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[bookmark: _Toc512418620]Abstract
The overall aims and objectives of this project is to find out about the different technologies that are being used within retail to help a business perform and the different ways they are reaching out to potential customers through marketing techniques.  It is also to look at how Debenhams customers are being attracted to Debenhams.com and the physical store and how and if those customers are using the technologies available to them to make their shopping experiences easier. 
In order to fully understand the previous technologies that were used inside of retail, research has been conducted to see the changes that have come with time. Research has been done online as well as physically seeing the new technologies which have been implemented to the Debenhams store in Swansea. 
A questionnaire has been used to retain information for both marketing and online shopping regarding Debenhams Swansea. The questionnaire is made of the two sections on two sides of A4. It will ask the customer their age group, gender and first part of their home post code so it can be seen where they travel from when visiting the store.  The first section asks the Customer about marketing and whether or not they receive marketing from Debenhams personally or whether they see marketing elsewhere such as on social media or television. It then goes on to ask if they were encouraged by any form of marketing or advertisement to visit the store the last time they did so, and also the main reason they visited, this could be for a click and collect order or pay a bill or looking for a specific item for an occasion. The second half of the questionnaire relates to online shopping, asking the Customer if they shop online ever, and then if they shop online at debenhams.com and how often they do so. It then goes to ask if they have ever used the instore order points and whether or not they found them easy to use. The information collected from the questionnaires has been added to an excel file where it was then linked to Tableau to be analysis once in a visual representation. A tally chart has also been used to analyse how customers are paying and whether or not they have Debenhams vouchers to spend when using their Debenhams card. 
One of the major findings for the investigation was that over the two days of logging the Tally 40% of Debenhams card holders using their Debenhams card as a form of payment had vouchers to use. The weekend in question was not a card holder event, if it was then there would be a drastic increase, but of course there cannot be a cardholder’s event all the time. This proves that the way Debenhams markets to their cardholders in strong and even though 60% of the people served did not have vouchers they still chose to use their card as they felt it benefited them. 
In conclusion, the investigation went well however there are some aspects that should have been done differently to ensure the best data analysis possible. For example, having more people contribute to the survey and having a tally completed on two different weekends to show trends. 



Table of Contents
1.	Abstract	5
1.1.	Outline	6
1.2.	Introduction	6
1.3.	Case Study	6
1.4.	History of Debenhams	7
2.	Literature Review	8
2.1.	Technologies used By Members of Staff	8
2.1.1.	History and Current State of the Shop Floor	9
2.1.1.1.	Tills	9
2.1.1.2.	RF Gun	10
2.1.1.3.	Printer	11
2.1.1.4.	Tablets	11
2.1.1.5.	Computers	11
2.1.1.6.	Security	11
2.2.	Technologies used by Customers	12
2.2.1.	Online Shopping	12
2.2.2.	Shopping Apps	14
2.2.3.	Order Points within the Physical Store	15
2.2.4.	Self Service Checkouts	16
2.2.5.	Scan as you Shop Technology	16
2.3.	Marketing and influences	17
2.3.1.	Traditional Marketing	17
2.3.2.	E-marketing	21
2.3.3.	Debenhams Credit Card	27
2.3.4.	Beauty Card	27
2.3.5.	Black Friday events	27
3.	Methodology	28
3.1.	Philosophy	28
3.2.	Approach	28
3.3.	Meetings with Supervisor	28
3.4.	Strategies	28
3.5.	Questionnaire	29
4.	Pilot Investigation	30
4.1.	Pilot survey	30
4.1.1.	Initial Survey Design	31
4.1.2.	Ideas for change	32
5.2.	Official Survey	33
5.3.	Tally Chart for Card Holders	36
5.	Results	38
5.1.	Survey Results	38
5.1.1.	Excel Document	40
5.1.2.	Tableau	42
5.1.3.	Any Problems with the Questionnaires or use of Tableau	48
5.1.4.	Summary of Findings	48
5.2.	Tally Results	49
5.2.1.	Saturday 17/03/2018	49
5.2.2.	Sunday 18/03/2018	50
5.2.3.	Summary of Findings	51
6.	Reflection of Project	52
6.1.	Reflection of Literature Review	52
6.2.	Reflection of Investigation	52
6.2.1.	Positive Factors	52
6.2.2.	Negative Factors	52
Bibliography	54
Picture Bibliography	55

 
Figure 1 Share of Individuals who made Purchases in Great Britain from 2008 to 2017	12
Figure 2 Online Retail Spending in the United Kingdom during the Christmas Period in 2011 to 2016	13
Figure 3 Visual Representation of How Many Subjects Filled in the Questionnaire depending on their home Postcode.	40
Figure 4 Number of people who prefer Online or Instore shopping	41
Figure 5 Reasoning Behind most Customers visiting the Debenhams Swansea Store	42
Figure 6 Do you shop online? Combined with Do you prefer to shop inline or instore? By Age range and Gender	43
Figure 7 what marketing are customers receiving?	44



