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ABSTRACT
Customer service plays an important role in the success of small independent retail businesses, particularly at a time when they face increasing competition from supermarkets and online retailers. While larger organisations often compete through lower prices and wider product ranges, small businesses depend more heavily on customer relationships, trust and personalised service to encourage repeat purchases. This dissertation investigates how customer service influences customer loyalty within small independent shops in Birmingham.
The study adopted a primary research approach supported by a review of existing academic literature. Primary data were collected using questionnaires distributed to 20 employees working in independent retail businesses and 30 customers who regularly shop in these businesses. The questionnaires explored participants’ opinions regarding the factors that encourage repeat purchases, the importance of service quality and the reasons customers decide to stop visiting particular shops.
The findings indicate that friendly staff, honest communication, personalised interactions and effective handling of complaints have a stronger influence on repeat purchasing than low prices. Although many shop owners believed price was the main concern for customers, the majority of customers stated that respectful treatment and trust were more important than discounts. The results also highlight that many improvements in customer service require little or no financial investment but depend on consistent staff behaviour and communication.
The dissertation concludes that excellent customer service represents one of the strongest competitive advantages available to independent retailers in Birmingham. Practical recommendations are provided to help small businesses improve customer loyalty through simple and cost-effective improvements to everyday customer interactions.

Chapter one.  
INTRODUCTION
1.1 Background of the Study
Small independent retail businesses have always played an important role in Birmingham’s economy and local communities. Unlike national supermarket chains and multinational retailers, independent businesses often provide a personalised shopping experience, local knowledge and closer relationships with customers. These businesses contribute to employment opportunities, encourage local economic growth and help maintain the character of neighbourhood shopping areas. However, the retail sector has changed considerably over recent years due to increasing competition from supermarkets, online shopping platforms and changing consumer behaviour.
Large retailers are able to offer competitive prices because they purchase products in bulk and benefit from economies of scale. At the same time, online retailers provide convenience by allowing customers to compare prices, read reviews and receive next-day delivery without visiting physical stores. As a result, many independent retailers experience increasing financial pressure and must identify alternative ways to remain competitive.
One strategy that has received considerable attention in business and marketing literature is the delivery of high-quality customer service. Unlike larger retail organisations, independent shops often develop close relationships with their customers through regular face-to-face interactions. Customers may know the owner personally, receive tailored advice and experience greater flexibility when problems arise. These personalised interactions help to build trust, improve customer satisfaction and encourage repeat purchasing behaviour. As a result, customer service can provide a sustainable competitive advantage for independent retailers, particularly where competing on price alone is not feasible.
Despite these advantages, many small independent retailers continue to focus primarily on competing through price. However, matching the prices offered by large supermarkets is often unrealistic because independent businesses typically face higher purchasing costs and operate with more limited financial resources. Consequently, customer service represents a more sustainable competitive advantage, enabling independent retailers to differentiate themselves through personalised service, trust and long-term customer relationships rather than price competition alone.
Birmingham provides an appropriate setting for this research because it is one of the largest and most diverse cities in the United Kingdom, with a substantial number of independent retail businesses serving local communities. Investigating how customer service influences repeat purchasing behaviour within this context will provide valuable insights and practical recommendations for independent retailers seeking to improve customer loyalty and remain competitive in an increasingly challenging retail environment.
 
1.2 Problem Statement
Although customer service has been widely researched, much of the existing literature focuses on large organisations, supermarkets, hotels and multinational companies. Comparatively little research has examined how customer service influences repeat purchasing behaviour within small independent retail businesses in Birmingham.
Furthermore, many previous studies have investigated either customer opinions or business perspectives separately. There is limited research that directly compares the views of employees and customers to determine whether independent retailers fully understand customer expectations. Without this understanding, businesses may focus their efforts on areas that customers do not consider most important, reducing their ability to build long-term customer loyalty.
This study addresses these gaps by examining customer service from both employee and customer perspectives within independent retail businesses in Birmingham. By comparing these viewpoints, the research provides a better understanding of the factors that encourage repeat purchasing and identifies practical, cost-effective recommendations that independent retailers can implement to strengthen customer loyalty and improve business performance.
 
1.3 Research Aim
The overall aim of this research is to investigate how customer service influences repeat purchasing behaviour among customers of small independent retail businesses in Birmingham.
 
1.4 Research Objectives
To achieve the research aim, this study has the following objectives:
1. To critically examine the literature on customer service, service quality, customer satisfaction and customer loyalty in small independent retail businesses.
2. To investigate the perceptions of customers and employees regarding customer service in small independent retail businesses in Birmingham.
3. To compare the views of customers and employees on the factors that influence repeat purchasing and customer loyalty.
4. To provide practical recommendations that small independent retailers can implement to improve customer service and encourage customer loyalty.


1.5 Research Questions
The research seeks to answer the following questions:
1. Which aspects of customer service encourage customers to return to independent shops?
2. Which service failures discourage customers from returning?
3. How do employees and customers differ in their views of good customer service?
4. What practical improvements can independent retailers make to increase customer loyalty?
 
1.6 Significance of the Study
This research contributes to both academic knowledge and business practice. From an academic perspective, it expands understanding of customer service within independent retail businesses by focusing specifically on Birmingham rather than national retail chains. The findings also contribute to existing literature by comparing the perspectives of both customers and employees.
From a practical perspective, the findings of this study provide realistic and cost-effective recommendations that independent retailers can implement to improve customer satisfaction, encourage repeat purchasing and strengthen customer loyalty. The study may also assist business owners in developing effective customer service strategies that enhance long-term competitiveness and contribute to the sustainability of independent retail businesses within Birmingham.
 
1.7 Scope of the Study
The research focuses exclusively on independent retail businesses located within Birmingham. National supermarket chains, online retailers and franchise businesses are excluded because their business models differ significantly from those of independent retailers.
Primary data were collected from 20 employees working within independent retail businesses and 30 customers who regularly shop in these businesses. Data collection took place between February and March 2026 using questionnaires distributed in several areas of Birmingham.
 
1.8 Structure of the Dissertation
This dissertation consists of five chapters.
Chapter One introduces the research topic, outlines the research problem, identifies the research aim and objectives and explains the significance of the study.
Chapter Two reviews existing academic literature relating to customer service, customer satisfaction, customer loyalty and independent retail businesses. It also identifies gaps within existing research that justify the current study.
Chapter Three explains the research methodology adopted in this dissertation, including the research philosophy, research design, sampling strategy, data collection procedures, ethical considerations and methods of data analysis.
Chapter Four presents the findings obtained from the questionnaires and discusses these findings in relation to previous academic studies.
Finally, Chapter Five summarises the key findings, answers the research questions, acknowledges the limitations of the study and provides recommendations for independent retailers and future researchers.
Chapter 2- Literature Review

2.1 Introduction

This chapter reviews the academic literature relating to customer service, customer satisfaction, service quality and customer loyalty. It examines the theories and concepts that explain how effective customer service influences customers’ purchasing behaviour, particularly within small independent retail businesses. The chapter also reviews previous research to identify gaps in the existing literature and provides the theoretical foundation for this study.

