see patterns in merchandise life cycles, by evaluating and assessing the 

sales over a period of six months. 

 

Assortment planning also forms part of the process of merchandise planning. Pradhan (2010: 

70-71) stated that creating an assortment plan, the retailer is creating a complete range of 

merchandise keeping in mind consumer needs and wants. Assortment can be described as 

shallow, deep, narrow or wide. A shallow assortment means a limited number of product lines, 

while deep assortment refers to a large number of items in a product line. A wide assortment 

means a large number of product lines, where a narrow assortment refers to a limited number 

of product lines of a particular retailer. Ibid. Meraki Jewellery Design has a narrow variety and 

deep assortment. Pradhan (2010: 71) describes this type of assortment plan as a retailer that 

focuses on a selected category of products, but offers an extensive assortment in those 

products. 

 

Merchandise Hierarchy and Styles of planning 

Merchandise planning is important for a retailer in order to specify their merchandise mix. 

Pradhan (2010: 36) explained that in order to decide on specific products, a retailer 

automatically goes through the hierarchy of merchandise, which will classify which products 

the retailer will hold. Here is an example of the merchandise hierarchy by Pradhan (2010: 36). 

 

See Diagram 2.1 for the Merchandise Hierarchy on the following page. 



Diagram 2.1
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The stages of the merchandise hierarchy can be managed in different ways. Alan Roseman 

(2009) stated that there are three types of sales and merchandise planning: top down, bottom 

up, and interactive. The difference between these is based on how the sales forecasting is 

done. Firstly, sales forecasting can be based on past sales and adjusted up or down to satisfy 

management or stakeholder expectations, known as top-down planning. Secondly, bottom-

up planning uses customer expenditures of previous months as the input for sales forecasts. 

Thirdly, interactive planning is based on bottom-up planning, incorporating guidance and 

input from management, but also from employees, buyers and others who are 

knowledgeable. Ibid. Pradhan (2010: 46) suggested the following illustration to explain this 

concept: 

Figure 2.1: Top-down and bottom-up planning processes 
*Source: Pradhan, S. (2010). Retail Merchandising. New Delhi: Tata McGraw Hill 

Education Private Limited. Page 46. 
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The organisation will in this way work out how many products of what products to 

manufacture by following the merchandise hierarchy. 

 

Importance of merchandise planning within an organisation 

Gibson Vendamani (2003) stated that merchandising (merchandise planning) is a significant 

function of retailing, as merchandise planning helps the retail organisation to achieve their 

strategic operational and margin objectives. Merchandise planning is crucial within any 

organisation in order to have more control over the merchandise they sell better and by better 

management of merchandise, increasing the profitability and the productivity of the 

organisation. 

 

Adkins-Spears (2011: 24-28) suggested that effective merchandise planning is beneficial to 

the customer and the retailer. One of the most crucial aspects of merchandising is how it can 

be used to attract customers, make shopping easier for them and give them reasons to make 

repeat visits. It creates customer loyalty as customers like to support a retailer where they can 

feel certain to find the merchandise they want, in the price range they can afford it for and a 

specific degree of quality. Effective merchandising techniques like an attractive merchandise 

arrangement stimulate extra sales and impulse purchases, which will increase the sales per 

customers. 

 

Merchandise planning can be helpful for a retailer in order to make informed decisions. Wrice 

(1995: 115) suggested that a merchandise plan can be helpful in deciding the following for a 

business: 

1. determining the target market; 

2. determining which products to eliminate, maintain or develop; 

3. determining the range of products and departments; 

4. determining stock levels and ratios; 

5. developing budgets and profit margin targets. 
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Visual Merchandising 

Visual merchandising forms part of the merchandise planning process which is also a means 

of marketing the merchandise. Rabolt & Miler (1997: 177) describe visual merchandising as 

the term that is used to describe everything that is seen when a customer enters a store. 

Effective visual merchandising can sell the merchandise without any other promotion. Ibid. 

The visual merchandising of the retailer leaves a certain impression in a customer's mind, 

thus is the interior and exterior of a retail store very important to plan effectively as it reflect 

the retailer's image. When a retailer sells their merchandise online, the style and the lay-out of 

the website also forms part of visual merchandising and also reflect the quality, style and 

merchandise mix of the retailer. 

 

Ebster (2011: 77-78) defined visual merchandising as the art and science of presenting 

products in the most appealing way and thus with a good visual merchandising strategy, 

products will almost sell themselves. For a jewellery designer and manufacturer, like Meraki 

Jewellery Design who also manufactures products for boutiques and other retailers, will have 

to incorporate creative and financially sustainable packaging which is appealing to customers 

and will leave a positive image in their mind to boost sales. 

 

Ebster (2011: 77-82) stated that visual merchandising includes making merchandise more 

visible, tangible and easily accessible for the customers of the retailer. It also includes giving 

customers good choices of merchandise and structuring of the assortment of products. Ibid. 

By making merchandise more visible, tangible and accessible, more customers will be 

knowing of your product and therefore more customers might buy your products. The easier it 

is for a customer to access your retailer (whether it is a shop, or online) and get hold of your 

product, increases the chances of the customer buying your product. Good choices of 

merchandise can be identified by doing market research, analysing previous sales and 

planning manufacturing according to forecasted demands of products. 
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The Process of Merchandise Planning: Flow Chart of Merchandising 

The merchandise plan will vary from retailer to retailer. This particular jewellery manufacturer 

and retailer have two ways of ordering products, which are: customers can order the jewellery 

designed and manufactured by Meraki Jewellery Design employees, or customer's original, 

customised design with their own product specifications. By analysing the merchandising 

process work flows from Sheshir, M.H. (2013) and industry experts of a business blog called 

Textile Blog (2013), the concluded two process flow charts (for the two types of orders) for a 

jewellery manufacturer and retailer, like Meraki Jewellery Design, are as described in Figure 

2.2 and Figure 2.3. See Figure 2.2 and 2.3 for the Flow Charts of Merchandising on the 

following pages. 

 

 



Original, customised orders 

Figure 2.2



Products designed by Meraki Jewellery Design

Figure 2.3
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The Six-month Merchandise Plan 

In an effort to plan merchandise effectively and appropriately, a retailer can create a 

merchandise plan for a specific period in order to manage and control merchandise flowing in 

and out of the organisation. Clodfelter (1993: 244) has explained that the six-month 

merchandise plan is a tool that translates profit objectives into a framework for merchandise 

planning and control. The purpose of the plan is to regulate inventory levels in accordance 

with planned financial objectives. Ibid. McBroom (2011) has suggested that the six-month 

merchandise plan “is most often used to project the sales, inventory, and profit goals for a 

department or an entire store for each month of a six-month period.” 

 

The researcher has included an example of a merchandise plan, known as the six-month 

merchandise plan which will allow the organisation to plan for six months ahead. The 

following is an example of a six-month merchandise plan for a retailer to use in an effort in 

planning their merchandise: 

See Addendum D for the Six-month Merchandise Plan (Untcorral, 2012). 

 

The following are the suggested key components of a six-month merchandise plan (Rao: 

2010): 

Planned sales: Planned sales are the projected sales for the period that is being planned for. 

This can be calculated by, for example, a 10% increase in sales of the previous year. 

Planned Purchases: Planned purchases represent the merchandise that is to be purchased 

during any given period. Planned purchases are calculated by using the following formula: 

Planned purchases = Planned Sales + Planned Reductions + Planned EOM – Planned BOM. 

Planned Reductions: These figures affect the gross margin and hence need to be taken in 

to consideration while calculating profitability, consisting of, for example, markdowns, 

employees’ discounts and inventory shrinkage. 

Planned markdowns: Markdowns are deductions in prices that may occur, because, for 

example, from bad quality of merchandise, competitive products changes in trends, etc. 
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Employee discounts: Discounts given to the employees for buying the company’s products. 

For the specific retailer, Meraki Jewellery Design, this includes practice design products. 

Practice design products refer to the first product of each new design, the manufacturer are 

allowed to keep, while it is a practice round for the new design. The manufacturer will show 

the designer the final product, which she will have to approve or give recommendations on, 

before the manufacturer may go through with making more of that design. 

Shrinkage: Shrinkage is the loss of merchandise due to theft (by customers, as well as 

employees) or pilferage. Shrinkage will have a negative affect on an organisation, thus should 

an organisation try to reduce shrinkage of merchandise. 

 

Costs associated with Merchandising 

Clodfelter (1993: 244) stated that as for all merchandising activities, the essential goal of 

merchandise planning is to minimise the use of expenses, while increasing the profits of the 

organisation. The key purposes of the merchandise plan, as discussed above, are as follows: 

 to provide an estimate of the amount of capital required to be invested in inventory for 

a specific period; 

 to provide the estimate of planned sales for the period that translates into cash flow 

estimates for store management and accounting activities. Ibid. 

 

Merchandise planning efficiency cut costs all around; inventories, transportation and storage 

costs. (Asefeso, 2012: 63). As merchandise will be better planned, less merchandise will be 

manufactured which would have only ended up in stockpiling, thus will the organisation save 

costs on merchandise. By saving on these costs, effective merchandising can thus lead to an 

increase of sales and profit margins. 

 

Anuraag and Bhalla (2010: 110) has suggested specific goals to reduce the cost of store 

fixtures and merchandising programmes, the following will be appropriate goals for a jewellery 

manufacturer and retailer: 

 Improve the quality and effectiveness of the workforce 
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 Reduce errors caused by date and design changes 

 Eliminate documentation errors that increase manufacturing (of merchandise) costs 

 Minimise lost sales during re-merchandising activities 

 Increase the usage of technology to minimise the cost and time of business activities 

 Reduce cycle times 

 

However, as Russell (2015: 122) has said, time is money and there is cost associated with 

time spent on implementing merchandise processes and training. Merchandising will include 

costs such as costs for additional training on merchandise standards and product knowledge, 

costs for developing and producing training materials, visual merchandising training and 

implementing costs and merchandising gear like planning boards and promotional items. Ibid. 

Giacoma-Caire, G. (2013: 13) explained that visual merchandising activities will include costs 

such as lightning, cleaning, displays (in retail store and window display), shelves, branding 

material, and signage. 

 

Stocktaking 

Stocktaking forms part of the merchandise process. A physical count is generally accepted as 

the most accurate method of determining the value of stock on hand, also gives and estimate 

of the spoilage of theft of stock (Taxpayers Australia Inc.: 2014). 

