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ABSTRACT

This is a quantitative study that focuses on the lack of differentiation within the forecourt
convenience store industry within Cape Town area and the use of an information system to

build a differentiation strategy for major oil companies.

A critical literature review was conducted to provide a theoretical framework for this
study. The literature provided a foundation for the study and revealed that previous researchers
have found that it is vital to differentiate within the retail industry due to the highly competitive

nature of the industry. g

[t was also made evident in the literature that companies need to become knowledgeable
about the customer, the store attributes and products that can contribute to developing a
differentiation strategy. Previous researchers recognizéd the value of having a robust
information system that can provide key information required for the strategic planning process

of retail companies,

The literature review assisted in placing this study in context and preparing for the
collection of primary data to answer the research questions. The Chevron retailers within the
Cape Town area participated in the study and responded to a questionnaire that focused on the
value of differentiation and information systems within the convenience store industry and the

subsequent effect it has on the profitability and brand equity of a company.

The survey strategy was chosen as the most applicable research method and the findings
from the analysis of the data shows that the retailers are in strong agreement that differentiation
will enable an oil company to rise above the competitors within the forecourt convenience store
indusiry and also agreed that an information system is required to provide the critical
information to assist in developing a differentiation strategy. There appears to be a strong
positive cotrelation between differentiating and an information system from the responses

received from the sample of retailers.

From the synthesis of the results the most important factors that can be used to

differentiate in the industry are store location and customer service.

It was also found that the information system must contain data on customers, store

attributes and products.
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This is seen as important ingredients for the strategic planning process and this
information will ultimately contribute to an increase in profitability and brand equity if used

appropriately.

The recommendations made to an oil company that operates within the forecourt
convenience store industry are to focus on strategic store locations and customer service to
increase profitability and brand equity. Additionally a back-office system must be implemented

that enables the capture of pertinent customer, store and product information.

It was also recommended that a further study be undertaken using qualitative data-
gathering techniques and the scope to include the entire convenience store industry in South
Africa.
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1. A.CNEILSEN — Market research agency offering an integrated suite of

market information gathered from a wide range of sources

2. Caltex — a brand owned by the Chevron company and predominantly in the

Asia and African markets

3. Chevron — American based muitinational oil company that has operations in
South Africa and owns the Caltex retail service stations and convenience
stores (branded as STAR MART shops).

4. Concept Matrix — Matrix of search terms obtained by de-constructing the
research problem statement into key concepts. Provides a guide for the review

of literature.
5. C-Store - Convenience Store
6. Forecourt — site used for the retailing of fuel and non-fuel products
7. LSM - Living Standards Measure

8. Major Oil Company — Local or multinational integrated oit company that has

large scale operations in fuel and non-fuel business

9. PlanetRetail — Market Research Agency that provides global retail and
foodservice industry information, from news and analysis to market research

and digital media.

10.Retailer — entity within the retail industry and creates a channel for sale and/ or
distribution of goods and services by interfacing with the customer and

manufacturer.

11. SPSS — Statistical Programme for Social Science
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CHAPTER 1: STATEMENT OF PROBLEM
AND RESEARCH DESIGN

1.1 INTRODUCTION

Convenience shopping is a relatively new trend in South Africa compared
to the developed markets in continents like North America, Europe and parts of
Asia. This convenience sector forms part of the Fast Moving Consumer Goods
(FMCG) industry but appeals to a certain type of consumer that seeks easy access

and extended shopping hours to make purchases.

The convenience store market is in a growth phase and evolving to keep
pace with the trends of the modern day consumers that are purchasing more

convenience products due to significant lifestyle changes.

Cape Town is a city within South Africa and has a relatively lucrative
market with a high percentage of foreign inhabitants. The city contributes at least
14% of the country’s Gross Domestic Product (GDP). Many retailers are focusing
on this market and oil companies are aiming to expand the convenience store {c-

store) business within Cape Town (Internet 2),

The Cape Town market is seen as a profitable market due to it having a
large portion of the Living Standard Measure (LSM) 7-10 group. This middle
class income group is growing since the last ten years and the lifestyles of these
consumers are becoming more pressured by time and demanding work schedules.
There are more women entering the job market and are demanding fast and easy

access to a wide range of products (Internet 4).

This trend is being noticed by the existing convenience store industry

players (oil companies, major wholesalers, hypermarket chains, superettes and

- independent informal township shops) as well as new entrants who are developing

strategies to capture markets share that will ultimately improve company profits.
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British Petroleum (BP), Chevron, Shell, Engen, Total and Sasol are the
major multinational and local oil companies who entered the South African retail
market almost 65 years ago with the primary intent of retailing fuel through
strategically located filling stations which are commonly referred to as petrol

service stations.

The service stations within South Africa are now being transformed to
provide a one-stop shopping experience for consumers in all major cities and

regional towns and particularly within the Johannesburg and Cape Town markets.

It is now possible to fill up with fuel and buy items from the forecourt
stores at convenient times. The oil companies retail products (fuel and non-fuel)
predominantly through a franchise relationship. The major oil companies are the
franchisor whilst the franchisee is a retailer that either owns and/or operates the

retail site including the c-store.

The growth in the demand for convenience and the emerging need for a
one-stop shopping experience at the retail fuel sites is becoming more important
to the consumer. Over the last four decades these companies have been prompted
to review the business model and have adopted a more strategic outlook for the
non-fuels sector (merchandise products sold within the forecourt c-stores) of the
business. This has created a number changes within the industry from new store
openings with refreshing images to new entrants such as Sasol trying to win

matket share.

The competition has become intense, causing many of the top executive
committees in the oil companies to review the effectiveness of the non-fuels
business models and ways to adapt the model to increase market share and
profitability (Planet Retail, 2005).

Formisano (2004) reports that companies must continually adapt to the

circumstances to enable them to survive the changes in the environment.

This is particularly true for the forecourt convenience store industry which
needs to adapt to deal with the influx of new operators and changes in customer

preferences.
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Hitt et al., (2003) state that there must be strategic flexibility and define this
as the “set of capabilities used to respond to various demands and opportunities
existing in a dynamic environment and in an uncertain competitive environment”.
They also go on to state that the 21® century is an age of knowledge and

companies need to have access to knowledge to develop competitive advantages.

The knowledge of the market if captured efficiently can be of value

because it provides business intelligence to a company to help design strategy.

The foundation of a knowledge base will enable companies to obtain
information and exploit this information to gain a competitive advantage over
rival firms (Hitt et al., 2003).

The provision of key types of information that can be turned into
knowledge for the major oil companies to ditferentiate themselves is critical for
long-term survival. The information within a feedback loop between the retail
forecourt stores and the oil companies could serve as input to the strategic

planning process to build a differentiation strategy.

This study focuses specifically on the forecourt convenience store industry
within the Cape Town area and provides insights into the information system that
is required to provide the knowledge to assist the oil companies in building a

business strategy to differentiate them within the industry.

Therefore the intention of this study is determine the type of differentiation
that is required to enable an oil company to be competitive. Another objective of
this study is to determine the nature of information that must be part of an

information system to be of value during the strategic planning process.

This study will use the Chevron franchisee (retailer) network within the

Cape Town area as a sample to collect data to answer the research questions.

Chevron is a global oil company that owns the Caltex brand in South
Africa and has a franchise relationship with the retailers who either own and/or

operate the Caltex retail service stations.

This study prevents collecting data from retailers that operate competitor
convenience stores due to legal issues related to confidentiality and protection of

information,
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1.2 PROBLEM STATEMENT

The multinational and local oil companies have been competing for over 10
years in the convenience store industry and have extended their product line to

include many non-fuel products.

These have been retailed largely through the erection of c-stores on the
retail site (forecourt). This gives customers visiting the site for fuel purchases, a

one stop shopping experience to purchase fuel and convenience products.

A.C.NIELSEN (2006} state that the forecourt convenience store market has
gone through many changes and most recently there has been an 18.5% market

growth and now has a size of approximately R4.4Bn

The increase in consumer spending and move towards convenience
products are the driving factors behind the growth in this market. There is a
scramble for market share amongst the various oil majors who are now seeking

ways to improve profitability and brand value in this industry.

The problem that these companies face is the lack of differentiation within
the industry. The product and store offerings amongst the stores within the
industry appear to be the same and these stores are seen as the typical “bread, milk

and cigarettes” store.

1.2.1 MAIN PROBLEM STATEMENT

Oil companies do not have sufficient information at their disposal to enable
the development of a business strategy that allows for differentiation from the
competitors (Planet Retail, 2005).

This lack of differentiation makes it difficult for the consumer to make a
conscious decision to choose one brand of c-store over another when they decide
to make a convenience purchase. The same issue can be inferred for the fuel

products.

Therefore this study is epistemic in nature and analyses the type and quality
of information this is required for an oil company to formulate a differentiation
strategy for the c-store business to increase its brand equity and profitability

within this business sector.,
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Epistemology as defined by the Wikipedia encyclopedia is a branch of
philosophy that studies the nature and scope of knowledge.

This field of study focuses on analyzing the nature of knowledge and the

acquisition of knowledge that allows for making informed decisions (Internet 1).

1.2.2 SUB-PROBLEMS

There are three key areas of knowledge that is required by an oil company

to build a business strategy for the forecourt convenience stores business:

1.2.2.1 CUSTOMER PROFILE INFORMATION

Oil companies do not have information at their disposal to recognize the
effect the following factors may have on profitability and brand equity; (i)
customer behaviour, (ii) customer preferences, and (iii) customer service levels at

the stores.

1.2.2.2 STORE INFORMATION

Qil companies do not have at their disposal information of the effect of the
following store factors on the profitability and brand equity; (i) store location, (ii)

co-branding partners, (iii) store image, and (iv) store loyalty programmes.

1.2.2.3 PRODUCT INFORMATION

Oil companies do not have at their disposal information of the effect that
the following product factors may have on profitability and brand equity; (i)
product ranges, (ii) product brands, and (iii) product pricing.

The information provided by these systems must be of relevance, of high
quality and provided in a timely manner so that it can be incorporated into the
strategic planning process. These systems of information must also be collected
in a highly reliable and consistent manner to allow it to be seen as valuable to the

organization and its customers.
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It must also be accessible to the relevant personnel within Chevron to
enable it to be utilized during the decision-making process to produce informed

decisions.

This dissertation will focus on the type of the information that must be
gathered on the customers, stores and products so that strategic decisions can be

made to enable oil companies to compete in the market.

1.3 OBJECTIVES

The following objectives will be addressed by this research study in

alignment with the above-mentioned problem statement:

& To determine the value of developing a differentiation strategy within the

forecourt c-store industry,

¢ To determine the effect an information management system will have on

the formulation of a strategy for differentiating the c-store business.

¢ To determine the effect of having customer data within the information

system on the profitability and brand equity of the company

* To determine the effect of having information on store attributes (image,
customer service, loyalty programmes, location) within the information system

and the effect it has on profitability and brand equity.

¢ To determine the effect of product information within an information

system on profitability and brand equity of the company.

1.4 CRITICAL QUESTIONS

The following interim research questions will be posed to ensure that the
research is providing a comprehensive analysis of the information system required
for the forecourt convenience store industry. These research questions may be
adjusted after the completion of the literature survey to ascertain the extent to
which the same or similar problems have been identified. The following critical

questions can be posed:
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¢ What are the factors within the forecourt ¢-store business that will enable

the development of a differentiation strategy?

» What type information system must be in place at a store level to
provide the relevant information to the company to enable them to differentiate

itself within forecourt c-store industry?

e Does store level information regarding location, image, co-branded

partners and loyalty programmes affect the profitability and brand equity?

¢ Does customer profile information at a store level allow for

differentiation and affect the store profitability and brand equity?
s Does product information affect the store profitability and brand equity?

These research questions will form the foundation of the interviews that
will be undertaken to solve the problem statement outlined in the earlier part of

this document.

LS RESEARCH DESIGN

An important decision that must be made in any research, once the problem
statement and research objectives are well understood, is the research approach

and strategy that will be employed to collect data to answer the research question.

For this study the research philosophy is one of Positivism where the
researcher assumes the role of an objective analyst making detached

interpretations about the data that has been collected in value-free manner.

This is a highly structured methodology allowing for replication of results
and the quantifiable observations lend itself to statistical analysis (Saunders et al,,
2003).

The research strategy chosen is the survey strategy and is centered on a
deductive research approach. This is a common quantitative approach and is used
extensively in business research. The data will be gathered using a questionnaire

that will be administered to a sample of retailers within the Cape Town area,
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1.5.1 LITERATURE SURVEY

A critical review of the literature will be conducted to develop an
understanding and insight into past research that may have been undertaken on the
topic. According to Saunders et al. ,(2003), the literature review process will help

refine the research questions and objectives.

The information obtained from the literature survey will be analyzed and
presented in a manner that provides an overview of the existing literature on the

topic thereby creating a context for this study.

This literature survey will also be used assist in developing an

understanding the type of research methodology that should be employed.

Saunders et al., (2003), states that the literature reviews must be a critical
analysis of what other authors have written and will assist by helping focus on
answering the research questions. Using this guidance, a critical review of the
literature will be undertaken to answer the fundamental question of what
information is required to create a differentiation strategy in the forecourt c-store

industry for Chevron.

The concept matrix (Klopper and Lubbe, 2005), attached in Appendix 4,
will be constructed using keywords and search terms to allow the study to focus

on relevant literature that describes the research questions and objectives.

The concept matrix will act as a relevance tree, to first develop relevant key
words that need to be searched immediately and also to subdivide the major area
of study into sub-arcas that may be of relevance for the literature review
(Saunders et al.,2003).

The researcher will make use of the secondary information sources like
company reports, conference reports and industry publications. The secondary
sources of information will be gathered from using the following electronic
resources: (1) ILINK (electronic catalogue of hardcopy books in university
library), (2) NEXUS (electronic database of hardcopy thesis and dissertations
available from S.A. University libraries), (3) SABINET/SACT (electronic
database of hardcopy books available for inter-lending from other S.A.
universities libraries), (4) Science Direct (electronic database of peer reviewed
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articles), (5) EBSCO (full-text articles from over 2000 management, business and
economics journals) and, (6) Emerald (business articles, industry reports,

newspaper articles and business magazine articles).

In conjunction the following internet search engines will also be used:

www.google.com, www.google-scholar.com and www.yvahoo.com.

The study will also access market and consumer behaviour information

from research agencies listed below:
(i) A.CNIELSEN
(11) MarketResearch

After the obtaining the literature, it will be evaluated for relevancy and
sufficiency. To be relevant it must address the research questions and objectives
whilst the sufficiency criteria will address if the amount of research conducted is
adequate. This will be checked with the Project Supervisor for this dissertation to

ensure the criteria for the literature review are met.

1.5.2 RESEARCH INSTRUMENT DESIGN AND STANDARDISATION

Data will be collected using questionnaires from retailers bperating the
forecourt c-stores who will be asked to respond to a set of questions in a
predetermined order. This is a widely used technique because each respondent is
asked to respond to the same set of questions and provides an efficient way of

collecting responses from a large sample.

The questionnaire will be carefully designed using individual questions and

ensuring that there is a logical flow of questions.

The questions will be posed to determine the respondent’s attitude or
opinion regarding the type of information that is required to develop a

differentiation business strategy for the forecourt c-store business.

The questionnaire that will be developed will be submitted to the
University of KwaZulu-Natal Ethics Committee for approval. The respondents
will also complete a Letter of Informed Consent to allow the interviewer to

administer the questionnaire to them.
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The guestionnaire will be properly introduced with the research objectives
clearly laid out on the form. There will be a statement on the questionnaire that
ensures confidentiality of responses and will also give the retailer the option to

decline from responding to any question that they may not want to answer.

The type of questions used to obtain responses will be a mix of List
Questions and Rating Questions (Saunders et al., 2003) and will be standardized.
The rating questions will use a Likert Scale to test the opinion and attitude of the
retailers regarding the information management system that is required by a

company.

The rating scale will ask respondents how strongly they agree or disagree

with a series of statements that fall within certain various categories of questions.

The questionnaire will be administered by setting meetings with the
retailers at the various stores. The retailers will be asked to sign a consent form

prior to administration of the questionnaire.

1.5.3 COLLECTION OF VALID RESEARCHDATA

The validity of the data will be ensured by using the interview technique.
The respondents will be asked to complete questionnaire during a face-to-face

meeting,

The questionnaire will be piloted by reviewing it with a few oil company
employees. The piloting of the questionnaire would assist with the validity of the
content. The content of the questionnaire will be tested for comprehension and

ease of understanding.

These respondents will be asked if they understand the instructions of the

questionnaire and the relevance of the research questions.

1.5.4 DATA COLLECTION METHOD

Data will be coliected using questionnaires that will collect three important
types of information that will be needed to develop a differentiation strategy. The

customer information, store information and product information will be the key
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focus areas for the questionnaires and respondents will be expected to state their

opinion regarding the importance of these types of information.

The meeting with retailers will be approximately one and a half hours to
provide adequate time to pose the questions and capture of the responses for each

question,

This interactive method will allow the respondent to seek clarify to obtain

better understanding of the meaning of the questions, if needed.

1.5.5DATA ANALYSIS

The questionnaires will be structured to produce quantitative data. Upon
completion of the questionnaires the data will be coded and checked for
completeness and errors. Thereafter the analysis of the data will be performed
using the SPSS software for social science. Descriptive and inferential statistical

tests will be preformed to analyze the responses that have been received.

Relationships  between variables will also be explored to find

interdependencies.

Data will be presented in a summary format and will be done using tables,

and graphs, if required.

1.6 VALUE OF PROJECT CHAPTERS

The value of this project is twofold. Firstly it would be an in-depth view
into the forecourt convenience store industry in the Cape Town area and will give
an oil company insight into the type and nature of information required to build a

business strategy to differentiate itself in the C-store industry.

This will enable an oil company to validate its strategic direction and
intents within the Cape Town market and possibly provide a foundation for the
strategy in other parts of South Africa. This will allow the company to begin
growing its market share in a highly competitive industry by meeting the main

needs of customers that shop on the company’s retail sites.
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Secondly this study may produce results that are beneficial and this could

require further studies of a similar nature to be commissioned in other global

markets to allow multinational oil companies to rise above the competitors.

1.7 LIMITATIONS

The study will focus on the Chevron retailers within the Cape Town areas.
This means that all retailers operating the forecourt c-stores at Chevron within
Cape Town will be the sample to administer the questionnaire to. The results of
this study cannot be inferred to the rest of this market sector without careful

application of the results from this study.

1.8 OVERVIEW OF DISSERTATION CHAPTERS

In this section a brief overview is given of the subsequent chapters in this

report.

1.8.1 CHAPTER 2 (LITERATURE SURVEY)

The literature survey will be conducted to critically review any previous

research that may have been done on the topic.

This will enable the researcher to undersiand the extent to which the
research questions have been answered by previous studies. A well constructed
concept matrix will be constructed to serve as a guide for the literature search.

