














http://upetd.up.ac.za/authors/create/plagiarism/students.htm






































































































































































































































































































































































 

Page | 176  
 

Fung, T. K. F. (2008). Banking with a Personalized Touch: Examining the Impact of 
Website Customization on Commitments. Journal of Electronic Commerce 
Research, 9(4), 296-309.  

Furnas, G. W. (1997). Effective View Navigation. Proceedings of the Human Factors in 
Computing Systems, 1, 367-374.  

Gajjar, N. B. (2013). Factors Affecting Consumer Behavior. International Journal of 
Research in Humanities and Social Sciences, 1(2), 10-15.  

Garg, R., Rahman, Z., Qureshi, M. N., & Kumar, I. (2012). Identifying and Ranking Critical 
Success Factors of Customer Experience in Banks. Journal of Modelling in 
Management, 7(2), 201-220. doi:10.1108/17465661211242813 

Gatsou, C., Politis, A., & Zevgolis, D. (2017). Seniors’ Experiences with Online Banking. 
Proceedings of the Federated Conference on Computer Science and Information 
Systems, 11, 623-627. doi:10.15439/2017F57 

Geerardyn, E. (2016). Development of User-Friendly System Identification Techniques. 
(Phd. Engineering). Vrije Universiteit Brussel, Brussels, Belgium.  

Gemma, R. (2017). Introduction to Positivism, Interpretivism and Critical Theory. Open 
University, 25(4), 41-49. doi:10.7748/nr.2018.e1466 

Gentile, C., Spiller, N., & Noci, G. (2007). How to Sustain the Customer Experience: An 
Overview of Experience Components that Co-create Value With the Customer. 
European Management Journal, 25(5), 395-410. doi:10.1016/j.emj.2007.08.005 

Giraldi, L., Mengoni, M., & Bevilacqua, M. (2016). How to Enhance Customer Experience 
in Retail: Investigations Through a Case Study. Transdisciplinary Engineering: 
Crossing Boundaries, 4(1), 381-390. doi:10.3233/978-1-61499-703-0-381 

Goldkuhl, G. (2012). Pragmatism vs Interpretivism in Qualitative Information Systems 
Research. European Journal of Information Systems, 21(2), 135-146. 
doi:10.1057/ejis.2011.54 

Goodwin, N. C. (1987). Functionality and Usabilty. Communications of the ACM, 30(3), 
229-233.  

Grant, C., & Osanloo, A. (2014). Understanding, Selecting and Integrating A Theoretical 
Framework in Dissertation Research: Creating The Bluepint For Your "House". 
Adminitrative Issues Journal: Connecting Education, Practice and Research, 4(1), 
12-26. doi:10.5929/2014.4.2.9 

Gray, J., & Rumpe, B. (2015). Models for Digitalization. Software & Systems Modeling, 
14(4), 1319-1320. doi:10.1007/s10270-015-0494-9 

Grover, V. K. (2015). Research Approach: An Overview. Golden Research Thoughts, 4(8), 
1-12.  

Hallikainen, H., Alamäkib, A., & Laukkanen, T. (2018). Individual Preferences of Digital 
Touchpoints: A Latent Class Analysis. Journal of Retailing and Consumer Services, 
50(9), 386-393. doi:10.1016/j.jretconser.2018.07.014 

Halvorsrud, R., Kvale, K., & Folstad, A. (2016). Improving Service Quality Through 
Customer Journey Analysis. Journal of Service Theory and Practice, 26(6), 840-
867. doi:10.1108/JSTP-05-2015-0111 

Hamilton, R., & Price, L. L. (2019). Consumer Journeys: Developing Consumer-Based 
Strategy. Journal of the Academy of Marketing Science, 47(1), 187-191. 
doi:10.1007/s11747-019-00636-y 

Heale, R., & Noble, H. (2019). Integration of A Theoretical Framework Into Your Research 
Study. Evidence - Based Nursing, 22(2), 36-38. doi:10.1136/ebnurs-2019-103077  

Herhausen, D., Kleinlerche, K., Verhoef, P. C., Emrich, O., & Rudolph, T. (2019). Loyalty 
Formation for Different Customer Journey Segments. Journal of Retailing, 95(3), 9-
29. doi:10.1016/j.jretai.2019.05.001. 