 

Trenerry (1999: 154) suggested that the activities of stocktake includes the following: 

 Controlling the issue and recive of stock tags; 

 Counting each item and tagging the item; 

 Checking quantities and counts; 

 Identify stock to be counted; 

 Identify product that are obsolete, sub-standard or defective, as well as what to do with 

those products; 

 Accurately preparing and extending the stock sheets. 
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Chapter Summary 

This chapter has provided the reader with a variety of information to form a clear 

understanding on the topic of merchandise planning and for the reader to easier comprehend 

the finding and conclusions later in study. The information in this chapter is fully referenced to 

the original sources, as the topics discussed in this chapter are researched. The chapter 

covered a definition of merchandise planning; the hierarchy of merchandising and styles of 

planning; the importance of merchandise planning; visual merchandising; the processes of 

merchandise planning; the six-month merchandise plan and the costs associated with 

merchandise management within an organisation. The next chapter discusses the research 

methodology which refers to the process of how the researcher acquired the information 

needed for this research study. 
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3. Proposed Research Methodology 

 

Introduction 

In the previous chapter the researcher has conducted a detailed literature review on 

merchandise planning and the appropriate topics with regards to merchandise planning in an 

effort to form a clear understanding on this topic. This chapter will look at how the research 

study was done, known as the proposed research methodology. It starts off with revisiting the 

research objectives, to remind the reader what the objectives of this study were. This chapter 

addresses the research philosophy and approach, the research strategies, the time horizons 

of the study, the data collection methods, the data preparation and the data analysis of how 

the researcher will go about to complete this research study. 

 

Research objectives revisited 

As highlighted in the first chapter, the objectives for this research study were: 

1. To collect and analyse effective merchandise planning processes in order to establish 

an effective merchandise plan for the selected jewellery manufacturer and retailer. 

2. To determine whether merchandise is more popular when the design is planned and 

manufactured by customer preferences and whether it is necessary to do market 

research before manufacturing a product. 

3. To identify the benefits for a business to have effective merchandising strategies and 

processes. 

4. To determine the costs of merchandise planning in order to budget for it and to 

evaluate whether the benefits of effective merchandise planning will be worth the 

expenses. 

5. To find out how merchandise planning will help a business to determine what the 

customers want, as well as the quantities, prices and periods of product life cycles. 

6. To establish what visual merchandising is, the importance of it and to determine why it 

is part of merchandise planning. 
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Research philosophy and approach 

Triangulation (Mixed approach) 

According to Lewis, Saunders and Thornhill (2007) research philosophy can be defined as the 

development of the research background, research knowledge and its nature. The research 

philosophy thus describes the data which will be collected, analysed and interpreted in the 

research study. The systematic method that will be used to solve the research problem is 

known as triangulation, a combination of qualitative and quantitative research, in order to 

collect and analyse the research at the various points in the research process. Denzil 

(1978:291) described triangulation as "the combination of methodologies in the study of the 

same phenomenon." A triangulation philosophy will be used as the researcher can improve 

the accuracy of the information by collecting various kinds of data on the same research 

study. Therefore the researcher can be more confident of the results of the study. 

 

Quantitative data (Positivism) 

Some of the research questions need to be approached by a positivism philosophy, which is 

also known as quantitative research. According to Thomas (2003:1) quantitative data “focus 

attention on measurements and amounts (more and less, larger or smaller, often and seldom, 

similar and different) of the characteristics displayed by the people and events that the 

researcher studies.” The quantitative approach will be appropriate for research questions that 

need to be answered by measuring the objective facts, focusing on variables and using 

particularistic and analytical data, thus will the researcher make use of quantitative data. The 

nature of this method is about logical inquiry and is result orientated, thus will the analysis be 

based on measuring facts objectively and may include figures, tables or charts to present 

findings (Thomas, 2003:1-2). The researcher included quantitative analysis as its findings can 

be generalised, thus is it a significant method. The researcher will collect quantitative data by 

an art making practice and questionnaires. 
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Qualitative data (Interpretivism) 

Other research questions will be approached by an interpretivism approach, which is also 

known as qualitative research. Merriam (2009:4) expressed that qualitative research is 

“interested in understanding how people interpret their experiences, how they construct their 

worlds and what meaning they attribute to their experiences.” Thus will the researcher use 

qualitative data to solve those research questions that need to be approached by analysing 

and interpreting subjective feelings and emotions by doing a thematic analysis. The 

qualitative approach will be used to analyse research that focuses on social reality and 

elaborate the description of the “meaning” of phenomena of the people, culture or market 

under examination (Benz & Newman, 1998:9).  The qualitative method will include people's 

feelings, ideas and opinions in order to solve research questions by a naturalistic approach. 

Thomas (2003:1-2) stated that qualitative research study things in their natural settings, 

attempting to make sense of, or interpret the phenomena in terms of meanings people bring 

to them. Qualitative data can be collected from, for example, personal experiences, 

interviews, observations, questionnaires and subjective data. The researcher included this 

method in the research study as it is a more realistic approach to answer certain research 

questions. 

 

Research strategies 

Grounded theory 

This research study will use a grounded theory strategy. According to Charmaz (2000:509), 

grounded theory methods consist of systematic inductive guidelines for collecting and 

analysing data and middle-range theoretical frameworks that explain the collected data. 

Throughout the research process, grounded theorists develop analytical interpretations of 

their data to focus further data collection, which they use in turn to inform and refine their 

developing theoretical analyses. Ibid. Corbin and Strauss (1997:96) stated that the grounded 

theory methodology and procedure has become one of the most influential modes of carrying 

out research when generating theory is a principle aim of the researcher. A grounded theory 

thus allows the researcher to collect and analyse a large amount of data in a theoretical 

analysis. 
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Briks and Mills (2012:16) highlight that grounded theory is most derived from data sources of 

a qualitative (interpretive) nature. Thus would it be appropriate when using the grounded 

theory strategy to collect the data through questionnaires, interviews and secondary data. 

Quantitative data will also be part of the theoretical analyses of this research study through 

questionnaires and an art making practice. The data collected through these methods will be 

used in order to develop a theoretical analysis that will aim to solve the research problem. 

 

Sampling 

Research strategies will also include the use of sampling to slect a variety of data resources. 

Lodico et al (2010: 134) explained that the goal of the sampling procedure is to selct persons, 

places or things that can provide the most accurate, richest and most detailed information to 

help answer research questions. Sampling will assist the researcher to identify key 

informants: persons who have some specific knowledge about the topic being investigated. 

Ibid. 

 

On the same note, Burns et al (2014: 244) suggested that this sampling method is used in 

quantitative studies, but are more common in qualitative studies. Sampling is an effective 

strategy for identifying subjects who can provide the greatest insight and essential information 

about an experience or event that is being investigated. 

 

Time horizons 

This research study will be based on a cross-sectional design. The cross-sectional design 

refers to studies in which data are collected at one time period only (Eurepos, Mills and 

Wiebe, 2010:267). The aim is to access, at one time point and the representation of the 

population of interest. Ibid. This study will only be done once, thus it is cross-sectional. 
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Data collection 

Document analysis and interviewing will be the appropriate for data collection in this research 

study. A creative way of data collection will also be used through the act of an art making 

practice. 

 

Document analysis 

The research study will make use of secondary data, which typically covers a broad sample of 

individuals or other entities (example schools and Universities) and is generally representative 

of some broader population (Vartanian, 2010:9). Thus, would the collection of secondary data 

be appropriate to answer research questions that are specific and usually can be generalised. 

The effectiveness using secondary data is that there is a large amount of information 

available to collect, analyse and interpret into the research study in order to solve the 

research problem (Vartanian, 2010:9). The secondary data will be collected and analysed 

through the strategy known as document analysis. 

 

According to Babar (2015:59) a document is a piece of written, printed or electronic matter 

that provides information or evidence which relates to some aspect of the social world. Data 

analysis is the method of using documents as the subject of study. The goal of the analysis is 

to find and interpret patterns in data, to classify patterns, to interpret the text and (when 

possible) to generalise the results. Document analysis can be qualitative or quantitative, 

depending on the research question. Ibid. In the retail industry, various documents of data in 

the form of newspaper articles, text books, retail blogs and organisation's financial statements 

can be used to collect and analyse data for the research study. The researcher will make use 

of articles with regards to the topic, books and other secondary data resources in order to 

collect and analyse secondary data. Document analysis of secondary data will be beneficial 

as it cover a broad array of topics, and the quality of these data sets, from reputable 

organisations, is often high (Vartanian, 2010:14). 
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Interviewing 

The research study will collect data also through interviews in order to gather data that is not 

secondary data, in order to understand the various perceptions of people and to take into 

account people's emotions, opinions and experiences. Seidman (2013:8-9) stated that 

interviewing is a basic mode of inquiry and that the purpose of in-depth interviewing is having 

an interest in understanding the lived experience of other people and the meaning they make 

of that experience. An interview is an effective way of collecting data as the structure can be 

modified as the interview is being conducted, in order to assure that the researcher 

understands the respondents' experience or perception clearly. Interviewing will gather 

qualitative data and allow the researcher to answer those research questions where 

secondary data is not the most realistic method to solve the research problem. The 

researcher will do 5 interviews on various organisations, in order to decide which organisation 

to base the research study on. Thereafter, the researcher will do 5 more interviews with an 

industry expert who  

 

According to Kumar (2008:84) the following are the advantages of interviewing: 

 There are some kinds of information which are virtually impossible to be obtained by 

any other means, as through an interview the researcher can find out, for example, the 

reactions of individuals to certain experiences. 

 As long as the researcher is assured that the respondents do not distort their 

descriptions of attitude and perception, the interview method is the most simple and 

direct to use. 

 It is possible in an interview method that the interviewer can modify the situation 

whenever needed. 

 



P a g e  | 38 
 

Art making practice and SurveyMonkey 

The researcher will also use a creative way of collecting qualitative and quantitative data by 

the art making practice. Sullivan (2010: 97) expressed that it can be argued that the process 

of making art and interpreting art adds to our understanding as it help us see things in new 

ways as new ideas are presented through the act of making and interpreting art, thus has the 

researcher also include this method. The researcher has done a few jewellery courses before 

(with 4 years' experience in jewellery design and manufacturing) and will do an experiment by 

making two jewellery pieces, one of the researcher's designs and one according to customer 

preferences. This will assist the researcher to determine whether it is necessary to do market 

research before manufacturing a product and to determine what the right product for a 

specific target market is. This will be done in order to evaluate whether, when taking market 

research into account when designing and manufacturing the merchandise, if the 

merchandise is more popular or not. 

See Addendum E for the Two Jewellery Pieces made for the Art making practice 

Method. 