-

1.8.2 CHAPTER 3 (RESEARCH METHODOLOGY)

This is a survey study that will use a questionnaire to gather the relevant

quantitative data from a number of responses.

Chevron retailers within the Cape Town area who own or operate
convenience stores will be the population to respond to the questionnaire. The
researcher will administer the questionnaire physically and will ensure the data is
valid and relevant. A copy of the questionnaire will be submitted together with the
Ethical Clearance Form to the University of KwaZulu-Natal to ensure the survey

method is approved.
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1.8.3 CHAPTER 4 (DATA ANALYSIS AND RESULTS)

The data will be prepared and checked for errors. The data will then be
analyzed using SPSS software (student version). The analysis of the results will
be presented in graphical format if required. The aim of the analysis is to provide
common trends and themes that can be used to understand the respondents’ views
on the questions posed. This will be important to enable the researcher to draw
conclusions and answer the research questions and determine whether the

problem statement can be solved.

1.8.4 CHAPTER 5 (CONCILUSIONS AND RECOMMENDATIONS)

This chapter will serve as the summary of the research work done. The
major part of the discussion in this chapter will revolve around attempting to solve
the research question regarding the need for information to build a differentiation
strategy for the forecourt convenience store business. It will also highlight any

limitations and further research that must be performed within for this study.

1.9 CONCLUSION

This study will focus on the highly competitive forecourt convenience store
industry within the Cape Town area that is currently dominated by the major
multinational and local oil companies. There is visible indication that market
shares are changing hands and some of the players are struggling to keep up with
the pace of the consumer trends that have been emerging over the past ten years.
The increase in disposable income amongst the women and middle income groups
in our society has created many more consumers who are willing to spend more of

their money at the convenience stores to support their fast paced lifestyles.

This is causing the industry players to review the business model to make it

more suitable for the changing trends.

The research that will be conducted will lead to an analysis of the
information system that is required to enable oil companies to differentiate
themselves and create a competitive edge. The Chevron c-stores will be chosen to

collect research data.
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A thorough search of the available literature will be conducted to
understand if any research has been conducted on this topic and will also be used
to build a theoretical framework of the concepts that are pertinent to this field of

study.

The research methodology will be a quantitative study using a survey
strategy to collect data from a sample population. This data will be obtained using

questionnaires.

The data will be analyzed using SPSS software and statistical results will
be generated that will enable the researcher to get an understanding of the effect
of the elements of an information system on the profitabitity and brand equity for
the convenience stores. Recommendations will alse be made in relation to the

feasibility of the information system for the forecourt convenience store industry.
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CHAPTER 2: LITERATURE SURVEY

2.1 INTRODUCTION

The problem statement was presented in Chapter One as well as the method

_that will be used to address the problem statement. In this chapter a critical review
of the literature will be undertaken to develop a theoretical foundation for this
study and also explore the extent to which previous researchers may have

addressed the same problem or parts thereof.

The review of the literature wili also provide an opportunity to refine the
problem statement, research objectives and research questions, if required.
Competition within convenience store markets and benefits of differentiation will

be studied to understand the value of a differentiation business.

Knowledge and information management systems will be defined and
“reviewed to understand the contribution of an information management system to
the strategic planning process. This will give insight into the importance of

possessing knowledge of the environment to build a competitive.

Finally literature on the following information systems will be studied to
understand the effect it has on profitability and brand equity; (i) customer profiles
and preferences types, (ii) store attributes- lovalty programmes, image, service

and co-branding, and (iii) product categories and innovativeness.

2.2 HOW THE LITERATURE SURVEY WAS CONDUCTED

This section explains the preliminary review of the literature and the

method that was used to explore primary and secondary literature sources.

The review uncovered current and on-going literature on the structure and
competition within the global and local ¢c-store industry, the differentiation that
companies are undertaking to rise above the competitors and the information

management systems that are used to build strategic plans.
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It also put context to the three types of information (store, customer and
products) that contributes to market intelligence and ultimately to strategic
planning. Literature will be scrutinized to understand how companies deal with
competition and how information is used to build a differentiation strategy to beat

the competition.

The aim for the review is to test the validity of the problem statement and
research questions. The search of literature was done by accessing electronic
databases like EBSCOHost, Emerald, Googlescholar.com, Science Direct, JSTOR
and reports from market research agencies like A.C.NIELSEN and Planet Retail.

. The search themes used to gather literature are:

To determine the extent of research done on the nature and

composition of the C-store industry both globally and South Africa.

¢  To investigate how competition has affected in various industries in
general and how companies use differentiation to create points of

difference to attract customers.

. To determine how information is used to build differentiation

strategies within the industry.

. To investigate the effect of having market intelligence (information)
on store attributes, customer profiles and product information on

profitability and brand equity.

The search on the composition and structure of the global c-store industry
revealed that most of the research has been done by A.C.NEILSEN, PlanetRetail
and MarketResearch. '

The search yielded very little academic research on the competitiveness of

the forecourt convenience store industry.

To overcome the lack of academic literature on the forecourt convenience
store industry, it was decided that search be broadened to look at the general retail
industry since the forecourt convenience store business is a subset of the retail

industry.
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A large amount of research however has been conducted on aspects of the
retail fuel industry where most of the discussion revolves around the franchising
of the fuel business and marketing strategy. This academic work can be found be

found in the Journal of Consumer Marketing (Boyle, 1999).

Using search terms like™ forecourt c-store” and “competition and c-store”
in EBSCOHost and Google.com produced reports and articles from industry
magazines like Convenience Store News and Market Watch. Most of the literature
in these magazines is based on new technologies within the industry and specific
initiatives undertaken by oil companies to widen the product offering to

customers.

Searches within databases like Emerald and ScienceDirect did not produce
any journal articles on the competition within forecourt convenience store market
and no researcher has undertaken to address the problem of the lack of

differentiation within the global or local South African market.

A search was also conducted on Nexus to determine if previous
dissertations had studied any aspect of differentiation within the retail industry,

however the search yielded no results.

A search on Google.com produced a report {commissioned by the US
Foreign Agricultural Agency) on the South African retail and convenience store

market with regards to the structure and the opportunities within the market.

The PlanetRetail report published in 2005 provided perspective on the
global convenience store market whilst A.C.NEILSEN provided detail with

regards to the South African forecourt convenience store market.

Searches were also conducted vsing search terms like “differentiation™ and
“difference”. The results revealed that researchers looked at many other industries

regarding creating differences, an example being the motor vehicle industry.

Dwyer (2004) studied the motor vehicles and technology industry and
provides insight into how differentiation is creating value. Lisanti (2006) also

cited innovation as an outcome of competitive market behaviour.
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Another key objective for this literature review is to provide an

understanding of the role of information and information systems in the

development of business strategies, in particular a difterentiation strategy.

Most articles and journals that have been searched using the terms
“information” and “information management systems” discuss information
systems from a technology perspective and only Walters et al., (1999), address the

strategic value of information in the development of competitive strategies.

None of the searches produced any academic writing on the use of
information and technology to develop an information management system for the

South African industry.

There are many articles written by suppliers of retail technology that
promote the use of an information system within the local industry to improve

sales and customer experiences,

These articles were used cautionsly it was not produced using an academic

process and could contain bias information.

The strategic planning process is well documented and there is frequent
reference to the value of knowledge to the planning process (http.

www.wikipedia.org).

Malhotra (2000) and Williams (1997) define knowledge management as a
form of intelligence and providing information to the “right person at the right

time™ to make vital decisions for any organization.

German (1992) and Wermer {1998) discuss the information that is based on
customer behaviour, store attributes (appearance and image) and product choices
as key pieces of information that form part of a new trend of Consumer
Relationship Marketing (CRM) that is highly useful to corporations, especially

- marketing organizations, to help build strategies.

The lack of academic literature on the South African convenience store

industry points to the need for more research to be conducted.
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2.3 SURVEY OF LITERATURE THAT RELATE TO THE
THEORETICAL FRAMEWORK OF THE DISSERTATION

The literature review that follows builds the theoretical framework for this
study. The concept matrix as defined earlier will be used to search for relevant

literature when accessing the electronic databases.

The literature is presented in a manner that allows the reader to gain a
broad understanding of the forecourt convenience store industry, globally and

from a South African perspective.

Thereafter key aspects like competition in the retail industry, differentiation
and strategy formulation in competitive markets are discussed to provide context

for the requirement for an information management system.

2.3.1 GLOBAL PERSPECTIVE OF THE FORECOURT CONVENIENCE
STORE INDUSTRY

According to PlanetRetail (2005), there has been a steady growth within the
convenience store business. The pressure of fuel price increases and the time
pressure on consumers to manage high paced life-styles are causing the retailers
and consumers to focus on convenience shopping. This is evident from Figure 2.1

that shows a steady growth in the global c-store business.

Trend in Convenience Retailing, 2000-2004 Planetk:

Convenience & Forecourt Store Numbers and Sales

2000

Retail Banner Sales

MM Planet Retail Lid - www.planstretail.net | Al rights resery

Figure 2.1: Global Trends in the Convenience Retailing Market (PlanetRetail, 2005:25)
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The operators like 7-Eleven and FamilyMart still occupy the largest space
within the convenience store industry whilst the oil companies appear to have
slipped down in ranking. By 2009 the oil companies will be ranked lower than 20

within the number of global c-store operators.

According to PlanetRetail (2005) the future trend within the global c-store
market appears to be consolidation within existing markets such as US, Canada,
Europe and Japan whilst oil companies will be seeking to enter markets such as
Asia and Africa where the penetration is lower. Also consumers within these
markets will begin to enjoy higher incomes and high paced lifestyles over the next
few decades as the economies grow within these continents. Consumers will then
seek convenience purchasing as the alternative to planned shopping events at

large supermarkets that could be time consuming.

The research by PlanetRetail (2005), Hanover (2001) and Ntloebide (2005)

show two major global trends:
» Increase of foodservice options within the convenience stores and,

e  Partnerships between oil companies and traditional c-store operators

{co-branding).

232 SOUTH AFRICAN PERSPECTIVE OF THE FORECOURT
CONVENIENCE STORE INDUSTRY

These trends in global markets are now becoming visible within developing
markets like South Africa. According to A.C.NIELSEN, manufacturers should be
driving major initiatives within forecourts for limited product classes and

developing categories that fit the profile these consumers in the emerging markets.

In turn, a forecourt's c-store strategy should focus on driving and growing
impulse and convenience products, growing fast foods and the ready-made meals

business, and limiting the range of groceries stocked.

Jacobs and Hobsen (2006) highlight the strengths and weakness of this
burgeoning retail sector which has approximately 1600 new c-stores open over the

past eight years.
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Some of the main reasons given by consumers for shopping at forecourt
stores are; the availability of stock, cleanliness and service. However, it was also
found that forecourt c-stores are overstocked, with up to 85% of the product
classes accounting for less than 5% of the revenue. Jacobs & Hobsen (2006)
recommends that forecourt c-stores reduce stock levels significantly and focus on
15 to 20 food categories, including fast food and ready-to-eat foods. A back-office

system would be useful in managing stock levels.

A study was commission by A.CNIELSEN, in 2005 and focused on
branded forecourts in metropolitan and urban areas (Cape Town city included).

Some of the main findings are:

+ Engen is the largest c-store brand and has 413 stores of the 1254

branded forecourt stores nationwide.

» Supermarkets still dominate the Grocery, Toiletries, Confectionary
(GTC) category however, with R30.5 million of GTC revenue going through
supermarkets, and only R2.7 million of revenue is earned through branded

forecourts.

¢ The profile of people who shop at forecourt stores are mostly Living
Standards Measure 7 (LSM) and are 35 years old earning a minimum salary of
R8000 a month.

» The value of the average basket at a forecourt convenience store is R11

to R20, compared to Supermarkets at R80 and Hypermarkets at R160.

¢ Only 30% of customers visit forecourt shops because they have
stopped for petrol. The rest of the customers arrive at the forecourt with the

intention of buying from the store.
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Jacobs & Hobsen (2006) and Ntloedibe (2005) reveal the following
strengths, weaknesses, threats and opportunities for the industry:

Strengths
¢ Good image
¢ Convenient location
+ Forecourt security
s Automatic banking services
¢ Car wash
* Food offer

¢ One stop destination

Weaknesses

s Owners have little retail

experience.

*  Most of the owners experience

cash flow problems
¢ Limited product range potential
s  Store layouts
+ Inconsistent pricing structure

* Promotional items not attractive

Threats

» Rapid expansion of other retail

brands

¢ Competitors spending on

building their brands

e Major retailers entering
franchise agreements and

considering retailing fuel

¢ Limited land and sites available

Opportunities
* Women entering job markets

¢« More demand for take home

products

¢ Rise of middle income group and

consumer spending power

Table 2.1: SWOT analysis for South African c-stores industry {Adapted from Jacobs and

Ntloedibe (2005:15))
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Cape Town is a major city within South Africa and is situated within the
Western Cape Province. The city contributes to approximately 14.01% of the
gross domestic product (GDP) of South Africa (Internet 2). According to the
Department of Transport last vehicle statistics in there is almost 17% of the total
countries vehicle population in Cape Town (Internet 3). Johannesburg and Cape
Town are the two most profitable cities within the South Africa from a retailing
perspective due to the presence of a large portion of the LSM 7-10 group within
these cities. The Western Cape has 8200 retail stores and only 160 forecourt c-

stores.

There appears to be room for growth within the forecourt c-store industry

based on the increasing demand and relatively low number of c-stores (Internet 4).

ACNeilsen conducted a study of the c-store business and the industry
market share. The figure below shows the Western Cape market share (number of
stores) between the major oil companies dominating the forecourt convenience
store industry. The leader of the industry is currently Engen with 57 stores whilst

Chevron (owns the Caltex brand) has approximately half the number of stores.

Legen
e No of s
BP: British o Ty e
Petroleum Western Cape between 2004 and 2005
Cal: Caltex 57
Eng: Engen 53
Sas: Sasol
Tot: Total
32
30
28 28 28
28 26
24
10
j
bp cal eng sas she tot
o Jul-04 26 26 53 3 30 28
B Jul-05 24 28 57 10 32 28
MNet effect -2 2 4 T 2 0
Figure 2.2: Western Cape market share (A.C.Neilsen, 2006: 5)
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According to A.CNEILSEN (2005), Cape Town is seen as a lucrative
market due to the higher income per capita than other parts of the country. It has a
cosmopolitan market that is made up of a high percentage of foreigners that are
accustomed to purchasing from convenience stores. Retailers have recognized the
potential in this market and new c-store operators, like Sasol, are entering this
market. Chevron occupies second place in this market and is considering
expansion in this market by rolling out at least 14 new stores (Chevron 2007

Business Plan).

This overview of the industry provides a background of the
competitiveness and the need for development of a strategy to ensure a company’s

sustainability within the local market.

2.4 DIFFERENTIATION - STRATEGY TO COMBAT COMPETITION

The concept of being unique or different is far more important today than
it was ten years ago. The key to successful marketing and competing is

differentiation. Hyper-competition is a key feature of the new economy.

In the past the global economy had national governments dominating the
refining and retailing of fuel products in local markets; this has changed to

global companies’ now competing for more business in multiple global markets.

The enormous competition within retail markets today is creating
multiple choices for customers. The targeted customers have many choices, all
of which can be fulfilled instantly. Choosing among multiple options is always
based on differences, implicit or explicit, so one ought to differentiate in order

to give the customer a reason to choose a product or service over the competitor.

Therefore differentiation is one of the most important strategic and
tactical activities in which companies must constantly engage. A study on
differentiation was conducted by International Business Machines (IBM) titled:

“IBM Survey of American Shoppers” (www.ibm.com).

The respondents surveyed reported that there was a lack of distinction in
services, products and store atmosphere. All of these factors were suggested as

the reasons for customers switching between retailers with little concern,
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McKenna (2005) states that retailers offering the same level of service

and products as other retailers turn off more than fifty percent of all shoppers

who have no loyalty to a specific retailer.

McKenna also states that forty-three percent of respondents wanted good

customer service and would switch retailers if service levels are poor.,

Price and store location are some of the reasons for consumers choosing
one retailer over another. Consumers prefer retailers who recognize them as
individuals, merchandise products that are easy to find, and have employees
who are helpful and knowledgeable. The key according to the respondents is

consistent execution on a regular basis.

A strategy that is based on differentiation with objectives, tactics,
milestones, metrics, and all the other associated pieces, is worthless if it cannot

be consistently executed and supported.

Sommers and Barnes (1999) have surfaced many different meanings of
differentiation and have described the central meaning of differentiation as the
strategy by which one firm attempts to distinguish its product from competitive

brands offered to the same aggregate market.

Carpenter {(1999) views differentiation as a competitive advantage which

identifies a valuable, relevant, but overlooked dimension of a product.

Donald (1998) proposes differentiation as a business strategy that brings
value to the product and to customer. Trout (2000) suggests the essence of
differentiation is offering an option that the competition cannot or does not

ofter.

In an article that appeared in the July/August 1997 issue of the Harvard
Business Review titled “Discovering new points of differentiation”, MacMiilan
and McGrath (1997) argue that differentiation is about offering customers
products with unique attributes that they value and that customers perceive to be

better than or different from competitors’ products,

As noted in the literature, traditional differentiation places more emphasis

on competitive advantage, whereas the new points of differentiation (NPD)
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approach stresses greater value for customers and greater potential revenue for

the business by fulfilling customer wants more precisely.

24.1 DIFFERENTIATION WITHIN CONVENIENCE STORES:
UNDERSTANDING THE CUSTOMER, PRODUCT AND STORE
ATTRIBUTES

Differentiation within the C-store business starts with understanding the
customer and products offered in the store. The Convenience Shape magazine
article (author unknown) states that key issue for differentiation within a c-store
is having knowledge of the customer. The needs of the customer must be clearly

understood.

Profiles of the customer must be developed and buying patterns must be
monitored to ensure the correct products are placed on shelves for the targeted

customer,

2.4.1,1 UNDERSTANDING THE CUSTOMER

Rodgers (2003) indicates that consumers make approximately 70% of all
brand decisions and 60% of all category decisions in the retail environment. As
a result, companies increasingly focus on this important touch-point where
consumers become shoppers to gain insights into the needs, attitudes, and

behaviors of their customers at the point-of-purchase.

This research, known as shopper insights, continues to evolve as
companies formalize functions and devote additional resources to shopper
insights initiatives. Retailers also look to shopper research to improve

understanding of the behaviors and needs of their customers.

Spethman (2005) indicates that shopper insights may enable retailers to
review product offerings and store design to provide the optimal shopping
experience to increase store traffic, improve category strategies, and ultimately

increase sales.
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German (1992) provides shopper insights to enable retailers to yield

meaningful aspects of their shoppers’ behavior. Some key areas for tracking

shopper behaviour are:

. Categories purchased— this provides retailers with insights into
the categories and brands that yield the highest sales, enabling

them to analyze and improve category strategies.

. Store traffic— this provides retailers with an understanding of how
shoppers move throughout the retail environment and where they
spend the most time, enabling them to analyze and adjust store

layout for optimal sales.