2.2 Customer Service
Customer service refers to the assistance and support that businesses provide to customers before, during and after a purchase. According to Kotler and Armstrong (2021), effective customer service creates value by meeting customer needs and developing long-term relationships. In increasingly competitive retail markets, customer service has become an important method of differentiation, particularly where businesses sell similar products at comparable prices. For small independent retailers, providing excellent customer service may be one of the few sustainable competitive advantages available because they often lack the financial resources to compete with larger retailers on price alone.
Grönroos (2007) argues that customers evaluate service based not only on the outcome they receive but also on the way the service is delivered. He distinguishes between technical quality, which relates to what customers receive, and functional quality, which concerns how the service is provided. This suggests that friendly communication, reliability and responsiveness are just as important as the products themselves. However, Grönroos’ work was developed using evidence from a wide range of service industries, meaning that some findings may not fully reflect the experiences of small independent retailers. Nevertheless, the emphasis on personal interaction makes the theory particularly relevant to local businesses where employees interact directly with customers on a regular basis.
Similarly, Wilson et al. (2020) argue that knowledgeable, polite and responsive employees contribute significantly to customer satisfaction and loyalty. They suggest that positive service encounters increase the likelihood of repeat purchases and positive word-of-mouth recommendations. Although these findings support the importance of customer service, much of their research focuses on organisations with formal customer service policies and staff training programmes. In contrast, many independent shops rely on informal customer interactions and on-the-job learning. This indicates that while the principles of good customer service remain relevant, the methods used to deliver high-quality service may differ between large organisations and small independent businesses.
Berry (1983) further supports the importance of customer service through the concept of relationship marketing, arguing that retaining existing customers is more profitable than continually attracting new ones. This approach appears particularly relevant to independent retailers because repeat customers provide a stable source of income and reduce marketing costs. By developing trust through honest communication, personalised service and consistent interactions, small businesses may build stronger customer relationships that larger retailers find more difficult to achieve.
Although there is broad agreement that customer service influences customer satisfaction and loyalty, customer expectations continue to change. Modern consumers increasingly expect personalised experiences, quick responses and consistent service quality across every interaction. Businesses that fail to meet these expectations may lose customers to competitors offering a better overall experience. Therefore, customer service should be viewed not simply as an operational activity but as a strategic business function that contributes directly to customer retention and long-term business success.
Overall, the literature demonstrates that customer service plays an important role in influencing customer behaviour and encouraging repeat purchasing. However, relatively limited research has examined how these theories apply specifically to small independent retail businesses in Birmingham. This gap provides further justification for the present study.
2.3 Customer Satisfaction
Customer satisfaction is widely recognised as one of the most important factors influencing customer behaviour and business performance. It refers to the extent to which a product or service meets or exceeds customer expectations. Oliver (1980) argues that satisfaction occurs when customers perceive that their experience matches or surpasses their expectations. Conversely, when expectations are not met, dissatisfaction is likely to occur, reducing the likelihood of repeat purchases. Oliver’s expectation-confirmation theory has remained influential because it provides a clear explanation of how customers evaluate their experiences after making a purchase.
Kotler and Armstrong (2021) also emphasise the importance of customer satisfaction, arguing that businesses achieve it by consistently delivering value that meets customers’ needs and expectations. While Oliver (1980) focuses on the comparison between expectations and actual performance, Kotler and Armstrong place greater emphasis on creating long-term value through customer-focused business strategies. Together, these perspectives suggest that customer satisfaction depends not only on meeting expectations but also on consistently delivering positive customer experiences.
Wilson et al. (2020) argue that employee behaviour during service encounters has a significant influence on customer satisfaction. Factors such as friendliness, professionalism, effective communication and responsiveness contribute to customers’ perceptions of the overall service experience. This is particularly relevant to small independent retailers, where employees often have regular face-to-face contact with customers and are able to build stronger personal relationships than those typically found in larger retail organisations.
Similarly, Parasuraman, Zeithaml and Berry (1988) suggest that customer satisfaction is closely linked to service quality. Their SERVQUAL model identifies reliability, responsiveness, assurance, empathy and tangibles as the key dimensions through which customers evaluate service. Although the model has been widely adopted in both academic research and business practice, some researchers argue that customer expectations differ across industries and change over time, making service quality difficult to measure consistently. Nevertheless, the model remains useful because it highlights the aspects of service that businesses should focus on to improve customer satisfaction.
Although customer satisfaction is recognised as an important outcome of good customer service, it does not always guarantee customer loyalty. Customers may still switch to competitors offering lower prices, greater convenience or a wider range of products. This suggests that satisfaction should be viewed as an important foundation for developing customer loyalty rather than a guarantee of repeat purchasing behaviour.
Overall, the literature demonstrates that customer satisfaction is influenced by both the quality of the service provided and the way customers are treated during service encounters. For small independent retail businesses in Birmingham, maintaining high levels of customer satisfaction through personalised service, honest communication and consistent customer care may strengthen customer relationships and encourage repeat purchasing. However, further research is needed to understand how these factors influence customer behaviour within the context of independent retailers, providing justification for the present study.