 

The customer preferences will be conducted by following fashion trends in jewellery from 

fashion magazines by fashion leaders such as ELLE Magazine and Vogue, which will be 

included in the literature review. Thereafter, the researcher will manufacture the designs, take 

photos of them, and do a quantitative analysis on it by using SurveyMonkey, an online survey 

development company, who provides customisable, free surveys in an effort to assist 

researchers in data collection, analysis and froming results. The respondents will be the 

target market of Meraki Jewellery Design in order to conclude accurate customer preferences 

and market research in order to solve the research problem. The researcher will aim to get 50 

responses from this data collection method in order to be able to collect quantitative data, to 

be able to achieve research objectives and answer research questions. The survey will only 

consist of one question in order to stay to the point, but still be able to answer research 

questions. 

See Addendum F for the Layout of the Survey created by the researcher on 

SurveyMonkey. 
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Questionnaires 

The researcher also conducts research through questionnaires. Griag McLean explained a 

questionnaire as a set of carefully designed questions given in exactly the same form to a 

group of people in order to collect data about some topic(s) in which the researcher is 

interested. The researcher will make use of a sampling, consisting of a total of 70 

questionnaires that will be done in order to collect and analyse quantitative research. The 

respondents will be someone within an organisation who has knowledge and/or experience 

with merchandise planning. According to Azzara (2010: 18-19), the design goal of a 

questionnaire is to meet research objectives by obtaining valid data from respondents who 

are properly screened and qualified. Therefore, a questionnaire's primary purpose is to gather 

data to address research and business objectives. 

See Addendum G for The Questionnaire created by the researcher to gather data for 

this research study. 

 

Data preparation 

Once the researcher has obtained all the research data from the above mentioned methods, 

the researcher will do a proper quality-check on the data in order to organise the data and 

recognise the important findings of the research study. The researcher will then sort the data 

in similar groups in order to analyse it. 

 

Data analysis 

The data collected will be analysed through a thematic approach in order to analyse 

qualitative and quantitative data. According to the encyclopedia of case study research, 

Ricarch Boyatzis describes the purpose of thematic research as it is a means of seeing, of 

finding relationships, of analysing, of systematically observing data (for example secondary 

data) and of quantifying qualitative data (Eurepos. G. & Mills. A.J. & Wiebe. E., 2010: 296). 
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Chapter Summary 

This chapter indicated that this research study will follow a triangulation (mixed approach) 

philosophy and approach, which refers to including qualitative and quantitative data in an 

effort to obtain more than one kind of information for this study in order to be able to achieve 

various research objectives. The researcher will use a grounded theory research strategy and 

make use of a sampling method when collecting data research. Document analysis, 

questionnaires, interviews, art making practice and a SurveyMonkey survey will be used for 

data collection methods in order to collect qualitative and quantitative data. The following 

chapter gives a summary of the data that has been collected by the researcher for this 

research study. 
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4. Data Collection, Preparation and Analysis 
 

Introduction 

In the previous chapter the researcher has explained which research methodology methods 

she used and elaborated on each method or approach followed by the researcher. This 

chapter will look at the data collected by the researcher in an effort to answer research 

questions, by the findings, conclusions and recommendations of this dissertation. The data 

collected has been put in graphs, tables and words within this chapter to give the reader a 

summary of the data collected for this study. The researcher made use of document analysis, 

questionnaires, interviews, a survey (SurveyMonkey) and an art making practice as data 

collection techniques. 

 

Phase 1: Quantitative analysis 

Questionnaire analysis 

The following data in this chapter was collected via the questionnaires that the researcher 

created and has been put into graphs with short descriptions of the details about the data, in 

an effort to reach the objectives of this dissertation. 
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Response Rate 

The required responses for the questionnaire analysis was 70 respondents, but as the 

researcher know that a 100% responses will come back successfully completed, is highly 

unlikely. Therefore, the researcher handed out 130 questionnaires to potential participants to 

ensure getting at least 70 successfully completed responses. The researcher received 86 

questionnaires back; of which 4 was not suitable as the respondents' did not had the 

appropriate and knowledgeable opinions and perceptions on merchandise planning. The 

below table indicates the response rate of the questionnaires completed by the respondents. 

 

Number of Questionnaires 

Questionnaires handed out 130 

Questionnaires received back 86 

Lost Questionnaires 44 

Spoilt questionnaires 4 

Total Questionnaires used for the study 82 

Table 4.1 
 

“Lost” questionnaires refer to those questionnaires which the respondents did not complete. 
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Section A - Demographic 

Gender Statistics 

 

 

 

 

 

 

 

 

 

Figure 4.1 
 

49 of the respondents were males which were the majority gender group of this study, while 

there were 33 respondents who were female. 
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Marital Status Statistics 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.2 
 

 

50 of the respondents were single which the majority marital status group was, and 32 of the 

respondents were married, while there were two other options as well which 0 respondents 

were. The other two options were widowed (widow/widower) or other (for example, divorced). 
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Age Statistics 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.3 
 

17 of the respondents were between the age of 31-35 which represented the majority age 

group, while the age categories of 36-40 and 26-30 had a fair share of representatives within 

these category groups. There were no respondents 20 years or younger and also no 

respondents 51 years or older. 
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Employment Status Statistics 

 

 

 

 

 

 

 

 

 

 

Figure 4.4 
 

31 of the respondents were full-time employed which represented the majority of employment 

status groups; while 24 were owners/board members of a company; 20 part-time employed; 

and 7 self-employed. 
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Employment Position Statistics 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.5 

 

This pie chart shows that the majority of the respondents are middle management in a 

company, which is 23% of the respondents. In most cases, it is the owners of an organisation 

who are the most knowledgeable and experienced with the merchandise planning within their 

organisation, with 26% of respondents were owners. 16% were skilled (artisan) employees; 

12% respondents were senior management; 10% junior management; 8% semi-skilled 

employees; 5% supervisory personnel members; and 0% unskilled (general hand) 

employees. 
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Type of Company Statistics 

 

 

 

 

 

 

 

 

 

 

Figure 4.6 
 

This bar graph clearly indicates that the majority of the respondents are part of a Private 

Company (PTY) Ltd. The second biggest group of the respondents was a Sole Proprietorship 

companies. 
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Section B – Perceptions and attitudes towards Merchandise 

Planning 

The researcher has tested theories and opinions on merchandise planning in order to answer 

research questions, derived from the research data of the literature review earlier in this 

study.  

 

Understanding and perception on merchandise planning 1 

 

The respondents' level of agreement with “Merchandise planning enables an 

organisation to plan merchandise effectively in order to increase profit margins and 

market share of the organisation” is: 

 

 

 

 

 

 

 

 

Figure 4.7 
 

This figure shows a clear indication that most of the respondents have strongly agreed with 

the above statement. 
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Understanding and perception on merchandise planning 2 

 

The respondents' level of agreement with “Merchandise planning will help an 

organisation determine which products, in what quantities, prices and fashion-degree 

levels, to which stores of the organisation, by what delivery cycles during the year to 

stock” is: 

 

 

 

 

 

 

 

 

Figure 4.8 
 

Figure 4.8 clearly indicates that most of the respondents have strongly agreed, or agreed with 

the above statement. 
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Data to include within an Effective Merchandise Plan 

 

The respondents' level of agreement with whether the following factors should be 

included in merchandise planning, based on the following scale: 

1 = Strongly disagree 

2 = Disagree 

3 = Neither agree nor disagree 

4 = Agree 

5 = Strongly Agree 

6 = Do not know or N/A 

 

Factors to include: 1 2 3 4 5 6 

Recording monthly sales  2 2 35 42 1 

A forecasted budget for the following year  3 4 32 43  

Analysing the interests of your customers in 

order to establish whether products and/or 

services provided are appropriate for targeted 

customers 

 4 2 27 46 3 

Table 4.2 
 

This table indicates that most of the respondents have strongly agreed that all three of these 

factors should be included within the merchandising process. 
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Order quantities methods adopted by existing companies of respondents 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.9 
 

This doughnut chart shows that the majority of the respondents base their order quantities on 

past sales, with a 42% of the respondents. 32% of the respondents made use of a just-in-

stock approach which refers to those organisations who place their orders as stock are 

running low. 21% of the respondents just order what they previously ordered during the same 

time of the previous specific period or project phase. A small 5% of customers gave other 

answers for basing their order quantities on, which were: 

 Fashion currently trending 

 Trend forecast based (basing orders on what the trend forecast predict to be in fashion 

for the future) 
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Significance of Merchandise Planning within an Organisation 

The respondents' level of agreement with “How significant is effective merchandise 

planning for an organisation” is: 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.10 
 

This line graph shows that the majority of respondents rated 7 out of 7 for how significant 

merchandise planning for an organisation is. 

 

 82 of the respondents, which represent 100% of the respondents, has done a degree 

of market research or is doing market research on their targeted customers’ 

preferences. 
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Market Research Statistics 

 

 

 

 

 

 

 

 

 

 

Figure 4.11 
 

The respondents had to rate on what they do market research on customers’ references on 

based on the following scale: 

1 = Strongly disagree 

2 = Disagree 

3 = Neither agree nor disagree 

4 = Agree 

5 = Strongly Agree 

6 = Do not know or N/A 

 

The above bar graph represent all the factors the respondents voted 5 for, which means they 

strongly agree that an organisation should do market research on customers’ preferences on 

the above factors. Almost all the respondents strongly agreed with doing market research on 

customers’ preferences on their products and services. Almost half of the respondents agreed 

with doing market research on customers’ preferences on decorations and displays and the 

style and the image of the organisation. Some also strongly agreed with doing market 

research on customers’ preferences on the background music of the store. 
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Other factors of doing market research on customers’ preferences of the respondents were: 

 Price customers are willing to pay 

 Quality of products 

 Efficiency of customer services 

 

Methods of Market Research Statistics 

 

 

 

 

 

 
 

 

 

 

 

 

 

 

Figure 4.12 

 

This pie chart shows that the majority of the respondents do market research via interviewing 

customers or face-to-face interactions with customers, with a 44% of the respondents. 34% of 

respondents do market research by observing the customers, which was the second most 

popular group. 11% of the respondents do market research by surveys or questionnaires; 7% 

through focus groups; and 0% via field trails. 4% of the respondents referred to other 

techniques, which included: 

 Sales data 

 Trend analysis 
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 International shows/exhibitions 

 82 of the respondents, which represent 100% of the respondents, do an evaluation 

whether products and/or services are selling good within their organisation. Reasons 

for this, as well as what organisations do with stock that is not selling good will be 

discussed in the qualitative analysis. 

 

 82 of the respondents, which represent 100% of the respondents believes doing a 

monthly merchandise plan is necessary to plan their stock. 