. Store choice—this provides insights into why shoppers choose

specific locations, enabling retailers to understand shopper needs.

e Trip length— this tracks how much time shoppers spend in the
store, enabling retailers to understand what kind of trips their

shoppers take and adjust offerings or store set-up.

Werner (2004) states that the margins in the retail industry are under
pressure and retail operators need to master two approaches in their business to

avoid flat or declining earning.

Firstly the products must be well understood and positioned within the
stores, Secondly the customer segments must be analyzed and targeted. The

products that are on the shelf must be mapped to the customer profile.

The customer profiling is key to unlocking success in the retail business.
Kotler (1999:162) advocates that there has to be rigorous segmentation and
targeting of the consumer market. This segmentation can be performed using
demographic factors or psychological factors (motivation, attitude, feelings and
personality). Demographics are powerful tools and there are a number of
characteristics that can be used to classify the demographic make-up of the
customers. Typical factors used are: age; gender, marital status, ethnic origin,

income and lifestyle.
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2.4.1.2 CREATING BRAND LOYALTY

According to Keller (2003) brand equity is created when the customer has
a strong awareness and association with a brand. These associations will create
favorable responses and customers will then begin seeking out the brand. It is
vital that consumers have an emotional connection with the brand and this in

turns leads to a perceived value.

The marketers need to understanding the motivations and purchasing
patterns of the customer to lock in the brand loyalty of customers. To
understand the dimensions of brand loyalty, managers must be cognizant of both
the commitment and purchasing support shown by consumers toward their
particular brand. Using these measures as necessary and sufficient conditions
for brand loyalty to exist, a market model can be developed from which the

purchasing styles of consumers can be classified and brand loyalty examined.

Uncles et al., (1995) states that consumer involvement with brands affects
the extent of their information search, the size of the evoked set and the nature
of brand loyalty. Keller (2003) introduces the idea that involvement can affect

the entire nature of decision processing undertaken in product selection.

Mittal and Lee (1989) use the following definitions to distinguish

between involvement forms;

e product involvement. the interest a consumer finds in the product

category and,

] (ii) brand involvement: the interest taken in making the brand

selection.

Brand loyalty in retail markets, unlike durables or the financial services,
requires both product and brand involvement. It will always be a relative
behaviour since consumers tend to purchase from a portfolio of brands (Uncles
et al., 1995},

The future challenge to marketing management within retail markets will
be to manage this consumer loyalty on a more proactive basis across all the

product categories where they are represented.
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2.4.1.3 UNDERSTANDING THE PRODUCT RANGES

There are three types of purchases a customer makes in convenience stores:
planned purchases, impulse purchases, and related-item purchases. It is important
to understand each type of purchase so that the correct product categories are
made available to the customer. The order of importance of planned purchases
varies depending on store location, the merchandise mix, and the demographic of

the primary consumer groups shopping at the stores.

Most standard grocery items purchases are planned but infrequent and are
considered “fill-in” purchases. lmpulse purchases are items that the customer
decided to buy after arriving at the store. There is no prior intention to make the

purchase.

The most infrequent purchase categories are: tobacco, beverages, snacks
and magazines. Related-item purchases are items that are purchased in
combination with other items, often to supplement the other item. An example
would be a confectionary to go with a beverage. A related item could be either

planned or an impulse purchase.

Typical product ranges that exist are: tobacco, beverages, snacks, prepared

fast foods, newspapers, groceries and health and beauty products.

2.4.1.4 UNDERSTANDING STORE LOCATION, STORE IMAGE AND
LOYALTY PROGRAMMEMES

The choice of a store’s location is considered to be the single most
important decision a retail organization has to make, and that location is seen as

a critical factor of success {Clarkson, 1996),

The attempt to set a theoretical framework for retail location context has
been largely confined to the reviews of Brown (1993); the regression modeling
work of Simkin (1989) with his Store Location Assessment Model (SLAM);
and the recent work of Clarke ¢f al., (1995) conceming an integrated framework
for location positioning and strategies. Clarkson (1996) found that there needs to
be proper spatial planning and store network review before store location can be

determined.
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Store presentation includes the arrangement of selling fixtures, the display
of products, the signage and point-of-sale advertising, Store cleanliness and
hygiene are also fmportant considerations. Each component of store image has an

impact on customer satisfaction and sales.

Frequency of shopping at a particular outlet is closely linked with store
image because image formations result in predispositions that generally guide

patronage {Granbois, 1981).

Past research has shown that recent shoppers compared with less-recent
shoppers were found to have a more clearly differentiated and better articulated
store image (Acito and Anderson, 1979). Also, shopping trips and expenditures at
a shopping area were found to be significantly affected by shopping area image
(Wee, 1986).

Consumers form impressions about stores and these impressions have a
significant impact on store patronage or frequency of shopping at a particular
store. The probability that a consumer will shop at a given store increases as the
individual's perceptions of the store become more positive. In general, consumers
patronize stores whose image is congruent with their self-perceptions and

unconscious needs.

Thus, store specific attitudes (e.g. store image) and general attitudes toward

the type of store influence shopping behavior (e.g. shopping frequency).

Loyalty programmes are key to helping retailers gain a bigger share of
wallet among consumers, according to a recent study by Louis (1999), which
specializes in loyalty programme, consulting and implementation. The survey
found that members of rewards programmes are more likely to have spent a
greater amount of money in the past six months across a range of retail categories,

including groceries, electronics, books and home improvement.

The researcher also found that supermarket loyalty programmes are
extremely popular, with an overwhelming majority of respondents (77%)
claiming membership; rewards programmes are most popular with younger
shoppers, with 71% of 25 to 34 year olds belonging to store or membership

programmes.
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The survey respondents that were older than 55 comprised the highest
percentage of non-members, The other key finding was that households with
children under the age of 18 are likely to belong to a store or membership
programme; women (62%) are more likely to belong to a loyalty programme than

men (54%). This could be an opportunity for the convenience store business.

1.5 STRATEGIC PLANNING

According to Wikipedia, strategy is a set of “managerial decisions and

actions” that ensures the long-term success of the organization.

Hitt et al, (2003) define strategy as a method of achieving overall goals. It
is the method “how” an organization will achieve its goals. Porter (1980) agrees
that strategic planning is a necessary process for organizations but the value
comes from having a culture within the organization that strives for continuous

improvement and appreciate being within a learning environment.

Organizations want to ensure survival and growth within an ever—changing
environment. To grow and prosper within a dynamic and competitive
environment requires a purposeful strategy (Rossouw et al., 2003). Strategy is
often referred to as a gap closing mechanism, the gap being the difference

between the current state and the future state (Temtine, 2000).

Strategic management is highly important and Rossouw er al, (2003)
points out six important reasons. The top reasons being that it provides direction

to the organizations during uncertain times.

The author goes on further to explain that it allows the organization to take

lead of its destiny rather than be at the mercy of the future.

According to Smit (1999) there is a paradigm shift development of strategy
and the model that companies should be using to ensure sustainability into the
future. The model now being adopted by some companies is based on flexibility

and learning,

This enables a firm to rise above its competitors and create a difference,
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The research performed by Eisenhardt et al., (1999) points out that the
speed to which competitors are able to acquire the skills needed to duplicate the
benefits of a firm’s value-creating strategy determines how long the competitive

advantage will last.

2.5.1 STRATEGIC MANAGEMENT PROCESS

Kaplan (2004) states that there are the intangible assets that an organization
has to build strategy. The intangible assets have been defined as knowledge that
the company has, to create differentiated advantage. Information is cited amongst
the examples of intangible assets alongside employees, patents and work

processes.

Kaplan (2004) goes on to state that these intangible assets must be aligned
and integrated into the process of strategy formulation. The intangible assets are

shown in Figure 2.3.
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Figure 2.3: Strategy Map (Kaplan, 2004:3)
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2.5.2 EFFECT OF COMPETITION ON STRATEGY FORUMLATION

Porter (1980) highlights the need to understand that there are only four
competitive strategies. Figure 2.4 that follows shows the types of competitive
strategies and states that organizations that focus either on a low cost strategy or
differentiation strategy are more successful. Both brand equity and profitability

increase once the strategy is clear and achieved through efficient execution.

It is rare for firms to try and focus on both strategies as they often translate

into actions that are dissimilar.

Types of Competitive Strategy
,p'l'?lereatemlyddxjoesi

Motors James Hardie (new)

Low Cost Differentiation
Position

Figure 2.4: Competitive strategies for firms to adopt to deal with competition
(Donald, 1998:457)

Many firms focus on differentiation to create uniqueness and create points
of difference in the minds of customers. From the figure above it can be seen that
motor manufacturer’s and the airline industry follow low cost leadership strategy
whilst mobile phone manufacturers and computer manufacturers target

differentiation as a strategy to beat the competition.
The firms that deal with the competition effectively using one of the above-
mentioned strategies will experience higher profitability (Smit, 1999).
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As described in Section 2.3.2, the competition within the forecourt c-store
industry {both globally and locally) is stiff and rising over the next decade. The
force most applicable to this industry is “Jockeying for Position”. According to
Smit (1999) rivalry amongst existing competitors takes the form of jockeying for
position — using tactics like price, product introduction and advertising. Smit goes

on to list seven important factors that are related to intense rivalry.

Jacobs and Hobsen {2006) and A.C.NEILSEN (2005) find that in the
forecourt convenience store industry the most relevant factors that lack
differentiation are the product and service and so the switching cost is low and

consumers are willing to move between convenience stores.

2.6 USE OF INFORMATION TO BUILD COMPETITIVE STRATEGY

Despande & Zaltman. (1982), Flud (1985) and Augilar (1967) outline the
need for a gap analysis during strategy formulation, so too does Day (1984) re-

affirm the need for knowledge that is acquired through information.

Information acquisition and processing activities are imperative parts in
assessing environmental change and the impact it has on strategy development
{Deshpande & Zaltman, 1982).

These authors also go on to indicate that ultimately, these activities have a
definite impact on the organization’s ability to uncover sources of advantage
which may help preserve or create positions of advantage over time. Related to
this is one of the most prominent results of an organization’s approach to its
environment: innovation, or the process of creating new value and new

satisfaction for its users.

Furthermore, rapid environmental change and increasing uncertainty have
put a premium on strategies which anticipate and shape events rather than

simply respond to them.
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2.6.1 ENVIRONMENTAL SCANNING

Aguilar (1967) defines scanning the environment as the activity of
acquiring information not only through purposeful search but also through
undirected viewing (informal means). Aguilar maintains that the importance of
scanning derives from the importance of the decisions involved. He argues that
strategic information is useful for making decisions about strategy and long-

range plans.

External information is strategic when it refers to information about
events or relationships in the firm’s outside environment that unveil
opportunities to exploit the firm’s strengths, accentuate the firm’s weaknesses,
or highlight potential threats facing the firm. Environmental scanning is
conceived of as a key step in the process of organizational adaptation. But
executives can only interpret, disseminate, analyze, and politicize information

that enters the organization.

Hambrick (1982) suggests that if competitors in an industry have unequal
information, they differ in their abilities to formulate cogent responses to the
environment. Additionally, if they have generally equal information, then any
difference in their responses or accompanying performance is attributable to
differences in their abilities (or their own perceptions of their abilities} to

implement a response, that is, to change or modify their strategy.

Aguilar (1967) found that neither functional area, nor hierarchical level,
nor was organizational size strongly related to the extent to which executives
scanned different environmental sectors. Hambrick (1982} contends that
decision makers have access to far more environmental information than they

can possibly perceive and, consequently, they must scan selectively.

However, strategic information is only one part of the total information a
cbmpany receives. Also, strategic information which is either wanted or needed
by managers is sometimes not received. It should be noted that the main concern
here is with information received and recognized as strategic by managers at the
business unit level.
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Hector (2000) shows in the Figure 2.5 that the scanning activities are part
of the overall process of formulation of strategic responses to change. The flows
labeled information acquisition A and B in the figure refer to the strategic
intelligence cycle, a model of the formal collection, processing, analysis and

dissemination of information relevant to strategy or intelligence

Information acquisition C
Evaluation of current X L
state of affairs » Information acquisition B
i
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= acquisition A
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.
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Note: Broken lines refer to paths over time

Figure 2.5: Information acquisition and formulation of strategic responses to change
[Hector R.L & Rodger J.C (1996: 23)]

2.6.2 INFORMATION ON CUSTOMERS

The desire to build customer loyalty has led to huge investments in
technologies that help marketers try and understand the potential and exiting
customer base. Coyles and Gokey (2002) state that many firms do not extract the
full value from customer information systems. This is largely due to difficulties

with the implementation of these systems.

Rodgers (2003) states that a sophisticated customer information system
must generate and collect information, it must be able to process the information,

store it and disseminate the information in a timely fashion.
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2.6.3 INFORMATION MANAGEMENT SYSTEMS

Management information systems are integrated, user-machine systems
for providing information to support operations, management and decision
making functions in an organization (Davis and Olson (1988)), conforms to the

general view of systems people.

However with the pressures of maintaining competitive advantage in an
expanding world market, it is becoming necessary for marketing management to
draw heavily on more formal and controlled systems that rely on computers and

database software particularly.

As Avison and Fitzgerald (1988) suggest that the information
management system is affected by the political and financial circumstances of
the organization. The most common approaches to planning for information
systems, that most medium to large businesses follow, is a pragmatic path which
alters according to the organization’s financial growth and its management.
Often information systems are planned and developed over time starting with a
piecemeal approach supporting specific business functions. This is known as

“bottom-up” development in systems terminology.

These functional information systems are integrated and as the
organization grow the business redevelops around a “data-analysis” and
“database” strategy. The problem with such piecemeal development is that there
is no specific control to ensure that the systems support the business strategy.
However, the greater the integration and database development, the more the

systems begin to consider strategic implications.

There is a new horizon of information opportunity with the emergence of
RFID (Radio Frequency ldentification) technology for retailers. This technology
enables retailers to track product movement and determine the profile of the
customer (Knight, 2006).

Knight (2006) believes that retailers need to track their customer behavior

with frequent shopper cards to understand everyday low prices techniques
(EDLP) and product choices.
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In retail, information is the new frontier and facilitates efficient use of
promotions and service. In the past, leading retailers have categorized the
customer base around metrics such as deciles, today this can be segmented to a

finer degree.

Better knowledge and information of the customer helps retailers to target

the profitable customers and also supports a customer loyalty programme.

It has been found that retail department stores in the multiple countries
are using retail technology and customer databases to develop a relationship

with the customer that can be maintained over time.

2.7 SURVEY OF LITERATURE THAT RELATE TO THE RESEARCH
METHODOLOGY USED IN THE DISSERTATION

The research process according to Saunders ef @l (2003) has a series of
phases namely; formulating and clarifying a topic, reviewing the literature,
determining the research strategy, collecting and analyzing data and finally

writing up the dissertation.

For this study a survey strategy has been chosen using a questionnaire to
collect data from a set of respondents. This is a quantitative study and involves

collecting data that will be analyzed by statistical methods.

According to Saunders et al., (2003: 92) the “survey strategy is usually

associated with the deductive approach”.

The principal goal of research is to impart knowledge to practitioners,
rather than to pursue knowledge for scientific advancement. The most appropriate
research method in the past was the case study method. As the decades past, there

was more interest in deductive approaches.

Shendle and Hatten (1972) strongly advocate that strategic management
needs empirical research to show relationships between variables. Furthermore,
they pointed out the need for strategy research to go beyond the inductive
approach and conduct more deductive studies with reliable data specially
collected to allow the development of testable answers to sirategic research
questions (Shendle and Hatten, 1972).
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Karami & Analoui, (2003) put in significant effort to construct data sets
by means of large scale survey that focused on the methodological issues to help

advance the research methods in the management field.

The choice of quantitative methods or qualitative methods has been open to
controversy and the apparent “"dominance” of more quantitative based
methodological tools in the development of the field does not mean that these
tools are applicable to all research questions (Hoskisson ef al, 1999). The research
question and context should dictate the choice of appropriate method. Moreover
the integration of quantitative and qualitative methodological tools is likely to be a

fruitful course, especially in management research (Judge and Zeithami, 1992).

Reviewing the Wikipedia encyclopedia (www.wikipedia.org) it states that

quantitative marketing research is the use of quantitative research techniques in
the field of marketing. It is grounded in the positivist view of the world and is a
social research method that involves the construction of questionnaires and scales.
Respondents are asked to complete surveys that marketers use to understand the
needs of individuals in the marketplace, and to create strategies and marketing

plans.

Questionnaires are popular research instruments for quantitative
marketing research and social research in general. They are a valuable method
of collecting a wide range of information from a large number of respondents.
Good questionnaire construction is critical to the success of a survey.
Inappropriate questions, incorrect ordering of questions, incorrect scaling, or

bad format can affect the value of the survey.

A useful method for checking a questionnaire for problems is to pretest it.
This usually involves giving it to a small sample of respondents, then
interviewing the respondents to get their impressions and to confirm that the
questions accurately captured their opinions. Welman ef af, (2005: 152) state
that questionnaires are good instruments to capture respondents attitude towards
certain issues and is well suited for controversial issues that respondents may

not want to have discussed through an open interview or with a focus group.
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Welman (2005) and Saunders ef a/., (2003) state that using Likert scales
within questionnaires is a popular method and most researchers recommend this
due to ease of use. It allows for speedy compilation of the data during the

analysis phase of the project.

Based on this review of the research methodology outline by authors like
Saunders et al, (2003) and Welman (2005), the survey method and using a

questionnaire to collect data is well suited for quantitative studies.

28 SURVEY OF LITERATURE THAT RELATE TO THE
ELIMINATION OF PROBLEMS ALEADY SOLVED BY
OTHER RESEARCHERS

There is no academic literature that attempts to address the problem of a
lack of differentiation within the forecourt convenience store business in South
Africa. Additionally no one has studied the forecourt convenience store business
and the types of information needed by oil companies to build a differentiation
strategy. Marketers however have recognized the growth of the convenience store
business both globally and within South Africa, however none of them propose a

strategy for reacting to this growth trend.

There has been research into the use differentiation as a competitive
strategy to gain market share. There has been research into benefits of possessing
knowledge and information about the customer to help the retail industry to
strategy to combat the competition. Werner (2004) states that marketers must
understand the customer, the products and the image of stores to know how to
create points of difference. Despande er al, (1982) confirms, in a study on
information processing within an organization, that information acquisition and

processing is vital for strategy development.

Day (1984) and Aguilar (1967) state that there is a need for information
and knowledge to build strategies and organizational capability through
knowledge management. This type of epistemic study has also been conducted by

researchers like Kahneman and Tversky (1982).
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Although there has been no studies conducted within the forecourt c-stores
business regarding the use of information to build a differentiation strategy, the
literature review conducted shows that some of the researchers given above
confirmed through previous studies that there is a link between information and

strategy and the need for a differentiation strategy in competitive markets.

2.9 CONCLUSION

The literature review has provided a theoretical framework comprising of
four pivotal elements that together with the research data collected assists in
addressing the research problem statement and research questions. These four

elements have been synthesized from the literature and are given below.