 2.4 Customer Loyalty
Customer loyalty refers to a customer’s willingness to continue purchasing products or services from the same business over time. Loyal customers are more likely to make repeat purchases and recommend a business to others through positive word-of-mouth. As a result, customer loyalty is widely recognised as an important contributor to long-term business success, particularly for small independent retailers that rely on repeat customers rather than attracting large numbers of new customers.
According to Reichheld (1996), customer loyalty increases profitability because loyal customers purchase more frequently, are less sensitive to price changes and often recommend businesses to family and friends. Similarly, Reichheld and Sasser (1990) argue that retaining existing customers is generally more cost-effective than acquiring new ones. While both studies highlight the financial benefits of customer retention, they focus mainly on the economic value of loyalty rather than the customer experiences that encourage it. This suggests that businesses must understand not only why loyal customers are valuable but also how loyalty can be developed and maintained.
Berry (1983) argues that relationship marketing provides an effective way of building customer loyalty by encouraging businesses to focus on long-term relationships rather than individual transactions. Christopher, Payne and Ballantyne (2002) support this view, suggesting that trust, commitment and ongoing communication strengthen relationships between businesses and customers. Together, these studies indicate that customer loyalty develops gradually through repeated positive experiences rather than through a single successful transaction.
Wilson et al. (2020) also argue that customer loyalty is strongly influenced by the overall service experience. They suggest that consistently delivering reliable, responsive and personalised customer service increases the likelihood of repeat purchasing behaviour. However, much of this research is based on larger organisations with established customer relationship management systems. Small independent retailers often rely on informal relationships and direct face-to-face communication, meaning that the methods used to develop customer loyalty may differ despite the underlying principles remaining similar.
Although customer loyalty is closely linked to customer satisfaction, satisfaction alone does not always guarantee repeat purchasing. Customers may choose competing businesses because of lower prices, greater convenience or wider product availability. This suggests that businesses must continuously improve service quality, maintain customer trust and adapt to changing customer expectations if they wish to retain loyal customers over the long term.
Overall, the literature demonstrates that customer loyalty is influenced by relationship marketing, service quality and positive customer experiences. For small independent retail businesses in Birmingham, building trust through personalised service and consistent communication may encourage repeat purchasing and provide a sustainable competitive advantage over larger retailers. However, further research is required to understand how these factors influence customer loyalty within the specific context of independent retailers in Birmingham.
2.5 Service Quality
Service quality refers to a customer’s overall evaluation of the excellence of the service they receive. It is widely recognised as one of the main factors influencing customer satisfaction, customer loyalty and repeat purchasing behaviour. Unlike product quality, which can often be measured through physical characteristics, service quality is largely determined by customers’ perceptions of how the service is delivered. This means that businesses must consistently provide reliable, responsive and customer-focused service if they are to meet customer expectations.
Parasuraman, Zeithaml and Berry (1988) developed the SERVQUAL model, one of the most influential frameworks for measuring service quality. The model identifies five dimensions of service quality: reliability, responsiveness, assurance, empathy and tangibles. These dimensions provide businesses with a structured way of evaluating how customers perceive the service they receive. The model has been widely adopted because it helps organisations identify areas where improvements are needed to increase customer satisfaction.
However, Grönroos (2007) argues that customers assess service quality using both the outcome of the service and the process through which it is delivered. While the SERVQUAL model focuses on specific service dimensions, Grönroos distinguishes between technical quality, referring to what customers receive, and functional quality, referring to how the service is delivered. Together, these perspectives suggest that customers evaluate not only whether a business provides the correct product or service but also whether employees communicate effectively, respond promptly and treat customers with respect throughout the service encounter.
Although the SERVQUAL model remains widely used, it has been criticised because customer expectations vary across industries and may change over time. Consequently, measuring service quality consistently can be challenging, particularly for businesses operating in different retail environments. Nevertheless, the model continues to provide a useful framework for identifying the aspects of service that are most important to customers and for guiding service improvements.
Wilson et al. (2020) also argue that consistently delivering high service quality improves customer satisfaction, strengthens customer loyalty and increases the likelihood of repeat purchasing. However, much of the existing research focuses on larger organisations that have formal customer service policies and dedicated staff training programmes. Small independent retailers often operate with fewer employees and more limited financial resources, meaning they may rely more heavily on informal customer interactions and personal relationships to deliver high-quality service. This suggests that while the principles of service quality remain relevant, the methods used to achieve them may differ between large organisations and independent businesses.
Overall, the literature demonstrates that service quality is a key determinant of customer satisfaction and customer loyalty. For small independent retail businesses in Birmingham, delivering reliable, responsive and personalised service may help build customer trust, encourage repeat purchasing and create a competitive advantage over larger retailers. However, further research is required to examine how established theories of service quality apply within the specific context of independent retailers in Birmingham, providing further justification for the present study.

2.6 Small Independent Retail Businesses
Small independent retail businesses play an important role in local economies by creating employment opportunities, supporting local communities and offering personalised products and services. Unlike large supermarket chains and national retailers, independent shops often rely on close relationships with customers rather than economies of scale to remain competitive. Their smaller size enables them to respond more quickly to customer needs and provide a more personalised shopping experience.
Kotler and Armstrong (2021) argue that businesses that build strong customer relationships are more likely to achieve long-term success because satisfied customers are more likely to return and recommend the business to others. This relationship-focused approach is particularly relevant to independent retailers, which often have limited financial resources and cannot compete with larger organisations on price, product range or marketing budgets. Consequently, customer service becomes a key method of differentiation.
Wilson et al. (2020) also suggest that personalised customer service enables businesses to create memorable customer experiences that encourage customer satisfaction and loyalty. Friendly employee interactions, product knowledge and prompt responses to customer enquiries can strengthen customer relationships and increase repeat purchasing. However, much of the existing research is based on larger retail organisations that have formal customer service systems and greater operational resources. As a result, these findings may not fully reflect the challenges faced by small independent retailers, where owners and employees often perform multiple roles and operate with limited staff and budgets.
Independent retailers also face increasing competition from supermarkets, online retailers and changing consumer expectations. While larger businesses often compete through lower prices and greater convenience, independent shops are less able to adopt these strategies because of their higher operating costs. This suggests that competing on customer service, trust and personalised relationships may provide a more sustainable competitive advantage than competing on price alone.
Overall, the literature indicates that small independent retail businesses depend heavily on customer service to build loyalty and encourage repeat purchasing. However, relatively little research has examined how these factors influence customer behaviour within independent retail businesses in Birmingham. This gap highlights the need for further research and provides additional justification for the present study.