1. Introduction
[bookmark: _Toc512418623]The title for this project is ‘Investigation and Evaluation of the Impact of Information Technology on Marketing and Sales within the Retail Industry’. It will investigate the current and previous standards for online purchasing, including the techniques which businesses use to market their products and services as well as technologies used within the business to aid the everyday functions of a store. It will also be evaluating consumers and how they are purchasing goods by surveys, also what businesses offer their customers when they shop a certain way. The company that has been chosen for this project is Debenhams as they are a large company with 178 stores located within the UK, it will look into the marketing techniques in which Debenhams are currently using, the benefits they offer their customers and also the online presence Debenhams has. 
1.1. [bookmark: _Toc512418621]Outline
In this project there will be an introduction to inform the reader what the project is about and the overall aims and expected outcomes. A literature review will then take place to research into what information is currently out that is related to this project such as looking at the technologies used within the business, both by staff and the consumers, then looking at the way businesses market to their customers and how they are influencing them to shop with them. It will then look at the specific research methods that would have be used to ensure the best possible outcome when collecting data. It will then look into the surveys being used and how it will be best to conclude the data that is being collected in order to produce an overall result at the end of the project.  
1.2. Case Study
The case study for this project will mainly be Debenhams. Debenhams is a large retail company and currently has 247 department stores across a total of 27 countries where 178 of them stores are located within the UK. 
Debenhams also has and online presence where customers are able to shop online, ordering items to their home or into store for collection. They also have multiple order points in store for those who may not have access to one elsewhere or might just want to order in store as they are there.
Debenhams are currently using a wide range of marketing techniques for entice their consumers in, this includes;
· E-mail Marketing
· Postal Marketing
· Television Adverts 
· Posters 
· Radio Adverts
· Social Media 
Debenhams created a ‘Found It’ campaign for the Christmas season which has been used over the past two years. They also included this campaign through the year by creating ‘Found it for your Valentine’ and ‘Found it for Mum’. The Christmas campaign especially, was run across TV, radio, digital media outdoor and print. “The TV will be supported by radio ads running across  stations including Heart, Smooth and Capital, along with outdoor 48 sheet and six sheet executions across 5000 sites, and print ads in Metro, Sunday Times Style, You, Fabulous, Grazia, Stylist, Marie Claire and Red.” (1) This campaign was targeted at all members of the family to encourage them to buy their Christmas gifts at Debenhams.  A quote by Debenhams Marketing Director (Richard Cristofoli) said “Found It was developed as a 360-degree campaign to highlight our position as a gifting destination….It was always conceived as a campaign that had longevity; celebrating the joy of finding the perfect present for a loved one. The campaign has evolved over the past three years and started to become a part of consumer consciousness.” (2)
Debenhams also has links with New Day to offer their new customers MasterCard’s and some of the long-term customers will already have Store Cards (no longer offered). They offer their cardholders perks, this entices the cardholders to spend more often in Debenhams.
They encourage new customers to open up a Debenhams MasterCard as on the day of opening the customer will receive 10% off their Debenhams purchases, thus encouraging the customer to spend more than they were originally intending. They then encourage the cardholder with a loyalty points scheme, 3 points per £1 spent in store and 1point per £2 spent outside of store. Debenhams are regularly marketing to their cardholders by sending exclusive discount vouchers out to them on a regular basis. These vouchers include their ‘Reward Vouchers’, which are generated by the amount of points a cardholder collects over a period of 3 months as well as an extra 10% off selected products when they have big sales and extra discounts throughout the year. 
1.3. [bookmark: _Toc512418624]History of Debenhams 
“Debenhams traces its history back to 1778 when William Clark established a drapers store at 44 Wigmore Street in London’s West End selling expensive fabrics, bonnets, gloves and parasols. In 1813 William Debenham invested in the firm which then became Clark & Debenham.”(1) Debenhams then became Debenhams Limited in 1905 and when on the purchase multiple businesses including Drapery Trust. Debenhams was first listed on the London stock exchange in 1928. We then jump to the 1970s where Debenhams expanded again, bringing food for purchase into their stores and by 1972 Debenhams had 40 modernised food halls within their stores with the brand name Cater’s Food Halls. Unfortunately, in 1979 the chain was sold to Allied Suppliers as the business had declined. Debenhams was then targeted for its use of animal fur for items of clothing on sale within the stores and since then has refrained from selling clothing of this kind. “The company purchased the brand name and stock of Principles in March 2009 after the business entered administration. Principles operated concessions within 121 Debenhams stores, and was subsequently relaunched by Ben de Lisi as part of the Designers at Debenhams range.”(2) 



2. [bookmark: _Toc512418625]Literature Review 
Here a literature review will take place in order to research the different aspects of the project, this will include looking into the history of the technologies that are used for everyday function within a major department store and how they have changed over the past years. It will look at what areas of the business are using these technologies and how they are improving the functionality of the business. The literature review will be sorted into sections, these sections will look further into technologies which are used by members of staff and also the customers. The literature review will then look into the technology and techniques used to market to customers as well as influences that will encourage customers to shop. The main research for the literature review will be on a wide scale and then it will be narrowed down to the case study business which is ‘Debenhams’.  It will look into whether there has been any research in this field before and the outcomes of their research. 
2.1. [bookmark: _Toc512418626] Technologies used By Members of Staff
Technology is part of everyday functionality of a store, it is used in every store on the high-street. Without technology, everything will have to be done manually, all items would manually have to be added up, payments would only be able to be taken by cash or cheque, markdowns on products would need to be handwritten, and stock levels would not be easily accessible. Different environments will need to access different technologies in order to do their job. Different companies might use different brand of technology, however technologies used within retail will all have the same purpose.  

Examples of where and what technologies are used are as follows;


2.1.1. [bookmark: _Toc512418627] History and Current Technologies used by Members of Staff
Every member of staff who works on the shop floor in Debenhams should have the knowledge to perform necessary tasks using the following technologies.
· Tills
· RF Guns
· Printers
· Tablets 
· Computers
2.1.1.1. [bookmark: _Toc512418628]Tills 
In the second half of the 19th century barter (“… the act of trading goods or services between two or more parties without the use of money”(3)) was replaced by transactions that would take place with the transfer of cash. One of the first cash recorders sold was the Hough Security Cash Recorder which was made in the 1890s and was used to keep track of transactions. “Not long after the advent of desktop electronic calculators in the 1950s and 1960s, electronic cash registers became available... By the 1970s, they dominated the market.”(4). Then, during the early 1970s lasers had been enhanced to aid in the tracking of merchandise. Nowadays tills have touchscreen interfaces and allow for the payment of cash, card, contactless and vouchers (paper/gift card). These systems are updated on a regular basis to show as up-to-date stock levels on all items within a store. 
	In order to serve a customer who wants to purchase an item, the sales clerk must sign onto the till using their unique till number to enter the sales menu. Each item the customer is purchasing is scanned through the system using a handheld scanner and then totalled at the end. The customer then chooses which method of payment they would like to use to purchase the items and the clerk performs the next steps accordingly. Tills are also used to return items and make payments onto a customer’s Debenhams card and even open a new Debenhams card for a customer.
[image: http://ids.si.edu/ids/deliveryService?id=NMAH-85-6202&max=1000]
[image: https://img.bidorbuy.co.za/image/upload/user_images/623/1850623_110310075031_CAM-Commerce-Home-HP.jpg]
 (3)							(4)

2.1.1.2. [bookmark: _Toc512418629] RF Gun
RF Guns are used to check stock levels, scan items into and out of store/stockrooms and also find details on promotions that a particular item might be participating in. They can also be linked up to the printer, details on this device follows.  
[image: ]The stock room uses the RF Gun and a computer to be able to perform their daily tasks. When a delivery comes into the store, every item must be scanned in to the system to make sure the correct delivery has been brought as well as updating the in store system for stoke levels. When an item is sold the computer logs this, the morning after a document will be printed for each department so the staff members within the stock room can select the necessary items to replenish the shop floor with. If a customer requests something to be brought from the stock room, then that item must be scanned out of the stockroom using the RF Gun.  
[image: Related image]