There is vast literature from authors like Mckenna (2005) and Sommers
(1999) that address the issue of differentiation to combat competitive forces.
There are strong views from Carpenter (1999) and Donald (1998) that this
enhances value for the customer and improves brand equity. There also appears to
be a link that differentiation leads to higher revenues and therefore profitability

improves by creating points of difference that the brand offers.

A critical issue that needs to be understood by companies is the in-depth
understanding of the consumer and product offering to before differentiation can

be used to ward off the competitive forces.

Spethman (2005) advocates that gaining shopper insights as a key activity
that companies must undertake to improve products and store design. Spetman
also links the use of information to design the value proposition for customers and

how it will lead to higher traffic through the retail stores.

Werner (2004) state that the margins in the retail industry are under
pressure and retail operators must master two approaches in their business to

avoid flat or declining eamings.

Firstly the products must be well understood and positioned within the
stores. Secondly the customer segments must be analyzed and targeted. The
products that are on the shelf must be mapped to the customer profile.
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Another key theme that has been mentioned by most of the authors that

discussed differentiation is the need for information to help understand how to

differentiate effectively.

Davis and Olson (1988) advocate that information management systems
must be integrated, user-machine systems that supports operations, management

and decision making functions in an organization.

Hambrick (1982) makes a vital point that if competitors in an industry
have unequal information then they differ in their abilities to formulate cogent
responses to the environment. This is important to note as this alone can

contribute to the arsenal that competitors have to deal with competitive forces.

Hambrick (1982) then goes on to state that decision-makers need to
access information far more than they are doing today and must scan the

information selectively,

The discussion above shows that authors support the need for
differentiation and having knowledge to fight the competition. There is also
support for information systems that provide input to strategic planning process.
Clarkson (1996) and Simkin (1989) state the need for having knowledge of store
location and image as important factors that help attract the customer. The same is
true for having knowledge of the product choices made by customers. Knowing
product information and how customers select these products helps stocking the c-

stores.

From the literature review conducted it is evident that there is a hiatus in
the available academic research therefore providing an academic space for this

study and will contribute to the body of knowledge.

The next chapter outlines the research methodology chosen and the data

collection process to assist in answering the research questions.
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CHAPTER 3: RESEARCH METHODOLOGY

3.1 INTRODUCTION

After completing the literature review in Chapter 2, this chapter will
describe the research approach chosen for this study to answer the research

questions given below.

¢ What are the factors within the forecourt c-store business that will enable
the development of a differentiation strategy?

¢ What type of information system must be in place at a store level to
provide the relevant information to an oil company to enable them to
differentiate themselves within the forecourt ¢-store industry?

» Does store level information regarding location, image, co-branded
partners and loyalty programmes affect the profitability and brand
equity?

® Does customer profile information at a store level allow for
differentiation and affect the store profitability and brand equity?

¢ Does product information affect the store profitability and bra.nd equity?

The application of the survey strategy will be explained and the methods
used to collect data from the respondents will be outlined. The process used to

gain access to administer the questionnaire to population will also be discussed.

The techniques used to analyze the data will also be described to provide an

understanding of the results given in the next chapter.

3.2 SURVEY STRATEGY

The choice of methodology is important in order to explain the research

objectives and attain the purpose of the study.

A survey strategy was chosen with the use of a questionnaire to collect
data from respondents that could assist in answering the research questions.

Student No: 203507199 43
MBA Dissertation: University of KwaZulu-Natal



The Use of an Information Management System to Enable Major Oil Companies to Build a Business Strategy to
Allow for Differentiation within the Forecourt Convenience Store Industry within the Cape Town Area

The survey method is usually associated with deductive approach and
according to Saunders ef al., (2003), this strategy is very economical and it
allows for the collection of the data from a sizable population as well as enables

for standardization of the responses.

The questionnaire that has been developed comprises of quantitative

questions that can be coded and analyzed using statistical methods.

3.3 ACCESS STRATEGY TO COLLECT DATA

Chevron had to provide approval to allow the retailers to participate in the
study. The approval was received at two levels within the organization. The first
level of approval was received from the Corporate Compliance group based at the
United States head quarters. In order to gain this approval a copy of the
questionnaire and problem statement was submitted to the Compliance Officer at
Chevron. The questionnaire was reviewed and it was requested that the specific
wording be changed to ensure that the participants are made aware that this is an
independent project that aims to get feedback from Chevron retailers to specific

questions regarding differentiation and information systems.

A meeting with the General Retail Manager for South Africa was arranged
to explain the study and gain support for the administration of the questionnaire.
After gaining approval from the Chevron Corporate Compliance Officer, the

General Retail Manager was able to provide local support for the study.

This was done by sending out communication to the District Sales Manager
(DSM) for the Western Cape Region (reports to the General Retail Manager) and
Business Consultants (BC) who are sales representatives, reporting to the DSM,

that manage the retailers within Cape Town area.

Meetings were held with the sales team to explain the study in detail and
then an email was sent out by the sales team to the respective retailers to inform
them about the study and request that they make time available to complete the
questionnaire. This process was eflective and showed endorsement from the

leadership of Chevron down to the field staff.
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This level of preparation and the procedure used to gain access to the
retailers was beneficial in that it enabled the retailers to prepare for the
questionnaire during the face-to-face meetings that were arranged by the

interviewer.

A copy of the email approval received from the General Retail Manager is

attached with the Ethical Clearance Form in Appendix One.

3.4 DATA COLLECTION

Saunders ef al., (2003} state that the technique of collecting data from a set

of respondents is classified as collecting primary data.

For this study, primary data has been collected from 23 Chevron retailers

within the Cape Town area using a questionnaire as the research instrument.

In this section the research instrument will be described as well as the
process used to administer the questionnaire to the sample population. The
procedure to gain access and approval from Chevron to administer the

questionnaire will also be outlined.

3.4.1 RESEARCH INSTRUMENT - QUESTIONNAIRE

The questionnaire was chosen as the data gathering tool and serves the
purpose of collecting quantifiable data that can be analyzed to determine patterns

and relationships.

The questionnaire was designed to gain answers from the respondents in 4

major categories as listed below:

o Personal and general questions about the retailers (Section 1 and 2 of the
questionnaire)

¢ Perception of differentiation and benefits in the forecourt c-store market
for an oil company (Section 3 of the questionnaire)

¢  Use of an information management system to provide information to an
oil company with information to help build a differentiation strategy

(Section 4 of the questionnaire)
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e Attitude and opinion towards having an information management system
that provides information in three areas related to; customer, store and
products (Section 5 and 6 of the questionnaire)

Closed questions provide a number of alternatives from which the
respondent is instructed to choose. According to Saunders et al. (2003) there are
six types of closed questions, namely:(1) ‘list’, where the respondent is given a
list of items that can be selected; (2) ‘category’, where one response can be
selected from a given set of categories; (3) ‘ranking’, where the respondent must
place something in order; (4) ‘scale or rating’, in which a rating device is used to
record responses; (5) ‘quantity’, to which the response is a number giving the
amount; and (6) “grid’, where responses to two or more questions can be recorded
using the same matrix. The Likert Scale can be used for the fourth type of closed

question.

The questions that have been used in this questionnaire are closed ended
and the majority of the questions cover the differentiations and information

management systems are based on a mix of List Questions and Rating Questions.

The Likert rating scale and coding that has been used is given below:

Strongly Disagree Neutral Agree Strongly
Disagree Agree

| 2 3 4 5

Table 3.2: Likert Scale used in Questionnaire

The Likert scale reveals the opinion and perceptions of the retailers towards
the various questions posed to them. Saunders et al., (2003) also distinguishes 3
types of variables that are used frequently in the design of the questionnaire
namely; attribute ,opinion and behaviour variables. For this questionnaire attribute
and opinion are the two types of variables used. The opinion variable determines
how the respondents feel about a question. The attribute variable records

characteristics of the respondent.

The questionnaire was developed and tested within Chevron by
approaching the District Sales Manager and Business Consultants to review the
questions, validate the content and test the applicability of the questionnaire.
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This group has first hand knowledge of the forecourt c-store business and
has worked within the company-owned store at the Victoria and Alfred
Waterfront Station in Cape Town to gain an understanding of the retail operations

and customer behaviour in the store.
The group requested a few changes to the questionnaire as described below:

» Include “store location” as options given to retailers regarding the

meaning of differentiation.

e Include a question under the General and Personal section of the
questionnaire to check if the retailer has any competitors within nearby
vicinity that offer convenience shopping and fast food offerings for

customers.

» The group also requested that a question be included in Section 5 of the

questionnaire that assesses the current image of the Chevron stores.
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3.42 SAMPLE

The population chosen is the Chevron retailers that own and/or operate
branded forecourt c-stores within the Cape Town area. These retailers sell both
fuel and non-fuel products and have a franchise relationship with Chevron. All
retailers buy off merchandise agreements that have been negotiated by Chevron.
These retailers also buy all equipment and maintain the stores according to
standards set by Chevron. There are a total of 25 retail sites that have c-stores with

the STARMART logo.

These sites are based within the Cape Town central business district as well

as the northern and southern suburbs of Cape Town.

Due to the size of the retailer population within the Cape Town area, it was

envisaged that 100% of the retailers participate in the study.

The list of 23 retail sites that participated in the study is given below. Two

retailers declined to participate in the study and could not be contacted.

Cumula-
tive Per-

Name of Service Station Frequency | Percent Valid Percent | cent

1 Bergzicht 1 43 43 4.3

2 Caltex Bellville 1 4.3 43 8.7

3 Caltex Okavango | 43 43 13.0

4 Caltex Strand 1 4.3 4.3 17.4

5 Caltex Wetlands 1 4.3 4.3 21.7

6 Camps Bay 1 4.3 4.3 26.1

7 Cavalier Motors 1 43 43 30.4

8 Delft SS 1 43 43 34.8

9 Doncaster Motors 1 4.3 4.3 39.1

10 | Howard centre 1 43 4.3 43.5

11 | Marine Drive Motors | | 43 43 47.8

12 | Marlborough Motors | 1 43 43 52.2

13 | Masakhane Motors | 4.3 43 56.5

14 z./([:;lkbos Service Sta- 1 43 43 60.9

15 E/élrllmar Service Sta- 1 43 43 65.2

16 | Motorland Motors 1 43 43 69.6

17 | Parklands Proper 1 4.3 4.3 73.9
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Cumula-

Name of Service tive Per-
Station Frequency | Percent Valid Percent | cent

18 Peak Motors 1 43 4.3 78.3

19 Ravenview Motors 1 43 43 82.6

20 | Spine Road SS 1 43 43 87.0

21 \!:A Watt?rﬁ'ont Ser- 1 43 43 913
vice Station

22 | Voorbaugh Motors 1 43 43 95.7

23 Winch Motors 1 43 43 100.0
Total 23 100.0 100.0

Table 3.4: List of Chevron retailers within the Cape Town area (2006 Chevron Retailer
List)

All of the retailers employ store managers that manage the daily store
activities like stock control, customer care, maintenance coordination, sales

tracking, house-keeping, staff management and security.

Two store owners from the population that participated were not available
to complete the questionnaire in person. They requested that the store manager
complete the questionnaire. This was not a limitation since the store managers had
sufficient knowledge of the operations and understood the marketing aspect of the

business.

3.4.3 ADMINISTRATION OF QUESTIONNAIRE

The list of retailers was provided by the Chevron marketing team. This list
contained the names, telephone numbers, addresses, email address and physical
location of the sites. Each retailer was contacted by telephone to arrange a
meeting during a two week period. This gave the retailers adequate time to

schedule these meetings in their calendars as well as prepare for the questions.

The meetings were convened at the retail site within the c-store. Hard
copies of the questionnaire and the form requesting consent from the retailers

were printed prior to the meetings to ensure that the meeting was productive.

During the meeting, the research topic and problem statement were
introduced. The value of the project was explained and thereafter the retailer was
requested to provide consent for participating in the study.
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The retailers were asked to sign a form {Letter of Informed Consent)
acknowledging participation in the study. An example of this form is contained

with the questionnaire in Appendix Two.

The aspect of confidentiality was explained and the retailers were informed
that they could withdraw from the project at any time and did not have to respond

to questions that they were not comfortable with answering.

The meeting with each retailer lasted approximately one hour during which
the interviewer posed the listed questions and marked the applicable responses. At
the end of the session the retailer was informed of the responses that were
provided for the questions and was asked to confirm that the responses were

correct,

At the end of each session the respondent was thanked for making time
available and was advised that Chevron will be receiving a copy of the report with
the responses presented in summarized format. It was also mentioned that the data
will be stored at the Graduate School of Business (GSB) at the University of
KwaZulu-Natal for a period of 5 years.

3.5 CONCLUSION

This is a quantitative study that uses a survey method chosen to conduct the
study. The questionnaire is used to gather primary data from the population. The
survey method is popular and has been recommended by other researchers as

pointed out earlier in this Chapter.

The Chevron retailer population within the Cape Town area participated in

the study and 92% of the population responded to the questionnaire.

Ethical Clearance was obtained from the University of KwaZulu-Natal
GSB. Approval was received from Chevron to allow the retailers to participate in
the study. The research instrument was carefully designed and tested to ensure it
is relevant. This was achieved by mapping the questions within the questionnaire
to the main research questions and problem statement. The data will be collected
and analyzed using statistical methods. The results will be reported in the next
chapter. The results will be presented in a manner will assist in answering the

research questions.
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CHAPTER 4: DATA ANALYSIS AND
RESULTYS

4.1 INTRODUCTION

This chapter reports the results from the questionnaire that has been
administered. It provides an interpretation of the results that have been analyzed
using statistical methods. The analysis of results will enable the researcher to
answer the broad research question regarding the need for information
management system within the forecourt c-store business to develop a

differentiation strategy.

The analysis of the results will also assist in the answering of the three sub-

questions of the research problem namely;

(i) the effect of having customer information within the information

management system on profitability and brand equity,

(ii) the effect of having store information within the information

management system on profitability and brand equity and,

(iii) effect of having the product information within the information

system on profitability and brand equity.

From the sample of 25 retailers within the Cape Town area there was a

response rate of 92% with 2 retailers declining to participate in the study.

The results and interpretations from the following tests: Descriptive
statistics, Comparison statistics, Anova and the Correlations test that were
performed on the data will be presented for each of the section of the

questionnaire. The statistical test results can be found in Appendix 5.

The questionnaire can be found in Appendix 3 and has been labeled
according to the variable labels used in the SPSS software to allow the reader to

cross-reference the results reported in this chapter to the questionnaire itself.
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This analysis of the results from this chapter and the theoretical framework
gathered from the literature review in Chapter 2 will provide a good foundation to
allow the researcher to answer the research questions and thereafter to develop

conclusions and recommendations in Chapter 5 of this report.

4.2 ANALYTICAL METHODS USED

The data was collected, checked for errors and coded. The coding was per-

formed for all questions that employed the Likert scale. The new coding is:

1 = Strongly Disagree

2 = Disagree
3 = Neutral
4 = Agree

5 = Strongly Agree

The data was input into the Statistical Package for Social Science (SPSS) to

perform descriptive and inferential statistical tests.

4.3 DESCRIPTIVE STATISTICS

The statistical results reported below cover the entire questionnaire (Section 1
through 6). The section below covers the descriptive statistics (describing the re-

sponses, comparative statistics and central fendency results) that were generated
using the SPSS software,

4.3.1 DEMOGRAPHICS AND GENERAL PROFILE OF RESPONDENTS

The first part of the questionnaire covered personal and general factors
about the Chevron retailers. The results are reported for the first two sections of
the questionnaire (Q1.1 through to Q 2.7). The following results are reported for

these questions:
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4.3.1.1 What is the name of the Chevron retail service station you own and/or

operate?

A 100% of the sample population of the Chevron retailers submitted the
name of the service station that they operate and did not need to remain

‘anonymous.

4.3.1.2 How long have you operated the Chevron forecourt store?

Cumulative
Frequency Percent Valid Percent Percent
Below 1 year 3 13.0 13.0 13.0
2 - 5 years 9 39.1 | 39.1 522
Above 5 years 11 47.8 47.8 100.0
Total 23 100.0 100.0

Table 4.5: Descriptive results for duration (years) of store operation

The results reveal duration of operation of a c-store. From the responses
received 13.0 % are below 1 year duration, 39.1% have between 2 -5 years

duration and 47.8 % are above 5 years of duration.

4.3.1.3 What is the location of your store?

Fre- Valid Per- | Cumulative
quency Percent cent Percent
Along side a major road 18 78.3 78.3 78.3
In the direction of traffic 4 17.4 | 17.4 95.7
Within a suburb 1 43 | 43 100.0
Total 23| 1000 | 100.0 |

Table 4.6: Descriptive results for store location

The results reveal dispersion of location of stores within defined areas. The
participated respondent’s location groups are 78.3 % along side a major road, 17.4

“4 are in the direction of traffic, and 4.3 % are within a suburb.

A comparison statistical analysis was performed between the retailer store
location and the duration that they have operated a store. The results show of the
retailer responses 43.5% of the retailers have a store along side a major road and

operated the store for more than 5 years.
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There are 26.1% of the retailers who have a store along side a major road
have operated this for between 2 and 5 years and there is 8.7% of the retailer who
have a store along side a major road and have operated the store for less than a

year.

The 17.4% of retailers that have stores along side a road in the direction of
traffic have 4.3% that have less than a year of operation of the store whilst 13%

have operated the store for 2 to 5 years.
4.3.1.4 Do you offer the following in your store?

This question is aimed at finding out the type of c-store offering (customer
value proposition) that the retailer provides for the customer. This then indicates

the extent of the differentiation that is already present at the store.

Cumulative
In-store Offering Frequency | Percent Valid % %
Co-branded Quick Service 10 435 45.5 45.5
Restaurant
Mechanism to collect
customer feedback : 43 45 300
Store Loyalty 1 4.3 4.5 54.5
Identify customer types and
profiles shopping at the store 9 39.1 40.9 95.5
Identify and track product
choices that customers want 1 4.3 4.5 100.0
Total 22 95.7 100.0
Missing System 1 43
Total 23 100.0

Table 4.7: Type of customer offering within the Chevron store

From the table 43.5 percent of the retailers have a quick service restaurant,
40.9% track the type of customer profile entering the store, 4.5% of retailers
collect customer feedback, 4.5 percent have a store loyalty programme in place

and 4.5 identify and track customer product choices.
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Comparison statistics was performed between the various offerings of the

store and the period in which retailers have operated the stores.

Retailers that have a quick service restaurant make up 45.5% of the total
retailer sample and 22.7% have operated the store for more than 5 years, 13.6%
operated the store for less than a year whilst 9.1% have between 2 and 5 years of

experience operating the store.

The retailers that track customer profiles make up 40.9% of the total retailer
sample population and 27.3% have operated the store for 2 to 5 years whilst

13.6% have more than 5 years experience operating the store.

The entire 4.5% of the retailer population that collects customer feedback
has more than 5 years of operating experience. The same holds for the 4.5% of the
retailer population that has a store loyalty programme and the 4.5% of the retailer

population that tracks customer product choices.