 

Data to Capture 

What should be captured in order to be able to create an effective merchandise plan? 

 

Percentage of what respondents capture within 

their company 

Total sales 100% 

Initial GP (gross profit) 100% 

Final GP 100% 

Break-even 57.32% 

Markdowns 74% 

Shrinkage 100% 

Stock levels 100% 

Stock turns 100% 

Customer counts 71.95% 

Customer spending 48.78% 

Table 4.3 
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Data Capturing Methods 

How does the above data from Table 4.3 get collected? 

 

 

 

 

 

 

 

 

Figure 4.13 
 

The majority of respondents capture the above data by a POS system. Basically a third of 

biggest group of the respondents used a cash register approach to capture these data, while 

only a very small amount of respondents still makes use of a book record keeping system.  

 

Stocktaking 

 82 of the respondents, which represent 100% of the respondents does stock taking in 

their company as part of the merchandise plan. 
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Stocktaking Periods Statistics 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.14 
 

The above bar graph shows that most organisations do a weekly or a monthly stocktake. 
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Planning and Organising the Merchandise within the store 

Where do respondents merchandise their different products within the store? 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.15 
 

This above chart shows that the majority of the respondents merchandise their products 

within the store by categories or departments, of which 46% respondents agreed with. The 

second most popular factor of where the respondents merchandise products within an 

organisation is by item, with 27% of the respondents. 17% of the respondents merchandise 

their stock by the various suppliers they get their goods from and 10% of the respondents 

merchandise their products by the theme of the range or product. 

 

Visual Merchandising Statistics 

 

The respondents had to rate on what level do they agree that the below factors should be 

taken into account which refers to visual merchandising as part of the merchandising process, 

based on the following scale: 
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1 = Strongly disagree 

2 = Disagree 

3 = Neither agree nor disagree 

4 = Agree 

5 = Strongly Agree 

6 = Do not know or N/A 

 

The following graph represent all the factors the respondents voted 5 for, which means they 

strongly agree that an organisation should take the factors into account. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.16 
 

Figure 4.17, the above bar graph indicates what factors the respondents strongly agree with, 

with regards to visual merchandising. All points in this graph were found to be quite important 

for the majority of the respondents. 
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Phase 2: Qualitative analysis 

 

Questionnaire and Interview analysis 

 

Open-ended questionnaire analysis question 15: 

What opportunities or benefits has market research brought the company? 

 

The respondents noted that the following opportunities or benefits have market research 

brought the company: 

 To see what the competitors are doing and compare with them. 

 To determine what customers want. 

 Better understanding of customers’ preferences and being able to improve on the next 

years' performance by providing the customers with what they want and need. 

 Participating in big national or International events. 

 Keeping in touch with customer needs and expectations. 

 Increasing sales and profit margins. 

 Increasing market share. 

 Better customer satisfaction. 

 Help the organisation grow, taking cues from current trends to update and improve 

standards. 
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Open-ended questionnaire analysis question 16: 

How do you market or promote your business? 

 

The respondents indicated that they market their business via the following methods: 

 SMS 

 Postal service 

 Email 

 Newspaper advertisements 

 TV advertisements 

 Facebook 

 Instagram 

 Website 

 Events 

 Flyers and/or posters 

 Promotions 

 Good presentation of products 

 Word of mouth 

 Catalogue 

 

Open-ended questionnaire analysis question 18.2: 

Reasons for evaluating whether products and/or services are selling good: 

 

The majority of the respondents noted that it is important to evaluate whether their products 

and/or services are selling good in order to keep track of what products to maintain, develop 

or eliminate. They also suggested that this evaluation will help them determine which 

products they can replace with new or “fresh” products on the market. 
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Open-ended questionnaire analysis question 19: 

What happens with merchandise in your organisation that is selling unexpectedly slow 

or not selling at all? 

 

The majority of the respondents explained that they usually put products/services on 

promotions/specials or market them more aggressively to increase sales if they are not selling 

as their desired expectations, and if this does not work they will eliminate (discontinue) the 

specific product or service. 
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Phase 3: Qualitative and quantitative analysis 

Art making practice and SurveyMonkey 

See Addendum F for the Layout of the Survey created by the researcher on 

SurveyMonkey. 

 

The following graph shows the results of the survey, which was automatically created by 

SurveyMonkey after all the responses was collected. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.17 
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*Figure 4.17 - Screenshot from: 

https://www.surveymonkey.com/analyze/QtrI6aI13xDMJ0XCLhay19m3ZsLkb4eMq6Gcz9le4Io_3D 

[Last accessed: 11 October 2015] 

 

(Unfortunately, only the researcher can log in with her username and password to these 

responses.) 

 

Image 1 was designed and influenced by the trends and style that are currently in fashion, 

according to ELLE magazine and Pinterest. Image 2 was created by the researcher based on 

her style and inspirations currently influencing and interesting her. The results have shown the 

following: 

 The responses of this survey added up to 79 respondents. 

 53.16% chose Image 2, which was the researcher’s design, which represented a little 

bit more votes than Image 1. 

 46.84% chose Image 1, which represented the design based on fashion trends and 

styles. 
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5. Findings, Conclusion, Recommendations and 

Direction of Future Research 
 

Introduction 

In the previous chapter the data acquired for this study was collected, analysed and presented in an 

orderly way which makes sense to the reader. In chapter 5, the researcher has summarised all the 

findings and conclusions from the data collected. Firstly, the researcher analyse the demographical 

data found to come to the demographical findings of the study. Thereafter, the researcher has 

organised the conclusions of this study according to the research questions asked earlier in this study. 

The researcher will make her recommendations to the retailer on which this research study was based 

on, from the data she has collected, analysed and interpreted it. In the last section of this chapter, the 

researcher identifies and explains the future direction of this study. 

 

Demographical findings 

The majority of respondents were male, who are single and in the age category of 31-36. Most 

respondents were also full-time employees, who are middle management within Private Companies 

(PTY) Ltd.  
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Research questions revisited 

Main question 

All the findings and conclusions by the researcher are all to support the main question of this 

study: 

 How will an effective merchandise plan contribute to improving business operations 

and profit margins? 

 Research Sub-questions 

The research study will also aim to answer the following sub-questions: 

1. What is effective merchandising processes and what merchandising plan will be 

appropriate for the selected jewellery retailer and manufacturer? 

2. Is merchandise more popular when the design is planned according to customer 

preferences through market research as part of the merchandising process? 

3. What are the benefits of developing and implementing effective merchandise planning 

strategies and processes? 

4. What are the costs of merchandise planning? 

5. How can effective merchandise planning help a business determine what are the right 

products, quantities, prices and life cycles of merchandise they should manufacture or 

purchase? 

6. What is visual merchandising and how can an organisation improve profit margins and 

market share by implementing visual merchandise effectively as part of the 

merchandise planning process? 
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Findings and conclusions for research Question 1: 

What is effective merchandising processes and what merchandising plan will be 

appropriate for the selected jewellery retailer and manufacturer? 

 

When looking at what effective merchandise processes are and how they work, the 

researcher firstly tested what the respondents understand and/or know about merchandise 

planning. Referring to Figure 4.7 and Figure 4.8, it shows that the respondents agree with 

the following statements which serve as definitions of the topic of this study. The mentioned 

statements were:  

1. “Merchandise planning enables an organisation to plan merchandise effectively in 

order to increase profit margins and market share of the organisation.” 

2. “Merchandise planning will help an organisation determine which products, in what 

quantities, prices and fashion-degree levels, to which stores of the organisation, by 

what delivery cycles during the year to stock.” 

Both were created from the data collected and analysed in the literature review, and both of 

these statements was mainly strongly agreed with by the respondents. 

 

The researcher has collected, analysed and interpreted existing merchandise processes and 

made a summarised process from these processes in Figure 2.2. Taking the business model, 

business operations and business structure of the selected jewellery retailer in account, the 

researcher has created an appropriate merchandise planning process for Meraki Jewellery 

Design in Figure 2.3. 

 

As part of the merchandising process, the retailer needs to order merchandise or raw 

materials in order to sell merchandise for a profit. The majority of the respondents base the 

quantities of their orders from suppliers on past sales, taking the previous periods' profit made 

or turnover in account, before placing orders. Refer to Figure 4.9 to see the graph supporting 

this finding. 

 82 of the respondents, which represent 100% of the respondents believes doing a 

monthly merchandise plan is necessary to plan their stock. 
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There are various things to capture in an organisation to develop and implement an effective 

merchandise plan. According to Table 4.3, the most important data that most retailers capture 

for this process are: 

 Total Sales 

 Initial GP (gross profit) 

 Final GP 

 Shrinkage 

 Stock levels 

 Stock turns 

 

Methods of capturing the above data have been found that a POS system is the most popular 

method, according to Figure 4.13. 

 

Findings and conclusions for research Question 2: 

Is merchandise more popular when the design is planned according to customer 

preferences through market research as part of the merchandising process? 

 

 82 of the respondents, which represent 100% of the respondents, has done a degree 

of market research or is doing market research on their targeted customers’ 

preferences. 

 

Figure 4.11 indicates on what organisations should do market research on customers' 

preferences on. The most important factor was products and services. The figure also shows 

that the decorations, displays, style and image of the organisation is also factors that could be 

market researched, to be able to cater successfully for their targeted customers. A few also 

indicated that the background music of the store should be market researched, however a lot 

of retailers believed that playing the music they like and prefer, will attract and please the type 

of customer they would like to be targeting. 
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The best, or most popular, method of collecting market research has been concluded to be 

interviewing customers, or face-to-face interacting with them, according to Figure 4.12. 

 

According to the data collected via the questionnaires, from the open-ended question 

number 16, the following methods are adopted by retailers to market their company and 

product and/or service offerings: 

 SMS 

 Postal service 

 Email 

 Newspaper advertisements 

 TV advertisements 

 Facebook 

 Instagram 

 Website 

 Events 

 Flyers and/or posters 

 Promotions 

 Good presentation of products 

 Word of mouth 

 Catalogue 

 

According to Figure 4.17 (also see Addendum F) the more popular product was the product 

designed and created by the researcher, using her own influences and inspirations currently 

influencing her. This has brought the researcher to come to the following conclusion: although 

the trends and fashion trends of the industry does play a big role in planning merchandise, it 

is still very unpredictable to know whether customers will like a new design. An industry like 

jewellery, which is fashion merchandise, does not really help to plan designs according to 

trends, as customers' taste in such a product are so different. Therefore, the researcher 

believe now that it would be wise to test a new design by putting it on the market for 
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customers to see how the sales go, before planning the manufacturing or purchasing 

processes. The researcher also believes that if this survey was done with the next two new 

designs, it will have a totally different outcome, which makes it very difficult for a retailer to 

plan quantities made of a new design for the specific jewellery retailer. 

