
ASSESSMENT DETAILS
Your final assessment should be formatted and submitted according to the instructions below. It is your responsibility to carefully read and completely adhere to these instructions, as well as the assessment requirements, also stated below.
This assessment totals to 50 marks and is weighted at 50% of your final grade for this course.
FORMATTING AND SUBMISSION INSTRUCTIONS 

Your final assessment should be submitted via the Canvas link called “Submit Final Assessment Here”. The submission process includes your assessment being put through Turnitin, where it will be checked for plagiarism of other students’ assessments and outside sources (including the course lecture slides). Plagiarism will be investigated as a breach of academic integrity.
Your submission must adhere to the following guidelines:

· The final assessment must be submitted as a written document (Word or PDF file). No other file types (e.g., Pages) will be accepted.

· Times New Roman size 12 font, 1.5 line spacing, 2.5cm margins should be used (except where otherwise instructed in the final assessment – see Assessment Question 4). 

· Paragraphs should be concise and follow a logical order. Bullet points can also be used where appropriate and useful (e.g., listing information).

· Tables may be used where instructed (again, see Assessment Question 4).

· You can format text in bold, italic, underline, or highlight where appropriate and useful.
· All pages are to be numbered in the bottom right corner.
· Please clearly label your response to each question (e.g., Question 1). You do not need to repeat the text of the question in your submission (this creates problems for Turnitin). 
· Your name, student number, and course code should be included in the header of your submission document or on a cover page (a cover page is not included in the page limit). 

· You do not need to include an executive summary, introduction, or conclusion. Your submission only needs to include your written responses to the four (4) assessment questions.

· There is also no need to include a reference list since you are not required to draw on outside material. If you make the choice to include outside material, you will need to reference these appropriately and include in the page limit.

THERE IS A STRICT 8-PAGE LIMIT FOR YOUR SUBMISSION, USING THE FORMATTING INSTRUCTIONS ABOVE. ANYTHING THAT EXCEEDS 8 PAGES WILL NOT BE MARKED.

ASSESSMENT REQUIREMENTS
· The final assessment takes the form of a case study analysis. 

· First, on pages 3-4, you will be presented with a written case study of a fictitious company, including a market research brief. The case study is meant to provide an understanding of the client and current scenario and further, provide a context in which to respond to questions. On pages 8-10, there is a questionnaire that accompanies the case study.
· Second, on pages 5-7, you will be presented with four (4) assessment questions worth a total of 50 marks. Your task is to act as a market research consultant who will analyze the case study and develop strategic recommendations. Specifically, you are required to prepare a written response to each of the four (4) assessment questions. The marks available for each question are listed next to it. 

· Your responses to these questions should reflect your applied learning and resonate key knowledge and recommendations that are appropriate to the case study. Importantly, the questions seek your application, not regurgitation, of theory. You are expected to go above and beyond repeating information, and you must show application of theory, critical analysis, strategic insight, and structured thinking. 
· It is recommended that you rely on your own learning and acquired knowledge in responding – that is, there should be no need to go outside the material you have already been provided (in the case study and the knowledge and skills you have learned throughout the semester) to respond to the questions. Please use your own words and strategic insights rather than looking to simply apply that directly of others. 
· Although you are not required to draw on outside material, if you make the choice to do so, you will need to reference this material correctly, as your work is submitted via Turnitin. You will see that there are in-text references in the case study – you do not need to look up or incorporate these for your submission.
· You are required to complete this task individually without conferring with others (this includes your tutors and fellow students). Any student who is found to have breached this rule by engaging in consultation or discussion with others, through any form of media or contact, will be investigated for academic misconduct. 

