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Introduction
Are you sure? This question has consequences for the research field. It is more significant than the question ‘how do you do it?’ and more important than evidencing reliability and its validity: ‘how do you know’. According to Morse, J (1994), the confidence one holds in qualitative inquiry affects what is investigated and researched. It may be said that research choice is limited by our perception, particularly as perceptions limits what is seen as research issues and problems.(pg 4). 
My confidence stems from a retail background, selling goods and products and managing the financial records which is submitted to higher management. As part of my role, I have managed qualitative and quantitative data based on customers’ wants and desires in their search for products and services that relates to them. Having taken on this course, I have had to think about the service I deliver in a more meaningful way, particularly with the customer being central to the business. I have come to realise that my experience in retail bears similarities to the practitioner in a health and social care setting. The business being a health-related expert in its field with staff of various disciplines and managers overseeing its processes. They are commissioned to deliver specialised care and also to account for their expenditures. What is interesting is that they focus on patients, clients, service users to desire their services more than the next competitor and to provide value for money. It’s about the patient’s journey, their experience that matters and for the business, it’s their position in their marketplace and their reputation that is at stake. At work, I am continually looking at ways to attract customers which involves engagement, listening to what they say and looking at ways to promote goods in return. Within the health and social care setting, staff are always listening to their customers on how to make their experience better and they look at developing this in collaboration with them, their families and social inclusion. Both the retail and health markets are businesses that will rely on consumers. 










Background
I have worked as a retail manager for many years, building on my knowledge and skills through experience and a desire to meet customers’ expectations. The customers’ journey in retail is somewhat similar to the customer in a health and social care setting, in that the customer’s journey and expectations are important to the business. Although the goods and products may differ in visible recognition, the customer expects their ‘goods or products’ to be of a satisfactory level of quality. In addition, the business needs to ensure it balances the demands of its service to ensure waste and overproduction are always minimised. Both quality and the quantity of product requires frequent monitoring of quality and quantity processes to ensure customer satisfaction and business reputation is optimised.




















Aims and Objectives
In my experience as a retail manager, I have been responsible for sales management, outputs and profit margins. I have worked at a cosmetic counter where customers have made purchases on makeup and skincare on a daily and monthly basis. This report will look at the sales figures from January 2016 to June 2017 and compare against sales made in January 2017 to June 2018. I will also consider the number of customers throughout this period and products sold. In addition, it would be interesting to analyse purchases with the view to acknowledge effective ethical data collection and how they are interpreted. Wherever possible, I will consider common areas of retail management that are similar to the health and social care field




















Research Methods
Qualitative research stems back in history in the world of social and behavioural sciences Thyer (2001). Quantitative research is best defined as the exploration or description to test phenomena. Research comes in many forms.
Ethics in Social Research
According to Homan (1991, p.1) and Farrimond (2013, p.14), ethics undertakes a philosophical approach in evaluating and justifying standards in interactive behaviour.  Ethics is based on moral values and the Kantian epistemological position to do the right thing, ‘the science of morals’ (Oxford English Dictionary) and those who participate in its virtues are accountable in its operation in human behaviour.
According to Bryman (2016, p.125), areas to be considered as part of ethical features are: 

•	Whether there is harm to participants
•	Whether there is a lack of informed consent 
•	Whether there is an invasion of privacy 
•	Whether deception is involved

Privacy and Confidentiality
The access to subjects is applicable to all professional codes and ethics. In my case, the data held is completely anonymised based on figures with no way to identify any purchaser.
In this study, I will be looking at people’s behaviour and sales achieved each month. Although my role involves sales targets, this will be shown as plus or minus in monthly outputs. Whilst qualitative research aims to describe individuals and events in their natural environment, I will address this by looking at customers’ purchases in the retail world of cosmetics and skincare.
Measurement into numbers is an action in data collection and research DePoy 1994 pg. 195.  Here, we measure the numbers of customers who made purchases across a six-month span, January-June 2016. Each sale is receipted and registered in the tills and registered onto a sales database. We do not measure the number of customers who telephones in with a query or visits to browse or make enquiries. This form of contact is most likely to happen when a customer makes a purchase online or has an online sales query. What I focus on in my department, is the customer’s wants, expectations and ideally, to make a purchase.






Customers


This shows the number of customers who made purchases each month.
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We can see that most purchases were made in March 2016 across the six-month period. This appears to be attributed to the Easter holiday. In addition, there was a gift with purchase deal by which customers received gifts once they had spent £50 or more. This was also the case in June 2016. In January, sales outputs were reduced following the Christmas holidays.
In comparison to the previous year, we can see that the number of customers in April 2017 were the result of the Easter holiday and gift with purchase promotions in May and June.
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Thomas (2019)
Despite the successful sales outputs in January 2016, January 2017 did not fare so well. This is because there was not much sales products available after the Christmas period as most products had sold for the festivities. The Easter holiday was in April and this brought about an increase in sales, as did May and June. This was due to the gift with purchase deals on offer throughout this period together with in-store promotional offers which increases points on beauty card on purchases made.
The points system has proven to be a very effective way to attract and retain customers for the business.
Makeup is big business in the retail market and in March 2016, the cost of makeup totalled £3,534. Expenditure was also due to the Easter holiday and gift with purchase deals. June followed closely with sales totalling £3,473.  