(5)
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2.1.1.3. [bookmark: _Toc512418630] Printer
Printers are used in conjunction with the RF Guns. When linked together they are used to print out new labels onto stickers for stock. Many different stickers are used for this printer and the RF Gun will tell the user what sticker will be appropriate. For example if it’s just a new sticker to be printed due to the old one no longer existent then a small, medium or large white label would be needed. If the item is going into sale a small, medium or large red label will be required. There are circumstances when items go into a promotion in this case a large green label will be printed only showing the current selling price and the old. 
[image: Image result for price gun]Before the electronic FR Guns and Printers were introduced, price tag guns would be used. The price printed and manually adjusted using the dials and a sticker is printed. These are still used through stores today, from small corner shops to major department stores. There are much cheaper to purchase and are a two-in-one device where you can adjust a price and print a label.  
[image: ]
2.1.1.4. [bookmark: _Toc512418631]Tablets
Tablets are used to access the ‘DebWeb’. The main uses for the tables are to view current and upcoming promotions, and to view table designs and visual merchandising that is recommended for items within the same group such as similar designs. The visual team uses tablets which inform them what items should be used for current hotspots and the appropriate ticketing which will be needed to promote the products. Visual also are in charge of the ticketing used for sales in the front windows and the ticketing which hangs from the ceiling. 
2.1.1.5. [bookmark: _Toc512418632]Computers
Staff members, mainly supervisors and managers, use the computers to monitor T&A (Time and Attendance) of staff members within their department, generate rotas for following weeks and daily Oscars. They are also used to follow emails and any information which might be important such as offers, recalls, and meetings. 
2.1.1.6. [bookmark: _Toc512418633]Security 
Security will use a number of cameras located throughout the department store and use a computer to be able to view this live. They are also able to review videos from previous days. In Debenhams they use CCTV (Closed Circuit Television) “CCTV (closed-circuit television) is a TV system in which signals are not publicly distributed but are monitored, primarily for surveillance and security purposes.”(5)
2.2. [bookmark: _Toc512418634]Technologies used by Customers
This section will look at the different technologies that customers use to purchase items. This will include when customers are purchasing items when they are using their home computer or laptop, tablet, or even their smartphone. It will look at the order points that are placed instore and also self-service checkouts and whether they are suitable for a major department store.     
2.2.1. [bookmark: _Toc512418635]Online Shopping
Online shopping is used by the majority of the UKs population and it has grown over the years as more and more people are using this form of purchasing. It can be seen from the table below that the ecommerce world has grown over the past 9 years and will most definitely continue to grow as more people are being introduced. 
[image: ]
[bookmark: _Toc512330315]Figure 1 Share of Individuals who made Purchases in Great Britain from 2008 to 2017
(6)

During the Christmas season, there has been a large increase of the UK’s spending when purchasing online. As can be seen from the statistics below it nearly doubled from December 2013 to December 2014. This is most probably due to the convenience of online shopping and also delivery and click and collect services that are available. For example, Argos have a reserve and collect service which allows you to pay for your item online or in store and collect  your item from your chosen store virtually straight away and Curry’s/PC World offer the same for collection in as fast as an hour. Also during the Christmas period, Black Friday is a hot topic as some of the best deals are on offer on this day. However the past few years Black Friday has extended, and during the year 2017 is grew to over a week with some retailers. Debenhams stretching from Tuesday the 21st through to Monday the 27th. 
[image: ]
[bookmark: _Toc512330316]Figure 2 Online Retail Spending in the United Kingdom during the Christmas Period in 2011 to 2016
(7)
Online shopping is being used for the majority of the world’s major retailers, Primark being an exception as they only show certain products online and do not allow for e-commerce. 


2.2.2. [bookmark: _Toc512418636]Shopping Apps
Many retailers now have applications that can be downloaded from a customer’s smartphone or tablet via their app store. These applications allow the customer to view the same items that the retailer will have online via the app. Apps can be a more user friendly way to shop when using a smartphone or tablet as they are specifically designed with the phones screen in mind. Some retailers have a mobile site allowing the user to view the site via the internet but they are not always fit for the screen type. By using an application the customer is able to instantly access the items for sale from just opening the app. There is no need to physically search for the website using the smartphones/tablets internet. With an app, once a user has logged in, they will always be logged in until they wish to log out, this is a more convenient way of shopping for the user as settings are stored and also delivery and payment details can be stored making the purchase easier and quicker for the user.  When a user downloads an app, they have the option whether they would like to receive notifications for the app or not, if the user selects yes they notifications can be sent straight to the phone unlike e-mail where the user would have to access their e-mails and scroll through, often not fully reading.  After searching the Apple App Store for Debenhams application, the only one visible was Debenhams Australia. 




2.2.3. [bookmark: _Toc512418637]Order Points within the Physical Store
Order points are located throughout every store to allow customers to order items that might not be available in store. The order points show everything online as you would see using the internet. Customers have the option to sign into their Debenhams online account where they might already have their details on, or they can create their order by adding their details in. The order points do not require the customer to insert an email address, as long as they have a contact number. This is positive for those people who might not have a computer at home or even have an email address, it gives them to same opportunity to view and purchase online at Debenhams.  The order points only accept payment by card, this does also include a Debenhams gift card. However the older order points only accept one form of payment meaning the gift card would have to have to full amount on in order to complete the purchase. The customer is able to decide how they would like their order to be delivered, whether it be click and collect, a service where the order will be delivered to the store for the customer to pick up usually there at the chosen store after 12pm the day after. Home delivery, within 3-5 working days or home delivery next or nominated day which can depend on what day the customer chooses as to how much it will cost. 
[image: Image result for order kiosk debenhams][image: Image result for order kiosk debenhams]



2.2.4. [bookmark: _Toc512418638]Self Service Checkouts
Self-service checkouts are used within most supermarkets and have been around for many years. They are used within all major supermarket chains such as Tesco’s, Asda and even Lidl. Self-Service checkouts allow the customer to scan all of their items themselves and bag them as they go along. All items scanned through the machine must be placed on the weighing scale to the side of the till. Any restricted items such as alcohol must be authorised by a member of staff before they can be paid for and any items of clothing should be checked for security tags. Most self-service checkouts are mainly used for customers who are purchasing a small number of items, for example under 20 items as they have little space, however some supermarkets cater for larger shops and allow the customer to place all their items on a belt and scan them through and the belt will move as the items are removed. The till points accept payment by card and cash and have specific places to insert money and retrieve and change. Self-service checkouts are not yet in any fashion and department stores as these items can be expensive and self-service tills are risky for loss and theft of items. For example at Debenhams a lot of their higher priced items are under beauty and fragrance, these items can be small and easy targets for theft, and for this reason Debenhams and many other department and fashion stores should not implement the self-service checkouts to their stores. 
2.2.5. [bookmark: _Toc512418639]Scan as you Shop Technology 
Scan as you shop technology is being introduced in many stores across the UK, Tesco’s are currently the only UK supermarket to implement it. They allow customers to scan their items whilst picking them off the shelves and placing them into their shopping’s bags or trolley as well as keeping track of how much they are spending. They do this by having their Club card members to sign in using their Club card at the entrance and then selecting a scanner or by using the app which can be purchased through the customers smartphones app store, allowing customers to sign into their Club card by using the camera on their phone to scan the barcode on the back of the card or by manually typing in the Club card number. The customer must then sign into the store they are shopping at by scanning the barcode near the entrance to the store. The customer is then required to scan all items they intend to purchase and once the customer is ready to pay for their items, they must head to the scan as you shop checkout, scan the till they use and all of their purchases will sync to that till where the customer can then pay. Occasionally service checks will take place where a member of staff will check that certain items in your shopping have been scanned and sometimes the assistant may be required to re-scan all of the shopping. As stated above in the Self-service checkout section, it would not be wise for a Department store such as Debenhams to introduce this technology as there are many high priced items throughout the store. 
2.2.6. Payment Methods
There are many different forms of payment that are available to a customer, this includes cash, card, gift card or voucher. The majority of purchase made, use card as a form of payment as less people are carrying cash. Cards can be either swipe and sign, chip and pin, and contactless. Contactless is a form of payment when a Customer has their card on them and taps it onto of the payment machine, the machine will then make a beep noise wither to confirm if the payment has been successful or whether the customer needs to place the card into the machine and enter their pin. Contactless payments are only for purchases under the £30 mark. Most smartphones have payment available through their phone as long as the phone in connected to mobile data or Wi-Fi, Apple and Android users are able to use their phone the same way they use their card to make contactless payments often over the limit of £30 as they are more secure. In order to access a phones ‘Wallet’ the Customer must either know the passcode to unlock the phone or use the fingerprint scanner to authorise the contactless payment. 
2.3. [bookmark: _Toc512418640]Marketing and influences
There are many different ways for businesses to market and to influence their current and any new and potential customers. These methods are explained in the following paragraphs.  
2.3.1. [bookmark: _Toc512418641]Traditional Marketing
Traditional marketing techniques include techniques that are not used through the internet and social media websites, they include, TV, Radio, Billboards, Direct mail, Magazines and Newspapers advertisements. Marketing could also stretch to include a stores windows displays. These types of marketing have been around for many years and they are all still very popular ways of attracting new and current customers to a business. 
2.3.1.1. TV Advertising
Debenhams uses TV advertisements to inform potential customers of big events which will be happening in the store such as ‘Mega Weeks’ and sales such as Blue Cross and mid or end of season. Mega weeks are weeks within the year when every department will have at least 20%, excluding beauty and fragrance which is usually only 10%.  They also do advertisements during the Christmas period and their most recent campaigns have been ‘Found it!’ and ‘You shall’. TV advertisements are now not only on standard cable television, but are also included in online TV such as ITV Hub, All4 and My5. 
2.3.1.2. Radio
Radio can reach a large number of people as it can be accessed on many different platforms. Potentially, people could be listening to your advertisement in their car, in a café, over their phone or even on a home radio. As Debenhams is a large company, they could advertise on many different radio stations, ones that are nationwide and ones that are local such as Swansea Sound or The Wave. 
2.3.1.3. Direct Mail
Direct mail is mail that is sent to a Customer at their home address, this could be because they already have signed up for direct mail from a business or if a business is trying to reach out to new customers they might send flyers through peoples doors. Debenhams sends its customers who have a Debenhams card out regular mail to get them exclusive discounts throughout the year. The mail also informs the customers when the next sales are on and often will give them an extra discount for that sale, this discount will only be exclusive to Debenhams card holders. 