  
2.7 Conceptual Framework

The conceptual framework for this study is based on the relationship between customer service, service quality, customer satisfaction and customer loyalty. The literature suggests that effective customer service improves customers’ perceptions of service quality, which increases customer satisfaction and encourages repeat purchasing behaviour.
Relationship marketing theory (Berry, 1983) and the SERVQUAL model (Parasuraman, Zeithaml and Berry, 1988) provide the theoretical foundation for this research. These theories suggest that businesses delivering reliable, responsive and personalised customer service are more likely to build trust, strengthen customer relationships and increase customer loyalty.
Based on the literature reviewed, this study proposes that high-quality customer service positively influences customer satisfaction, which subsequently encourages customer loyalty and repeat purchasing behaviour among customers of small independent retail businesses in Birmingham.
2.8 Research Gap
Although customer service, customer satisfaction, service quality and customer loyalty have been widely examined in previous studies, several important gaps remain in the existing literature.
Firstly, most previous studies have focused on large organisations, supermarkets, hotels and multinational companies. Comparatively little research has examined how customer service influences repeat purchasing behaviour within small independent retail businesses, particularly those operating in Birmingham. Consequently, the findings of earlier studies may not fully reflect the experiences and challenges faced by small independent retailers.
Secondly, previous studies have generally investigated customer opinions or employee perspectives separately. There is limited research that compares both groups to determine whether employees fully understand customer expectations and whether customers’ experiences match the service businesses believe they provide. Addressing this gap is important because differences between employee perceptions and customer expectations may affect customer satisfaction and loyalty.
Thirdly, while previous research has identified the importance of customer service in improving customer loyalty, relatively few studies have explored practical and low-cost customer service strategies that independent retailers can implement despite their limited financial resources. This limits the practical usefulness of existing research for small businesses.
Therefore, this study addresses these gaps by examining customer service from both employee and customer perspectives within small independent retail businesses in Birmingham. The findings contribute to the existing literature by providing evidence from an under-researched setting while offering practical recommendations to improve customer loyalty and repeat purchasing behaviour.

2.9  Chapter Summary

This chapter has reviewed the academic literature relating to customer service, service quality, customer satisfaction and customer loyalty within the retail sector. The literature demonstrates that high-quality customer service plays a significant role in influencing customer satisfaction, encouraging repeat purchasing behaviour and building long-term customer loyalty. The review also highlighted the importance of relationship marketing and the SERVQUAL model in explaining how service quality affects customers’ perceptions and experiences.
The chapter further examined the role of small independent retail businesses and the challenges they face when competing with supermarkets and online retailers. Despite these challenges, the literature suggests that personalised customer service, trust and strong customer relationships provide independent retailers with an important competitive advantage.
Finally, the review identified a gap in the existing literature concerning customer service within small independent retail businesses in Birmingham, particularly regarding comparisons between employee and customer perspectives. This study aims to address that gap by investigating how customer service influences repeat purchasing behaviour and by providing practical recommendations for improving customer loyalty. The following chapter explains the research methodology used to collect and analyse the data for this study.
 
 
CHAPTER 3 – METHODOLOGY

Introduction:
This chapter explains the research methods used in this study. It describes the research philosophy, research approach, research design, sampling method, data collection, data analysis, ethical considerations, reliability, validity and limitations of the research. The purpose of this chapter is to explain how the information was collected and why these methods were suitable for answering the research questions.
The aim of this research was to investigate how customer service influences repeat customers in small independent shops in Birmingham. To achieve this aim, the study used primary research supported by secondary research. Secondary research was carried out by reviewing books, academic journals and industry reports, while primary research involved collecting original data from shop employees and customers through questionnaires.
 
3.2 Research Philosophy
Research philosophy refers to the beliefs that guide how research is carried out. There are several research philosophies, including positivism, interpretivism and pragmatism.
This study adopted a positivist philosophy because it aimed to collect factual information from participants using structured questionnaires. The responses were analysed by identifying common patterns and comparing the opinions of different groups. The study focused on measurable information rather than personal interpretation.
A positivist approach was appropriate because the research aimed to answer specific questions about customer service and repeat purchasing using information collected directly from participants. The findings were based on the responses provided by customers and employees rather than the researcher’s personal opinions. A positivist research philosophy was considered appropriate because the study sought to collect objective and measurable data from customers and employees using structured questionnaires. This philosophy enabled the researcher to identify patterns and relationships between customer service and repeat purchasing behaviour while minimising researcher bias. The use of positivism also ensured that the findings were based on factual evidence rather than subjective interpretation.

 
3.3 Research Approach
Research can follow either a deductive or an inductive approach.
A deductive approach begins with existing theories and then tests them using collected data. An inductive approach develops new theories from observations.
This dissertation mainly followed a deductive approach. Previous studies suggested that good customer service improves customer satisfaction and loyalty. The questionnaires were designed to investigate whether these ideas also applied to independent shops in Birmingham. A deductive research approach was appropriate because the study was guided by existing theories, including the SERVQUAL model and relationship marketing theory. These theories formed the basis of the research questions and questionnaire design, allowing the researcher to determine whether the established theories were applicable within the context of small independent retail businesses in Birmingham.

 

3.4 Research Design
This study adopted a mixed-methods research design, combining both quantitative and qualitative research methods to investigate how customer service influences repeat purchasing behaviour among customers of small independent retail businesses in Birmingham. A mixed-methods design was considered appropriate because it enabled the researcher to collect numerical data while also gaining a deeper understanding of participants’ experiences and opinions.
The quantitative element of the study consisted of closed-ended questionnaire questions, which allowed responses from employees and customers to be summarised using simple totals and percentages. This made it possible to identify common patterns and compare the views of the two participant groups.
The qualitative element consisted of open-ended questionnaire questions that allowed participants to explain their opinions and experiences in their own words. These responses provided additional insights into why customers return to independent shops, what they value most in customer service and the challenges faced by employees in delivering high-quality service.
The use of a mixed-methods research design strengthened the study by combining measurable findings with detailed explanations. This approach provided a more comprehensive understanding of customer service within small independent retail businesses and helped answer the research questions more effectively.
The mixed-methods research design was justified because it enabled the collection of both quantitative and qualitative data. Quantitative data provided measurable evidence that could be summarised and compared, while qualitative responses offered a deeper understanding of participants’ experiences and opinions. Combining both methods improved the richness, credibility and overall quality of the research findings.


 
 
3.5 Primary and Secondary Research
This dissertation used both primary and secondary research.
Secondary research involved reviewing academic books, journal articles and industry reports relating to customer service, customer satisfaction and customer loyalty. This helped establish the theoretical background for the study.
Primary research involved collecting original information directly from participants using questionnaires. This allowed the researcher to investigate the opinions of customers and employees within Birmingham rather than relying only on previous studies.
Using both types of research improved the overall quality of the dissertation because the findings from the questionnaires could be compared with existing academic literature.
The use of both primary and secondary research strengthened the study by combining theoretical knowledge with real-world evidence. Secondary research provided the academic foundation for the study, while primary research generated current data directly from customers and employees. The combination of both sources enhanced the reliability of the findings and enabled comparisons between the existing literature and the primary data collected.

  
3.6 Sampling

This study used convenience sampling to select participants. Convenience sampling involves selecting participants who are easily accessible and willing to take part in the research. This approach was appropriate because of the limited time available to complete the study and the practical difficulties of accessing a larger sample.

The sample consisted of 20 employees working in small independent retail businesses and 30 customers who regularly shop at independent retailers in Birmingham. Participants were selected from several areas of Birmingham, including Harborne, Kings Norton and Sutton Coldfield.