 

Findings and conclusions for research Question 3: 

What are the benefits of developing and implementing effective merchandise planning 

strategies and processes? 

 

When looking at the positive points a merchandise plan can bring a company, it is also wise to 

look at the importance, or significance of merchandise planning. Referring to Figure 4.10, the 

merchandise plan is rated highly significant by the majority of respondents which means that 

most retailers take this concept up very seriously. 

 

The open-ended question number 15 of the questionnaire has answered this research 

question. This question has found that the following benefits or opportunities can be derived 

from an effective merchandise plan 

 To see what the competitors are doing and compare with them. 

 To determine what customers want. 

 Better understanding of customers’ preferences and being able to improve on the next 

years' performance by providing the customers with what they want and need. 

 Participating in big national or International events. 

 Keeping in touch with customer needs and expectations. 

 Increasing sales and profit margins. 

 Increasing market share. 

 Better customer satisfaction. 

 Help the organisation grow, taking cues from current trends to update and improve 

standards. 
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Findings and conclusions for research Question 4: 

What are the costs of merchandise planning? 

 

The costs of merchandise planning can also refer to the effort and time being spent in 

implementing merchandise planning within an organisation. The effort of merchandise 

planning can be referred to the various aspects an organisation should do market research 

on. According to Figure 4.11 it is the most important to do market research on customers’ 

preferences on their product and/or service offerings. This might include looking at 

competitors and analysing customers’ needs which is time consuming. Other aspects that 

Figure 4.11 indicated on which organisations should do market research on was: 

 Styles and Image of the organisation 

 Decorations and Displays 

 Background music 

 Quality of products and/or services 

 Price customers are willing to pay 

 Efficiency of customer services 

(Listed in the order of importance founded by the respondents of this research study.) 
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Findings and conclusions for research Question 5: 

How can effective merchandise planning help a business determine what are the right 

products, quantities, prices and life cycles of merchandise they should manufacture or 

purchase? 

 

In order to calculate and monitor stock flowing in and out of the organisation, a retailer can do 

stocktaking on merchandise of the business. 

 82 of the respondents, which represent 100% of the respondents does stock taking in 

their company as part of the merchandise plan. 

 

The bar graph in Figure 4.15 shows that most organisations do weekly or a monthly stock 

takes. 

 

Referring to the open-ended question number 18.2 of the questionnaire, the majority of the 

respondents noted that it is important to evaluate whether their products and/or services are 

selling good in order to keep track of what products to maintain, develop or eliminate. They 

also suggested that this evaluation will help them determine which products they can replace 

with new or “fresh” products on the market. 

 

In order to have the right products, quantities, prices and life cycles of merchandise they 

should manufacture or purchase the organisation should evaluate and monitor how each 

product in their range is selling. According to the open-ended question number 19 of the 

questionnaire, the majority of the respondents explained that they usually put 

products/services on promotions/specials or market them more aggressively to increase sales 

if they are not selling as their desired expectations, and if this does not work they will 

eliminate (discontinue) the specific product or service. 
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Findings and conclusions for research Question 6: 

What is visual merchandising and how can an organisation improve profit margins and 

market share by implementing visual merchandise effectively as part of the 

merchandise planning process? 

 

All the factors that were looked at within this study with regards to visual merchandising of an 

organisation, were very highly rated by the respondents, referring to Figure 4.16. Thus, did 

the researcher came to the conclusion that visual merchandising is quite an important aspect 

of any organisation and can act as a cheap, but effective marketing tool for the company. 

 

As part of visual merchandising, a crucial part of it is how the organisation lay-out and plans 

their merchandise throughout the store. The data collected (refer to Figure 4.15) noted that 

most retailers merchandise their different products within the store by the category or 

department of the products, placing products with similar qualities and specifications into 

groups. This will organise products neatly and efficiently for customers, and would make more 

sense for them, thus will they be able to find merchandise in the store easier, and might be 

buying more products and/or services. 

 

Key Findings of the Study 

 Merchandise Planning has a positive effect on an organisation. It helps an organisation 

plan for the future, and by this better planning processes, it enables the organisation to 

reach more targeted customers and increase profit margins of the organisation. 

 An industry like jewellery design, which is fashion merchandise, does not really help to 

plan designs according to trends, as customers' taste in such a product are so 

different. Therefore, it would be wise to test a new design out by putting it on the 

market for customers to see how the sales go, before planning the manufacturing or 

purchasing processes.  
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Main Conclusion 

Looking at all the research questions, the main conclusions of the study was that effective 

merchandise planning can have a positive effect on business operations, improving profits 

and increasing the market share of the organisation. Although, this study also founded that for 

new product designs of fashion items, the popularity under customers should first be tested 

before the merchandise is planned, because new designs are very unpredictable as 

customers’ taste for fashion merchandise varies from customer to customer.  

 

Recommendations to the selected retailer, Meraki Jewellery Design 

Meraki Jewellery Design should develop a merchandise plan whereby they can plan, organize 

and control their merchandise over, which will help them reach more customers and make 

more profit. They should start off with an in-depth market research process where they collect, 

analyse and interpret data of the customers’ preferences within their organisation. 

Merchandise can be planned by a six-month merchandise plan, as the researcher has 

included within this study, which they will need previously captured sales data for. 

 

The retailer should continuously monitor and evaluate their products and/or services sales 

data in order to ensure offering the right products, quantities, prices and life-cycles of 

merchandise to their targeted customer. This will bring them various benefits and 

opportunities; however the merchandise planning process can be time consuming and also 

cost the organisation effort and money. 

 

When Meraki Jewellery Design designed a new product, they should put research customer 

responses on it, before they plan the merchandise further. New designs are unpredictable, but 

can be tested by asking customers what they prefer via questionnaires or during face-to-face 

interactions. They could also do a survey on customers, which nowadays can easily be done 

on social media, for example, put a picture of the new design on Instagram or Pinterest and 
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ask targeted customers what they think of it. Then the retailer will be able to analyse 

responses of products before planning the manufacturing of the products. 

 

Visual merchandising can act as one of the cheapest, but most effective marketing 

techniques. Meraki Jewellery Design should regularly update the website, social media pages 

and the image of the organisation. Signage and the way of displaying products should be 

carefully acknowledged and carefully been taken care of.  

 

Direction of Future Study 

The focus of this study was merchandise planning, and how it can improve and grow a 

business, including the topic of visual merchandising. As seen in Figure 4.16 all the visual 

merchandise factors looked at within this study was very important to respondents of the 

study, thus can a further study on the details and the focus on visual merchandising be 

carried out in the future for retailers, especially fashion retailers like a jewellery retailer. 

Marketing of a business is a key success factor of an organisation; therefore will a further 

study on visual merchandising be significant to retailers. 
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POLICY STATEMENT 

1.0 Intent The avoidance of plagiarism at all levels of the institution, including all 
undergraduate and postgraduate students, general staff and researchers. It 
is intended that the avoidance of plagiarism be included as part of the 
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curriculum in all programmes. 

2.0 Scope This policy is applicable to the academic conduct of undergraduate and 
postgraduate students, as well as to the professional duties of all staff, 
especially researchers. 

3.0 Objective(s) To promote scholarly academic conduct in line with the values of CPUT, 
through conscientising and empowering students, staff and researchers to 

 use and cite sources;  

 combine information appropriately with their own authentic and original 
work. 

4.0 Definitions 
and Acronyms 

 
Plagiarism  
 
It is the representation of another person’s ideas, research, expressions, 
computer code, design artefacts, or work as one’s own. Examples of 
plagiarism include (but are not limited to): 
 

 copying from print or electronic sources into one’s own work;  

 imitating existing designs in one’s own work; 

 copying another student’s assignment or part thereof; 

 overuse of sources; 

 disguising copying by substitution of wording;  

 paraphrasing without citation.  

 self-plagiarism (repeating own previously published research without 
acknowledgement). 
 

Committing plagiarism is not acceptable to CPUT, and there are serious 
consequences for any person who is found guilty of plagiarism. 
 
The considerations below apply to work that has been submitted formally, 
and not to draft stages, in order to allow opportunity for corrective feedback 
(see 5.1.1). 
 
Level One Plagiarism 

 
Level One plagiarism is a first instance of offence on entry level (first year), 
such as omission of references, imitative paraphrasing, using a single source 
(monophrasing), or a degree of verbatim copying. The latter will include 
verbatim copying without acknowledging sources, as well as extensive 
verbatim copying even with acknowledgement. 
 
Level Two Plagiarism 
 
Level Two plagiarism is a repeat offense of Level One, and applies to first 
year students only.  

 
Level Three Plagiarism 
 
A third offence in the first year, or any form of plagiarism committed after the 
first year by an undergraduate student is regarded as Level Three plagiarism.  
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Level Four Plagiarism 
 
Any act of plagiarism committed by a postgraduate candidate, researcher or 
member of staff. 

5.0 Policy/ 
Procedure 
Principles 

 
5.1 Policy Principles  
 
This section cross-refers to section 5.1 of the Information Literacy Policy.  
 
5.1.1 The Plagiarism Policy recognizes that awareness and 
 understanding of plagiarism is a complex process, and requires 
 initial and continuing training throughout the students’ academic 
 progression. The policy therefore recognizes that an incremental 
 and developmental approach to dealing with plagiarism as an 
 offense is necessary. 
 
5.1.2 All programmes must include a component that offers the student 
 adequate training in the level and use of information skills needed to 
 avoid plagiarism. 
 
5.1.3 The training must take into account the level of the programme, 
 and provision should be made for more advanced training as a 
 student progresses within the levels of programmes offered by the 
 University.  
 
5.1.4 These provisions are equally applicable to all undergraduate and 

post-graduate programmes, short courses, and programmes with 
returning students.  

 
5.1.5 The responsibility for the implementation of this policy is part of the 
 normal academic management process.  
 
5.1.6 As quality assurance of programmes lies with programme 
 conveners, the primary responsibility for the curriculation, 
 implementation and monitoring of this policy lies with them.  
 
5.2 Policy Procedures 
 
5.2.1 Provision of information 
 Departments must ensure that undergraduate students are exposed 

to adequate information literacy training. This should be reinforced for 
senior undergraduate students, and for postgraduate students. 

 
 Students need to be informed that copying from another student, or 
 permitting a fellow student to copy one’s own work, is an offence 
 under the Academic Rules and Regulations. 
 