 
 
 

 

©©  UUnniivveerrssiittyy  ooff  PPrreettoorriiaa  

 



 

Page | 177  
 

Holbrook, M. B., & Hirschman, E. C. (1982). The Experiential Aspects of Consumption: 
Consumer Fantasies, Feelings and Fun. The Journal of Consumer Research, 9(2), 
132-140.  

Homburg, C., Jozić, D., & Kuehnl, C. (2017). Customer Experience Management: Toward 
Implementing An Evolving Marketing Concept. Journal of the Academic Marketing 
Sciences, 45(3), 377–401. doi:10.1007/s11747-015-0460-7 

Hutchinson, D. A. (2015). Coming to Understand Experience: Dewey's Theory of 
Experience and Narrative Inquiry. Journal of Thought, 49(3-4), 3-17.  

Ivanauskiene, N., & Auruskeviciene, V. (2009). Loyalty Programs Challenges in Retail 
Banking Industry. Economics & Management, 1(14), 407-412.  

Jacoby, J., Johar, G. V., & Morrin, M. (1998). Consumer behavior: A Quadrennium. Annual 
Review of Psychology, 49(1), 319-344. doi:10.1146/annurev.psych.49.1.319 

Jacoby, J., Szybillo, G. J., & Berning, C. K. (1976). Time and Consumer Behavior: An 
Interdisciplinary Overview. Journal of Consumer Research, 2(4), 320-399.  

Jain, R., Aagja, J., & Bagdare, S. (2017). Customer Experience - A Review and Research 
Agenda. Journal of Service Theory and Practice, 27(3), 642-662. doi:10.1108/JSTP-
03-2015-0064 

Johnston, A. (2014). Rigour in Research: Theory in the Research Approach. European 
Business Review, 26(3), 206-217. doi:10.1108/EBR-09-2013-0115 

Juanamasta, G., Wati, N. M. N., Hendrawati, E., Wahyuni, W., Pramudianti, M., Wisnujati, 
N. S., . . . Umanailo, M. C. B. (2019). The Role of Customer Service Through 
Customer Relationship Management (CRM) to Increase Customer Loyalty and 
Good Image. International Journal of Scientific & Technology Research, 8(10), 
2004-2007.  

Kairuz, T., Crump, K., & O'Brien, A. (2007). Tools for Data Collection and Analysis. 
Pharmaceutical Journal, 278, 371-377.  

Kaur, H., Ahamad, S., & Verma, G. N. (2015). A Case Study upon Non-functional 
Requirements of Online Banking System. International Journal of Comupter 
Applications Technology and Research, 4(4), 220-225.  

Kazanjian, K. (2007). Exceeding Customer Expectations: What Enterprise, America’s #1 
Car Rental Company Can Teach You About Creating Lifetime Customers. New 
York: DoubleDay Publishers. 

Kiljan, S., Simoens, K., De Cock, D., Van Eekelen, M., & Vranken, H. (2016). A Survey of 
Authentication and Communications Security in Online Banking. ACM Computing 
Surveys, 49(4), 1-35. doi:10.1145/3002170 

Kivunja, C. (2018). Distinguishing between Theory, Theoretical Framework and 
Conceptual Framework: A Systematic Review from the Field. International Journal 
of Higher Education, 7(6), 44-53. doi:10.5430/ijhe.v7n6p44 

Kladder, J. (2018). Dewey's Experience and Education: Applications to Fieldwork 
Experiences in Music Teacher Education. Visions of Research in Music Education, 
32(7), 1-27.  

Kong, X., & Johnston, R. (2011). The Customer Experience: A Road-Map for Improvement. 
Managing Service Quality, 21(1), 5-24. doi:10.1108/09604521111100225 

Kothari, C. R. (2004). Research Methodology: Methods and Techniques (2nd ed.). India: 
New Age International Ltd. Publishers. 