Although convenience sampling limits the generalisability of the findings, it provided suitable participants who had direct experience of customer service within independent retail businesses.
Convenience sampling was selected because it enabled the researcher to access participants who were readily available and had direct experience of shopping or working in small independent retail businesses. This approach was appropriate given the time and resource constraints of the study. Although convenience sampling limits the generalisability of the findings, it allowed the researcher to collect relevant data efficiently from participants who could provide valuable insights into customer service and repeat purchasing behaviour.


3.7 Data Collection

Primary data were collected using two structured questionnaires.
One questionnaire was designed for shop employees, while a different questionnaire was designed for customers. Separate questionnaires ensured that each group answered questions relevant to their own experiences.
The employee questionnaire included questions about:
• the importance of customer service,
• the challenges of providing good service,
• reasons why customers return,
• possible improvements.
The customer questionnaire asked participants about:
• reasons for shopping at independent retailers,
• experiences of good customer service,
• reasons for not returning,
• suggestions for improving customer service.
The questionnaires were distributed in several areas of Birmingham, including Harborne, Kings Norton and Sutton Coldfield, between February and March 2026.
Participants completed the questionnaires voluntarily. Most questionnaires took approximately five to ten minutes to complete
Questionnaires were selected as the data collection method because they allowed the researcher to gather information from both customers and employees in a consistent and efficient manner. They were also cost-effective and enabled data to be collected from a relatively large number of participants within a short period. Furthermore, using structured questionnaires made it easier to compare responses from the two participant groups and analyse the data systematically.

 
3.8 Data Analysis

After collecting the questionnaires, the responses were organised and analysed.
Quantitative responses were counted and presented using simple totals and percentages where appropriate. This made it easier to identify the most common opinions among participants.
Qualitative comments were grouped into common themes. For example, several customers mentioned honesty, friendliness and good communication. These responses were grouped together because they represented similar ideas.
The findings were then compared with previous academic studies discussed in the literature review. This comparison helped identify where the findings agreed with existing research and where differences existed.
The use of descriptive statistical analysis and thematic analysis was appropriate because it enabled the researcher to analyse both quantitative and qualitative data effectively. Descriptive statistics were used to summarise numerical responses and identify patterns and trends, while thematic analysis helped identify common themes from participants’ written responses. The combination of these methods provided a more comprehensive understanding of customer service experiences and repeat purchasing behaviour, thereby strengthening the overall quality of the findings.

 
3.9 Reliability and Validity

Reliability refers to whether research could produce similar results if repeated under similar conditions.
To improve reliability, all participants answered the same questions using the same questionnaires. This reduced differences in data collection and helped ensure consistency.
Validity refers to whether the research measures what it intends to measure.
The questionnaires were designed specifically to answer the research questions. Questions focused directly on customer service, customer satisfaction and repeat purchasing, helping ensure that the information collected was relevant to the aims of the study.
Although the sample size was relatively small, participants had direct experience of independent retail businesses, increasing the relevance of the findings.
 
3.10 Ethical Considerations

Ethical issues were carefully considered throughout the research process.
Before completing the questionnaires, participants were informed about the purpose of the research. They were told that participation was voluntary and that they could stop answering at any time without giving a reason.
Participants were not asked to provide their names or any personal information that could identify them. All responses remained anonymous and confidential.
The information collected was used only for academic purposes. Electronic files were stored securely, and questionnaire responses were not shared with anyone outside the research project.
The research followed the ethical requirements of the university by respecting participants’ privacy and protecting confidential information.
 
3.11 Limitations of the Methodology

Like all research, this study has some limitations.
First, the sample size of fifty participants was relatively small. Although it provided useful information, it cannot represent the opinions of every customer or independent retailer in Birmingham.
Second, convenience sampling was used, meaning participants were selected because they were available rather than through random selection. This may reduce the generalisability of the findings.
Third, questionnaires provide limited detail compared with interviews. Some participants may have had additional opinions that they did not include in their written responses.
Finally, the research focused only on independent shops within Birmingham. The findings may therefore differ from those in other cities or regions of the United Kingdom.
Despite these limitations, the methodology was appropriate for achieving the aims of this study and provided valuable insights into customer service within Birmingham’s independent retail sector.
 
3.12 Chapter Summary

This chapter has explained the research methods used in this dissertation. The study adopted a primary research approach supported by secondary research. Primary data were collected through questionnaires completed by twenty shop employees and thirty customers. The responses were analysed using both quantitative and qualitative methods.
The chapter also discussed sampling, data collection, reliability, validity, ethical considerations and the limitations of the research. The next chapter presents the findings from the questionnaires and discusses them in relation to the academic literature reviewed in Chapter Two.
CHAPTER 4 – FINDINGS AND DISCUSSION

4.1 Introduction
This chapter presents the findings from the questionnaires completed by 20 employees working in independent shops and 30 customers who regularly shop at independent businesses in Birmingham. The purpose of this chapter is to present the results of the primary research and discuss how they relate to the academic literature reviewed in Chapter Two.
The findings are divided into two sections. The first section presents the views of shop owners and employees, while the second section presents the opinions of customers. The chapter then compares both groups to identify similarities and differences before discussing the findings in relation to previous research.
 
4.2 Findings from Shop Employees

Twenty employees working in independent retail businesses completed the questionnaire. The participants included shop owners, managers and shop assistants from different types of businesses across Birmingham.
The first question asked employees what they considered the three most important aspects of customer service.
The majority of participants stated that being polite and friendly was their highest priority when serving customers. Eighteen out of twenty employees said they always greeted customers when they entered the shop. Many participants explained that a simple greeting creates a welcoming atmosphere and helps customers feel comfortable.
Fourteen employees also reported that they tried to remember regular customers. Some explained that recognising customers by name or remembering previous purchases helped build stronger relationships. Several participants believed that this personal approach was one of the biggest advantages independent shops have compared with supermarkets.
One shop owner commented:
“People like it when you remember them. It makes them feel welcome and they usually come back.”
This finding supports the literature reviewed in Chapter Two, which suggested that empathy and personal relationships play an important role in customer satisfaction, especially within small businesses.
Challenges in Providing Good Customer Service
Employees were also asked about the biggest challenges they faced when providing customer service.
The results showed that limited staffing was the most common problem.
	Challenge 
	Number of employees 