4.3.1.5 Is there a formal structure feedback loop between yourself and Chevron

where information can be passed along regarding customer or product trends?

Cumulative
Frequency Percent | Valid Percent Percent
Yes 22 95.7 95.7 95.7
Don’t know 1 4.3 43 100.0
Total 23 100.0 100.0

Table 4.8: Descriptive results for presence of a feedback loop

This question reveals the perceptions of the retailers towards an existing
formal feedback loop to Chevron to capture pertinent information. From the
responses collected, 95.7% have expressed “Yes” and 4.3% expressed “Don’t

Know™.

Comparative statistics were performed comparing retailer’s duration of

operating the store and the perception around having a formal feedback loop.

The retailers that responded “Yes” to having a formal feedback loop have
47.8% with more than 5 years of duration, 39.1% between 2 and 5 years of

experience and 8.7% with less than 1 year experience.
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4.3.1.6 Do you have a business consultant that is allocated to your retail site?

This question establishes if the retailer has an existing face-to-face (in

person) communication method to transfer information.
The response was 100% “Yes™ to having a business consultant.

4.3.1.7 Is your retailer role clearly described and Chevron's expectations clearly

outlined for you as a store operator?

Cumulative
Frequency Percent Valid Percent Percent
Yes 20 87.0 87.0 87.0
No 3 13.0 13.0 100.0
Total 23 100.0 100.0

Table 4.9: Descriptive results for role clarification

The results from these questions reveal perception of the retailer towards

having a clear role and expectations.

The retailers expressed 87% as “Yes” and 13% as “No”. Comparing this
with the duration of the retailer operating the store it is found that 43.5% of the
retailers that understand their role have more than 5 years experience whilst
39.1% have between 2 and 5 years experience whilst 4.3% have less than 1 year

experience.

The retailers that answered “No” to clearly understanding their role have
47.8% of them with more than 5 years experience, 39.1% have between 2 and 5

years experience whilst 13% have less than 1 year experience.

43.1.8 Do you have key performance metrics for your store operations that

distinguishes performance?

Cumulative
Frequency Percent Valid Percent Percent
Yes 14 60.9 70.0 70.0
No 6 26.1 30.0 100.0
Total 20 87.0 100.0
Missing | System 3 13.0
Total 23 100.0

Table 4.10: Descriptive results for performance measurement
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From the responses received for this question, 60.9% of the retailers have
key performance measurements that they do, 26.1% do not have these

measurements.

There are 25% of the retailers that have key performance metrics and more

than 5 years experience of operating the store.

There are 35% of the retailers with key performance metrics and between 2

and 5 years experience of operating the store.

There are 10% of the retailers with key performance metrics and less than 1
year experience of operating the store. Three retailers declined to answer this

question.
4.3.1.9 Do you monitor performance of your store on a formal basis?

This question reveals perceptions from retailers towards formally
monitoring store performance. The retailers responded with 43.5% answering

“Yes” and 56.5% answering “No”.

The question was then modified slightly to change the basis to informal and
the overall response from the retailers who answered the question was 66.7%

“Yes” and 33.3% *“No.

4.3.1.10 Do you monitor customer service levels within your store?

Cumulative
Response Frequency Percent Valid Percent Percent
Yes 14 60.9 63.6 63.6
No 7 304 31.8 95.5
Don’t
L 1 43 4.5 100.0
Total 22 95.7 100.0
Missing System 1 43
Total 23 100.0

Table 4.11: Descriptive results for customer service level

This question reveals the retailers perception towards the monitoring of service
levels within the store. From the responses received 66.7% answered “Yes”,

31.8% answered “No” and 4.5% answered “Don’t know™.
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4.3.2 RESPONDENTS PERCEPTION TOWARDS DIFFERENTIATION
WITHIN THE C-STORE

The next set of questions focused on the attitude and opinion of the retailers
towards differentiation for the c-store. The questions and results cover section 3 of
the questionnaire. The results will be interpreted descriptively according to how
the retailers responded, comparatively by comparing some of the responses of
these questions against other factors like duration of time that the retailer has

operated the store and thereafter central tendency statistics will also be presented.

The following results provide the descriptive results that were recorded from the

responses.

4.3.2.1 What does differentiation mean to you?

Valid Per- Cumulative
Choices Frequency | Percent cent Percent

. . |
I—_lavmg a strategic store loca- 14 60.9 60.9 60.9
tion |
?rowdmg new product offer- | 43 | 43 65.2
ings |
Prm{ldmg superior customer 4 17.4 17.4 82.6
service
Knowing the customer prefer- ] 43 43 87.0
ences
f{avmg customer feedback ’ 8.7 3.7 95.7
00ps

i " |
Having a lcolbrandcd partner 1 43 43 100.0
on the retail site
Total 23 100.0 100.0

Table 4.12: Descriptive results for meaning of differentiation

The retailers were given options to select with regards to the meaning of
differentiation within a c-store. The responses show that 60.9% of the retailers

expressed that having a strategic location is a differentiating factor.

There are 17.4% of the retailers that expressed that providing superior
customer service is a differentiating factor. There are 8.7% of the retailers that

expressed that having a customer feedback loop is a differentiating factor.

There are 4.3% of retailers that expressed that having new product
offerings is a differentiating factor and the same percentage expressed that
knowing the customer preferences is a differentiating factor.
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There are 4.3% of the retailers that expressed that having a co-branded

partner on the site is a differentiating factor.

4.3.2.2 Differentiation will lead to higher store profitability?

Cumulative
Frequency Percent Valid Percent Percent
Disagree 2 8.7 8.7 8.7
Agree 6 26.1 26.1 34.8
Strongly Agree 15 65.2 65.2 100.0
Total 23 100.0 100.0 |

Table 4.13: Descriptive results for effect of differentiation on store profitability

The responses reveal that 65.2% strongly agree, 26.1% agree and 8.7%

disagree that differentiation will lead to higher store profitability.

4.3.2.3 Differentiation will improve brand equity for Chevron?

The responses reveal that 56.5% strongly agree, 34.8% agree and 8.7%

disagree that differentiation will improve brand equity.

Cumulative
Frequency Percent Valid Percent Percent
Disagree 2 8.7 8.7 8.7
Agree 8 34.8 34.8 435
Strongly Agree 13 56.5 56.5 | 100.0
Total 23 100.0 | 100.0 |

Table 4.14: Descriptive results for effect of differentiation on brand equity

4.3.2.4 Differentiation will lead to targeting profitable customers?

The responses reveal that 43.5% strongly agree, 39.1% agree and 17.4%

disagree that differentiation will improve brand equity.

Cumulative
Frequency Percent Valid Percent Percent
Disagree 4 17.4 17.4 17.4
Agree 9 39.1 39.1 56.5
Strongly Agree 10 43.5 43.5 100.0
Total 23 100.0 100.0

Table 4.15: Descriptive results for differentiation and targeting of profitable customers
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4.3.2.5 Differentiation will lead to customers seeking out the Chevron stores?

The responses reveal in the table below that 47.8% strongly agree, 43.5%

agree and 8.7% disagree that differentiation will improve brand equity.

Cumulative
Frequency Percent Valid Percent Percent
Disagree 2 8.7 8.7 8.7
Agree 10 43.5 43.5 522
Strongly Agree 11 | 47.8 47.8 100.0
Total 23 | 100.0 100.0

Table 4.16: Descriptive results for differentiation leading to customers seeking Chevron

stores

4.3.2.6 COMPARATIVE STATISTICS

A comparative analysis was performed between two important questions
and this provides insight into the reasons for the respondents making certain
choices regarding the meaning of differentiation. The comparison is done between
the meaning of differentiation and the customer offering that the retailer has in the

c-store.
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The table below shows the comparison between the meaning of

differentiation and the in-store offering.

Comparative Questions

Ql.4:

within your store?

Do you offer or do the following

Co-branded QSR

back

Customer feed-

€

m

gram

Store Loyalty pro-

at the store

Identify customer
profiles shopping

choices

Track product

Total

Q3.1:

Differentiation
for me means

Having a
strategic  store
location

22.7%

4.5%

27.3%

4.5%

59.1%

Providing new
product
offerings

4.5%

4.5%

Providing
superior
customer
service

13.6%

4.5%

18.2%

Knowing the
customer
preferences

4.5%

4.5%

Having
customer
feedback loops

4.5%

4.5%

9.1%

Having a co-
branded partner
on the retail
site

4.5%

4.5%

Total

45.5%

4.5%

4.5%

40.9%

4.5%

100.0%

Table 4.17: Comparison between the retailers’ response to meaning of differentiation and

in-store offering provided by retailers.

From the table above 45.5% of the retailers that have a quick service

restaurants expressed that a strategic location (22.7%) and providing superior

customer service (13.6%) are most important in terms of having a differentiated

offering. There are 40.9% of retailers that identify customer profiles within their

stores and most of them expressed that a strategic location (27.3%) is most

important.
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4.3.2.7 CENTRAL TENDENCY STATISTICS

Applying central tendency statistics to questions in Section 3 (Q3.2 through to

3.6) of the Questionnaire provided the following set of results.

The measurement scale code that was used to interpret the results is:

Strongly disagree | Disagree Neutral Agree Strongly agree

Table 4.18: Likert Scale for questionnaire

D3.2 D3.3 D3.4 D3.5 D3.6
N Valid 23 23 23 23 23
Missing 0 0 0 0 0
Mean 4,00 4.00 4.00 4.00 4.00
Median 5.00 5.00 4.00 4.00 5.00
Mode 5 5 5 5 5
Std. Deviation .898 .891 1.083 .876 728
Variance .806 .794 1.174 767 5630
Range 3 3 3 3 3
Minimum 2 2 2 2 2
Maximum 5 5 5 5 5

Table 4.19: Central Tendency Statistics for Questions 3.2 to 3.6

From the table above the mean value for the abovementioned questions are 4.00

and reveals that the retailers agree with the statement.

The mode has a value of 5.00, meaning that the retailers strongly agree with the

statements.

The variance is from 0.53 to 1.174 and reveals that there is a difference in percep-
tion towards the abovementioned statements. The minimum value is 2 indicating
that the retailers have minimum opinion of “disagree” with the abovementioned

statements.

The maximum value is 5 meaning that the retailers have a maximum opinion of

“strongly agree” towards the abovementioned statements.
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The median is 5 for questions 3.2, 3.3 and 3.6 and this means for these questions
the retailers “strongly agree™ for these set of questions. The median for question

3.4 and 3.5 is 4 indicating that the retailers agree for these two questions.

The standard deviation is from 0.728 to 1.083 and reveals these questions there is

variation in retailer’s perception.

The range for these questions has a value of 3.00 and indicates the retailers have a

difference in opinion and towards the questions.

433 INFORMATION MANAGEMENT SYSTEM-CUSTOMER
INFORMATION

The next set of results is based on the information on customers that may
be needed to be part of an information management system. These questions and
results cover section 4 (questions 4.1 through to 4.8) of the questionnaire. The
descriptive statistics will be presented thereafter the results from the central

tendency tests will be given

4.3.3.1 An information management system that captures information at a store
level and provides this to Chevron will contribute to the strategic decision-making

process within the company?

Cumulative
Frequency Percent Valid Percent Percent
Disagree 1 43 43 43
Agree 16 69.6 | 69.6 73.9
Strongly Agree 6 26.1 26.1 100.0
Total 23 | 100.0 | 100.0

Table 4.20: Descriptive results for store information in an Information system

The responses reveal that 26.1% strongly agree, 69.6% agree and 4.3%
disagree that an information management system will contribute towards the

strategic decision-making process in Chevron.
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4.3.3.2 The information management system must provide knowledge/information
regarding customer trends, behaviours and preferences to enable Chevron to dif-

Serentiate itself according to customer needs?

Cumulative
Frequency Percent | Valid Percent Percent
Disagree 1 43 4.3 43
Agree 16 69.6 69.6 | 73.9
Strongly Agree 6 26.1 26.1 100.0
Total 23 100.0 100.0

Table 4.21: Descriptive results for customer trends an information system

The responses reveal that 26.1% strongly agree, 69.6% agree and 4.3%

disagree that an information management system must provide information on

customer trends, behaviours and preferences.

4.3.3.3 Differentiating the store offerings around local customer profiles will lead

to increase in profitability at store level?

Cumulative
Frequency Percent Valid Percent Percent
Disagree 3 13.0 13.0 13.0
Agree 11 478 47.8 60.9
Strongly Agree 9 39.1 39.1 100.0
Total 23 100.0 | 100.0

Table 4.22: Descriptive results for differentiating according to local customer preferences

The responses reveal that 39.1% strongly agree, 47.8% agree and 13%

disagree that differentiating the sore around local customer demand will lead to an

increase in store profitability.

4.3.3.4 Differentiating the store offerings around local customer preferences will

lead to increase in brand equity level?

Cumulative
Frequency Percent Valid Percent Percent

Disagree 2 8.7 8.7 8.7
Agree 11 47.8 47.8 56.5
Strongly Agree 10 43.5 43.5 100.0
Total 23 100.0 100.0

Table 4.23: Descriptive results for differentiating according to local customer preferences

and effect on brand equity
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The responses reveal that 43.5% strongly agree, 47.8% agree and 8.7%
disagree that differentiating the sore around local customer demand will lead to an

increase in brand equity.

4.3.3.5 Chevron is currently able to receive information on customer trends,

customer preferences and customer behaviour from a store level?

Cumulative
Frequency Percent Valid Percent Percent
Strongly Disagree 1 43 43 43
Disagree 14 60.9 | 60.9 65.2
Agree 8 34.8 34.8 100.0
Total 23 100.0 100.0

Table 4.24: Descriptive results on Chevron being able to receive information

The responses reveal that 34.8% agree, 60.9% agree and 4.3% strongly
disagree that Chevron is presently able to receive information on customers from

a store level.

4.3.3.6 Does the Chevron market information system provide accurate customer

buying information i.e. information that is representative of the customers visiting

your store?

Cumulative
Frequency Percent Valid Percent Percent
Never 20 87.0 87.0 87.0
Seldom 2 | 8.7 8.7 95.7
Most of the time 1 43 4.3 100.0
Total 23 | 100.0 100.0

Table 4.25: Descriptive results for Chevron being able to profile the customer

The results reveal that 87% of the retailers expressed “Never”, 8.7%

expressed “Seldom™ and 4.3% expressed “Seldom” towards the above question.
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4.3.3.7 How long must the feedback loop be to provide vital information to Chev-

ron i.e. the cycle time of information transferred back to Chevron on the specific

store level information?

Cumulative

Frequency Percent Valid Percent Percent
Daily 2 8.7 8.7 8.7
Weekly 4 17.4 17.4 26.1
Monthly 14 60.9 60.9 87.0
Annually 2 8.7 8.7 95.7
Other 1 43 43 | 100.0
Total 23 100.0 | 100.0 |

Table 4.26: Descriptive results for length of the feedback loop

The results reveal that 60.9% of the retailers expressed that information

must be passed along monthly to Chevron, 17.4% expressed that information

must be passed along weekly. The rest of the results were split in small

proportions with 8.7% wanting daily feedback, 8.7% wanting annual feedback

whilst 4.3% wanted other feedback frequency not listed in the options given. The

retailers did not specify the “other” caption.

4.3.3.8 The information that Chevron will need regarding customer trends must

be relevant at a store level?

Cumulative
Frequency | Percent | Valid Percent Percent

Disagree 2 8.7 9.1 9.1
Agree 12 | 522 54.5 63.6
Strongly Agree 8 34.8 36.4 100.0
Total 22 95.7 100.0

Missing  System 1 43

Total 23 100.0

Table 4.27: Descriptive results for customer trends at a store level

The responses reveal that 36.4% strongly agree, 54.5% agree and 9.1%

disagree that the information that Chevron will need regarding customer trends

must be at store level.
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4.3.3.9 CENTRAL TENDENCY STATISTICS

Applying central tendency statistical test to questions in Section 4 (Q4.1 through

to Q4.8) of the questionnaire provided the following set of results,

Central Tendency Stats
4.1 42 4.3 44 45 4.3

N Valid 23 23 23 23 23 22

Missing 0 0 0 0 0 1
Mean 4,00 4.00 4,00 4.00 3.00 4.00
Median 4.00 4.00 4.00 4.00 2.00 4.00
Mode 4 4 4 4 2 4
Std. Deviation 650 .B50 968 .864 1.027 853
Variance 423 423 937 747 1.055 727
Range 3 3 3 3 3 3
Minimurm 2 2 2 2 1 2
Maximum 5 5 5 5 4 5

Table 4.28: Central tendency statistics for Q4.1 to Q4.8

From the table above the mean value for the almost all of the
abovementioned questions is 4.00 and reveals that the retailers agree with the
statement. The exception is question 4.5 which has a mean value of 3 meaning the

retailers are neutral towards this question.

The mode has a value of 4.00 for most questions except question 4.5 that
has a mode value of 2.00, meaning that the retailers agree with the statements and

disagree with statement 4.5.

The variance is from 0.423 to 1.055 and reveals that there is a difference in

perception towards the abovementioned statements.

The minimum value for most of the questions is 2 except for question 4.5
that has a minimum of | indicating that the retailers have minimum opinion of
“disagree” most of the abovementioned statements except for question 4.5 where

the minimum opinion is “strongly disagree™,
P b £

The maximum value for most of the questions 1s 5 meaning that the
retailers have a maximum opinion of “strongly agree” towards the
abovementioned statements. The exception is question 4.5 that has a maximum
value of 4 meaning that the retailers have a maximum opinion of “agree” with this

question.
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The median is 4 for most questions except question 4.5 that has a median of
3. This means for most of these questions the retailers “agree” with the statement

except for question 4.5 that they are neutral towards this statement.

The standard deviation is from 0.650 to 1.027 and reveals these questions

there is variation in retailer’s perception regarding these questions.

The range for these questions has a value of 3.00 and indicates the retailers

have a difference in opinion and towards these questions.

434 INFORMATION MANAGEMENT SYSTEMS: STORE
INFORMATION

The next set of results involves the retailer’s perceptions towards
differentiating the store at a local level and covers section 5 (questions 5.1 through
to 5.7) of the questionnaire. The retailers have been asked to express an opinion
on information regarding store image, store loyalty programmes, quick service
restaurants and co-branding partners as part of the information management

system.

The descriptive results will be given and thereafter results from the central

tendency test will be reported.

4.3.4.1 An information system that captures information regarding the store
attributes and the effect on customers purchasing behaviour (e.g. store image and
its effect on customers buying at a store level) and feeds this to Chevron will

contribute to the strategic decision-making process within the company?

Cumulative
Frequency Percent Valid Percent Percent
Disagree 4 17.4 17.4 17.4
Agree 14 60.9 60.9 | 783
Strongly Agree 5 213 21.7 100.0
Total 23 100.0 100.0

Table 4.29: Descriptive results for store attributes in an information system

The responses reveal that 21.7% strongly agree, 60.9% agree and 17.4%
disagree that an information management system that has specific store

information will contribute to the strategic decision-making within Chevron.
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4.3.4.2 The information system must provide knowledgelinformation regarding

store loyalty programmes and its effect on customer buying behaviour?