Kranzbuhler, A.-M., Kleijnen, M. H. P., Morgan, R. E., & Teerling, M. (2018). The Multilevel 
Nature of Customer Experience Research: An Integrative Review and Research 
Agenda. International Journal of Management Reviews, 20(1), 433-456. 
doi:10.1111/ijmr.12140 

Krasota, T., Bazhenov, R., Abdyldaeva, U., Bedrina, S., & Mironova, I. (2020). 
Development of the Digital Economy in the Context of Sustainable Competitive 

 
 
 

 

©©  UUnniivveerrssiittyy  ooff  PPrreettoorriiaa  

 



 

Page | 178  
 

Advantage. E3S Web of Conferences, 208(1), 3042-3044. 
doi:10.1051/e3sconf/202020803042 

Krutka, D., Nowell, S., & Whitlock, A. M. (2017). Towards a Social Media Pedagogy: 
Successes and Shortcomings in Educative Uses of Twitter with Teacher 
Candidates. Journal of Technology and Teacher Education, 25(2), 215-240.  

Kuehnl, C., Jozic, D., & Homburg, C. (2019). Effective Customer Journey Design: 
Consumers' Conception Measurement and Consequences. Journal of the Academy 
of Marketing Science, 47(3), 551–568. doi:0.1007/s11747-018-00625-7 

Kumar, V., & Relnartz, W. (2018). Customer Relationship Management: Concept, Strategy 
and Tools (3rd ed.). Berlin, Germany: Springer: Springer Texts in Business and 
Economics (STBE). 

Lake, L. A. (2009). Consumer Behavior for Dummies (K. DeMint Ed.). Hoboken, NJ: Wiley 
Publishing Inc. 

Lederman, N. G., & Lederman, J. S. (2015). What is a Theoretical Framework? A Practical 
Answer. Journal of Science Teacher Education, 26, 593-597. doi:10.1007/s10972-
015-9443-2 

Leva, M., & Ziliani, C. (2018). The role of customer experience touchpoints in driving loyalty 
intentions in services. TQM Journal, 30(5), 444-457. doi:10.1108/TQM-11-2017-
0141 

Maechler, N., Neher, K., & Park, R. (2016). From Touchpoints to Journeys: Seeing the 
World as Customers Do: Mckinsey&Company. 

McColl-Kennedy, J. R., Gustafsson, A., Jaakkola, E., Klaus, P., Radnor, Z. J., Perks, H., & 
Friman, M. (2015). Fresh Perspectives on Customer Experience. Journal of 
Services Marketing, 29(6/7), 430-435. doi:10.1108/JSM-01-2015-0054 

Melero, I., Sese, F. J., & Verhoef, P. C. (2016). Recasting the Customer Experience in 
Today’s Omni-channel Environment. Universia Business Review(50), 18-37. 
doi:10.3232/UBR.2016.V13.N2.01 

Meyer, C., & Schwager, A. (2007). Understanding Customer Experience. Harvard 
Business Review, 117-126.  

Miles, M. B., Huberman, M., & Saldana, J. (2014). Qualitative Data Analysis: A Methods 
Sourcebook (3rd ed.): Sage Publications Inc. 

Mitchell, A. (2018). A Review of Mixed Methods, Pragmatism and Abduction Techniques. 
The Electronic Journal of Business Research Methods, 16(3), 103-116.  

Mukherjee, A., & Nath, P. (2003). A Model of Trust in Online Relationship Banking. 
International Journal of Bank Marketing, 21(1), 5-15. 
doi:10.1108/02652320310457767 

Myers, M. D. (2013). Qualitative Research in Business & Management (K. Smy Ed. 2 ed.): 
Sage Publications Inc. 

Nielsen, J. (1994). Enhancing the Explanatory Power of Usability Heuristics. Proceedings 
of the SIGCHI Conference on Human Factors in Computing Systems Celebrating 
Interdependence, 152-158. doi:10.1145/191666.191729      

Nilsen, P. (2015). Making Sense of Implementation Theories, Models and Frameworks. 
Implementation Science, 10(53), 1-13. doi:10.1186/s13012-015-0242-0 

Nykamp, M. (2001). The Customer Differential: The Complete Guide to Implementing 
Customer Relationship Management (C. G. Murray Ed.  Vol. 23). Pennsylvania, 
USA: Soundview Executive Book Summaries. 