2.3.1.4. Newspapers/Magazines 
[image: Magazine Advert Debenhams 1900s][image: Preview]Business regularly place advertisements inside a local or nationwide newspaper. Many people read through these every day, giving the business another source of targeting potential customers. Adds within Newspapers and magazines can be anything from a small advertisement with just contact details or a full page advertisement. Debenhams has been advertising within newspapers and magazines from 1900s, an example can be seen below along with a more recent magazine advert from 2016. When comparing the two adverts, excusing the obvios factors of change such as colour and name change, they still are using a full page advertisment showing a model with the clothing being sold and pricing for the clothing. The advert on the left has the address of the store, they have since expanded and no longer show the store address and will now show website address and also are highlighting the delivery option avavilbe. 	
(6) 

(7)



2.3.1.5. Billboards and Posters
During big events, most businesses will use billboards along side busy roads to attract people’s attention. Billboards usually only have the main information needed, and they have a small amount of text with a large and clear font on them so people are able to quickly read it whilst passing. There are also Inflatable billboards which have been used in city centres and areas where a standalone billboard is already placed. As can be seen from the example Debenhams Billboard below it clearly has the company’s name very large and also the Half-Price Sale is very clear. They also use an asterisk after stating ‘Half Price’ meaning that there is more information on this on the poster, this information states that only selected lines are included in the sale. Posters are also used in smaller areas such as bus stops, train stations, car parks and even notice boards.  Posters can have more information on them than a billboard as the people reading it are likely to be passing by foot and can easily stop to read more into it, however the poster should still have the main, interesting information, clear and large to quickly attract its readers to do so. 
[image: Related image] (8)


2.3.1.6. Window Displays
Nearly every store on the high-street will have a window and in this window will be a display highlight new stock that has come in, such as new season styles, showcasing the most wanted clothing and accessions for the season. Window displays will also have large posters highlighting the current sales and offers that are in store. 
[image: Image result for debenhams billboards]
(9)

2.3.2. [bookmark: _Toc512418642]E-marketing 
There is a broad way to market to customers, including e-marketing which includes Websites, E-Mail, Blogs, Online advertising, and Social Networking.
2.3.2.1. Website
Debenhams has an e-commerce website where customers are able to view the whole range of products that Debenhams has to sell. Debenhams website also highlights the offers they have available at that time. At the time of reviewing the website, Debenhams are launching their ‘Be Mine’ campaign for Valentine’s Day, but still were highlighting the Blue Cross sale. They highlight they do free standard delivery over £45 and free Click and collect over £20, this will encourage customers to spend more than they might do, in order to get the free delivery.  Further down the page they express their current beauty club offer available, where if a customer spend £50 and over on beauty and/or fragrance they will receive £10 worth of points onto their beauty card. 
[image: ][image: ] (10)

2.3.2.2. E-Mail
An E-Mail is “A system for sending messages from one individual to another via telecommunications links between computers or terminals using dedicated software:”(8). They are used to target new and present customers with information about a business’s current and upcoming events. E-mails are used to inform customer of new lines, offers and sales, changes within the business or the account a customer has with them. For example Netflix would send an E-mail to inform the customer if a new film or TV series that has been added they believe the customer would enjoy based on what they have previously watched, however a company such as Debenhams would send out an email, informing the customer if a sale is taking place, any new trends and brands that are being introduced. The latest E-mail Debenhams has sent can be seen below, the very first thing that draws the eyes attention is the ‘70% off Blue Cross Sale’. It clearly states that the sale will end on Sunday, this email was sent on the 24/01/2018, a Wednesday, so there would have been a further 4 days for customers to make their final sale purchases. They also include links that connect to the website, the headings along the top banner will take the customer to the main page for women, beauty, sale, men or kids, and the blue buttons will take the customer directly to the sale pages relevant. The E-mail itself is clear and is not over cluttered, it is easy to direct through and get to the relevant webpage, and the colours used are simple and easy on the eye, there is very few colours included so it less overwhelming for the eye.
  