5.2.2 Undertaking by student. 

It is the responsibility of all students and postgraduate candidates to 
ensure that their work is free of plagiarism. All undergraduate and 
postgraduate students are required to attach a declaration (Appendix 
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1) to all substantive assignments, dissertations and theses asserting 
that their work is their own and free of plagiarism.  

 
5.2.3 Suspicion of plagiarism 
 Lecturers may raise the suspicion of plagiarism based on: 
  

 the lecturer’s or supervisor’s own expert judgement; 

 the use of a search engine to locate the source of the suspect 
text; 

 the application of software to determine originality, such as 
Turnitin. 

 
5.2.4 Process to be followed on detection of plagiarism  
 
5.2.4.1 On detection of Level One plagiarism, the staff member concerned 

will ascertain whether it is in fact a first offence by checking the 
departmental records. Secondly, he or she will ensure that the 
student receives further information on plagiarism. The student will 
then be allowed to rewrite the assignment, which will be reassessed 
to a maximum mark of 50%. A record of the incident will be kept by 
the department, and a letter of warning (Appendix 2) will be issued. 
 

5.2.4.2 On detection of Level Two plagiarism, the student will receive 0% for 
the assignment, without the opportunity of resubmission. A record of 
the occurrence will be kept by the department. A letter of warning 
(Appendix 3) will be issued. 
 

5.2.4.3 On detection of Level Three plagiarism, the student will receive 0% 
for the assignment, without the opportunity of resubmission. The 
matter will also be reported to the head of department for an internal 
disciplinary hearing. This will usually result in cancellation of the 
subject for a period of time if found guilty. The disciplinary committee 
or presiding officer may, however, apply a suspended sentence, or 
more severe sanctions, in accordance with the particular 
circumstances of the offense (refer to Academic Rules and 
Regulations).  
 

5.2.4.4 On detection of possible Level Four plagiarism for students, the 
matter will be referred by the HOD to an institutional disciplinary 
committee. 
 

5.2.4.5  On detection of possible plagiarism by any staff member (in the 
context of studying towards a higher degree, or in the context of 
published research), the matter will be referred by the staff member’s 
line manager to an institutional disciplinary committee. 
 

5.2.5 Institutional Disciplinary Committee 
This committee will hear the matter (5.2.4.4 or 5.2.4.5) and if the 
person concerned is found guilty, will make a final decision on what 
punitive measures to apply – such as suspension for a specified 
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period of time, expulsion or, in cases where plagiarism is found after 
awarding a degree, the withdrawal of the qualification. In cases of 
academic staff plagiarism, penalties could also include probation, 
suspension, or dismissal. 
 

6.0 
Responsibility 

6.1. Organizational Implementation 
 
6.1.1    Programme level  
 The head of department or equivalent academic leader is 
 responsible to ensure that the Plagiarism Policy is appropriately 
 implemented within each programme.  
 
 The head of department must ensure distribution of this policy to all 

academic staff members, and discussion thereof at  departmental 
meetings for the purpose of contextualisation and adaptation to the 
disciplines represented in the specific academic department: 

 
6.1.2 Faculty level 
6.1.2.1 The appropriate Faculty bodies (Academic Planning Committees, 

Teaching and Learning Committees, Research Committees, 
Research Coordinators, Language Coordinators, and Quality 
Committees) are responsible for developing staff awareness of the 
policy, and for appropriate teaching of plagiarism awareness within 
each programme.  

 
6.1.2.2 The Faculty Language Coordinator/Academic Literacy 

Coordinator/Research Coordinator (or other appropriate person) is 
responsible for the coordination of appropriate interventions within the 
Faculty.  

 
Thus responsibility for implementing the policy is held by: 

 

 All academic departments 

 All research units 

 Higher Degrees Committee 

 Relevant Faculty Committees 

 Undergraduate & postgraduate students 

 Lecturers 

 Researchers 

  

 

7.0 Accountability and Authority:  

Implementation: Academic departments, heads of units, deans of faculties, research 
units. 
Higher Degrees Committee 
Teaching and Learning Committee 

Compliance: All staff and students 

Monitoring and 
Evaluation: 

Academic departments 
Heads of units 
Higher Degrees Committee 



                           TL/Plag Pol/V3/12 
______________________________________________________________________________________ 

______________________________________________________________________________________ 

                                                                              2012/06/29. 6  

Quality Management Directorate 

Development/Review: Teaching and Learning Committee 

Review and 
Recommendation by 
Committee of Council 

 

Approval Authority: Council 

Interpretation and 
Advice: 

Research Directorate 
Quality Management Directorate 

 

8.0 Who should know this policy? 

 Deputy Vice Chancellor: Academic 

 Deputy Vice Chancellor: Research 

 Deans 

 Heads of Academic schools and departments  

 Heads of Units 

 Academic Staff, in particular supervisors of bachelor’s degree/Honours projects and 
postgraduate supervisors of dissertations and theses, and staff who conduct research. 

 Undergraduate and postgraduate students 

 Researchers 

 Lecturers 

 

9.0 
Policy/procedure 
implementation 
plan 

 Copies of the CPUT Policy on Plagiarism are to be distributed to all 
academic staff members via academic heads of department. 

 The CPUT Policy on Plagiarism is to be discussed at departmental 
meetings for the purpose of contextualisation and adaptation to the 
disciplines represented in specific academic departments. 

 All undergraduate students are to be provided with a departmental 
version of the student declaration (see 5.2.2 above, as well as 
Appendix 1). 

 All undergraduate student guides should include an explanation on 
plagiarism, and a list of student resources (see 10.0 Resources 
Required). 

 All master’s and doctoral candidates to submit a declaration, prior to 
examination, that their thesis/dissertation/design is free of plagiarism. 

 The University Research Fund must be satisfied prior to extending 
grants that no plagiaris m is involved in the project for which funding 
is sought. 

10.0 Resources 
required 

The following resources are recommended for distribution to all 
undergraduate students and master’s and doctoral candidates; individual 
departments should add to the list with specific resources from their own 
fields and contexts: 
 
Research and the Harvard method of bibliographic citation: a research 
writing and style guide for postgraduate students (CPUT) 
http://ixion.cput.ac.za/library_2/library_pdf/harvard_referencing_guide.pdf  
Information Literacy Online Module (CPUT) 
http://ixion.cput.ac.za/library_2/infoLit/index.html 
Avoiding Plagiarism (Purdue University Writing Lab) 
http://owl.english.purdue.edu/handouts/research/r_plagiar.html 

http://ixion.cput.ac.za/library_2/library_pdf/harvard_referencing_guide.pdf
http://ixion.cput.ac.za/library_2/infoLit/index.html
http://owl.english.purdue.edu/handouts/research/r_plagiar.html
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Quoting, Paraphrasing and Summarizing (Purdue University Writing 
Lab) 
http://owl.english.purdue.edu/handouts/research/r_quotprsum.html 
Quoting & Paraphrasing (University Wisconsin-Madison Writing 
Center)  
http://www.wisc.edu/writing/Handbook/QuotingSources.html 
Paraphrase: Write it in your own words (Purdue University Writing 
Lab) 
http://owl.english.purdue.edu/handouts/print/research/r_paraphr.html 

 

11.0 
Acknowledgement 

The four-level definition of plagiarism was adapted, with permission, 
from Academic Integrity at Curtin: Student Guidelines for Avoiding 
Plagiarism, Perth: Curtin University of Technology (2010). 

12.0 Answers to 
FAQ 

 Does this policy apply to all students’ work? 
 

Yes. Students must attach a declaration to all assignments that their 
work is free of plagiarism. Copying from another student’s 
assignments or test answers  – even a short answer or single 
calculation – is plagiarism, and the procedures for the detection of 
plagiarism would apply. 

 

 Does this policy apply to staff members? 
 

Yes. Staff members are subject to the policy on plagiarism: in 
carrying out their professional duties (including study material 
distributed to students); or in their role as candidates enrolled in 
undergraduate or postgraduate studies at CPUT; and as 
researchers. 

 

 Does this policy apply to published papers? 
 

Yes. Policy procedures following the detection of plagiarism will 
apply if plagiarism is detected in a published paper, be it as a 
requirement for a master’s or doctoral degree, or for non-degree 
purposes. 

 

 Does this policy apply to artefacts? 
 

Yes. Those departments involved in the design of graphic or 
technological artefacts must adapt the plagiarism declaration 
(example in Appendix 1) to suit their contexts and disciplines, and 
must provide resources for the avoidance of plagiarism to 
undergraduate and postgraduate students in their specialised fields. 

 

EFFECTIVENESS OF THE POLICY  

Performance 
Indicator(s): 

 Development of departmental resources for avoidance of plagiarism 

 Provision of software to determine originality to all departments 

 Number of supervisors trained in the use of such software 

 Number of students trained in avoidance of plagiarism 

 Number of cases of plagiarism reported by CPUT staff 

http://owl.english.purdue.edu/handouts/research/r_quotprsum.html
http://www.wisc.edu/writing/Handbook/QuotingSources.html
http://owl.english.purdue.edu/handouts/print/research/r_paraphr.html
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 Number of cases of plagiarism detected by external moderators or 
examiners 

 Number of academic departments that have documented a process 
contextualising the policy for their own disciplines  
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Appendix 1: Example of Declaration 

 
The work attached is my* own, original work, i.e. free of plagiarism. All sources used in 
this work have been referenced, using the ………………… system of in-text and end-of-
text referencing.  
 
Signed:……………………….                                   Date:................................. 
 

*The declaration can be modified in the case of a group assignment. 
 
Appendix 2: Example of Letter of Warning for Level One Plagiarism 

 
Dear ………………… 
 
The marked sections on pp………………………of your assignment/ thesis/dissertation 
have been plagiarised. As this is an example of Level One plagiarism, you will be 
allowed to rewrite the assignment, which will be reassessed to a maximum mark of 50%. 
A record of the incident will be kept by the department. Should you commit plagiarism 
again, it will become Level Two plagiarism, which will result in more severe penalties. 
 
Plagiarism is wrong, and there are negative consequences for persons who commit this 
offence. Any further acts of plagiarism will put you at risk of having your degree 
withdrawn, or of expulsion, or both. 
 
Yours faithfully, 
 

 
Appendix 3: Example of Letter of Warning for Level Two Plagiarism 

 
Dear ………………… 
 
The marked sections on pp………………………of your assignment/ thesis/dissertation 
have been plagiarised. As this is an example of Level Two plagiarism, you are awarded 
0% for the assignment, without the opportunity to resubmit.  
 
Plagiarism is wrong, and there are negative consequences for persons who commit this 
offence. Any further acts of plagiarism will put you at risk of having your degree 
withdrawn, or of expulsion, or both. 
 
