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Topic: Will customer touchpoints affect the shopping experience in retail stores?

1. [bookmark: _Toc109268167]Introduction:
Retail as an organized sector actually started in the 18th and 19th centuries with the establishment of covered marketplaces, specialized shops, and department stores. Online shopping has now turned into a significant channel for brick-and-mortar shops to reach clients both online and in stores. In the beginning, retail marketing was all about signs and packaging. Today, big data is driving changes in the way merchants sell to customers. Shoppers are empowered with knowledge about items, price, and competition, and they expect merchants to know them as well. (Diaz, 2019)
Touchpoints are customer-brand interactions. There are several touchpoints from entering the store to the checkout. Every touchpoint influences the client’s purchase choice. You can't enhance your consumers' experience without understanding their touchpoints. Retail touches Brands have limited options at major retail stores.
Use a robotic POP display to captivate consumers at the point of sale. Don't concentrate on deals. This might influence your brand's image, making people think it's "cheap." Tokinomo doubles sales without discounting. These methods may help you attract client touchpoints. The most critical touchpoint. (Nicoleta, 2022)
The term "store equity" was coined by Hartman and Spiro (Spiro, 2005) and refers to "the unequal influence of store expertise on consumer reaction to the marketing of the shop." In addition, Jinfeng and Zhilong (Zhilong, 2009) define retailer equity as "the extra utility or value contributed to a retailer by its brand name." This definition emphasizes the need of building the brand in question and eliciting a unique reaction from customers.
This is the proposal for the dissertation to study in detail the effect of customer touch points in buying experience and Brand equity in the retail industry.
2. [bookmark: _Toc109268168]Rationale of the study and use of this research
Customer journey touchpoints are significant since they affect the customer’s purchase decision as well as any company recommendations (such as via good word of mouth) (such as through positive word of mouth). So, when adjusted appropriately, customer touchpoints may be a strong instrument capable of engaging existing consumers, reaching new ones, and influencing purchase choices. Creating enjoyable customer experiences with individualized touchpoints throughout the user journey is easier said than done. (zeotap, 2021) In this situation, every company in the industry is following Omnichannel retailing. Every channel has touchpoints which are very important. In this research we are going to understand the touchpoints importance and impact of it on customer experience and brand equity.
3. [bookmark: _Toc109268169]Aim
The aim of this project is to know, Will customer touchpoints affect the shopping experience in retail stores?
4. [bookmark: _Toc109268170]Objectives
· To analyse if customer touchpoints affect buying experience in retail stores
· To analyze whether customer touchpoints affect the brand equity of companies in the retail sector.
· To understand customer satisfaction overall in the retail industry and the impact of customer touchpoints on customer satisfaction.
5. [bookmark: _Toc109268171]Questions
· Do customer touchpoints affect the buying experience in retail stores?
· Do customer touchpoints affect the brand equity of companies in the retail sector.
· What is the impact of customer touchpoints on customer satisfaction?
6. [bookmark: _Toc109268172]Literature Review
The shop is Retail's backbone. Retailers build consumer experiences around value-added services. A store's sensory experience is a huge aspect of the encounter. Disney and Starbucks have nailed the in-store experience. A key touchpoint may create or ruin a brand engagement. A retail associate's speech, attire, behaviors, and assistance reflect the brand. Store employees drive a brand's value offer to customers. The shop associate's worth isn't in stacking shelves or handling the register. (Stephane, 2021) Robert Zimmermann, Wolfgang Weitzel, and Andreas Auinger utilised a workshop, a consumer survey, and CFA to discover corporate and customer touchpoint clusters. Retailers (12 clusters) and consumers (7 clusters) see touchpoints differently. The store must concentrate on customer-perceived clusters for the most direct relationship. We utilized sales data and Bay S-MR to identify brand-owned touchpoints. Positive, likely positive, neutral, likely negative and negative touchpoints affected customer sales value. Retailers may utilize these touchpoint insights in channel-choice and integration decisions since they give a valid data foundation for debate that can lead to thought-provoking impulses. As e-commerce increases and omnichannel businesses aim to enhance customer experience, they require precise monitoring systems to evaluate the sales value of customer journeys and touchpoints. This research may inspire toolmakers. Future tracking technology should enhance this paper's notion. (Robert Zimmermann, 2021)
Omnichannel Retailing: The practice of retailing known as omnichannel retailing is a sales strategy that enables customers to interact with multiple sales and media channels, including desktop computers, mobile devices, and physical stores. The use of cloud technology to integrate the different stages of the shopping journey onto a single platform is an example of how unified commerce takes multichannel selling one step further. Customers will benefit from a unified experience in several ways, including the consistency of the service they receive, the ability to have their preferences catered to, and the ease with which they can switch between different channels. By combining the benefits of unified commerce and omnichannel shopping, a customer-centric approach provides shoppers and retailers with equal opportunities for rewards. (salesforce.com, 2020)
[image: ]
Source: (Marfice, 2020)
According to Forbes, nearly all customers (96%) consider the quality of customer service to be important when deciding which brands to remain loyal to. It is absolutely necessary for retail teams to analyze customer data in a quick and accurate manner in order to be able to provide a personalized experience. The most important thing is to make sure that your staff is properly trained to provide outstanding customer service across all of the important customer touchpoints. Apprenticeship programs in warehouses teach operatives how to process orders in a manner that is both secure and effective. The customer experience that today's consumers anticipate goes far beyond simply being able to locate and buy a product to fulfil their needs and wants. It is essential to receive training on the importance of maintaining a positive brand reputation and providing excellent customer service. (Hall, 2021)