2.3.2.3. Social Networking and Media
Debenhams has a social media site for Debenhams as a company, Debenhams Beauty Club and some stores have separate Debenhams pages for themselves. “Social media is the collective of online communications channels dedicated to community-based input, interaction, content-sharing and collaboration.”(9) They have social media pages for Facebook, Twitter, YouTube, Foursquare, and Polyvore. The main focus for this report will be on Debenhams Facebook Page, and Debenhams Twitter page. 
2.3.2.3.1. Facebook
The Screenshot below is from Debenhams official Facebook page, taken on the 25/01/2018. The profile picture they have used is simple and is a well know symbol related to Debenhams. They are including their ‘Bring it on’ campaign along the banner of the Facebook page and continuing the campaign and the colour scheme with the post that has been pinned to the top of the page, this has been done so this post the first post the customer views when vising the page. Along the right hand side of the page, you are also able to see visitor’s posts and view and create comments for discussion. Facebook also have a chat option, so if a customer has a query about something, they are able to talk to a member of staff from Debenhams who will give them some advice.  
[image: ]

2.3.2.3.2. Twitter 
The Screenshot below is from Debenhams official Twitter page, taken on the 25/01/2018. Alike the Debenhams Facebook page, they use the same profile picture and currently have the same banner photo as they are currently launching the Bring It On campaign. [image: ]


2.3.2.3.3. Instagram
Instagram is a social networking site which is used for people and business to showcase photographs and videos. Debenhams use it to show the latest styles and offers in store and online. Debenhams has an Instagram account as well has having a beauty club card account, great for people who only shop at Debenhams for the beauty. Instagram will allow a user to follow Debenhams in order to see the businesses posts on their news feed. Debenhams posts information on clothing as shown below with the product codes so the user can search for them on Debenhams.com. Debenhams also shows the offers they have on, in the caption of the beauty image shown below, they highlight that they have a beauty offer on where if the customer spends £40 or more on skincare they will receive £5 worth of points on their beauty card.  
[image: https://scontent-lhr3-1.xx.fbcdn.net/v/t1.15752-9/31180078_2043864232529457_3207283952322609152_n.jpg?_nc_cat=0&oh=87cb524f1f422b7c08345d8d6d2c1b2e&oe=5B6620C1][image: C:\Users\User\Downloads\31252902_2043864259196121_606071364943609856_n.jpg]
[image: https://scontent-lhr3-1.xx.fbcdn.net/v/t1.15752-9/31171400_2043864209196126_7488736171653070848_n.jpg?_nc_cat=0&oh=9956d6f53e9ee8e95eab70611073d806&oe=5B57014D][image: https://scontent-lhr3-1.xx.fbcdn.net/v/t1.15752-9/31159639_2043864202529460_4367290074203684864_n.jpg?_nc_cat=0&oh=4d08fb5930576a5c64b03eba6af99db0&oe=5B65DE21]




2.3.2.4. Smart Billboards
Smart Billboards are electronic billboards, often used in bus stops and shopping centres, they move and can often have many advertisements on them at any one time. Digital advertising allows the advertiser to choose a date, time, or even use the weather as a reason to show your advert. For example, Nivea might consider showing sunscreen, on a day where temperatures are above 20 degrees Celsius or a gym advertising during January. Different times of the year customers want different things, the electronic board allows business to focus solely on when they feel their advertisements are most suitable to be shown. 
2.3.3. [bookmark: _Toc512418643]Debenhams Credit Card
The Debenhams credit card which is offered to every customer [over the age of 18] who purchases at the store is owned by the credit company NewDay. The Debenhams card is first enticing the customer to open a card by information them that they will receive 10% off their purchases on the day of opening and receive a £5 voucher to spend in store with their first statement. After that every £1 spent in store earns the customer 3 points towards their quarterly vouchers. For example if the customer was to spend £100 over 3 months in Debenhams they will receive a £9 voucher to spend in store. The customer will also receive other vouchers throughout the year giving them an extra percentage off when they pay using their Debenhams card. Other benefits of the card are; Free delivery when items are purchased at Debenhams.com. 10% off in the Debenhams Restaurant and fee free travel money and better rates for cardholders. Debenhams will also market to all their card holders when there is a big event coming up in store and online by emailing or posting out to them, often offering extra discounts. Overall, Debenhams gives its customers many reasons to want to have their MasterCard to begin with and when they have it, they will be reaped with rewards and extra priority discounts. 
2.3.4. [bookmark: _Toc512418644]Beauty Card
The Debenhams beauty card is used when a customer is purchasing an item which is either fragrance or makeup, makeup bags and other accessories, including electrical beauty. After activating a beauty card, the customer will automatically receive 500 points which it’s the equivalent to £5 on their beauty card. Again, its 3 points for every £1 spent in store but this card is a loyalty card and not a credit card. At the end of each month the points will transfer into money so the customer is able to spend that money like a gift card. Sometimes, there will be a beauty event on, where the customer will get an extra £10 as well as the points they would normally earn, when they spend over £50 or £5 worth of points when they purchase any foundation.  
2.3.5. [bookmark: _Toc512418645]Black Friday events
On events such as Black Friday, which has over the past few years stretched out to a week, there is massive savings across stores and different offers such as ‘mega deals’ will be on, on different days of the week. For example, half price, 40% off, or VAT free beauty, are all types of discounts you would expect to see during black Friday. Although stores will be offering discounts in store and online, there is a day called cyber Monday which is the Monday following the Friday, this is when supposedly, customers will get the best deal when purchasing online. 



3. [bookmark: _Toc512418646]Methodology 
The method type which will be used for this project is Phenomenology which is an inductive method which involves collecting and analysing data to develop a theory. Surveys will be created to ask customers who  
3.1. [bookmark: _Toc481752469][bookmark: _Toc512418647]Philosophy
The philosophy which will be used in this study will be Phenomenology (Phenomenography). “Phenomenography is a qualitative research methodology… that investigates the qualitatively different ways in which people experience something or think about something.”(10)
3.2. [bookmark: _Toc481752470][bookmark: _Toc512418648]Approach 
The approach which will be used will be ‘Inductive’.  “Inductive Approaches are generally associated with qualitative research, whilst deductive approaches are more commonly associated with quantitative research.”(11).  There is no general theory or hypothesis to this project, and the approach is more to gain a meaning from the data that’s is collected. By this approach, the data is able to be analysed to identify patterns within the data to be able to build an overall conclusion of the data. 
3.3. [bookmark: _Toc481752471][bookmark: _Toc512418649]Meetings with Supervisor 
Meetings will take place with the designated supervisor to review the tasks that have been conducted and then used to see if there is any flaws within the project or any reason that the time scales might be put back. This could include the data collected not being sufficient, or progression is too slow and needs to be sped up. The meetings will help ensure that the project is all going to plan and to check if new tasks need to be added or a task to be removed. Meetings also help to give encouragement and to create new ideas to expand the project. 
3.4. [bookmark: _Toc481752472][bookmark: _Toc512418650]Strategies 
The main strategies used to conduct this study will be generating a literature review, using a case Study, and conducting survey to access data from consumers and staff members.  Introductions for these strategies can be seen below.


3.5. [bookmark: _Toc512418651]Questionnaire
In order to access some of the information needed to be able to evaluate the current state in which Debenhams markets to customers and  how them customers actually view the marketing, a questionnaire will take place where customers will be able to fill it in in order to gain feedback on the below. 
1. Question consumers to find out information on their shopping habits.
a. How customers are informed about sales or promotions within the store.
b. Are customers connected to e-mail or postal marketing? 
c. Do customers shop online?
d. Do customers use the in-store order points?
e. Do customers use the click and collect service available?
f. Do customers browse online before coming into a store?
g. Did anything encourage the customer to come into store today?
There will first be a pilot questionnaire which will be tested on approximately 10 people, they will be studied on how they answer the questions and asked if they have any recommendations for changes that would possibly benefit the questionnaire. The pilot questionnaire will then be changed accordingly and will officially be launched for customers at Debenhams and other people in different environments. The proposed questionnaire will be short and will ask the respondent to fill in the age, gender and their postcode. These details, when analysed using Tableau will help to establish the average age of people who shop in store or online as well as the gender and the town they have come from to see if they have travelled far. Tableau will be used to have a visualised way to quickly make sense of a large piece of data. 
Also, when serving customers at the till point, a tally will take place of the number of customers who already own a Debenhams card vs. the number of people visiting who don’t. This will help to analyse whether the Debenhams MasterCard/ store card entices customers to purchase there and also work out the percentage of people who shop using their Debenhams card vs. how many of them customers have a card. 