· You have a ten-day window to complete your final assessment, and this will be considered in the grading process.
· prior to the deadline. 
· Please note: The course coordinator can only answer questions related to administrative, clarification, or technical issues. They will not be providing guidance or advice on how to complete the questions nor will they review your answers. All the information required in this regard is provided within this document and throughout the semester. 
· ***IMPORTANT INFORMATION ABOUT SPECIAL CONSIDERATION***
· Each student is responsible for correctly submitting their final assessment prior to the deadline. 
· If circumstances prevent students from being able to do this, they will need to apply for an extension or Special Consideration prior to the deadline by visiting the website:
https://www.rmit.edu.au/students/student-essentials/assessment-and-exams/assessment/special-consideration
CASE STUDY
Please read the case study below. It summarises a market research brief provided by your client called Stitched Up. Remember this is a fictitious company. 
Market Research Brief
Company Background
Stitched Up (which can be abbreviated to SU) is a fictitious clothing brand that offers products that are 100% ethically manufactured in Australia. Stitched Up has positioned itself uniquely in the market as a brand for “affordable, ethical basics that will complement your style”. Their product range is curated to include only items they believe most people need, including t-shirts, shorts, sweatshirts, sweatpants, and socks. For simplicity, Stitched Up offers only one style of each product and serves adults of all genders. 
Enjoying trends of ethical and sustainable fashion, Stitched Up has experienced tremendous growth in the last 10 years, since it originated in Melbourne. It has expanded its network and now has 8 retail stores around Australia, as well as an online store. Stitched Up has 5,000 customers on its database. 
Current Situation
Fast fashion has dominated the clothing industry over the last few decades. Trend-driven garments, made at high volume and low cost, are undoubtedly quick, cheap, and profitable. In recent years, however, some brands have begun actively pushing against this standard, by embracing the sustainable fashion movement. Green Strategy defines sustainable fashion as: “In practice, this implies continuous work to improve all stages of the product’s life cycle, from design, raw material production, manufacturing, transport, storage, marketing and final sale, to use, reuse, repair, remake and recycling of the product and its component”.
So, what is driving the uptake of sustainable fashion? Primarily, it is consumers, who are making conscious decisions when it comes to buying clothing. In 2018, 76% of consumers aged 18-24 years reported being ‘very supportive’ or ‘quite supportive’ of sustainability in the clothing industry, while 56% of those aged 55+ years also indicated support (Statista, 2018). A 2019 McKinsey study showed increase in demand with online searches for “sustainable fashion” tripling between 2016 and 2019 (Cheng, 2019). 
In Australia, brands such as Keegan the Label, Nobody Denim, and KowTow are leading the way by using faux fur and organic cotton that can be traced from farm to final product, swapping toxic chemical processes for organic ones, and recycling zips and reducing wastage.

Despite sustainable fashion trends, the economic, financial, and societal upheaval caused by COVID-19 impacts businesses, including Stitched Up. In the last two months, while its retail stores were closed, Stitched Up diverted customers to their online store, where, like many companies, they found that basket size and purchase amounts were actually larger (Chalmers, 2020). Indeed, the Boston Consulting Group surveyed Australian consumers in late April and found the percentage of people who shopped online had increased to 76%, compared to 39% four years ago.
Now, Stitched Up are strategically focused on their retail stores, which have just re-opened. Stitched Up have thoughtfully designed and invested in the layout and staff of their retail stores to ensure a safe and enjoyable atmosphere, in which customers can try on products and learn about sustainable fashion. They’ve so far been encouraged by the return of demand to their retail stores.
Stitched Up believes it is more important than ever before to understand their customer profile and enhance customer experience in their retail spaces. More specifically, Stitched Up’s CEO would like to ensure the company has a solid understanding of who exactly their customers are and how their customers think, feel, and behave in relation to product and retail experiences at this turbulent time. 
Market Research Requirements
Based on the above summary of the company background and current situation, the CEO of Stitched Up (your client) would like to better understand their customer profile and their customers’ experiences with Stitched Up.  
More specifically, your client has asked you to propose a market research project that addresses the following four research objectives:

1.
To learn about customers’ behaviours and habits when they visit Stitched Up retail stores.
2.
To understand customers’ perceptions and attitudes towards the Stitched Up brand.
3.
To measure the outcomes of Stitched Up’s upcoming social media campaign.
4.
To determine the factors that drive customer experience with Stitched Up.
The client has requested that you include two phases of market research in your proposal, each addressing particular research objectives, as outlined below:
Phase 1: 
A qualitative study to explore the behaviours, habits, perceptions, and attitudes of Stitched Up customers.
Phase 2:
A quantitative study to measure campaign outcomes and the customer experience at Stitched Up stores.
ASSESSMENT QUESTIONS

You need to complete ALL four (4) assessment questions below. Ensure you respond to these questions adhering to the instructions and requirements stated on pages 1-2.

Your responses to these questions will comprise the proposal to the client, Stitched Up.

For brevity, you can abbreviate Stitched Up to SU in your responses to these questions.

All of the information you need to complete these questions is contained in the case study and the knowledge and skills you have learned throughout the semester. 