Customer touchpoints: Touchpoints with customers are more than just customer service, and each business has its own. If you own a retail store, for example, your buyer's journey might include an ad, a visit to your website where they are led through a sales funnel, a visit to your store where they talk to a person, and so on. If you sell SaaS products, your touchpoints could include an ad, your marketing team, a sales rep, an onboarding team, and your technical support team. In any case, your touchpoint map should include customer service and feedback from customers.
It's important to be creative and know what you want to do with your consumer touchpoints so that you're building a specific relationship with the customer and not just contacting them at random. Going back to the dating example, it's important to stay in touch enough, but not so much that you seem too needy. Here are some different ways to talk to your customers. (Lahey, 2022)

A consumer journey goes beyond touchpoints. One company's various touchpoints had at least 90% good customer satisfaction ratings, yet consumers still left. The lack of consumer touchpoint mapping concealed the fundamental reason. After mapping its touchpoints, the firm realized it wasn't onboarding users to its technology properly, so customers had to work hard to use it. Technical assistance concentrated on addressing client issues, whereas sales focused on getting sales. No one focused on the best features, costs, integration, etc. for the client. The organization didn't outline the consumer journey. Brands must journey map consumer involvement and pinpoint every touchpoint. This exposes if the touchpoints add up to a great experience or are merely nice exchanges that waste a customer's time or drive them away. This insight may help brands map the customer journey from the consumer's perspective, directing them to items and services they may like. A client journey map could begin with:
Asking a consumer to sign up for a brochure or newsletter
Offering a discount on a subscription or after a particular number of purchases to an existing client.
Presenting a client, a discount to submit feedback or complete a survey about additional items and services they may be interested in. This may include offering recipes for the culinary equipment you just sold or a summer trip plan for a mobile service subscriber. (Lahey, 2022)

Brand equity is a brand's inherent worth, given customer awareness and attachment. It's the result of a brand's identity and image. Consumer knowledge of brand traits and relationships drives attribute perceptions, according to cognitive psychology. Brand equity is crucial for marketers because customer awareness determines how producers and advertisers sell a brand. A strong brand name signals product quality to imperfectly informed purchasers and produces price premiums, according to information economics. Marketers evaluate brand equity while marketing their brand. Healthy, powerful brands have a positive brand image, identity, and equity. Strong manufacturer brands boost a retailer's image. Brand familiarity and loyalty make selling trusted brand items simpler for retailers. We see unique promotions from practically all branded suppliers over the holidays when retailers make 50% of their yearly sales in 6-8 weeks. Brand image, loyalty, and equity transfer to the retailer's brand. Manufacturers provide shop discounts, payment arrangements, and other incentives for these events. Retailers might be heavily involved in branded marketing. (Gérard Cliquet, 2012)