Thomas (2019)
The popular gift with purchase was held in June 2017. Valentine’s day in February produced a decent number of sales

Thomas (2019)
Makeup did better than skincare in January (see graph below) as sales in this area was competitive and end of season discounts were part of the sale.


Thomas (2019)
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Makeup sales did better than skincare in January 2017 (see graph below) as sales in this area was competitive and end of season discounts were part of the sale.
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Sales Figures
	Month
	Makeup
	Skincare
	Customers (%)
	Units
	% Total Sales

	Jan 2016
	3982
	536
	85 (32)
	150 (1.7)
	3618

	Jan 2017
	2327
	615
	95 (31)
	200 (2)
	2942 + 7%

	Feb 2016
	2157
	897
	81 (38)
	163 (2)
	3054

	Feb 2017
	2762
	1071
	95 (40)
	214 (2.2)
	3833 +26%

	Mar 2016
	3534
	687
	129 (33)
	236 (2)
	4221

	Mar 2017
	2583
	475
	100 (31)
	173 (2)
	3058 – 28%

	Apr 2016
	2642
	623
	109 (30)
	172 (1.5)
	3265

	Apr 2017
	2853
	808
	113 (32)
	212 (2)
	3661 + 12%

	May 2016
	2348
	382
	81 (34)
	154 (2)
	2730

	May 2017
	2207
	932
	112 (28)
	182 (1.6)
	3139 + 15%

	June 2016
	3473
	1077
	119 (38)
	248 (2)
	4550

	June 2017
	2966
	1476
	113 (39)
	255 (2.2)
	4442 – 2%


       Thomas (2016) 
The data stated above shows the sales activities across a six-month period in both 2016 and 2017. It illustrates the total amount of makeup and skincare products sold on a monthly basis by the number of customers and the percentage of these customers each month. The unit sales demonstrate the number of products sold and the percentage of total sales are indicative of the percentage of customers.
Sales Report
· The total value of sales made for the period between January and June 2016 was 17,236 for makeup and 4,202 for skincare. The total sales being 21,438.

· For the same period in 2009, sales made on makeup was 15,698 and skincare was 5378, totalling 21,076, which meant an increase of 362 (1.7%) up on last year. 

· Despite losing one of my bays which meant a reduction in products and not having a January ‘gift with purchase’ deal, there was a slight increase in sales for January and February 2017, +17 % on the previous year.

· The greatest drop in sales occurred in March 2017 with a result of -28% compared to same period of 2016. On balance, in March 2016, we were experiencing a shortage of key lines which would have contributed to the loss of sales.

· In May 2016, I noted a steady increase in sales since the introduction of the new makeup lines, +15%, compared to the same period in 2017.

· A significant increase in skincare in the month of May 2017, =144% on the previous year. In June 2007, customer flow dropped slightly, -5% on the previous year for the same period, however, skincare increased by +37% when compared to the same period for the previous year. Since January to June 2017 there has been a slight increase of average unit sale, +7%.





























Conclusion
Within the retail business several products returned are based on allergic reactions to something in the ingredient. It is most likely than not, that the product is exchanged, or costs reimbursed as a result leading to a satisfied customer as the matter had been dealt with immediately. The business does not maintain figures at middle management level which evidence the number of product returns for the month or year. Reports are fed upwards of product returns, but not fed downwards to the shop floor.  Copies of returns quotas are not maintained on shop floor for confidential and paper economy purposes.
Nevertheless, I accept that in the health and social care environment, an unhappy customer, the service user, cannot return their dissatisfaction of the service received from a brand package. Their concern is primarily emotive and through their complaint’s procedure, can take several weeks to resolve. What is similar to the retail industry is the manner in which the business handles the customer’s concerns. Qualities would include having a sense of empathy and an ability to listen intently to the concerns raised and seeking a resolution with the customer to ensure they feel valued and respected.
---------------------------------------------------------------
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Makeup Sales 2017 (£)

42736	42767	42795	42826	42856	42887	2327	2762	2583	2583	2207	2966	


Skincare Sales 2016 (£)

42370	42401	42430	42461	42491	42522	536	897	687	623	382	1077	


Skincare Sales 2017 (£)

42370	42401	42430	42461	42491	42522	615	1071	475	808	932	1476	


Makeup Sales 2016  (£)

42370	42401	42430	42461	42491	42522	3082	2157	3534	2642	2348	3473	
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