Cumulative
Frequency Percent Valid Percent Percent
Disagree 4 17.4 17.4 17.4
Agree 14 60.9 60.9 78.3
Strongly Agree 5 217 21.7 100.0
Total 23 100.0 100.0

Table 4.30: Descriptive results for store loyalty data in an information system

The responses reveal that 21.7% strongly agree, 60.9% agree and 17.4%

disagree with the information management system must capture the effect of store

loyalty programme on customer buying behaviour.

4.3.4.3 Differentiating the store by offering loyalty programmes will lead to

increase in profitability at store level?

Cumulative
Frequency | Percent | Valid Percent Percent
Disagree 4 17.4 17.4 17.4
Agree 13 56.5 56.5 73.9
Strongly Agree 6 26.1 26.1 100.0
Total 23 100.0 100.0 |

Table 4.3 1: Descriptive results for differentiating store by offering loyalty programme

The responses reveal that 26.1% strongly agree, 56.5% agree and 17.4%

disagree that a store loyalty programme will increase store profitability.

4.3.4.4 Differentiating the c-store by the providing customers with innovative and

trendy store designs will lead to increase in customer traffic?

Cumulative
Frequency Percent Valid Percent Percent
Disagree 1 43 43 4.3
Agree 8 34.8 34.8 39.1
Strongly Agree 14 60.9 60.9 100.0
Total 23 100.0 100.0

Table 4.32: Descriptive results for differentiating on store image

The responses reveal that 60.9% strongly agree, 34.8% agree and 4.3%

disagree that store appearance (innovative and trendy designs) will increase

customer traffic through the store.
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4.3.4.5 The current Caltex store images are aftractive to customers?

Cumulative
Frequency Percent Valid Percent Percent
Disagree 7 304 30.4 30.4
Agree 13 56.5 56.5 87.0
Strongly Agree 3 13.0 13.0 100.0
Total 23 100.0 100.0 |

Table 4.33: Descriptive results for current Caltex store image

The responses reveal that 13% strongly agree, 56.5% agree and 30.4%

disagree that Caltex stores have an attractive image.

4.3.4.6 Having a co-branded Quick Service Restaurant (OSR) partner on the re-

tail forecourt c-store will enable Chevron to differentiate itself in the market?

Cumulative
Frequency Percent Valid Percent Percent
Disagree 2 8.7 8.7 8.7
Agree 10 435 435 522
Strongly Agree 11 47.8 47.8 100.0
Total 23 100.0 100.0

Table 4.34: Descriptive results for differentiating using QSR

The responses reveal that 47.8% strongly agree, 43.5% agree and 8.7%

disagree that a co-branded QSR on the forecourt will enable Chevron to

differentiate them from the competitors.

4.3.4.7 Having an information management system that shows the effects of hav-
ing a co-branded OSR partner on the forecourt c-store has on sales will allow

Chevron to use this to build a differentiation strategy?

Cumulative
Frequency Percent Valid Percent Percent

Disagree 1 43 43 4.3
Agree 15 65.2 65.2 69.6
Strongly Agree 7 304 304 100.0
Total 23 100.0 100.0

Table 4.35: Descriptive results for QSR data in an Information system
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The responses reveal that 30.4% strongly agree, 65.2% agree and 4.3%
disagree that a having an information management system that captures the effects
of the co-branded QSR on the forecourt sales will enable Chevron to build a

differentiation strategy.

4.3.4.8 Information regarding sales from QSR (quick service restaurant) partner

must be provided timely to Chevron to allow them to make strategic decisions?

Cumulative
Frequency Percent Valid Percent Percent
Disagree 4 17.4 174 17.4
Agree 16 69.6 69.6 87.0
Strongly Agree 3 13.0 13.0 100.0
Total 23 100.0 100.0

Table 4.36: Descriptive results for QSR information contributing to strategic decision-

making

The responses reveal that 13% strongly agree, 69.6% agree and 17.4%
disagree with the statement that sales information from the QSR must be provided

timely to Chevron for planning purposes.

4.3.4 .9 CENTRAL TENDENCY STATISTICS

Applying central tendency statistical test to questions in Section 4 (Q5.1

through to Q5.8) of the questionnaire provided the following set of results
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Central Tendency Stats

$5.1 $5.2 5.3 $5.4
N Valid 23 23 23 23
Missing 0 0 0 o
Mean 3.87 387 3.9, 452
Median ' 4.00 4.00 4.00 5.00
Maode 4 4 4 5
Std. Deviation R: ] 868 098 730
Variance 937 937 992 534
Range 3 3 3 3
Minimum 2 2 2 2
Maximum 5 5 5 5
55 5.6 S56.7 55.8
N Valid 23 23 23 23
Missing 0 o 0 0
Mean 3.52 4.30 4.22 378
Median 4.00 4.00 4.00 4.00
Mode 4 5 4 4
Std. Deviation 1.082 876 871 802
Variance 1.170 767 A51 814
Range _ 3 3 3 3
Minimum 2 2 2 2
Maximum 5 5 5 5

Table 4.37: Central tendency results for Q3.1 to 5.8 results for store information in an
information system

From the table above the mean value for almost all of the abovementioned
questions is approximately 4.00 (between 3.52 and 4.22) and reveals that the
retailers tend to agree with the statement and in some cases have a tendency to

move towards strong agreement with the questions.

Most questions has a mode value of 4.00 except for question 5.4 and 5.6
that have a mode value of 5.00, meaning that the retailers most frequently agree

with the most of statements and strongly agree with statement 5.4 and 5.6.

The variance is from 0.451 to 1.170 and reveals that there is a difference in

perception towards the abovementioned statements.

The minimum value for most of the questions is 2 indicating that the

retailers have minimum opinion of “disagree with the abovementioned question.
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The maximum value for most of the questions is 5 meaning that the
retailers have a maximum opinion of “strongly agree” towards the

abovementioned statements.

The median is 4 for most questions except question 5.4 that has a median of
5. This means for most of these questions the retailers “agree” with the statement

except for question 5.4 that they strongly agree with this statement.

The standard deviation is from 0.451 to 1.107 and reveals that there is

variation in retailer’s opinion regarding these questions.

The range for these questions has a value of 3.00 and indicates the retailers

have a difference in opinion and towards these questions.

43.5 INFORMATION MANAGEMENT SYSTEM-PRODUCT
INFORMATION

The next set of results cover section 6 (questions 6.1 through to 6.7) of the
questionnaire. The retailers have been asked to express an opinion on information

systems and the importance of having product information within the system.

4.3.5.1 An information system that captures information regarding the product
movements within a store and has a feedback loop to Chevron will contribute to

the strategic decision-making process within the company?

Cumulative
Frequency Percent Valid Percent Percent
Disagree 2| 8.7 8.7 8.7
Agree 14 60.9 60.9 69.6
Strongly Agree T 30.4 [ 304 100.0
Total 23 100.0 | 100.0

Table 4.38: Descriptive results for product information in an information system

The responses reveal that 30.4% strongly agree, 60.9% agree and 8.1%
disagree with the statement that an information system that captures information
about product movements will contribute to the strategic planning within

Chevron.
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4.3.5.2 The information system must provide timely product information (usage,

trends etc.) at a store level?

Cumulative
Frequency Percent | Valid Percent Percent
Disagree 1 43 4.3 4.3
Agree 18 78.3 78.3 82.6
Strongly Agree 4 17.4 17.4 100.0
Total 23 100.0 100.0

Table 4.39: Descriptive results for timely information from store level in an information

system

The responses reveal that 17.4% strongly agree, 78.3% agree and 4.3%
disagree with the statement that an information system must provide timely

product information at a store level.

4.3.5.3 Differentiating the store by offering specific product choices that match

local customer needs will lead to increase in profitability at store level?

Cumulative
Frequency Percent Valid Percent Percent
Disagree 1 43 43 43
Agree 13 56.5 56.5 60.9
Strongly Agree 9 39.1 -39.1 100.0
Total 23 100.0 100.0

Table 4.40: Descriptive results for data on product choices in an information system

The responses reveal that 39.1% strongly agree, 56.5% agree and 4.3%
disagree with the statement that differentiating the store to match local product

choices will lead to an increase in profitability at store level.

4.3.5.4 Gathering information on customer product choices through an in-store

feedback loop that is sent to Chevron will increase profitability?

Cumulative
Frequency Percent Valid Percent Percent

Disagree 1 43 4.3 4.3
Agree 15 | 65.2 65.2 69.6
Strongly Agree 7| 30.4 30.4 100.0
Total 23 100.0 100.0

Table 4.41: Descriptive results for in-store feedback loop
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The responses reveal that 30.4% strongly agree, 65.3% agree and 4.3%
disagree with the statement that having information from an in-store customer

feedback loop will increase profitability.

43.5.5 An information management system must provide timely and
accurate product usage information to enable Chevron to make strategic
decisions?

All respondents answering this question agree with the statement. No

respondents strongly agreed or disagreed with the above statement.

4.3.5.6 Having an information system that captures product buying

patterns will enable Chevron to understand the customers?

All respondents answering this question agree with the statement. No

respondents strongly agreed or disagreed with the above statement.

4.3.5.7 Improving the understanding of the customer through knowing their
buying patterns will improve the brand equity that customers have with the Caltex

brand?

Cumulative
Frequency Percent | Valid Percent Percent
Disagree 1 4.3 43 43
Agree 18 78.3 78.3 82.6
Strongly Agree 4 17.4 17.4 100.0
Total 23 100.0 100.0

Table 4.42: Descriptive results for product information improving brand equity

The responses reveal that 17.4% strongly agree, 78.3% agree and 4.3%
disagree with the statement that improving the understanding of the customer will

lead to improvement in brand equity.
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4.3.5.8 CENTRAL TENDENCY STATISTICS

Applying central tendency statistical test to questions in Section 4 {Question 6.1

through to Question 6.7) of the questionnaire provided the following set of results.

Central Tendency Stats

p6.1 p6.2 pb.3 p6.4 p6.5 p6.6 p6.7

N Valid 23 23 23 23 23 23 23

Missing 0 (] 0 0 o 0 0
Mean 413 4.09 4.30 422 4.00 4,00 4.09
tMedian 4.00 4.00 4.00 4.00 4.00 4.00 4.00
Mode 4 4 4 4 4 4 4
Std. Deviation 815 .596 703 671 .000 000 596
Variance 664 .356 A94 451 .000 .000 .356
Range 3 3 3 3 0 0 3
Minimum 2 2 2 2 4 4 2
Maximum 5 5 5 5 4 4 5

Table 4.43: Central tendency results for Q6.1 to Q6.7

From the table above the mean value for almost all of the abovementioned
questions are approximately 4.00 and reveals that the retailers tend to agree with

the statements.

All questions have a mode value of 4,00 meaning that the retailers most

frequently agree with the all of the statements.

The variance is from 0.356 to (.664 and reveals that there is a small

difference in perception towards the abovementioned statements.

The minimum value for most of the questions is 2 indicating that the
retailers have minimum opinion of “disagree” with the abovementioned question.
Question 6.5 and 6.6 have a minimum value of 4 meaning that for these two
questions the minimum opinion expressed by retailers is “agree” with the two

statements.

The maximum value for most of the questions is 5 meaning that the
retailers have a maximum opinion of “strongly agree” towards the

abovementioned statements.

The median is 4 for all questions. This means for all of these questions the

retailers “agree” with the statements.
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The standard deviation is from 0.596 to (.851 and reveals that there is small

variation in retailer’s opinion regarding these questions.

The range for most of these questions has a value of 3.00 and indicates the

retailers have a difference in opinion and towards most these questions.

4.3.6. INFERENTIAL STATISTICS

Inferential statistical tests that were performed are the correlation, ANOVA
and CHl-square between specific questions to test the significance of the

relationship,

4.3.6.1 CORRELATION TESTS

The relationship between differentiation and having an information
management system within the c-store is of interest and assists in answering the
research problem. Questions relating to these two concepts were highlighted in
the questionnaire tested using the correlation test to ascertain if a relationship

exists between these study variables.

The following section reports the results from the correlation test. The

tables containing the correlation data is contained in Addendum 4.

4.3.6.1.1 CORRELATION BETWEEN QUESTION 3.2 AND QUESTION
3.3

The probability (p) value is 0.001 which is less than 0.05 and indicates that
these two questions have statistically significant correlation. The positive (+)
correlation alse indicates that if one variable increases it will lead to the increase

of the other variable as well.

The Pearson correlation coefficient is 0.664 which indicates there is a
strong correlation between differentiation leading to higher store profitability and

differentiation leading to improvement in brand equity for Chevron.
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4.3.6.1.2 CORRELATION BETWEEN QUESTION 3.2 AND QUESTION
3.6

The probability (p) value is 0.945 which is greater than 0.05 and indicates

that these two questions do not have statistically significant correlation.

The Pearson correlation coefficient is 0.015 which indicates there is a weak
correlation between differentiation leading to higher store profitability and an
information management system that will improve strategic decision-making in a

Chevron.

4.3.6.1.3 CORRELATION BETWEEN QUESTION 3.3 AND QUESTION
3.6 '

The probability (p) value is .73 which is greater than 0.05 and indicates
that these two questions do not have statistically significant correlation. The
Pearson correlation coefficient is 0.076 which that there is a weak correlation
between differentiation leading to higher brand equity and an information system

that will improve the strategic decision-making in Chevron.

4.3.6.1.4 CORRELATION BETWEEN QUESTION 3.3 AND QUESTION
34

The probability (p} value is 0.000 which is less than .05 and indicates that
these two questions have statistically significant correlation. The positive (+)
comrelation also indicates that if one variable increases it will lead to the increase

of the other variable as well.

The Pearson correlation coefficient is 0.763 which indicates that there is a
strong correlation between differentiation leading to higher brand equity and

differentiation leading to the targeting of more profitable customers.

4.3.6.1.5 CORRELATION BETWEEN QUESTION 4.1 AND QUESTION
4.2

The probability (p) value is 0.000 which is less than 0.05 and indicates that

these two questions have statistically significant correlation.
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The positive (+) correlation also indicates that if one variable increases it

will lead to the increase of the other variable as well,

The Pearson correlation coefficient is 0.785 which indicates that there is a
strong correlation between an information management system that contributes to
the strategic decision-making process and the information management system

must provide information about customer trends.

4.3.6.1.6 CORRELATION BETWEEN QUESTION 4.2 AND QUESTION
4.4 '

The probability {p) value is 0.005 which is less than 0.05 and indicates that
these two questions have statistically significant correlation. The positive (+)
correlation also indicates that if one variable increases it will lead to the increase

of the other variable as well.

The Pearson correlation coefficient is 0.563 which indicates that there is a
strong correlation between an information management system that contributes to
the strategic decision-making process and differentiation of the store according to

local customer preferences leading to increase in brand equity.

4.3.6.1.7 CORRELATION BETWEEN QUESTIONS 5.1 AND QUESTION
58

The probability (p) value is 0.003 which is less than 0.05 and indicates that
these two questions have statistically significant correlation. The positive (+)
correlation also indicates that if one variable increases it will lead to the increase

of the other variable as well,

The Pearson correlation coefficient is 0.591 which indicates that there is a
strong correlation between responses regarding an information management
system that captures information about store attributes and the responses
regarding sales information from a co-branded QSR that must be provided timely

to assist the strategic decisions.
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4.3.6.1.8 CORRELATION BETWEEN QUESTIONS 6.3 AND QUESTION
6.4

The probability (p) value is 0.038 which is less than 0.05 and indicates that
these two questions have statistically significant correlation. The positive (+)
correlation also indicates that if one variable increases it will lead to the increase

of the other variable as well.

The Pearson correlation coefficient is -0.436 which indicates that there is a
medium correlation between responses regarding differentiating stores by offering
specific product choices that match local customer needs that will lead to increase
in profitability at store level and responses regarding gathering information on
customer product choices through an in-store feedback loop that is sent to

Chevron and will increase profitability.

4.3.6.2 ANOVA TEST

Anova tests were performed between Q1.2 which is the duration of retailers
operating forecourt c-stores and all questions in Section 3, 4 and 5 of the
questionnaire to test if there is a significant relationship between the responses
regarding differentiation and information systems versus the experience retailers
possess in the convenience store business.

The results from the test shows that there is no probability value that is
greater than 0.05 resulting in no significant relationship between the duration
retailers have operated the c-stores and their responses regarding differentiation
and information management systems that may contain information on customers,

store attributes or products to assist in the strategic planning process.

4.3.6.3 CRONBACH ALPHA TEST

The Cronbach Alpha test analyses the reliability of the questions in the
research instrument. The table below gives the reliability statistics for the 18

questions in the questionnaire that use the Likert scale.

Cronbach's Number
Alpha of Items

0.738 18
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Table 4.44: Cronbach Alpha Test

The reliability tests for the questionnaire’s continuous variables (questions
with the Likert scale) give a Cronbach’s alpha value of 0.738. This is above 0.7,
and indicates that the 18 questions in the questionnaire have intenal consistency

and reliability.

4.3.7 CONCLUSIONS

The results of the primary data collected from the retailers on two
important areas; differentiation and information systems, have been presented.
Both descriptive and inferential statistical tests have been used to develop an
understanding of the results, The descriptive tests provide insight into how the
retailers responded to the questionnaire whilst the inferential statistics tests if there
are any relationship between the study variables like differentiation and
information systems based on the responses received.

The discussion of the results will be presented in the next chapter and will
aim at providing answers to the research questions. Thereafter conclusions drawn

from the discussion of the results and recommendations will be made.
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CHAPTER 5: CONCLUSION AND
RECOMMENDATIONYS

5.1 INTRODUCTION .

In this final chapter the resuits of the survey given in Chapter Four will be
discussed bearing in mind that the theoretical framework that was developed in
literature review (Chapter Two) acts as a foundation upon which these discussions
will be presented. It is important that the limitations of the study are given
upfront so that there is an appreciation for some of the boundaries and constraints
of this study.

The discussion of the results will be presented such that the general and
demographic profile of the retailers that responded is well understood; thereafter
the results of the descriptive statistics and the inferential statistics will be
discussed. The research questions will be answered next and finally conclusion

and recommendations will be given.

5.2 DISCUSSION OF RESULTS

The discussion of the analysis of the results will be presented in a manner
that will answer the research questions. The results of descriptive and inferential
statistics that were performed on the primary data will serve as the basis for

answering the critical research questions.

5.2.1 CRITICAL QUESTION 1: WHAT ARE THE FACTORS WITHIN

' THE FORECOURT C-STORE BUSINESS THAT WILL
ENABLE THE DEVELOPMENT OF A DIFFERENTIATION
STRATEGY?