[bookmark: _Toc109268173]Keller's Brand Equity Model
Keller's Brand Equity model, sometimes referred to as the Customer-Based Brand Equity (CBBE) Model, was first conceived by and published by marketing professor Kevin Lane Keller in his widely read textbook entitled "Strategic Brand Management."
The concept is shown as a pyramid, which may be subdivided into four tiered tiers that businesses can work their way through in order to establish a powerful brand. In addition, each of the four tiers has six foundational components that must be in place before a firm can construct a successful brand.
The following are the six construction blocks that are contained inside each of the four levels of the pyramid:
Identifying Factors of a Brand: Salience (bottom of the pyramid).
The Meaning of the Brand: Its Performance and Images (second level of the pyramid).
Responses of the Brand: The Opinions and Feelings of Customers (third level of the pyramid).
Relationships with Brands: A Resonance Analysis (top of the pyramid). (Grassl, 2000)
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Source: (KELLER, 2013)

[bookmark: _Toc109268174]Advantages and Disadvantages of Keller’s Brand Equity Model:
While you are reading about the benefits and drawbacks of brand equity, keep in mind that this component is what differentiates your brand from others. The following are some advantages of having a strong brand equity: When developing mass marketing efforts, one of the primary emphases should be on finding ways to retain customers at a lower cost. Apple often runs marketing campaigns designed to provide its premium customers with once-in-a-lifetime opportunities. Improved profit margins are essential for the survival of any firm.
When weighing the benefits and drawbacks of having strong brand equity, it is essential to fulfilling all of the commitments made to consumers with each individual purchase. According to the findings of my research on the benefits and drawbacks of brand equity, your brand equity will be negatively affected if your tactics are not clear and constructive from the very beginning. In order to preserve the value of your brand, you need a workforce that is very competent. It is a serious error to assume that you can outsource the team without first doing rigorous research. A bad reputation for the brand's equity is of no use to anybody (Aaker, 1992)

7. [bookmark: _Toc109268175]Research (Mixed Methodology)
In order to provide a response to the research question you have posed, mixed methodologies research brings together aspects of quantitative research and qualitative research. Due to the fact that it takes the best aspects of both quantitative and qualitative research and combines them into a single approach, a study that employs mixed methods may help you get a more comprehensive understanding of the topic at hand.
The fields of behavioural and social sciences, as well as health and medicine, make frequent use of mixed methods research, particularly in collaborative settings and complicated situational or societal studies.  (George., 2021)
We will be using the Mixed methodology in this research to fulfill the objectives of the study.

8. [bookmark: _Toc109268176]Survey Method
When doing research, one strategy, instrument, or approach that may be used is called a survey method. This method consists of asking questions to a predetermined group of individuals and compiling the responses. Typically, it makes it easier for the people who are taking part in the study and the person or organization that is carrying out the research to share information with one another. (Leeuw, 2008)
Methods for conducting surveys may be qualitative or quantitative, depending on the kind of study being conducted and the kinds of information that will ultimately be gathered. Face-to-face interviews or focus groups are two methods that may be used when qualitative research is being carried out. (Leeuw, 2008)
There are two main ways to do a survey: with paper forms or online forms. A paper survey is an older way to collect data, and it's easy for data to get lost this way. Paper forms are also hard to keep track of and handle. On the other hand, most online surveys are made using data collection platforms. These platforms have form builders where you can use different form fields and features to make a survey from scratch. (Leeuw, 2008) We will be conducting an online survey in this research to collect the data.
9. [bookmark: _Toc109268177]Sampling method, size, and type
Research can't include everyone in a group. Choose a sample from the pool. A research sample is a group of participants. To draw significant conclusions from your results, use a good sample. Two sampling categories exist:
Probability sampling uses random selection to obtain statistical conclusions about a group.
Non-probability sampling focuses on convenience, making data collection simpler. (McCombes, 2022)
In this research, the type of sampling we will be using is a simple random sampling method with a sample size of a minimum of 50 responses which falls under the Probability sampling method.

10. [bookmark: _Toc109268178]Research plan
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