QUESTION 1 



This question relates to Phase 1 (qualitative study) of the market research project - specifically, Research Objective #1 about customers’ behaviours and habits in retail stores.
You decide to recommend observational research to address this objective. Which specific observation method do you recommend and why? In your answer, identify the four unique characteristics of your recommended observation method, and discuss the advantages and disadvantages of observation as a data collection method in general. Explain to the client why observational research is a useful method for Phase 1 and for their project overall. List and briefly explain four (4) examples of phenomena that can be observed about Stitched Up customers to address Research Objective #1. 
Note: It is important that you apply relevant theory to the Stitched Up case study and the specific question i.e., do not repeat theory abstractly with no application to the case.
(12 marks)
QUESTION 2


This question relates to Phase 1 (qualitative study) of the market research project - specifically, Research Objective #2 about customers’ perceptions and attitudes. 
The client would like to conduct either interviews or focus groups to address this objective. Which of these research methods do you recommend and why? In your answer, define, compare and contrast both interviews and focus groups in order to justify your recommendation. Explain to the client why your recommended research method (interviews or focus groups) is useful for Phase 1 and for their project overall, including how your recommended method will build on the observational data from Assessment Question 1 (above). Drawing on the principles of interviewing techniques, list and briefly explain four (4) different questions that would be relevant to include in either your interview guide (if you recommended interviews) or your discussion guide (if you recommended focus groups). You should make these questions specific to the Stitched Up case study and present the questions in an appropriate order for your interview/discussion guide. 
Note: It is important that you apply relevant theory to the Stitched Up case study and the specific question i.e., do not repeat theory abstractly with no application to the case.
(12 marks)
QUESTION 3
This question relates to Phase 2 (quantitative study) of the market research project - specifically, Research Objective #3 about social media campaign outcomes.
The client would like to conduct an experiment to address this objective. Stitched Up has designed two social media campaigns. Campaign A is called ‘Support Us’ and it emphasizes the importance of customers visiting retail stores to support the survival of the business. Campaign B is called ‘Sustainable Savings’ and it informs customers of savings they can make on purchases made in Stitched Up retail stores. The client wants to determine which social media campaign—Campaign A or B—has the strongest impact on customers’ likelihood to visit retail stores, rated by customers on a scale of 1 = ‘not at all likely to visit’ to 9 = ‘very likely to visit’. 
Which type of experimental design (before-after or after-only, with control group) do you recommend and why? In your answer, outline the process of the experimental design i.e., how it would be implemented specifically for Stitched Up. You can do this with a diagram or in text (or both) – either way, you need to articulate the relevant steps of the experimental design. In your answer, identify the independent variable (and its levels), the dependent variable, and four (4) extraneous variables that may apply. Further, explain to the client the advantages and disadvantages of experimental research, as it relates to Phase 2 and the project overall.
Note: It is important that you apply relevant theory to the Stitched Up case study and the specific question i.e., do not repeat theory abstractly with no application to the case.
(10 marks)
QUESTION 4

This question relates to Phase 2 (quantitative study) of the market research project - specifically, Research Objective #4 about customer experience. 
For Phase 2, the client has prepared a survey in advance, which includes questions about customers’ characteristics and experiences. You can see this survey on pages 8 to 10. 

In order to understand customer experience and identify factors that drive positive vs. negative outcomes for customers, the client requests that you outline a data analysis plan for their survey (pages 8 to 10).
For each of the following hypotheses, please state:

· The most correct inferential statistical test
· The test type 
· The number of variables involved
· The specific variables involved from the survey and the level of measurement scale each variable is expressed upon 
· A justification for why the proposed test is correct for the hypothesis
A note about formatting for Assessment Question 4: You can choose to present your response in text or a table. IF YOU CHOOSE A TABLE, you may use (1) landscape or portrait formatting and (2) single-line spacing to aid readability and a neat format. 
i. Hypothesis 1: The average rating of the importance of transparency of processes is greater than the importance of value for money. 
ii. Hypothesis 2: Customer experience with Stitched Up is greater amongst customers who prefer to shop in-store versus those who prefer to shop online. 
iii. Hypothesis 3: Overall satisfaction with Stitched Up is positively associated with the average number of times visiting the online store per month. 
iv. Hypothesis 4: Preferred product is associated with the number of times visiting a Stitched Up retail store per month.
v. Hypothesis 5: The products a customer has previously purchased at Stitched Up is associated with the location where they most frequently shop. 
vi. Hypothesis 6: $ amount customers have spent at Stitched Up in the last 12 months predicts likelihood to recommend the brand to others. 
vii. Hypothesis 7: Importance of value for money differs between levels of yearly income. 
viii. Hypothesis 8: Gender, employment status, importance of reputation for sustainability, and ‘Super Stitchers’ membership predict satisfaction with Stitched Up’s reputation for sustainability. 
 (16 marks – 2 marks per hypothesis)