	Not enough staff
	13

	Lack of customer service 
	9

	Competition from supermarkets 
	7


Thirteen employees explained that they often worked alone or with only one other member of staff. During busy periods, it became difficult to serve every customer quickly, answer questions and complete other daily tasks.
Nine participants stated that they had never received formal customer service training. Most explained that they had learned through experience rather than attending training courses.
Several participants also mentioned increasing competition from supermarkets and online retailers. They believed many customers expected independent shops to match supermarket prices, even though this was not always possible.
These findings suggest that independent retailers face resource limitations which may affect the consistency of customer service. Similar challenges were identified in the literature review, where previous studies argued that small businesses often have fewer employees and lower financial resources than larger retailers.
Employee Views on Why Customers Return
Employees were asked what they believed encouraged customers to return to their shops.
Most employees believed that friendly service was the main reason customers came back. However, many also believed that price remained an important factor.
The responses are summarised below.
	Reason 
	Number of employees 

	Friendly customer service 
	18

	Competitive prices 
	15

	Good quality products 
	12

	Personal relationships 
	14


Although customer service received the highest number of responses, fifteen employees still believed that low prices strongly influenced repeat purchasing.
This finding is interesting because it differs from the responses provided by customers later in the chapter.
Customer Service Policies
Employees were also asked whether their business had any written customer service rules or guidelines.
Only three participants stated that their business had written customer service procedures.
The remaining participants explained that customer service depended mainly on personal experience and common sense rather than formal training or written policies.
One participant explained:
“Everyone just learns by watching the owner. We don’t really have written rules.”
This suggests that many independent businesses rely on informal learning rather than structured customer service standards. While this approach allows flexibility, it may also create differences in the quality of service provided by different employees.
 
4.3 Findings from Customers
Thirty customers who regularly visited independent shops completed the customer questionnaire.
Participants represented different age groups and visited a variety of local businesses including bakeries, convenience stores, gift shops and greengrocers.
The first question asked customers why they chose independent shops instead of supermarkets or online retailers.
	Reason for returning 
	Number of customers out of 30

	 Friendly and helpful staff
	22.

	Staff remember regular customers 
	 17 

	 Honest, advice and communication
	15

	Problem solved quickly 
	 15. 

	 Lower prices
	6


The results clearly show that friendly customer service was the most important reason customers 
continued visiting independent shops.
Twenty-two participants stated that polite and helpful staff encouraged them to return. Many customers explained that they preferred businesses where staff smiled, listened carefully and made them feel welcome.
Seventeen participants appreciated being recognised as regular customers. Some explained that staff remembered their names or knew which products they usually purchased.
Honesty was also considered important. Fifteen customers stated that they appreciated businesses where staff admitted when products were unavailable rather than making false promises.
Only six participants selected lower prices as one of the main reasons for returning.
This result suggests that customer service is more influential than price for many customers choosing independent retailers.
CHAPTER 4 – FINDINGS AND DISCUSSION (Part 2)
4.4 Reasons Customers Stop Returning
Customers were also asked what would make them stop shopping at an independent shop. The purpose of this question was to identify the main reasons why customers decide not to return after a negative experience.
	Reason
	Number of people out of 30

	 Staff ignored me or seemed unfriendly
	19

	Incorrect information about products or prices 
	11

	 Long, waiting time with no explanation
	11

	Staff blame the customers for mistakes 
	10

	 High prices
	4


The findings show that poor customer service was the main reason customers decided not to return. Nineteen participants said they would avoid a shop where staff ignored them or appeared annoyed when asked for help. Several customers explained that they understood staff could be busy, but they expected at least a greeting or a short explanation if they had to wait.
Eleven participants said they would stop visiting a shop if staff provided incorrect information about stock or prices. Customers explained that honesty was important because it helped them trust the business. Another eleven participants said they accepted waiting during busy periods as long as staff explained the reason for the delay.
Only four customers said that high prices alone would stop them from returning. This finding suggests that price was less important than service quality, honesty and communication.
 
4.5 Comparison Between Employees and Customers
One aim of this research was to compare the opinions of employees with those of customers.
Both groups agreed that friendly customer service was one of the most important reasons customers returned to independent shops. Employees believed that greeting customers and providing a welcoming environment encouraged repeat visits, while customers confirmed that they valued polite and helpful staff.
However, an important difference appeared regarding the importance of price.
Fifteen employees believed that competitive prices were one of the main reasons customers returned. In contrast, only six customers identified price as an important reason for choosing independent retailers.
Instead, customers placed greater importance on honesty, trust and personal attention. They appreciated businesses where employees admitted when products were unavailable, listened carefully and treated customers with respect.
Another difference was employees’ perception of personalised service. Many employees believed they regularly built strong relationships with customers. However, only around half of customers felt they were personally recognised by staff. This suggests that although employees believe they provide personal service, customers may not always experience it in the same way.
These differences show that businesses may sometimes misunderstand what customers value most. While many employees worry about competing on price, customers appear to value positive relationships and trustworthy service more highly.
 
4.6 Discussion of Findings
The findings of this research support many of the ideas discussed in Chapter Two.
The literature review showed that customer service plays an important role in customer satisfaction and loyalty. The findings from this study support this conclusion. Most customers stated that friendly staff, honest communication and quick problem solving encouraged them to continue shopping at independent businesses.
These findings are consistent with Kotler and Armstrong (2021), who argue that businesses that consistently deliver value and positive customer experiences are more likely to achieve high levels of customer satisfaction and customer retention. Similarly, Wilson et al. (2020) explain that respectful communication, trust and personalised service help businesses develop long-term relationships with customers.