O'Shannassy, T. (2008). Sustainable Competitive Advantage or Temporary Competitive 
Advantage: Improving Understanding of an Important Strategy Construct. Journal 
of Strategy and Management, 1(2), 168-180. doi:10.1108/17554250810926357 

Oliver, D. (2007). South Africa Poised to Become a Loyalty Marketing Gem Journal of 
Consumer Marketing, 24(3), 180-181. doi:10.1108/07363760710746184      

 
 
 

 

©©  UUnniivveerrssiittyy  ooff  PPrreettoorriiaa  

 



 

Page | 179  
 

Olshavsky, R., W., & Granbois, D. H. (1979). Consumer Decison-Making - Fact or Fiction? 
The Journal of Consumer Research, 6(2), 93-100.  

Orlikowski, W. K., & Baroudi, J. T. (1991). Studying Information Technology in 
Organisations: Research Approaches and Assumptions. Information Systems 
Research, 2(1), 1-28.  

Packard, B. W.-L., & Conway, P. F. (2006). Methodological Choice and Its Consequences 
for Possible Selves Research. An International Journal of Theory And Research, 
6(3), 251-271. doi:10.1207/s1532706xid0603_3 

Parise, S., Guinan, P. J., & Kafka, R. (2016). Solving the Crisis of Immediacy: How Digital 
Technology can Transform the Customer Experience. Business Horizons, 59(4), 
411-420. doi:10.1016/j.bushor.2016.03.004 

Parviainen, P., Kääriäinen, J., Tihinen, M., & Teppola, S. (2017). Tackling the Digitalization 
Challenge: How to Benefit from Digitalization in Practice. International Journal of 
Information Systems and Project Management, 5(1), 63-77. 
doi:10.12821/ijispm050104 

Patricio, L., Fisk, R. P., Falcao e Cunha, J., & Constantine, L. (2011). Multilevel Service 
Design: From Customer Value Constellation to Service Experience Blueprinting. 
Journal of Service Research, 14(2), 180-200. doi:10.1177/1094670511401901 

Payne, S. (2007). Qualitative Methods of Data Collection and Analysis (J. M. Addington-
Hall, E. Bruera, & I. J. Higginson Eds.). Oxford, United Kingdom: Oxford University 
Press. 

Pham, L. (2018). A Review of Key Paradigms: Positivism, Interpretivism & Critical Theory. 
The University of Adelaide. 

Pine, J. B., & Gilmore, J. H. (1999). The Experience Economy. Boston: Harvard Business 
School Press  

Priest, J., Carter, S., & Statt, D. A. (2001). Consumer Behaviour (2 ed.). Great Britain: 
Edinburgh Business School. 

Puccinelli, N. M., Goodstein, R. C., Grewal, D., Price, R., Raghubir, P., & Stewart, D. 
(2009). Customer Experience Management in Retailing: Understanding the Buying 
Process. Journal of Retailing, 85(1), 15-30. doi:10.1016/j.jretai.2008.11.003 

Pynnonen, M., & Hallikas, J. (2012). Managing Customer-Driven Business Model 
Innovation. International Journal of Innovation Management, 16(4), 1-18. 
doi:10.1142/s1363919612003836   

Ravendran, R., MacColl, I., & Docherty, M. (2011). Online Banking Customization via Tag-
Based Interaction. Proceedings of the 2011 International Workshop on Data-Centric 
Interactions on the Web in Conjunction with the 13th IFIP TC13 Conference on 
Human-Computer-Interaction, 187, 19-30.  

Reeves, L. M., Martin, J.-C., McTear, M., Raman, T., Stanney, K. M., Su, H., . . . Kraal, B. 
(2004). Guidelines for Multimodal User Interface Design. Communications of the 
ACM, 47(1), 57-59. doi:10.1145/962081.962106 

Rosenbaum, M. S., Otalora, M. L., & Ramirez, G. C. (2017). How to Create a Realistic 
Customer Journey Map. Business Horizons, 60, 143-150. 
doi:10.1016/j.bushor.2016.09.010 

Roto, V., Vaataja, H., Law, E., & Powers, R. (2016). Experience Design for Multiple 
Customer Touchpoints. Proceedings of the 9th Nordic Conference on Human-
Computer Interaction, 1(146), 1-3. doi:10.1145/2971485.2987685 

Ryan, F., Coughlan, M., & Cronin, P. (2009). Interviewing in Qualitative Research: The 
One-To-One Interview. International Journal of Therapy and Rehabilitation, 16(6), 
309-314.  