4. [bookmark: _Toc512418652]Pilot Investigation 
This section will showcase the investigation, including the Pilot survey which will take place and then improvements will be made to the final survey ready for that to be conducted. It will also include the tally which will be used to analyse how many customers come into store and use, have or do not have a Debenhams card. 
4.1. [bookmark: _Toc512418653]Pilot survey
A pilot survey has been created to see how the customers filling in the survey approach it along with any problems with the survey. By piloting the survey it allows to see what information is useful for the study and the information which is not. 
4.1.1. [bookmark: _Toc512418654]Initial Survey Design  
[image: ]
After conducting the pilot survey, problems have been identified and changes will be made to the survey before the official survey is conducted.
4.1.2. [bookmark: _Toc512418655]Ideas for change
	Problem 
	Possible Ways to Improve 

	Make the starting point clearer for the Online Shopping section. After watching multiple people fill in the survey, most started from the far left, throwing them off course. 

	· Having the first question placed higher than the others. 
· Having the first question placed at the far left of the page.
· Using a bold outline.
· Having a start label on the first question box. 

	Spelling and word changes.
	· Even > Ever
· Lunch > Café
· Add Travel money as an option.

	The postcode section is small. The lines are too short.
	· Change the line lengths.
· Only need the first part of the postcode to work with tableau.

	The questionnaire feels tight and there is little room for the user to add any reasoning behind answers.
	· Have a two sided questionnaire and allow for more space under end answers. 

	Make the questions more usable outside of the store to ask a wider range of people. 
	· Change wording in some of the questions. 





4.2. [bookmark: _Toc512418656]Official Survey 
After changing the pilot survey to improve it, the official survey is ready to be used. An example of the new questionnaire design follows;
Only one piece of paper has been used for each survey however the survey takes up two sides of an A4 sheet. This has been done so when filling in the questionnaire there is much more space for the person to fill in their answers to some of the questions and also the text size has been enlarged. The flow of the questionnaire is much clearer than the previous, when people were asked to complete the pilot questionnaire, it was found that they would begin on the wrong question because it was placed along the top left corner, the way we generally begin to read. If the Customer does not shop online they do not need to fill in the ‘Online Shopping’ section as the very first question only has one answer, ‘Yes’. However there is a question on the bottom right corner for them to answer if they prefer to shop online or in store. 





4.3. [bookmark: _Toc512418657]Tally Chart for Card Holders
This is the tally chart that has been counted on the 17/03/2018 from the hours of 9:00am to 6:00pm and a separate on for the 18/03/2018 from the hours 10:30am to 2:30pm. This tally chart is only counting customers served by a single sales person at any time. It will be used to log how many customers come the children’s-wear till point and how many of them customers have a Debenhams card and are either using it or not and also the customers who do not have a Debenhams card. From this information, an average can be generated to see how many of the customers that come into the store have a card. The tally will also account for the number of customers who are using vouchers with their Debenhams card. Once the tally has been completed, the number of tallies will be added up and averages will be calculated. When adding the tally charts up, the column ‘Using Vouchers’ will not be included to create an overall number of customers served. 

[image: ]
5. 
Conducting the Investigation  
5.1. [bookmark: _Toc512418659]Questionnaire Results
After asking 40 people to fill in a questionnaire each, the data collected was inserted to an excel file where the data could then be added to tableau where visual representations of the data could be generated.  An example of a filled out questionnaire follows. 
[image: https://scontent-lhr3-1.xx.fbcdn.net/v/t1.15752-9/31178449_2043957509186796_2925190921228124160_n.jpg?_nc_cat=0&oh=fd0fc5f2ca0acb279a7f9764abcababe&oe=5B96F943]
[image: https://scontent-lhr3-1.xx.fbcdn.net/v/t1.15752-9/31190012_2043957489186798_5677368907527094272_n.jpg?_nc_cat=0&oh=81e2b154bdbba2894f90ceb1cf5288fe&oe=5B67C89B]


	Investigation and Evaluation of the Impact of Marketing and IT within the Retail Industry

54

5.1.1. [bookmark: _Toc512418660]Excel Document
As the Excel Document is 41 rows down, here is small example of what the excel document looks like. The two questionnaires that follow were both in the same excel sheet, but for the purposed of this document, they have been separated to make it easier to read. 
5.1.1.1. Online Shopping Questionnaire

	Subject
	Age Range
	Gender
	Location
	Do you shop Online?
	Do you shop at debenhams.com?
	How often do you shop at debenhams.com?
	Have you even used the order points within store?
	Did you find them easy to use?
	Do you prefer Online on in store shopping?

	1
	25 - 44
	F
	SA9
	Yes
	Yes
	Now and Again
	No
	
	Online

	2
	15 -24
	F
	SA9
	Yes
	Yes
	Rarely
	Yes
	Yes
	Online

	3
	15 -24
	F
	SA10
	Yes
	Yes
	Now and Again
	No
	
	Online

	4
	45 - 64
	M
	SA3
	Yes
	Yes
	Rarely
	No
	
	Instore

	5
	45 - 64
	F
	SA3
	Yes
	Yes
	Now and Again
	Yes
	No
	Instore

	6
	15 -24
	F
	SA1
	Yes
	Yes
	Often
	Yes
	Yes
	Online

	7
	15 -24
	M
	SA1
	Yes
	Yes
	Often
	No
	
	Online

	8
	25 - 44
	F
	SA1
	Yes
	Yes
	Often
	Yes
	Yes
	Online

	9
	25 - 44
	F
	SA1
	Yes
	Yes
	Often
	Yes
	Yes
	Online

	10
	25 - 44
	F
	CF31
	Yes
	Yes
	Often
	Yes
	Yes
	Online





5.1.1.2. Marketing Questionnaire

	Subject
	Age Range
	Gender
	Location
	Do you personally receive any marketing from Debenhams?
	What marketing do you currently receive?
	Do you often see advertisements from Debenhams?
	What advertising have you seen/heard in the past week?
	Did any of the techniques encourage you to visit Debenhams the last time?
	What one?
	Why have you come into store today?