From the literature review there is strong affirmation from McKenna
{2005) and Sommers (1999) that differentiating within an industry that has highly
competitive forces is a good strategy for survival and sustainability. Carpenter
{1999) states that differentiation can enhance customer value and leads to brand
equity improvement. '
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Using this as a basis, the research instrument was designed to extract
factors that support differentiation in the forecourt c-store industry and several
questions relating to the retailers opinion of differentiation and benefits of
differentiation were posed. The results from the data collection are discussed
below and can be found in Section 4.3.2.

A key question within Section 3 of the questionnaire required respondents
to provide their understanding of differentiation. From the results, it is evident that
almost 61% of the retailers believe that differentiation is about being situated in a
strategic location. This response translates into the customer shopping behavior

being affected by the location of the stores,

Within the General section of the questionnaire there was a specific

question that required retailers to specify the location of the store.

The results show that 95.7% of the retailers are located along side a major
~ road or in the proximity of high volume traffic and the remaining retailers are
located within a suburb. By combining the response received for the meaning of
differentiation and the question on store location it leads to the acceptance that
retailers view locations that are on major roads and in the proximity of high
volume traffic as strategic locations. This is further supported by the fact that the
retailers who are sitvated on along side major roads and within the direction of

traffic generate on average R300 000 per month.

If one reviews the existing Chevron locations it is evident that the sites that
are along-side major roads and in the proximity of traffic have higher revenues.
Sites that are in suburbs have lower monthly revenue. This implies that customers
seek sites that allow them to exit roads, make the purchases and then rejoin traffic.
For a customer to seek out a site which is not along a convenient route there must

be a significant attraction that compensates for an inconvenient location.

Retailers expressed that the next important differentiation factor is
customer service. The results show that 17.4% of the retailers chose this option as

a method to differentiate the offering to the customer.
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Table 4.11, in Section 4.3.1, shows that 63.6 % of retailers monitor
customer service. Closely tied to this is the provision of customer feedback loops
with 8.7% of the retailers mentioning that this enables them to understand the
methods of improving the service offering to the customers. The last three factors;
providing new product offerings, knowing customer preferences and having a co-
branded partner on the retail site scored low response percentages (4.3% each) in
comparison to having a strategic location and providing superior customer

service.

The responses on having a co-branded partner as a differentiation factor
shows that retailers do not view this as a major initiative to attract customers to
the c-stores. The results show that only 4.5% of the retailers expressed the opinion

that a co-branded partner is an important differentiation factor.

Having established that the two important differentiation factors are
location and customer service, it is important to ensure that these responses are

tested for reliability.

This is performed by overlaying the experience of the retailers and
~ reviewing the results of the central tendency test for the two selected factors,

location and customer service,

The experienced retailers have more knowledge of the challenges within
the business and interaction with customers therefore they would be able to offer

the most informed opinion.

This was tested by the duration in which the retailers have operated the c-
stores. The results show that approximately 87% of the retailers have more than 5
years experience and 39.1% have between 2 and 5 years experience. From the
level of experience it can be inferred that the retailers that participated in the study
have built up knowledge of the industry and would be able to provide an informed
opinion regarding the factors that are most important for differentiation within the

industry.
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Seventy percent (70%) of the retailers have key performance measures that
enable them to monitor store performance and make changes accordingly. There
is a high probability that the retailers, who chose location and customer service as
differentiating factors, manage store performance. It is also probable that these

retailers are aware how these factors affect the business performance.

The central tendency test results show retailers mostly agreeing with the
statement regarding the use of differentiation to improve profitability and brand
equity. These questions have a mean value of 4 (4 is coded as “agree with the

statement” for the statistical test).

The most frequent response (mode) from the retailers is “Strongly Agree”
with the statements. The standard deviation for the responses ranges from 0.728 to
1.083 and shows that the retailers are either neutral or agree strongly with the

statements on differentiation.

The retailers were also asked to express an opinion on the value of
differentiation and whether it would lead to improvement in profitability and
brand equity for the stores. The results shows that almost 93% of the retailers
agree that differentiation will lead to higher profitability and an improvement in
brand equity. '

More than two thirds of these retailers strongly agree that differentiation
brings about the abovementioned benefits. From the correlation test that was
performed between the two statements on differentiation namely; differentiation
improves profitability and differentiation improves brand equity, there is a strong
correlation with a probability value (p value) of 0.001 and a Pearson coefficient is
0.664.

This means that if differentiation improves profitability it will also improve
brand equity. The converse is also true; if there is a lack of differentiation then

there will be a decline in profitability and brand equity.

In summary, the store location and the customer service offered at the store
are the most important factors that will contribute to differentiation according to

the Chevron retailers that participated in the study.
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522 CRITICAL QUESTION 2: WHAT TYPE OF INFORMATION
SYSTEM MUST BE IN PLACE AT A STORE LEVEL TO
PROVIDE THE RELEVANT INFORMATION TQO CHEVRON
TO DIFFERENTIATE WITHIN FORECOURT C-STORE
INDUSTRY?

The literature survey in Chapter 2 on information systems and the role of
an information system in the development of business strategy will serve as a
foundation for this discussion. This literature together with the primary data
collected from retailers on the use of an information management system will be
used to answer the critical question on the type of information system needed to

support differentiation.

The discussion of results will be presented in three components; customer
information, store information and product information. Refer to Section 4.3.4

and 4.3.5 for results relating to this discussion.

522.1 CUSTOMER INFORMATION AS PART OF THE
INFORMATION MANAGEMENT SYSTEM

In this section that value of having customer data as part of the information

system will be discussed.

Donald (1998) and German {1992) advocate that differentiation in the retail
industry can occur if the customer profile is well understood. There is continuous
reference by A.C.NIELSEN (2005) and PlanetRetail (2005) to having shopper

insights and accessing information to improve the understanding of the customer.

The retailers were asked questions relating to the type of information
system that would support the strategy development process. They were also
required to respond to the value of having customer information as part of an
information management system. The results show that approximately 97% of
retailers believe that an information system will contribute to the strategic
decision-making process within an oil company. Approximately 28% of these
retailers strongly agree that the information system will add value to the strategic
planning process. The same results were obtained when retailers responded to the
importance of customer data within an information system.
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There are 92% of the retailers that agreed with the statement that the
information system must capture customer trends at a store level. Approximately
40% of these retailers strongly agree that the information must be specific to the
store location. It has come out strongly that the information system must capture
differences in the local customer preferences. This is evident from the response
rate from the retailers (96% favorable response). The term that is often used is the
data must be site specific and relevant to local needs. Reviewing results from the
central tendency statistical, for the questions posed on incorporating customer
information within the information management system, shows that the retailers

in general agree on two important points:

. An information system is important to support a differentiation
strategy. The mean value for these responses is “agree™ {mean
value is 4)

. The information management system must capture trends and data on
the local customer needs. The mean value for these responses is

also “agree” (mean value is 4).

The standard deviation for these types of questions on customer
information spans 1.027 as the highest standard deviation and 0.65 at the lowest
standard deviation. This means that the retailers mostly agree with the statement
on the value of information systems and there is a high confidence level with a

narrow spread of results.

The responses from retailers show that there is a lack of information

systems and customer information within the existing Chevron network.

Approximately 96% of the retailers agreed that there is no information
system in place. The same percentage expressed that there are gaps in the

knowledge of the customer preferences and buying behaviour.

This lack of information means that retailers are unaware of the profile of
the customer and have less of an opportunity to develop points of difference that

can aftract the profitable customers.
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The correlation test that was performed to test the relationship between an
information system and the need for customer data within the information system
produced high correlation coefficients both for the probability test and the Pearson
coefficient. This means that an improvement in the quality of customer
information in the information system will lead to an improvement in the
contribution that the information system makes to the strategic decision-making

process within the company.

This also implies that an information management system that does not
have adequate customer information will not be helpful during the strategic
planning process. There is a strong correlation between having an information
management system that contributes to the decision-making process and the

differentiation of the store offering according to local customer needs.

The correlation coeflicients shows that if there is an information
management system in place it would lead to creating strategic value and if the
differentiation is not done at a store level then this would erode the value of the

information system.

5.2.2.2 STORE INFORMATION AS PART OF THE INFORMATION
MANAGEMENT SYSTEM

In this section the value of having information based on store attributes
comprising of image, customer feedback loop and store loyalty programimes will

be discussed. Refer to Section 4.3.5 for the results that support this discussion.

Granbois (1981) states that the image of the store has an important effect on
the customer buying behaviour. Louis (1999) found that members of a reward
programme are more likely to spend a greater amount of time in the c-store

translating to a higher probability of more money being spent.

From the data collected from the retailers regarding the value of store data
within an information system it can be seen that 83% of the retailers are in

agreement that store data should be part of the information management system.
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At least 25% of these retailers strongly agree with this statement. The same
response was obtained when asked if differentiating the store along store
attributes would lead to an increase in profitability and an even higher response
(96% of retailers agreed) was received when asked if it would lead to an increase
in customer traffic. There was also strong feedback that the differentiation must
occur at a local level and each store might need to differentiate on specific

attributes that match local customer needs.

The responses received on store loyalty programmes shows that retailers
see this as adding value to the customer offering. From the responses received,
83% of the retailers believe a loyalty programme will increase customer traffic
through the store and lead to increase in brand equity. The retailers expressed that

store promotions should be included within a loyalty programme.

Retailers were also asked if a co-branded partner that provides a quick
service restaurant {QSR) would be viewed as a differentiating factor. The
responses show that 91% of the retailers agree that this can create a point of
difference in the industry. This particular question was also asked in a different
context earlier in the questionnaire and retailers did not view the co-branded QSR
as a major differentiation factor. Therefore this point needs to be revisited with

retailers and can be the scope of a subsequent study.

The results show that retailers are supportive of having information on store
attributes as part of the information system. A review of the central tendency
statistical test results shows that the mean value is “agree” with the statement on
having store attributes as part of the information system. The standard deviation
for all of the questions relating to store attributes is less than 1 meaning that there
is a narrow spread of results. This implies that there is little disagreement between
retailers on the value of store information and the ability to use this to differentiate

the c¢-store business.

The correlation test shows that there is a strong correlation between having
an information system that captures store attributes and the differentiation of the

store according to local market needs.

Student No: 203507199 94
MBA Dissertation: University of KwaZulu-Natal



The Use of an Information Management System to Enable Major Oil Companies to Build a Business Strategy to
Allow for Differentiation within the Forecourt Convenience Store Industry within the Cape Town Area

The majority of the retailers expressed an opinion that the information
system will not be of value during the development of a differentiation strategy if
it is unable to process store specific information that allows for local

differentiation as opposed to national differentiation.

5.2.2.3 PRODUCT INFORMATION AS PART OF THE INFORMATION
MANAGEMENT SYSTEM

In this section the valve of having product information as part of the

information system will be discussed.

In the literature review, German (1992) and Jacobs (2006) make an
important point regarding product knowledge and tracking of products as an
important element of the c-store business. This is confirmed in the responses
received from the retailers. The results show that approximately 90% of the

retailers agree that the information system must capture product information.

The specific product information that must be included in the system is
product consumption trends, brand choices and buying patterns. At least 30% of
the retailers strongly agree that product information is important to create

differentiation and capture the focal market.

The need for differentiation according to local market needs has been raised
again during this section of the questionnaire and almost 40% of the retailers
strongly agree that profitability can be increased only if the local stores are
allowed to differentiate according to local market product choices. The central
tendency statistical test for the set of questions that are based on product
information showed that the mean value is “agree” with the statements on
products information as an element of the information system. The standard

deviation is less than 1 implying a narrow spread of results,
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5.2.3 QUESTION 3: DOES AN INFORMATION SYSTEM THAT HAS
CUSTOMER INFORMATION, STORE INFORMATION AND
PRODUCT INFORMATION INCREASE PROFITABILITY AND
BRAND EQUITY?

The results for the questions on differentiation and information systems
given in section 4.3.2, 4.3.3 and 4.3.5 of this report will be used to provide
answers to this question. In most cases more than 90% of the retailers agreed that
differentiation will lead to an increase in profitability and brand equity. Retailers
have also agreed that an information system that captures customer data, data on
store attributes and product data is important and can be used as input to the
development of a differentiation strategy for the forecourt c-store business.
Therefore it can be inferred that an information system with these three elements
will lead to an improvement in store profitability and brand equity. Local store
data is of particular interest to retailers since they believe that an information
system must keep local trends and not aggregate store data to product national

trend which may lose sight of local differences. .

5.3 RECOMMENDATIONS

The following recommendations are made:

5.3.1 DIFFERENTIATION

An oil company must review the existing and potential retail sites to ensure
that the locations are strategically placed, either along side a major road or in the
proximity of high volume traffic. Network planning must be performed prior to
new site investments being undertaken to ensure that there is sufficient customer
traffic to support the retail site. There should be a review of the profitability of the
network of sites to determine which sites have low customer traffic that may be

negatively impacting the sales revenue.
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A decision should be made on the disinvestment in the low value sites and
reinvest in prime locations that are more strategically placed. The low value sites
can be sold to developers that may consider these sites for altemative investment
opportunities. The existing retailers must be compensated for any lost earnings or
expenses incurred due to the disinvestment and must be offered new sites that

meet the criteria for being designated as a strategic location.

There must be investment in a continuous training programme to improve
customer service. Benchmarking against companies that deliver superior customer
service must be undertaken to keep abreast of industry leaders. This
benchmarking could be performed using the entire local oil industry and
multinational companies based outside South Africa. There should be an auditing
and monitoring system in place to ensure that high service standards are

introduced and implemented.

A formal customer feedback system must be introduced and implemented
to capture customer feedback on a regular basis. This will serve as input to

improve current service levels.

5.3.2 INFORMATION SYSTEM

A back-office system must be implemented to capture information on customer
preferences, buying behavior and product choices. The system must capture the
effect of store image and design on the customer buying patterns. A store loyalty
programme must be introduced to give rewards for customers that remain loyal to
particular c-stores. The spending by these customers will increase within the store

if a loyalty programme is introduced.

3.3.3 QUALITATIVE STUDY WITH WIDER GEOGRAPHIC SCOPE

This study must be repeated as a qualitative study where retailers across the South
Africa and must be conducted by an independent research agency to ensure the
sample includes competitor oil companies. This will increase the volume of

responses and will bring different points of view into the study.
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5.4 LIMITATIONS OF STUDY

This study has the following limitations that need to be considered when

interpreting the results and conclusions of this study.

5.4.1 POPULATION SIZE

The population that formed part of the survey was 25 retailers within the
Cape Town area. Two retailers declined to participate resulting in a 92% response
to the survey. The size of the population was limiting since retailers from
competitor retail service station sites within the Cape Town area could not be
approached since Chevron was part of the study and this could have resulted in

legal issues pertaining to protection of information and confidentiality.

The legal issues could have arisen from Chevron being privy to the data
and results within the report and if competitor information were revealed then this

could have lead to anti-competitive behaviour.

This limitation may translate into the results of this study not able to be
inferred across the entire South African forecourt convenience store industry. This
may also point to the need for a further study being conducted by an independent
research agency that does not have affiliation to a specific oil company. A further
study would then include the entire population of retailers to include retailers from

companies like Sasol, Engen, BP, Shell and Total.

5.4.2 LIMITED LITERATURE

As mentioned in Chapter 2 of this report there is limited literature that
focuses on the forecourt convenience store industry within Cape Town. No
literature could be found, by an academic scholar that addresses the problem of a
lack of differentiation with the forecourt c-store industry. Neither has there been
any attempt to study the benefits of an information system that supports the

development of a differentiation strategy for the industry.
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There are many market research agencies that focus on the growth trends
within the industry however none of them recommend a strategy to deal with the

increasing competition.

5.5 FUTHER RESEARCH

From the discussion of the results and limitations of this study it is
recommended that further research may be undertaken to support the findings of

this study. The scope of the further research is given below.

5.5.1 QUANTITATIVE STUDY

This study focused on collecting primary data that is quantitative in nature
to assist in answering the research questions. Due to a limitation in time,
qualitative data could not be collected from retailers using an interview method.
This qualitative data may be used in conjunction with the quantitative data to
provide further insight into the research problem and could be used to address the
research questions. The interviews could be done using one-on-one sessions with
retailers and posing open ended questions where retailers could express opinions
that may be different to the set of options given in the questionnaire. Additionally
focus groups could be convened to express opinion and discuss the research
problem and questions in a group format. This wili lead to brainstorming to
provide answers to the issue of a lack of differentiation in the forecourt c-store

market.

5.5.2 FORECOURT CONVENIENCE STORE CUSTOMERS

The Chevron retailer population was chosen to participate in the study to
collect the data on questions that are based on differentiation and information
systems. The feedback from the retailers represents the needs of the customer
since the refailers are closest to the customer due to the daily interaction with the

customers.
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The population could have included the customers visiting convenience
stores if there was additional time available. This would allow the study to gain
more insight into differentiation within the industry and would also validate the

responses given by the retailer population.

5.6 SUMMARY OF WORK

The background of this study that was given in Chapter One provides a
context to the problem statement which focuses on a lack of differentiation by

major oil companies within the forecourt c-store industry in Cape Town.

The sub-problem deals with the absence of an information management
system that should comprise of; customer data, store attributes and product data,
to provide relevant information to build a differentiation strategy to improve

profitability and brand equity.

In Chapter Two the literature review created a theoretical framework for
this study. It revealed that there is no available literature that addresses
differentiation or information management systems within the forecourt
convenience store industry in the Cape Town area. This limitation was overcome
by reviewing the research that has been done within the broader retail

environment since the convenience store industry is a subset of the retail industry.

The literature review confirms that the retail industry is a highly
competitive industry and that a differentiation strategy must be implemented to

rise above the competitors,

The literature also revealed that there is a need for an information
management system that provides companies with knowledge of the external
environment and high quality information that supports the decision-making

process.

The literature goes on to state that strategic planning requires information
of the competitive threats within the environment and the performance gaps

(internal weaknesses) within a company.
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The last important element of the literature review confirmed the benefits
of having information on the customer, the store attributes and the products to
allow for the development of a differentiation strategy that will lead to an

improvement in profitability and brand equity for companies.

In Chapter Three the research methodology was outlined and focused on
the use of a questionnaire to collect data from the Chevron retailers within the
Cape Town area. The questionnaire was designed by mapping it to the research

questions given in Chapter One.

In Chapter Four the analysis of the data was presented. Statistical analysis
was performed on the data using SPSS software to support the interpretation and

discussion of the results for the next chapter.

In this chapter the discussion of the results provides insight into the factors
of differentiation that will improve the competitiveness of oil companies within
the forecourt c-store industry. The two important differentiation factors that
emerged from the analysis of the data collected from the retailers are; store

location and customer service.

The results also revealed that there is a strong agreement amongst the
retailers that an information management system that has customer information,
store data and product information will play an important role in development of a

differentiation strategy for companies.

The recommendation to oil companies is to focus on securing strategic
locations and continuously improving customer service. It is also recommended
that a back-office system be implemented to capture the vital information needed

to develop a differentiate strategy.
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5.7 CONCLUSION

The analysis of the results from the primary data collected from the
Chevron retailers in the Cape Town area confirms that there is a lack of
differentiation within the forecourt industry and it is recommended that an oil
company focuses on two factors, store location and customer service, to create

points of difference for the customer.