The questionnaire responses collected during this study support these conclusions because customers repeatedly mentioned honesty, friendliness and respect.
The findings also support the SERVQUAL model developed by Parasuraman, Zeithaml and Berry (1988).
Customers placed particular importance on empathy, responsiveness and reliability. For example, customers appreciated businesses where staff listened carefully, explained delays and solved problems quickly. These behaviours reflect the empathy and responsiveness dimensions identified by Parasuraman, Zeithaml and Berry.
However, this research also highlights some differences from previous studies. Several researchers argue that price remains one of the main influences on customer behaviour. Although price was important for some participants, the majority of customers in this study placed greater value on service quality and personal relationships. This may be because independent shops cannot compete directly with supermarkets on price, so customers who choose local businesses expect a different type of shopping experience.
Another important finding was the gap between employee and customer opinions. Employees often believed customers mainly wanted lower prices, while customers explained that they valued honesty and respectful treatment more than discounts. This difference suggests that some independent retailers may focus their efforts on competing with supermarkets instead of improving the customer experience.
The research also showed that simple actions can have a significant impact on customer loyalty. Greeting customers, apologising for mistakes and communicating honestly require little financial investment but can improve customer satisfaction. These findings support previous research suggesting that customer loyalty is influenced by everyday interactions rather than expensive marketing campaigns.
Overall, the findings suggest that customer service is one of the strongest competitive advantages available to independent retailers. Although businesses cannot always compete on price or product range, they can create positive customer experiences that encourage repeat visits and long-term loyalty.
Another important point identified during this research is the role of trust in developing long-term customer relationships. Many customers explained that they continued visiting independent shops because they felt comfortable speaking to staff and believed they would receive honest advice. This was particularly noticeable when customers discussed situations where products were unavailable. Instead of becoming dissatisfied, many participants stated that they appreciated employees who explained the situation honestly and suggested an alternative product or informed them when new stock would arrive. This suggests that trust can be strengthened through open communication rather than simply meeting every customer request.
The findings also demonstrate that customer loyalty develops over time through repeated positive experiences rather than one single interaction. Several customers explained that they had been shopping at the same independent businesses for many years because staff consistently treated them with respect and recognised them as regular customers. These responses support previous research suggesting that loyalty is created through ongoing relationships rather than individual transactions. For independent retailers, this represents an important advantage because building long-term relationships is often easier for small businesses than for large supermarket chains.
Another interesting finding concerns the importance of consistency. Customers did not expect businesses to be perfect on every occasion, but they expected staff to behave professionally each time they visited. Participants explained that inconsistent service created uncertainty and reduced confidence in the business. For example, if one employee was friendly while another appeared uninterested, customers felt that the quality of service depended too much on the individual employee rather than the business itself. This suggests that independent retailers should encourage all employees to follow the same customer service standards to ensure that customers receive a consistently positive experience.
The study also highlights that many improvements to customer service require very little financial investment. Actions such as greeting customers, maintaining eye contact, listening carefully and thanking customers before they leave cost nothing but can have a positive influence on customer satisfaction. These simple behaviours help customers feel respected and appreciated, encouraging them to return in the future. This finding is particularly important for small independent businesses because many operate with limited financial resources and cannot invest heavily in advertising or expensive loyalty programmes.
Furthermore, the research indicates that communication is an important part of effective customer service. Customers were generally understanding when delays occurred, provided that employees explained the reason politely. Participants said they became frustrated only when they were ignored or received no information. This finding suggests that customers value honesty and communication more than speed alone. Businesses that communicate clearly during busy periods may therefore reduce customer dissatisfaction and protect long-term relationships.
The findings also demonstrate that customer service influences more than repeat purchasing. Several participants stated that they often recommend local businesses to friends, relatives and colleagues after receiving good service. Positive recommendations through word of mouth are especially valuable for independent retailers because they often have limited marketing budgets. A satisfied customer may therefore help attract additional customers without any extra advertising costs. On the other hand, participants explained that poor service often encouraged them to share negative experiences with others or post negative online reviews. This means that customer service can influence both customer retention and the reputation of the business.
Overall, the findings reinforce the idea that customer service should not be viewed simply as an additional activity but as an essential part of business success. Independent retailers cannot always compete with large supermarkets on price, product range or opening hours. However, they can compete by creating welcoming environments, building trust and providing personal attention that many larger organisations cannot easily offer. The results of this study therefore suggest that customer service represents one of the most effective and sustainable competitive advantages available to small independent retail businesses in Birmingham.
 
4.7 Chapter Summary
This chapter presented and discussed the findings from the questionnaires completed by twenty employees and thirty customers.
The results showed that both employees and customers considered friendly customer service important. However, customers placed greater importance on honesty, communication and personal relationships than employees expected. Poor customer service, particularly being ignored or treated disrespectfully, was the main reason customers decided not to return.
The discussion demonstrated that the findings generally support previous academic research while also identifying differences between employee and customer perceptions. These results suggest that independent retailers should focus less on competing through price and more on improving customer relationships and service quality.
The next chapter concludes the study by answering the research questions, summarising the main findings and providing practical recommendations for independent retailers.
 

CHAPTER 5 – CONCLUSION AND RECOMMENDATIONS
5.1 Introduction
This chapter concludes the dissertation by summarising the main findings of the research and explaining how the research aim and objectives were achieved. It also provides practical recommendations for independent shop owners in Birmingham, discusses the limitations of the study and suggests areas for future research. The chapter ends with a final conclusion highlighting the importance of customer service in encouraging repeat customers.
 
5.2 Conclusion
The main aim of this research was to investigate how customer service influences repeat customers in small independent shops in Birmingham. The findings show that customer service plays a significant role in encouraging customers to return and remain loyal to a business. The results also demonstrate that good customer service can provide independent retailers with an important competitive advantage, particularly when competing against supermarkets and online retailers.
The literature review showed that customer service, customer satisfaction and customer loyalty are closely connected. Previous studies suggested that friendly staff, honesty, trust and effective communication help businesses build long-term relationships with customers. The findings of this study support these ideas. Most customers stated that they preferred shops where staff were welcoming, helpful and honest. Many participants explained that they valued personal relationships more than lower prices.
The research also showed that employees and customers shared similar opinions about the importance of friendly customer service. However, an important difference was identified regarding price. Many employees believed that customers mainly returned because of competitive prices, while most customers explained that they valued respectful treatment, honesty and personal attention much more than discounts. This suggests that some independent businesses may focus too much on competing with larger retailers instead of improving the customer experience.
Another important finding was that customers were willing to forgive mistakes if businesses dealt with them honestly and professionally. Customers understood that problems can happen, but they expected businesses to communicate clearly, apologise when necessary and resolve issues quickly. This demonstrates that the way businesses respond to problems can influence customer loyalty as much as the problem itself.
Overall, the findings achieved the research aim by showing that customer service has a strong influence on repeat purchasing behaviour within independent retail businesses in Birmingham. The study also achieved its research objectives by comparing the opinions of employees and customers and identifying practical improvements that independent retailers can introduce without significant financial investment.
 