	1
	25 – 44
	F
	SA9
	Yes
	Both
	Yes
	Television
	No
	 
	Gift Hunting

	2
	15 -24
	F
	SA9
	Yes
	E-mail
	Yes
	Social Media
	Yes
	Offers
	Offers/Sale

	3
	15 -24
	F
	SA10
	Yes
	E-mail
	Yes
	Social Media
	Yes
	Offers
	Offers/Sale

	4
	45 - 64
	M
	SA3
	Yes
	Postal
	Yes
	Television
	No
	
	Gift Hunting

	5
	45 - 64
	F
	SA3
	Yes
	Both
	Yes
	Television
	No
	
	Looking for an outfit for a specific  occasion

	6
	15 -24
	F
	SA1
	Yes
	E-mail
	Yes
	Social Media
	Yes
	Offers
	Offers/Sale

	7
	15 -24
	M
	SA1
	Yes
	E-mail
	Yes
	Social Media
	No
	
	Pick up an Order

	8
	25 - 44
	F
	SA1
	Yes
	E-mail
	Yes
	Social Media
	No
	
	Pick up an Order

	9
	25 - 44
	F
	SA1
	Yes
	Both
	Yes
	Billboards
	Yes
	Billboards showing nice clothing 
	Seen Something you liked

	10
	25 - 44
	F
	CF31
	Yes
	E-mail
	Yes
	Social Media
	No
	
	Looking for an outfit for a specific  occasion





5.1.2. [bookmark: _Toc512418661]Tableau
[image: ]After linking the excel file to Tableau, the data can be seen with the headings showing, this is the data source. All of the sheets that are inside the excel document are now available in the Tableau document. The sheet that has been selected to be used for the data is Data (2).  Tableau will be used to show a visual representation of the data making it easier for quick analysis. 



5.1.2.1. Visual Representation of How Many Subjects Filled in the Questionnaire depending on their home Postcode.
This is the map showing how many people filled in the questionnaire from a certain Postcode, it used the colour marks to highlight the different places and so show how many people answered the questionnaire. The colour mark ranged from dark red to dark green, green being the highest number of people and red being the least. As can be seen from the screenshot below, 8 records were from the SA10 area, this is the area where most of the people were from.  

[image: ] 
[bookmark: _Toc512330317]Figure 3 Visual Representation of How Many Subjects Filled in the Questionnaire depending on their home Postcode.


5.1.2.2. Number of people who prefer Online or Instore shopping
This shows the number of people who have stated that they prefer to do either online or instore shopping. It has been used to show against a map so it is able to see how many people prefer to shop instore or online by their postcode. The instore map has very red colours on, indicated that it is a low number of people who prefer to shop instore over the people who shop online. The online map shows that a high number of people from the SA10 area, prefer to shop online, then secondly the sa1 area. The sa1 area has no one who prefer to shop instore, this might be because they are close the city centre and would prefer to shop online for a broader option and pick up the order instore using the click and collect services most stores now offer. 
[image: ]
[bookmark: _Toc512330318]Figure 4 Number of people who prefer Online or Instore shopping



5.1.2.3. Reasoning Behind most Customers visiting the Debenhams Swansea Store
This bar graph has been used to quickly show the most common reasons for customers entering the store, with the highest bar being where 12 of the customers have been gift hunting and the next bar is 11 of the customers visiting the store because they have heard of offers or sales within the store. Surprisingly the ‘Pick up an Order’ column is low, showing that many people would prefer to have their parcel delivered to their home than make the journey into store to get it. [image: ]
[bookmark: _Toc512330319]Figure 5 Reasoning Behind most Customers visiting the Debenhams Swansea Store


5.1.2.4. Do you shop Online? Combined with Do you prefer to shop inline or instore? By Age range and Gender
The bar graph below shows the number of people who overall shop online. Over that bar it then shows the section of whether they prefer to shop online or instore generally. It is sectioned off by age group first and then by gender. It can be seen from the screenshot below that the females aged 15-24 who do shop online, all prefer to shop online overall, whereas the males in the same age range are 50/50. The females in the age range 25-44 majority of the time prefer to shop online than instore however the males prefer to shop instore only. The Females in the age group 45-64 overall prefer to shop instore to online, likewise with the males. The age group 65+ prefer to shop instore even though they still purchase online. 
[image: ]
[bookmark: _Toc512330320]Figure 6 Do you shop online? Combined with Do you prefer to shop inline or instore? By Age range and Gender


5.1.2.5. What marketing are customers receiving?
The pie chart below is a quick way to show the information on what marketing customers are receiving. The Blue is where a null value has been entered, meaning the Customer who filled in the questionnaire does not receive any marketing from Debenhams. From the pie chart it is easy to see that a lot of the people surveyed did not receive any form of marketing. Email is the second largest piece of pie, meaning that the majority of people who receive marketing from Debenhams have opted for email. Postal is the smallest section of the pie meaning a small number of people were receiving only postal mail from Debenhams. The rest of the pie contains the people who are currently receiving both postal and email marketing.   
[image: ]
[bookmark: _Toc512330321]Figure 7 what marketing are customers receiving?


5.1.3. [bookmark: _Toc512418662] Any Problems with the Questionnaires or use of Tableau 
5.1.3.1.  Questionnaire Issues 
After completing all 41 questionnaires, where some of which the customer filling in had help to do so, to make it more understandable to read. For example, when answering the yes or no questions, the person would circle yes or no so when reading the questionnaire, it was easier to follow. Some people answering did not circle, making it difficult to work out where they were going through the questionnaire and some of the answers were not filled in, resulting in those questionnaires being discarded. Some of the answers filled in were also contradicting, one female claimed that she did not shop online at debnehams.com however when she was asked the main purpose she went into store the last time, her answer was ‘To pick up and order’. After using tableau to view the data, its felt that more questionnaires should have been filled in, to get a broader and more definite data analysis.   
5.1.3.2. Tableau Issues
When using the pilot data for the first attempt at tableau, originally the full postcode was taken, tableau did not accept the full postcode, so when conducting the official survey, the person surveyed would only need to write the first part of the post code, e.g. SA1, SA10, and SA11. 

5.1.4. [bookmark: _Toc512418663]Summary of Findings  
After analysing the data using tableau and looking over the different diagrams created a few conclusions have been made. Firstly, the majority of customers who have filled in this questionnaire are from the Neath area, this can be seen from the first map. It can also be seen from the second map that within the area tested, a lot more people preferred to shop online rather than instore. 
The most common customer to shop at Debenhams was female and was in the age range 25-44 and they also preferred to shop online than instore. The females who answered the questionnaire who were in the age range 15-24, all answer that they preferred to shop online than instore. This could be down to the popularity of teen clothing being found online at Boohoo.com and Misguided, along with other competitors who also do not have a store presence. The age group 65+ for moth males and females did not shop online at Debenhams.com. 
It was also found that the main reasoning behind people’s last visit into store was ‘Gift Hunting’, this probable due to Debenhams having a range of items on offer in store as well as having the option for a gift card if no item is picked up. Debenhams in also the only department store in Swansea, therefore they have a large advantage in the area as compared to stores such as John Lewis. 
Nearly half of the people answering the questionnaire did not personally receive any form of marketing from Debenhams. Debenhams should therefore attempt to attract more people to sign up for their e-mails. Debenhams should also try and encourage those who receive postal mail, to convert to e-mail as it saves paper and postal fees. This way if Debenhams was to save money on these unnecessary cost, they could offer the customers offers for converting.