STITCHED UP CUSTOMER EXPERIENCE SURVEY

Q1 Which products have you previously purchased from Stitched Up? [select all that apply]
· T-shirts
· Shorts
· Sweatpants
· Sweatshirts
· Socks
· None of the above
· Other … (please specify)
Q2 Rank your favourite products at Stitched Up, with 1 being your most preferred and 5 being your least preferred:
___ T-shirts
___ Shorts
___ Sweatpants
___ Sweatshirts
___ Socks
Q3 Do you prefer to shop… ? [select only one response]
· Online
· In-store 
Q4 On the below scale, rate the importance of the following when choosing clothing brands.

	
	Extremely important
	Very important
	Moderately important
	Slightly important
	Not at all important

	Sustainable reputation
	· 
	· 
	· 
	· 
	· 

	Product quality
	· 
	· 
	· 
	· 
	· 

	Transparency of processes
	· 
	· 
	· 
	· 
	· 

	Convenient store locations
	· 
	· 
	· 
	· 
	· 

	Usability of online store
	· 
	· 
	· 
	· 
	· 

	Customer service
	· 
	· 
	· 
	· 
	· 

	Value for money
	· 
	· 
	· 
	· 
	· 


Q5 On the below scale, how satisfied or dissatisfied are you with the following at Stitched Up?
	
	Very satisfied
	Moderately satisfied
	Neither satisfied nor dissatisfied
	Moderately dissatisfied
	Very dissatisfied

	Sustainable reputation
	· 
	· 
	· 
	· 
	· 

	Product quality
	· 
	· 
	· 
	· 
	· 

	Transparency of processes
	· 
	· 
	· 
	· 
	· 

	Convenient store locations
	· 
	· 
	· 
	· 
	· 

	Usability of online store
	· 
	· 
	· 
	· 
	· 

	Customer service
	· 
	· 
	· 
	· 
	· 

	Value for money
	· 
	· 
	· 
	· 
	· 


Q6 How frequently do you visit a Stitched Up retail store each month (on average)? [select only one response]
· 0 times per month
· 1-2 times per month
· 3-5 times per month
· 6-7 times per month
· 8 or more times per month
Q7 How frequently do you visit the Stitched Up online store each month (on average)? [enter a number as your response]
______ times per month
Q8 On the below scale, how satisfied or dissatisfied are you with Stitched Up overall?
	Very dissatisfied
	Moderately dissatisfied
	Neither dissatisfied nor satisfied 
	Moderately satisfied
	Very satisfied

	· 
	· 
	· 
	· 
	· 


Q9 On the below scale, how likely or unlikely are you to recommend Stitched Up to others?
	Very unlikely
	Moderately unlikely
	Neither unlikely nor likely 
	Moderately likely
	Very likely

	· 
	· 
	· 
	· 
	· 


Q10 On the below scale, how would you describe your overall experience as a customer of Stitched Up?
	Very negative
	Negative
	Neither negative nor positive 
	Positive
	Very positive

	· 
	· 
	· 
	· 
	· 


Q11 How much have you spent at Stitched Up in the last 12 months? [enter a number as your response]
______ Australian dollars ($) 
Q12 Which Stitched Up retail store do you most frequently shop at? [select only one response]
· Melbourne CBD
· Chadstone Shopping Centre
· Sydney CBD
· Canberra Centre

· Brisbane CBD
· Gold Coast

· Adelaide CBD
· Byron Bay
Q13 What is your gender?

· Male

· Female
· Non-binary / X 

· Other

· Prefer not to say
Q14 How old are you?

· Under 18

· 18 - 29

· 30 - 39

· 40 - 49

· 50 - 59

· 60 or older
· Prefer not to say
Q15 Which of the following best describes your current relationship status?

· Single
· Married

· Divorced
· Other
· Prefer not to say
Q16 What is your yearly income level?

· Less than $10,000

· $10,000 - $49,999

· $50,000 - $79,999

· $80,000 - $99,999

· $100,000 - $149,999

· More than $150,000
· Prefer not to say
Q17 Which of the following categories best describes your current employment status?

· Full-time

· Part-time

· Casual

· Not currently employed
· Prefer not to say
Q18 Are you a member of Stitched Up’s loyalty program called ‘Super Stitchers’?

· Yes
· No

· I don’t know
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