Saunders, M., Lewis, P., & Thornhill, A. (2009). Research Methods for Business Students 
(6 ed.): Pearson Education. 

 
 
 

 

©©  UUnniivveerrssiittyy  ooff  PPrreettoorriiaa  

 



 

Page | 180  
 

Schmitt, B. H. (2003). Customer Experience Management: A Revolutionary Approach to 
Coneccting with your Customer (1 ed.). New Jersey: Wiley and Sons. 

Shaw, C., & Ivens, J. (2002). Building Great Customer Experiences (1 ed.). New York: 
Palgrave Macmillan. 

Singh, S., & Srivastava, R. K. (2020). Understanding the Intention to Use Mobile Banking 
by Existing Online Banking Customers: An Emperical Study. Journal of Financial 
Services Marketing, 25, 86-96. doi:10.1057/s41264-020-00074-w 

Stankevich, A. (2017). Explaining the Consumer Decision-Making Process: Critical 
Literature Review. Journal of International Business Research and Marketing, 2(6), 
7-14. doi:10.18775/jibrm.1849-8558.2015.26.3001 

Stein, A., & Ramaseshan, B. (2016). Towards the Identification of Customer Experience 
Touch Point Elements. Journal of Retailing and Consumer Services, 30, 8-19. 
doi:10.1016/j.jretconser.2015.12.001 

Taherdoost, H. (2016). Sampling Methods in Research Methodology: How to Choose A 
Sampling Technique. International Journal of Academic Research in Management, 
5(2), 18-27.  

Taylor, S. J., Bogdan, R., & DeVault, M. L. (2015). Introduction to Qualitative Research 
Methods: A Guidebook and Resource (4 ed.). Hoboken, New Jersey: John Wiley & 
Sons Inc. 

Tetnowski, J. (2015). Qualitative Case Study Research Design. Perspective on Fluency 
and Fluency Disorders, 25(1), 39-45. doi:10.1044/ffd25.1.39 

Verhoef, P. C., & Lemon, K. N. (2016). Understanding Customer Experience Throughout 
the Customer Journey. Journal of Marketing, 8, 69–96. doi:10.1509/jm.15.0420 

Verhoef, P. C., Lemon, K. N., Parasuraman, A., Roggeveen, A., Tsiros, M., & Schlesinger, 
L. A. (2009). Customer Experience Creation: Determinants, Dynamics and 
Management Strategies. Journal of Retailing, 85(1), 31-41. 
doi:10.1016/j.jretai.2008.11.001 

Walliman, N. (2011). Research Methods: The Basics (4th ed.). USA: Taylor & Francis 
Group. 

Walsham, G. (1995). The Emergence of Interpretivism in IS Research. Information 
Systems Research, 6(4), 376-394.  

Williams, C. (2007). Research Methods. Journal of Business and Economic Research, 
5(3), 65-72.  

Xu, Y., Yen, D. C., Lin, B., & Chou, D. C. (2002). Adopting Customer Relationship 
Management Technology. Industrial Management & Data Systems, 102(8), 442-
452. doi:0.1108/02635570210445871 

Yin, R. K. (2008). Case Study Research: Design and Methods (4 ed. Vol. 5): Sage 
Publications, Inc. 