5.2. 
5.3. [bookmark: _Toc512418664]Tally Results 
Here are images of the two tally charts that were used to analyse how customers were paying for their goods at the Children’s-wear till point. 
5.3.1. [bookmark: _Toc512418665]Saturday 17/03/2018
[image: https://scontent-lht6-1.xx.fbcdn.net/v/t1.15752-9/30740507_2040743796174834_5717006258758746112_n.jpg?_nc_cat=0&oh=7a50defe92a035d5fea91cd0fb51faff&oe=5B5865A8] The information collected from the Saturday 17/03/2018 showed that overall, one sales person served 194 people. 124 of those customers did not have a Debenhams card, 20 of those customers did not want to use their Debenhams card but claimed they had one, and the other 50 customers were using their Debenhams card. 24 out of the 50 customers who were using their Debenhams card had a voucher they were using, these vouchers included an extra 10% off when using their card or reward vouchers which are made up of points collected for using the card previously. That’s nearly half the customers using a Debenhams card had a voucher encouraging them to spend on their card. 



5.3.2. [bookmark: _Toc512418666]Sunday 18/03/2018
[image: https://scontent-lht6-1.xx.fbcdn.net/v/t1.15752-9/30739122_2040743759508171_8119192582786908160_n.jpg?_nc_cat=0&oh=1a4470cc5e10f3b0431b32524885be0f&oe=5B593B1A]The information collected on the Sunday 18/03/208 showed that overall, one sales person served 76 people. 48 of those customers did not have a Debenhams Card, only 1 customer did not want to use their Debenhams card but claimed they had one, and the other 27 customers were using their Debenhams card. 7 out of the 27 customers who were using their Debenhams card, had vouchers as explained in the about paragraph. 


5.3.3. [bookmark: _Toc512418667]Summary of Findings
As can be seen from the excel image below, totals have been calculated for each column showing the number of customers served on Saturday and Sunday.  It has been calculated the total number of customers served over the period of two day and worked out the percentage of customers have a Debenhams card. Surprisingly, the percentage was low, as only 36% of customers used or were claiming to have a Debenhams card were served over the two days. Also, it was calculated that 40% of the customers who were using their Debenhams card were using a Debenhams card holder voucher. This weekend used was the weekend after mothering Sunday, therefore a lot of customers who were purchasing were female and were using gift cards as a form of part of full payment. Hence perhaps why a number 40% of the customers on the Saturday were not using their Debenhams card to pay. This could also have has an effect of the number of customers visiting the store who do not have a Debenhams card, due to not shopping there often. If this investigation was conducted on a different weekend, the result could very easily change. During the time of investigating, there was no special offer on throughout the store for Debenhams card holders or otherwise.
	How many customers were using a Debenhams card vs those who didn’t

	 
	Using Debenhams card
	Using Vouchers
	Not using Their Debenhams card
	Do NOT have a Debenhams card 

	Saturday
	50
	24
	20
	124

	Sunday
	27
	7
	1
	48

	Totals 
	77
	31
	21
	172

	 
	
	
	
	 

	 
	
	Total have a card
	98
	 

	 
	
	Total do not have a card
	172
	 

	 
	
	Total served
	270
	 

	 
	
	% Of customers served who have a Debenhams card 
	36
	 

	 
	
	
	
	 

	 
	
	Total using Card
	77
	 

	 
	
	Total Using Vouchers
	31
	 

	 
	
	% of customers using vouchers 
	40
	 

	 
	 
	 
	 
	 





5.4. [bookmark: _Toc512418670]Reflection of Investigation 
After analysing both methods used and the information gained from both the tally and the questionnaire a summary of the analysed data for the overall project is thought.
5.4.1. [bookmark: _Toc512418671]Positive Factors 
After completing the investigation, the factors that are believed to have a positive impact on the project would include using the style used for the questionnaire, as not everybody will require to answer every question if they have answered in a certain way. For example, why ask a customer if they found the order points in store easy to use if they have never used them before. The approach used was defiantly the best option in this case. Using the tally to record how customers was a fast and convenient way to record the data on how customers are paying for their items. It required little time to record each customer as it was a busy day on the Saturday. If the tally was not properly prepared for the recording of the information needed then for each customer it would have to be written what form of payment they used.  
5.4.2. [bookmark: _Toc512418672]Negative Factors 
After completing the investigation, it is felt that there were some negative factors about the project that should have been done differently. Firstly, when having the questionnaires filled in, more of them should have been done in store and more of them outside store. Overall, 100 people, if not more should have been asked to complete the questionnaire for a more accurate data analysis. The majority of the people asked to fill in the questionnaire were from a specific area, mainly focused around Neath, more people should have been asked in the Swansea area as then data could be collect from other postcodes showing more distance and scope to the analysis. Below is an image showing the postcodes which are used within Swansea and surrounding areas, with having just 40 people participate in the survey, it was never going to be a wide spread analysis.  
[image: Area's We Cover]
When using the tally chart to analysis how people were paying when they came to the till point, Gift cards and vouchers should also have been included as an option as gift cards are given out for occasions and a god example would be Mother’s Day, as the tally was conducted the weekend after mother’s day and from memory, multiple customers could not be recorded within the Tally as they were using this form of payment. Also the tally chart should have been conducted for the whole till point, everybody serving customers at the Children’s wear till should have been involved when marking off a customer’s payment type instead of just one sales person answering.  The tally chart could have also been compared over two weekends, one weekends where there is a Debenhams card event and another when there is no even on, this would have helped to see if the Debenhams cardholders offers encourage more people to use there card. 
6. Reflection of Project
This section will look at the different areas of the project and will reflect on what areas I believe went well and what areas of the project should have been done differently. It will also look at the possible work that can be done in the future on this field of research. 
[bookmark: _GoBack]I feel that overall the project went well, the literature review was a good way for myself to learn about the history of technologies used within retail and also the current technologies that are used every day in store now. It also made me look deeper into Debenhams strategies for marketing to its customers and to view their online presence more. Since beginning this project I have since open an Instagram account for myself to follow retailers and see what they are doing to market to potential customers. Debenhams follows the trend of Instagram, Facebook and twitter, three very popular social networking sites. When conducting the questionnaires, I felt that the data I was retrieving was good and would meet the needs for this investigation. However when analysing the data and looking deeper into some of the responses I received I felt that the questionnaire did not stretch far out enough to gain accurate data and more questionnaires should have been conducted. I also feel that some of the questionnaires that were filled in were not fully accurate and the questions should have been explained more clearly as well as instruction on how to fill the questionnaire in. Due to the format of the questionnaires, questions went any way and there was no definite answer on the bottom, making it hard to judge which route people were taking when filling it in. Instructions should have stated that all answered questions should circle either yes or no so it would have been easier for myself to understand and less would have gone to waste due to uncompleted questionnaires. If I was to do this investigation again I would defiantly take more time out to have people fill in the questionnaire with me so that I would be able to help them with any issues that might arise, I would also go further afield within the Swansea area so I could get a broader picture on the map of where customers are travelling from. 
I feel that the information gained from the Tally, has been useful to see if customers who have a Debenhams card are using it for the benefits it brings, however the method of payment could have been more broad, for example when the customer is not paying with a Debenhams card, the main form of payment they used when purchasing should have been more specific such as debit/credit card, cash, gift card or vouchers. I could also have analysed how many people were using contactless as a form of payment when their purchases were under £30, this would have helped understand more how people feel using contactless and information such as age group could be used when analysing this data, this could be part of future investigation which looks deeper into hope people choose their method of payment. 
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