There is no doubt amongst the retailer population that differentiation will
lead to an increase in profitability and brand equity. This is also confirmed in the

literature review in Chapter 2.

There is strong opinion amongst the retailers that differentiation must be
undertaken at a local level and must match local customer needs. There is also
strong support amongst the retailers for an information system that captures
customer data, store data and product data. This system is viewed as a supporting

mechanism for a differentiation strategy.

From the above discussion it can be concluded that study has fully
addressed the research problem and provided answers to the research questions,

within the limitations of the study.
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APPENDIX 2: PERMISSION TO CONDUCT RESEARCH

Contains the copy of approval via Email received from Chevron to conduct

research using the Chevron retailers to respond to research questionnaire.
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Alvin,

This is to confirm my approval.

I wish you every success in your studies.
Best Regards

Shashi Rabbipal
General Manager

Retail Marketing, Southern and Central Africa
Chevron South Africa (Pty) Limited

19 D.F Malan Street, Foreshore

Cape Town, 8000

Tel : 27 21 403 7267

Fax : 27 21 403 0444

srabbipal@chevron.com

Urgency Through Compliance, Operational Excellence, and Execution

From: Naidoo, Alvin (NAID)

Sent: Wednesday, November 01, 2006 4:52 PM

To: Rabbipal, Shashi (SRBD)

Subject: FW: Research project - Forecourt C-stores industry

Shashi, for the sake of approvals that I require for the University I just need you to say approved and retumn
this email. Thanks for your support.

From: Naidoo, Alvin (NAID)

Sent: Friday, October 27, 2006 2:12 PM

To: Soodyall-Wills, Candice; Sancho, Dakshina; Zini, Buntu (BZIN), Fataar, Naseem;
Smith. Mercia (MSMI); King. Francois J (FKIN)

Subject: FW: Research project - Forecourt C-stores industry

Hello,

I am doing a research project that focus on differentiation in the forecourt C-stores industry. The real aim here
is to find out the type of information that is needed from a store level that could contribute to the strategic

planning and building of a differentiation strategy so that an oil company can rise above its competitors and
get customers to seck out the differences.

I want to interview retailers within the Western Cape to gather their thoughts on how to differentiate ourselves
within the forecourt c-store industry. My intention is conduct a survey with our Chevron retailers to get them
to provide feedback. This is an independent research project and Chevron will be able to use the findings. The
survey will be in the form of a questionnaire.

I will be in direct contact with the Chevron retailers and wanted the Business Consultants that own the rela-
tionship to be aware of this and help by letting the retailers know that this interview will happen within the
next two weeks. The interview will probably take an hour or two at maximum.

Shashi has given me approval to proceed and the interview questionnaire has been approved by him and the
Compliance group. ! would appreciate it if this note can be forwarded to retailers.

Thanks so much for your time. Please feel free to contact me if you have any queries.
Regards,

Alvin Naidoo

Chevron

Procurement

Cape Town

Tel: 427 21 403 7615
Mobile: +27 83 266 1686
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FOR OFFICE USE ONLY: Respondent Code: .......o.ooeoeeinains

VOLUNTARY QUESTIONNAIRE FOR RETAILERS OF

CHEVRON SOUTH AFRICA PTY LTD

Researcher: Alvin Naidoo

Supervisor: Robin Martin Challenor
School/ Programme: Graduate School of Business, MBA Programme
University of KwaZulu-Natal

Notes to the respondent

»

This is NOT a Chevron study and is an independent study that uses the
Chevron

network of retailers to gain opinion and attitude towards differentiation

within the industry.

I am an independent researcher and currently work for Chevron, I need your

help to :

o Understand the type and quality of information that is required
to enable an oil company to provide accurate, complete,
relevant and timeous information about its C-store business so
that this is inputted into the strategié planning anddecision-
making process that will allow the company to differentiate
within this buisness area.

o To understand the structure of an “information system ” for

the company.

Completing this questionnaire will greatly help me to understand your
views on the information that is required to create a differentiation strategy.
This questionnaire is voluntary and we appreciate the time and effort you
will put in to complete this questionnaire. We would like you to help us,
however you do not have to take part in this survey if you wish not to par-
ticipate.

If you do not want to take part, please hand in the blank questionnaire at the
end of the survey session.

Please be as open as possible when responding to the various questions.
This questionnaire will remain private and confidential.
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How to complete the questionnaire

1. Please be sure to read and follow all instructions for each part of this ques-
tionnaire. If you do not follow the instructions it will be difficult for us to collate
and analyze the responses.

2. We are asking you about things that you should feel comfortable telling us
about. If you don’t feel comfortable answering a question, you can indicate that
you do not want to answer it. For those questions that you do answer, your re-
sponses will be kept confidential.

3. You can mark each response by making a tick or a cross, or encircling each
appropriate response with a PEN (not a pencil), or by filling in the required
words or numbers. '

Thank you very much for completing this questionnaire.

INFORMED CONSENT DOCUMENT

T oeerirrierensarssnessseseresessrssasensrsrsssassnanensesnsnaneer ok { Ul MAMe) hereby confirm that [
understand the contents of this document and the nature of the research project, and 1

consent to participating in the research project.

I understand that I am at liberty to withdraw from the project at any time,
should I desire.

SIGNATURE OF PARTICIPANT ....ccocviiuiniiiaeisnsssiosisisissssessssssssnes

DA’I‘E.«Q...Q..».ooooo-o.toocoocooooo
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1. Personal Particulars:

1.1. What is the name of the Chevron retail service station you own and/or oper-
ate?

.....................................................

1.2. How long have you operated the Chevron forecourt store?
Lessthan 1 year O 2-5 years O more than 5 years O
1.3. What is location of your store?

Along side a major road

In the direction of traffic

Within a suburb

Along side a major highway

Along side a road with low volume traffic
Close to major shopping centers and food and convenience outlets O

aoaaa

1.4. Do you offer or do the following within your store:

Co-branded Quick Service Restaurant (co-branded partner)
Mechanism to collect customer feedback

Store Loyalty (promotes repeat purchases) programme
Identity customer types and profiles shopping at the store
Identify and track product choices that customers want

Qoo

1.5. What is your store sales revenue?

Less than R30000 per month a
Between R30000 and R80000 per month a
Between R80000 and R120000 per month 0
More than R100 000 per month a

Other (Specify). ..ot
2. General questions:

2.1. Is there a formal structure feedback loop between yourself and Chevron
where information can be passed along regarding customer or product trends?

Yes O No O [ don’t know O3
2.2. Do you have a business consultant that is allocated to your retail site?

Yes No O Idon’t know O
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2.3. Is your retailer role clearly described and Chevron’s expectations clearly
outlined for you as a store operator?

Yes O Noe O I don’t know O

2.4. Do you have key performance metrics for your store operations that distin-
guishes performance?

Yes O ' No O Idon’t know O
2.5. Do you monitor the performance of your store on a formal basis?
Yes 0 No O I am not sure O
2.6. Do you monitor store performance on an informal basis?
Yes 0O No O I am not sure 0
2.7. Do you monitor customer service levels within your store?
Yes O No O [ am not sure m)
3. Differentiation within the Forecourt C-store industry:
3.1. Differentiation for me means:

Having a different offering from the competitors with the forecourt C-store in-
dustry

Having a strategic store focation

Providing new product offerings

Providing superior customer service
Knowing the customer preferences

Having customer feedback loops

Having a co-branded partner on the retail site
Other (please specify) a

agaaaan

3.2 Differentiation will lead to higher store profitability?

I Strongly Agree 0
[ Agree a
I Strong disagree O
I Disagree 0
I do not want to answet this question O

...............................................
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3.3 Differentiation will improve brand equity for Chevron?

[ Strongly Agree a
I Agree 0
1 Strong disagree a
I Disagree 0

I do not want to answer this question O

3.4 Differentiation will lead to targeting profitable customers?

I Strongly Agree a
1 Agree (m)
I Strong disagree O
I Disagree O

I do not want to answer this question O

3.5 Difterentiation will lead to consumers seeking out Chevron stores?

I Strongly Agree 0
I Agree O
I Strong disagree O
I Disagree )

I do not want to answer this question O

...............................................

3.6 An information management system developed from a network of Caltex
forecourt C-stores will provide Chevron with a mechanism of gathering infor-
mation to build a strategy to differentiate them within the c-stores industry.

[ Strongly Agree a
[ Agree O
I Strong disagree O
I Disagree d

I do not want to answer this question O

...............................................
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4. Information on Customers:
4.1. An information management system that captures information at a store

level and provides this to Chevron will contribute to the strategic decision-
making process within the company.

I Strongly Agree 0
1 Agree 0
I Strong disagree a
I Disagree O

I do not want to answer this question 0

4.2. The information management system must provide knowledge/information
regarding customer trends, behaviours and preferences to enable Chevron to
differentiate itself according to customer needs.

I Strongly Agree 0
I Agree 0
I Strong disagree )
I Disagree a

[ do not want to answer this question O

4.3. Differentiating the store offerings around local customer profiles will lead
to increase in profitability at store level.

I Strongly Agree a
I Agree O
1 Strong disagree a
1 Disagree 0

I do not want to answer this question O

...............................................

4.4. Differentiating the store offerings around local customer preferences will
lead to increase in brand equity level.

I Strongly Agree a
1 Agree a
I Strong disagree a
I Disagree a

I do not want to answer this question O

-----------------------------------------------
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4.5, Chevron is currently able to receive information on customer trends, cus-
tomer preferences and customer behaviour from a store level.

I Strongly Agree (m
I Agree m)
[ Strong disagree 0
I Disagree a

I do not want to answer this question O

4.6. Does the Chevron market information system provide accurafe customer
buying information i.e. information that is representative of the customers visit-
ing your store?

Allofthetime O
Most of the time O
Seldom a
Never (m)

4.7, How long must the feedback loop be to provide vital information to Chev-
ron i.e. the cycle time of information transferred back to Chevron on the specific
store level information?

Daily O
Weekly m)
Monthly 0
Annuvally a

Other (specify)

4.8. The information that Chevron will need regarding customer trends must be
relevant at a store level?

1 Strongly Agree (m)
T Agree a
[ Strong disagree (m
I Disagree a

1 do not want to answer this question [J

...............................................
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5. Store Information

5.1. An information system that captures information regarding the store attrib-
utes and the effect on customers purchasing behaviour (e.g. store mage and its
effect on customers buying at a store level) and feeds this to Chevron will con-
tribute to the strategic decision-making process within the company.

I Strongly Agree
1 Agree

I Strong disagree
I Disagree

1 do not want to answer this question OJ

aQaao

...............................................

5.2. The information system must provide knowledge/information regarding
store loyalty programmes and its effect on customer buying behaviour.

I Strongly Agree O
I Agree a
I Strong disagree a
I Disagree O

1 do not want to answer this question OJ

53. Differentiating the store by offering loyalty programmes will lead to in-
crease in profitability at store level.

I Strongly Agree O
I Agree 0
I Strong disagree O
I Disagree O

I do not want to answer this question O

5.4. Differentiating the C-store by the providing customers with innovative and
trendy store designs will lead to increase in customer traffic.

I Strongly Agree
I Agree

I Strong disagree
I Disagree

I do not want to answer this question 0J

aaoag

...............................................
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5.5. The current Caltex store images are attractive to customers.

1 Strongly Agree 0
[ Agree a
I Strong disagree 0
I Disagree m)

I do not want to answer this question O

5.6 Having a co-branded QSR (quick service restaurant) partner on the retail
forecourt ¢c-store will enable Chevron to differentiate itself in the market,

I Strongly Agree m)
I Agree a
I Strong disagree m)
- I Disagree a

I do not want to answer this question (J

5.6. Having an information management system that shows the effects of having
a co-branded QSR (quick service restaurant) partner on the forecourt ¢c-store has
on sales will allow Chevron to use this to build a differentiation strategy.

I Strongly Agree m)
1 Agree 0
I Strong disagree 0
I Disagree a

I do not want to answer this question O

5.7 Information regarding sales from QSR (quick service restaurant) partner
must be provided timely to Chevron to allow them to make strategic decisions.

I Strongly Agree 0
1 Agree 0
[ Strong disagree a
I Disagree a

I do not want to answer this question (3

...............................................

Student No: 203507199 123
MBA Dissertation: University of KwaZulu-Natal



The Use of an Information Management System to Enable Major Qil Companies to Build a Business Strategy to

Allow for Differentiation within the Forecourt Convenience Store Industry within the Cape Town Area
6. Product Information
6.1. An information system that captures information regarding the product

movements within a store and has a feedback loop to Chevron will contribute to
the strategic decision-making process within the company.

I Strongly Agree )
I Agree a
I Strong disagree m)
[ Disagree ]

I do not want to answer this question O

6.2. The information system must provide timely product information (usage,
trends etc.) at a store level.

I Strongly Agree
I Agree

I Strong disagree
I Disagree

I do not want to answer this question O

aaaaq

...............................................

6.3. Differentiating the store by offering specific product choices that match
local customer needs will lead to increase in profitability at store level.

I Strongly Agree )
I Agree 0
[ Strong disagree )
[ Disagree 0

I do not want to answer this question 0

6.4. Gathering information on customer product choices through an in-store
feedback loop that is sent to Chevron will increase profitability.

I Strongly Agree ]
1 Agree a
I Strong disagree O
I Disagree a

I do not want to answer this question O

...............................................
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6.5. An information system must provide accurate and timely product usage in-
formation to allow Chevron to use this in this strategic decision-making process.

I Strongly Agree M)
I Agree o
[ Strong disagree )
I Disagree )

I do not want to answer this question O

6.6 Having an information system that captures product buying patterns will
enable Chevron to understand the customers.

I Strongly Agree O
T Agree ~ a
1 Strong disagree O
I Disagree 0

I do not want to answer this question O

6.7. Improving the understanding of the customer through knowing their buying
patterns will improve the brand equity that customers have with the Caltex
brand.

I Strongly Agree
I Agree

1 Strong disagree
1 Disagree

I do not want to answer this question (1

aaano

Thank you very much for completing this questionnaire.
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APPENDIX 4: CONCEPT MATRIX

Contains the concept matrix used to guide the literature search
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APPENDIX 5: SIGNIFICANCE TABLES

Contains Correlation Test Results from SPSS Software.
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Correlations
D3.2 D3.3 D3.4 D35 D3.6
D32 Pearson Correlation 1 564" 516* 616™ 015
Sig. (2-tailed) 001 012 .002 945
N 23 23 23 23 23
D3.3 Pearson Correlation 664 1 763** .598** 076
Sig. (2-tailed) 001 000 .003 730
N 23 23 23 23 23
D34 Pearson Correlation 516" 763 1 T37 .008
Sig. (2-tailed) 012 .000 .000 973
N 23 23 23 23 23
D3.5 Pearson Correlation B16* .598** T3 1 -.003
Sig. (2-tailed) 002 .003 .000 989
N 23 23 23 23 23
D3.6 Pearson Correlation 015 078 008 -.003 1
Sig. (2-tailed) 945 730 973 989
N 23 23 23 23 23
**. Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).
Table A4-45: Correlations results for Section 3 of Questionnaire
Correlations
4.1 4.2 4.3 4.4 4.5 4.8
4.1 Pearson Correlation 1 785" .396 482 .367 527
Sig. (2-tailed) .000 .062 .020 .085 .012
N 23 23 23 23 23 22
4.2 Pearson Correlation 785 1 323 5637 .23 5a2r
Sig. (2-tailed) .000 132 .005 .289 .012
N 23 23 23 23 23 22
4.3 Pearson Correlation .396 323 | 1 555" -.044 195
Sig. (2-tailed) 062 132 .006 .843 .385
N 23 23 23 23 23 22
44 Pearson Correlation 482* 563" .555™ 1 .056 134
Sig. (2-tailed) .020 .005 .006 .801 .551
N 23 23 23 23 23 22
4.5 Pearson Correlation 367 23 -.044 .056 1 .283
Sig. (2-tailed) .085 .289 .843 .801 .202
N 23 23 23 23 23 22
4.8 Pearson Correlation 527 H27 195 134 .283 1
Sig. (2-tailed) 012 012 .385 .551 .202
N 22 22 22 22 22 22
**. Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).
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Correlations
s51 | s52 | s53 | s54 | s55 | s56 | S57 | 858
851 Pearson Correlation| 1 321 | -012 229 | -1086 -219 | -.024 591"
Sig. (2-tailed) 136 956 .293 631 315 912 .003
N 23 23 23 23 23 23 23 23
5.2 Pearson Correlationf 321 1 365 165 | 068 166 116 | 226
Sig. (2-tailed) 136 087 452 | 758 | 477 | 599 | 299
N 23 23 23 23 23 23 23 23
s5.3 Pearson Correlationy -012 .365 1 315 339 397 30 079
Sig. (2-tailed) 956 | .087 143 | 113 | 081 | .162 | .720
N 23 23 23 23 23 23 23 23
s5.4 Pearson Correlation| 229 .165 315 1| -073 .238 407 | -.027
Sig. (2-tailed) 293 452 | 143 742 274 | 054 | 903
N 23 23 23 23 23 23 23 23
s5.5 Pearson Correlation| - 106 .068 339 -.073 1 208 150 | -.298
Sig. (2-tailed) 631 758 113 742 339 495 168
N 23 23 23 23 23 23 23 23
s5.6 Pearson Correlation| -219 156 | .397 238 | 209 1| .192 | -.085
Sig. (2-tailed) 315 ATT 061 274 339 381 700
N 23 23 23 23 23 23 23 23
S§5.7 Pearson Correlation| -.024 116 | 301 407 | 150 192 1| .232
Sig. (2-tailed) 912 .599 162 .054 | 495 381 .288
N 23 23 23 23 23 23 23 23
S5.8 Pearson Correlation] 591*1 226 079 | -027 | -298 | -.085 232 1
Sig. (2-tailed) .003 .299 720 .803 .168 700 .288
N 23 23 23 23 23 23 23 23
**. Correlation is significant at the 0.01 level (2-tailed).
Table Ad- 47: Correlations results for Section 5 of Questionnaire
Correlations
p6.1 p6.2 p6.3 p6.4 p6.7
p6.1 Pearson Correlation 1 .069 -072 -137 -.024
Sig. (2-tailed) 754 742 532 912
N 23 23 23 23 23
p6.2 Pearson Correlation .069 1 .042 405 -.533**
Sig. (2-tailed) 754 .848 055 .009
N 23 23 23 23 23
p6.3 Pearson Correlation -.072 .042 1 -.436* -.066
Sig. (2-tailed) 742 .848 .038 .765
N 23 23 23 23 23
p6.4 Pearson Correlation -137 405 -436" 1 -.163
Sig. (2-tailed) 532 .055 .038 458
N 23 23 23 23 23
p6.7 Pearson Correlation -.024 -.533* -.066 -.163 1
Sig. (2-tailed) 912 .009 765 A58
N 23 23 23 23 23
**. Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).
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