5.3 Recommendations
Based on the findings of this research, several practical recommendations can be made for independent shop owners and employees.
Improve Customer Greetings
Every customer should be acknowledged as soon as they enter the shop. Even if employees are busy serving another customer, making eye contact and saying “Hello, I’ll be with you shortly” helps customers feel welcome and respected.
Be Honest with Customers
Customers appreciate honesty. If a product is unavailable or there will be a delay, staff should explain the situation clearly rather than giving incorrect information. Honest communication helps build trust and encourages customers to return.
Improve Staff Training
Many employees reported that they had never received formal customer service training. Even simple in-house training sessions could help staff improve communication skills, complaint handling and customer interaction.
Create Simple Customer Service Standards
Independent businesses should develop a small number of clear customer service rules for all employees. For example:
• Greet every customer politely.
• Listen carefully before responding.
• Apologise for mistakes.
• Deal with complaints professionally.
• Thank customers before they leave.
Having clear standards can help provide a more consistent customer experience.
Ask Customers for Feedback
Businesses should regularly ask customers for their opinions. This could be through short questionnaires, suggestion cards or informal conversations. Customer feedback helps identify areas for improvement and shows customers that their opinions are valued.
Focus on Personal Relationships
Independent retailers should make better use of their biggest advantage by building personal relationships with regular customers. Remembering customers’ names or previous purchases can improve customer satisfaction and strengthen loyalty.
 
5.4 Limitations of the Study
Although this research provides useful information, several limitations should be recognised.
The first limitation is the sample size. Only fifty participants took part in the research, including twenty employees and thirty customers. While this provided useful information, the findings cannot represent the opinions of all independent retailers or customers across Birmingham.
The second limitation is the sampling method. Convenience sampling was used because participants were selected based on their availability. This approach was practical but may not fully represent the wider population.
Another limitation is that questionnaires were used instead of interviews. Questionnaires allowed information to be collected quickly but did not provide the opportunity to ask follow-up questions or explore participant opinions in greater detail.
The study also focused only on independent retail businesses within Birmingham. Businesses in other cities or regions may experience different customer expectations and business challenges.
Finally, the research was completed within a limited period between February and March 2026. Customer behaviour may change over time because of economic conditions, seasonal shopping patterns or changes within the retail sector.
 
5.5 Recommendations for Future Research
Future researchers could build on this study in several ways.
A larger sample including more independent retailers across different parts of the United Kingdom would improve the reliability of the findings.
Future research could also compare different types of businesses, such as bakeries, clothing shops, convenience stores and gift shops, to determine whether customer expectations differ between retail sectors.
Another useful area for future research would be the relationship between online customer service and customer loyalty. Many independent retailers now use social media and online ordering systems, which may influence customer satisfaction alongside face-to-face service.
Researchers could also use interviews or focus groups to gain more detailed information about customer experiences and business practices.
Finally, future studies could investigate how improvements in customer service influence business performance over a longer period by following businesses for several months after introducing new customer service practices.
 
5.6 Final Conclusion
Independent retail businesses continue to play an important role within Birmingham by providing employment, supporting local communities and offering customers a more personal shopping experience. Although these businesses face strong competition from supermarkets and online retailers, the findings of this research suggest that excellent customer service remains one of their greatest strengths.
Customers do not simply return because of low prices. They return because they feel respected, welcomed and valued. Friendly communication, honesty, trust and quick problem solving were all identified as important factors influencing repeat purchasing behaviour.
This research has shown that improving customer service does not always require expensive investment. Simple actions such as greeting customers, listening carefully, being honest and responding professionally to complaints can make a significant difference to customer satisfaction and loyalty.
In conclusion, independent retailers should focus on developing strong customer relationships rather than competing only on price. By consistently providing excellent customer service, small businesses can encourage repeat customers, strengthen their reputation and improve their long-term success in an increasingly competitive retail market.
5.7 Contribution of the Study
This study contributes to the existing body of knowledge by examining the relationship between customer service and repeat purchasing within small independent retail businesses in Birmingham. While previous research has often focused on large retailers, supermarkets or online businesses, this dissertation provides evidence from independent shops operating within a local retail environment. As a result, it offers a better understanding of the challenges and opportunities faced by small businesses competing in today’s retail market.
A further contribution of this research is that it compares the opinions of both employees and customers. By collecting data from both groups, the study identified differences between what employees believe customers value and what customers actually consider important. In particular, the findings revealed that employees often believed price was a major reason for customer loyalty, whereas customers placed greater importance on friendly service, honesty, trust and respectful communication.
The findings also provide practical value for independent retailers by demonstrating that many improvements in customer service require little or no financial investment. Simple actions such as greeting customers, listening carefully, providing honest information and handling complaints professionally can strengthen customer relationships and encourage repeat business. These recommendations may assist independent retailers in improving customer loyalty and maintaining competitiveness against larger retailers.
Overall, this research contributes both academically and practically by providing evidence that customer service remains one of the most effective competitive advantages available to small independent retail businesses in Birmingham.
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APPENDICES
Appendix A – Employee Questionnaire
Research Title: How Good Customer Service Helps Small Independent Shops in Birmingham Gain Repeat Customers
Thank you for taking part in this questionnaire. The purpose of this research is to investigate how customer service influences repeat customers in small independent shops in Birmingham. Your participation is voluntary, and all responses will remain anonymous and confidential. The information collected will be used only for academic purposes.
1. What is your role?
• Shop owner
• Manager
• Shop assistant
• Other
2. How long have you worked in this business?
• Less than 1 year
• 1–3 years
• 4–6 years
• More than 6 years
3. What do you consider to be the three most important aspects of good customer service?
4. What are the biggest challenges you face when providing customer service?
5. Why do you think customers return to your shop?
6. Does your business have written customer service policies?
• Yes
• No
7. What improvements would help your business provide better customer service?
 
Appendix B – Customer Questionnaire
Research Title: How Good Customer Service Helps Small Independent Shops in Birmingham Gain Repeat Customers
Thank you for completing this questionnaire. Your participation is voluntary, and your responses will remain anonymous and confidential. The information collected will be used only for academic purposes.
1. How often do you shop at independent shops?
• Daily
• Weekly
• Monthly
• Less often
2. Why do you choose independent shops instead of supermarkets or online retailers?
3. Which aspects of customer service encourage you to return to an independent shop?
4. What would make you stop shopping at an independent shop?
5. What improvements would you like independent shops to make?
 
Appendix C – Ethical Statement
This research was conducted in accordance with the ethical guidelines of the university. Participation was entirely voluntary, and all participants were informed about the purpose of the study before completing the questionnaire. Participants were free to withdraw from the study at any time before submitting their responses. No names or personal identifying information were collected, ensuring anonymity and confidentiality throughout the research process. All data were stored securely and used solely for academic purposes.
 
Appendix D – Participant Summary
A total of fifty participants took part in this research. Twenty participants were employees working in small independent retail businesses in Birmingham, including shop owners, managers and shop assistants. Thirty participants were customers who regularly shopped at independent retail businesses in Birmingham.
The questionnaires were distributed between February and March 2026 in the Birmingham areas of Harborne, Kings Norton and Sutton Coldfield. Participation was voluntary, and all questionnaires were completed anonymously.