Yours faithfully, 
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Addendum B: 
Authority letter 

 



Authorisation letter – Meraki Jewellery Design 

Page 1 

Meraki Jewelllery Design 

 
44 Orange Road 

Gardens 

Cape Town 

8001 

 

11 May 2015 

 

To whom it may concern, 

 

LETTER TO AUTHORISE PERSON TO USE COMPANY'S NAME AND INFORMATION 

 

I, Megan Keyser, hereby authorise the researcher, Nina Hattingh, to use my company's name: 

Meraki Jewellery Design, in the research proposal and the research project she is given from Cape 

Peninsula University of Technology for the subject: Research Methodology 4. I will also allow the 

researcher, Nina Hattingh, to use the information published on my website, that I give to her 

during interviews and the images on the website, Instagram and Facebook. 

 

I see how the findings of this research project may give me some insight and knowledge with 

regards to merchandise management, which might result in an increase of profit margins and 

productivity, thus will I allow her to use my business' name and information to base her project on. 

I grant her permission to submit this information of my business in the research study to Cape 

Peninsula University of Technology, and I am aware that other parties might also read this 

document. 

 

The authorisation to use the company's name, information and images (Meraki Jewellery Design) 

for research purposes, is valid until the researcher, Nina Hattingh, has completed her studies at 

Cape Peninsula University of Technology. 

 

Megan Keyser 

Meraki Jewelllery Design 



Authorisation letter – Meraki Jewellery Design 

Page 2 

 

Full name: _____________________________________________ 

Signed at:  _____________________________________________ 

Date: _____________________________________________ 

Signature: _____________________________________________ 

 

 

Researcher (student): _____________________________________________ 

Student number: _____________________________________________ 

Signed at: _____________________________________________ 

Date: _____________________________________________ 

Signature: _____________________________________________ 

 



P a g e  | 85 
 

 

 

 

Addendum C: 
Research Budget 



Research Budget

Activity Description / Times Sum Notes
Total per 

year/project

Ink for printer Per cartridge. (2 x R95) 1 R 190.00

Paper 1 pack paper to print research to analyse. (1 x R75) 2 R 75.00

Stationary
Pens, notebooks, paper and other 

stationary.
(2 x R50) 3 R 100.00

Travelling costs
Petrol cost for executing data collection: 

interviews and questionnaires.
Estimated amount 4 R 1 200.00

Coffee

The researcher will meet industry experts 

like Megan Keyser, owner of Meraki 

Jewellery Design for coffee and will pay for 

both coffees as a token of appreciation for 

their time.

(2 x R20 x 10) 5 R 400.00

Internet Per month. (12 x R300) 6 R 2 700.00

Art making practice 2 per project. (2 x R150) +(5 x R150) 7 R 1 050.00

Questionnaire printing
Printing of 200 questionnaires to get at 

least 70 respondents.
(2 x R75) + (2 x R95) 8 R 340.00

Library costs
Fines of books at the library and 

photocopying costs.

(R30 fines and R120 

photocopying costs)
R 150.00

Printing and binding

Final printing and binding of the Research 

Project and Research Proposal at Wizards 

Print & Design, a Cape Town printing 

service, who has an outstanding printing 

quality.

(R150 + R15 + R300 + R15) 9 R 480.00

R 6 685.00

Capital (work) Salary from work

The certain amount that the 

researcher will need to put 

away from salary.

10 R 7 500.00

R 7 500.00

Excess amount for research study Income minus Expenses 11 R 815.00

Capital

Total income

Excess / Utilise

Research costs

Final project

Total expenses

Income

Research Budget
Cost of research study

This budget will identify and determine how much the researcher will 

spend on data gathering and analysing of the investigation and submitting 

the reserch proposal and the research project.

In this table the researcher work on an average of 25 visits to the 

organisation, which may slightly differ a bit in real life.

Expenses
Research Materials

Page 1



Notes

1

To refill ink cartridges are R95 per cartridge. Maximum 1 colour cartridge and 1 black 

cartridge will be necessary. This ink will be used for gathering and  printing 

information in order to analyse it. The final printing will be done at Wizardz as their 

quality of printing is at high standards.
2 1 pack of paper costs R75.

3
Buy stationary in the beginning and in the middle of this project to be able to do 

research neat and effectively.

4 Estimate amount to be used on petrol for executing the research study. 

5
Interviews with Megan will usually be during the week, this is usually in the evenings 

after class, or during the day while she is busy at the studio, where two cuppicinos 

will be purchased, for her and the researcher.

6

In order to do research Internet costs will be R300 per month (for a MTN dongle). A 

contract has been signed to provide Internet for 12 months in order to use the 

Internet for this investigation, although it will only be used for this project for about 

9 months.

7
Materials and equipment needed to for the art making practice where two pieces of 

jewellery will be made, including R120 per day studio hire fee, and the researcher 

will need 5 days to make these two jewellery pieces.

8
Printing of 200 questionnaires to get at least 70 respondents. This will be at least 2 

packs of paper of R75 each, and one black and one colour ink cartridge of R95 each, 

thus adding up to R340.

9
Printing of the Research Proposal will be R150. With a binding cost of R15. The 

research project's printing costs will be R300, also with a binding cost of R15.

10

Amount of part-time jobs' salaries (from Sgt. Pepper and Meraki Jewellery Design) 

that need to be put away to pay for the expenses of this research study. The 

researcher should have a bit more than all the expenses available in order to be 

prepared for variations of costs or unforeseen costs, explaining why the income 

available should be R7 500 where the planned expenses only adds up to R6 995.

11
The researcher will have an amount of R815 in excess, to be available for unforeseen 

costs, i.e. costs they didn't expect or costs that were more than expected.

Notes of Research Budget

Page 1
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Addendum D: 
Six-month Merchandise Plan (Corral, 2012) 
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Addendum E: 
The two jewellery pieces the made for the 

art making practice 
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Addendum F: 
The Layout of the Survey created on 

SurveyMonkey 
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Addendum G: 
Questionnaire created by researcher to 

collect data for this research study 

 

 

 



Research questions revisted

Evaluation of how Effective Merchandise Planning Processes will Improve Business

Operations and Profits for a Selected Jewellery Manufacturer and Retailer in Cape Town.

On the subject of merchandise planning, with reference to the statement of the problem, the 

main question of this research will be:

 How will an effective merchandise plan contribute to improving business operations 

and profit margins?

The research study will also aim to answer the following sub-questions:

1. What is effective merchandising processes and what merchandising plan will be 

appropriate for the selected jewellery retailer and manufacturer?

2. Is merchandise more popular when the design is planned according to customer 

preferences through market research as part of the merchandising process?

3. What are the benefits of developing and implementing effective merchandise planning 

strategies and processes?

4. What are the costs of merchandise planning?

5. How can effective merchandise planning help a business determine what are the right 

products, quantities, prices and life cycles of merchandise they should manufacture or 

purchase?

6. What is visual merchandising and how can an organisation improve profit margins and 

market share by implementing visual merchandise effectively as part of the 

merchandise planning process?



How research data will be collected

Research questions How data will be
collected in order

to answer
research
question

Type of
research

Main
question

What factors within an effective merchandise 

plan will contribute to improving business 

operations and profit margins?

Through all the 
below methods.

Triangulation: 
combination of 
qualitative and 
quantitative 
research

1 What is effective merchandising processes and 

what merchandising plan will be appropriate for 

the selected jewellery retailer and 

manufacturer?

Questionnaire
Document analysis
Interviewing

Triangulation: 
combination of 
qualitative and 
quantitative 
research

2 Is merchandise more popular when the design 

is planned according to customer preferences 

through market research as part of the 

merchandising process?

Art making practice
Social Media survey

Quantitative 
research

3 What are the benefits of developing and 

implementing effective merchandise planning 

strategies and processes?

Questionnaire
Document analysis

Triangulation: 
combination of 
qualitative and 
quantitative 
research

4 What are the costs of merchandise planning? Questionnaire
Document analysis

Quantitative 
research

5 How can effective merchandise planning help a 

business determine what are the right products, 

quantities, prices and life cycles of merchandise

they should manufacture or purchase?

Questionnaire
Document analysis

Triangulation: 
combination of 
qualitative and 
quantitative 
research

6 What is visual merchandising and how can an 

organisation improve profit margins and market 

share by implementing visual merchandise 

effectively as part of the merchandise planning 

process?

Questionnaire Qualitative 
research



RESEARCH STUDY ON MERCHANDISE

MANAGEMENT

21 September 2015

Dear potential research participant,

RE: REQUEST FOR PARTICIPATION IN A QUESTIONNAIRE SURVEY

I, Nina Hattingh, am conducting an academic research study at B-Tech level in the 

Department of Retail Business Management at the Cape Peninsula University of Technology, 

Cape Town (South Africa). I am inviting you to participate in my final project by completing the

attached questionnaire in order to collect data for this research study. My topic of study is: 

“Evaluation of how Effective Merchandise Planning Processes will Improve Business 

Operations and Profits for a Selected Jewellery Manufacturer and Retailer in Cape 

Town”.

This research study was inspired by one of the most famous retailing concepts, “Retail  is

Detail”,  Randy Mott,  the Chief Intelligence O cer of  Walmart  also said it.  The researcherffi

believes that a retailer's success greatly depend on how the business is planned, in detail.

Merchandise Planning entails the planning of merchandise effectively in order to increase

profit margins and market share while reducing losses.

The main objective of  this  study is  to  investigate how e ective merchandise planning anff

organisation  can  benefit  from. It  will  focus  on  the  importance  and  implications  of  a

merchandise plan, as well as e ective merchandising processes.ff

DEPARTMENT OF RETAIL BUSINESS MANAGEMENT

Researcher: Nina Hattingh

Lecturer: Dr. Virimai Victor Mugobo

B-Tech: Retail Business Management

Cape Peninsula University of Technology



As you are someone who is working with merchandise within a successful company, your

contribution will be valuable by assisting me in answering the research questions, reaching

the research objectives and testing the hypotheses. I therefore kindly request for your help by

completing this questionnaire and would be truly grateful for your participation.

The  questionnaire  has  (approximately)  28 questions,  mostly  answered  by  ticking  off  the

appropriate answer. Participation of the questionnaire is completely voluntary. You will remain

completely anonymous, so please do not fill in a name in order for all information in the study

to  remain  confidential.  If  you  do decide  to  participate  in  the  questionnaire,  please  try  to

answer all questions as honestly as possible, in order for the researcher to collect realistic,

accurate  data.  There  will  be  no  compensation  nor  any  known  risk  for  completing  the

questionnaire.

This study will be submitted to Cape Peninsula University of Technology, and you could report

any dissatisfaction with the manner of how the research is conducted or ask any questions on

information  about  the  assignment  to  my  lecturer,  Dr.  Virimai  Victor  Mugobo  at:

mugobov@yahoo.com or 021 460 3030 or myself (Researcher) at: 083 976 6582.

Thank you in advance for your cooperation in my research.

Yours sincerely,

Nina Hattingh

RESEARCHER

Signature: Date:

___________________ ___________________

Student number: 212004336

Email: ninahattingh@yahoo.com

Contact number: 083 976 6582

Project leader: Dr. Virimai Victor Mugobo

mugobov@yahoo.com

mailto:mugobov@yahoo.com
mailto:mugobov@yahoo.com


Questionniare

The following questions will help me to complete a research study on merchandise 

planning.

Section A - Demographical Data / General Information

1 What is your gender?

(Please answer by placing an X in the appropriate box, only one answer is

possible.)

1.1 Male

1.2 Female

2 What is your marital status?

(Please answer by placing an X in the appropriate box, only one answer is

possible.)

2.1 Single

2.2 Married

2.3 Widowed 

2.4 Other

Please specify:_______________________________

Questionnaire number

_____________



3 In which age category do you belong?

(Please answer by placing an X in the appropriate box, only one answer is

possible.)

3.1 Under 20

3.2 21-25

3.3 26-30

3.4 31-35

3.5 36-40

3.6 41-45

3.7 46-50

3.9 51-55

3.9 56-60

3.9 61 and above

4 In which category do you belong?

(Please answer by placing an X in the appropriate box, only one answer is

possible.)

4.1 Full-time Employed

4.2 Part-time Employed

4.3 Owner / board member

4.4 Self-employed

4.5 Student (If you select this option, please continue from question 9)

4.6 Pensioner (If you select this option, please continue from question 

9)

4.7 Unemployed (If you select this option, please continue from 

question 9)

4.8 Other

Please specify:_______________________________



5 Which of the following categories best describe your position within the 

company?

(Please answer by placing an X in the appropriate box, only one answer is

possible.)

5.1 Unskilled (general hand)

5.2 Semi skilled

5.3 Skilled (artisan)

5.4 Supervisory

5.5 Junior Management

5.6 Middle Management

5.7 Senior Management (Executive)

5.8 Owner/board member

5.9 Other, Please specify:_______________________________

6 What type of company are your organisation / the organisation in which 

you are employed in?

 (Please answer by placing an X in the appropriate box, only one answer 

is possible.)

6.1 Sole Proprietor

6.2 Partnership

6.3 Private Company – (PTY) Ltd.

6.4 Personal Liability Company – Inc.

6.5 Public Company (Ltd.)

6.6 State Owned Companies - SOC

6.7 Business trust

6.8 External Company

6.9 Other, Please specify:_______________________________



Section B – Perceptions and attitudes towards Merchandise Planning

7 Please use the following scale to respond to the statements below:

[1:  Strongly  Disagree;  2:  Disagree;  3:  Neither  agree  nor  disagree;  4:

Agree; 5: Strongly Agree; 6: Don’t Know]

(Please answer by placing an X in the appropriate box, only one answer

is possible.)
Merchandise Planning… 1 2 3 4 5 6

7.1 Enables an organisation to plan 

merchandise effectively in order to 

increase profit margins and market 

share of the organisation
7.2 Will help an organisation determine 

which products, in what quantities, 

prices and fashion degree-levels, to 

which stores of the organisation, by 

what delivery cycles during the year to 

stock

8 Please use the following scale to respond to the statements below:

[1: Strongly Disagree; 2: Disagree; 3: Neither agree nor disagree; 4: Agree;

5: Strongly Agree; 6: Don’t Know]

(Please answer by placing an X in the appropriate box, only one answer is

possible.)
Merchandise Planning should include… 1 2 3 4 5 6

8.1 Recording monthly sales
8.2 A forecasted budget for the following 

year
8.3 Analysing the interests of your customers

in order to establish whether products 

and services provided are appropriate for

targeted customers



9 Which of the following factors best describe what you base your order 

quantities on?

(Please answer by placing an X in the appropriate box, more than one

answer is possible.)

9.1 Past sales

9.2 Previous orders

9.3 Just-in-stock (order just before stock is running 

low)

9.4 As stock is already sold out, purchase more 

stock to sell

9.5 Other

Please 

specify:_______________________________

10. How significant is effective merchandise planning for an organisation?

(Please rate your answer by placing an X in the block of your choice, only one 

answer is possible)

1 2 3 4 5 6 7

Less More

Significant Significant 

11 Do you or your group do market research on customers' preferences?

(Please answer by placing an X in the appropriate box, only one answer is

possible.)

11.1 Yes

11.2 No (If you select this option, please continue 

from question 16)



12 Please use the following scale to respond to the statements below:

[1:  Strongly  Disagree;  2:  Disagree;  3:  Neither  agree  nor  disagree;  4:

Agree; 5: Strongly Agree; 6: Don’t Know]

(Please answer by placing an X in the appropriate box, only one answer

is possible.)
We do market research about customers' 

preferences on…

1 2 3 4 5 6

12.1 Products and services
12.2 Style and image of the organisation
12.3 Background music
12.4 Decorations and displays
12.5 Other

Please specify: 

_______________________________

_______________________________

13. What opportunities or benefits has market research brought the company?

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

14. How do you market or promote your business?

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________



15 Which of the following methods do you or your group use to conduct 

market research?

(Please answer by placing an X in the appropriate box, only one answer is

possible.)

15.1 Interviewing / Face-to-face interactions

15.2 Observation

15.3 Surveys / Questionnaires

15.4 Field trails

15.5 Focus groups

15.6 Other

Please 

specify:___________________________________

__________________________________________

_____

16.1 Do you or your group evaluate whether each product or service is selling 

good?

(Please answer by placing an X in the appropriate box, only one answer is

possible.)

16.1.1 Yes

16.1.2 No

17.   Please give a reason for your answer:

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

18.   What happens with merchandise in your organisation that is selling unexpectedly 

slow or not selling at all?

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________



19 Do you have a merchandise plan which you do on a monthly basis to 

plan stock?

(Please answer by placing an X in the appropriate box, only one answer

is possible.)

19.1 Yes

19.2 No

20 Please use the following scale to respond to the statements below:

[1:  Strongly  Disagree;  2:  Disagree;  3:  Neither  agree  nor  disagree;  4:

Agree; 5: Strongly Agree; 6: Don’t Know]

(Please answer by placing an X in the appropriate box, only one answer

is possible.)
An effective merchandise plan may help the 

organisation…

1 2 3 4 5 6

20.1 Improve the quality and effectiveness 

of the workforce
20.2 Reduce errors caused by date and 

design changes
20.3 Eliminate documentation errors that 

increase manufacturing (of 

merchandise) costs
20.4 Increase the usage of technology to 

minimise the cost and time of business 

activities
20.5 Reduce cycle times



21 Do you capture?

(Please answer by placing an X in the appropriate box, if your answer is

yes to the question.)

21.1 Total sales

21.2 Initial GP (gross profit)

21.3 Final GP

21.4 Break-even

21.5 Markdowns

21.6 Shrinkage

21.7 Stock levels

21.8 Stock turns

21.9 Customer counts

21.10 Customer spending

21.11 Other

Please 

specify:___________________________________

22 How do you collect the above data?

(Please answer by placing an X in the appropriate box, only one answer is

possible.)

22.1 Cash register

22.2 POS system

22.3 Book record keeping

22.4 Other

Please 

specify:___________________________________



23 Please use the following scale to respond to the statements below:

[1:  Strongly  Disagree;  2:  Disagree;  3:  Neither  agree  nor  disagree;  4:

Agree; 5: Strongly Agree; 6: Don’t Know]

(Please answer by placing an X in the appropriate box, only one answer

is possible.)
Merchandise planning will help an 

organisation determine...

1 2 3 4 5 6

23.1 Who their targeted customers is
23.2 Which products to eliminate, maintain 

or develop
23.3 Range of products and departments
23.5 Stock levels and ratios

24.  How significant is the following factors which relates to merchandise planning for 

an organisation? In other words, how significant is the following topics in terms of 

merchandise planning of your organisation?

24.1. Customer loyalty:

(Please rate your answer by placing an X in the block of your choice, only one 

answer is possible)

1 2 3 4 5 6 7

Less More

Significant Significant 



24.2. Customer satisfaction:

(Please rate your answer by placing an X in the block of your choice, only one 

answer is possible)

1 2 3 4 5 6 7

Less More

Significant

24.3. Employee satisfaction:

(Please rate your answer by placing an X in the block of your choice, only one 

answer is possible)

1 2 3 4 5 6 7

Less More

Significant Significant 

24.4. Employee turnover:

(Please rate your answer by placing an X in the block of your choice, only one 

answer is possible)

1 2 3 4 5 6 7

Less More

Significant Significant 



25 Do you or your group do stock take?

(Please answer by placing an X in the appropriate box, only one answer is

possible.)

25.1 Yes

25.2 No (If you select this option, please continue 

from question 26)

26 If yes, how often do you do stake take?

(Please answer by placing an X in the appropriate box, only one answer is

possible.)

26.1 Every day

26.2 Weekly

26.3 Monthly

26.4 Yearly

26.5 Other

Please 

specify:_______________________________

27 How do you determine where to best merchandise each of your product 

categories?

(Please answer by placing an X in the appropriate box, only one answer is

possible.)

27.1 Category/Department

27.2 Theme

27.3 Item

27.4 Supplier

27.5 Other

Please 

specify:_______________________________



28 Please use the following scale to respond to the statements below on

visual merchandising:

[1:  Strongly  Disagree;  2:  Disagree;  3:  Neither  agree  nor  disagree;  4:

Agree; 5: Strongly Agree; 6: Don’t Know]

(Please answer by placing an X in the appropriate box, only one answer

is possible.)
It is important for an organisation to… 1 2 3 4 5 6
28.1 Pay attention to lighting of your store 

and merchandises displayed.
28.2 Pay attention to using different 

brightness or tones of light to stimulate 

your preference of product items.
28.3 Regularly update your website to keep 

your customers up-to-date on 

promotions and events of your 

organisation.
28.4 Use decorations that display your 

products and image of the organisation

to the customers.
28.5 Pay attention to your front and window 

displays.
28.6 Have clear signage in the front of your 

store in order for anyone to see when 

they walk/drive by.

Thank you for your time in completing this questionnaire.
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