Zakari, A., Musa, M., Bekaroo, G., Bala, S. A., Hashem, I. A. T., & Hakak, S. (2019). IPv4 
and IPv6 Protocols: A Comparative Performance Study. 2019 IEEE 10th Control 
and System Graduate Research Colloquium (ICSGRC), 1-4. 
doi:10.1109/ICSGRC.2019.8837050 

Zukauskas, P., Vveinhardt, J., & Andriukaitiene, R. (2019). Philosophy and Paradigm of 
Scientific Research. Management Culture and Corporate Social Responsibility. 
doi:10.5772/intechopen.70628 

 

 

 
 
 

 

©©  UUnniivveerrssiittyy  ooff  PPrreettoorriiaa  

 



 

Page | 181  
 

APPENDICES 

APPENDIX A: RESEARCHER DECLARATION 

APPLICATIONS MUST INCLUDE THE FOLLOWING STATEMENTS  

Hereby I, .…………Vedaanta Devar ………………………… in my capacity as…………the 

researcher…………………………….…………………., that  

1 Research subjects will be informed, information will be handled confidentially, 

research subjects reserve the right to choose whether to participate and, where applicable, 

written permission will be obtained for the execution of the project (example of permission 

attached).  

2 No conflict of interests or financial benefit, whether for the researcher, company or 

organization, that could materially affect the outcome of the investigation or jeopardize the 

name of the university is foreseen.  

3 Inspection of the experiments in loco may take place at any time by the committee or 

its proxy.  

4 The information I furnish in the application is correct to the best of my knowledge and 

that I will abide by the stipulations of the committee as contained in the regulations.  

5 Signed: _____V.D____________                                               Date: 11 March 2021 
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APPENDIX B: PARTICIPANT CONSENT FORM 

 
1. Project Information  

1.1. Title of Research Project: Identifying the critical success factors in improving 

customer experience by evaluating digital touch points of a South African banking 

institution.  

1.2. Researcher Details: Vedaanta Devar, Department of Informatics – Faculty of 

Engineering, Built Environment and Information Technology.  

1.3. Research Study Description: This is a research project that focuses on 

identifying the critical success factors in achieving positive experience. It will involve 

determining the critical success factors by evaluating the digital touch points of 

organisations, more specifically, a major banking institution in South Africa.  

 
The main objective of this study is to determine how customer experience can be improved 

within organisations. In evaluating the touch points of a well-known banking institution, we 

can determine the critical success factors of achieving positive customer experience by 

identifying and analysing what customers value and truly give importance to throughout their 

customer journeys.  

Participants are chosen based on the financial provider which they utilize i.e. if their financial 

provider is in accordance with the banking institution as set forth by this study.  

As part of the interviews, participants will be asked a set of predefined questions that pertain 

to their experiences of using the digital touch points of the relevant banking institution. 

Participants will be asked to convey how they feel and perceive said experiences. Certain 

responses from participants that require additional clarification or description may derive 

further questions from the researcher. The expected duration of the interviews is estimated 

to be at most 30 minutes to no longer than one hour.  

As part of the focus groups, participants were involved in a small group discussion 

conducted by the researcher. The discussions will entail a set of predefined topics and / or 

questions designed to gather participants’ experiences, opinions and views surrounding 

their interactions with the banking institution in question. Further questions based on 

participant responses will be derived by the researcher during the course of the focus group. 

The duration of the focus groups is expected to be at most one hour to no longer than an 

hour and a half. The responses collected from interviews and focus groups will remain highly 
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confidential and anonymous. No personal data of any participant will be disclosed at any 

point during the course of this research study or publications thereafter.  

 

2. Informed Consent  

2.1. I, ____________________________________________, hereby voluntarily 

grant my permission for participation in the project as explained to me by the researcher, 

Vedaanta Devar.  

2.2. The nature, objective, possible safety and health implications have been 

explained to me and I understand them.  

2.3. I understand my right to choose whether to participate in the project and that 

the information furnished will be handled confidentially. I am aware that the results of the 

investigation may be used for the purposes of publication.  

2.4. Upon signature of this form, the participant will be provided with a copy.  

 

Signed:        _________________________ Date: ______________  

Researcher: _________________________ Date: ______________
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APPENDIX C: PARTICIPANT DEMOGRAPHIC FORM 

Whilst the interview questions did include personal questions, information divulging the 

identity of the participant was not disclosed in the research study (i.e. name, surname, 

gender, etc.). The motivation behind personal questions regarding participant profiles is to 

build customer profiles of the organization’s customers.  

DEMOGRAPHIC INFORMATION 

NAME  

SURNAME  

AGE  

GENDER  

LEVEL OF EDUCATION  Matric  Degree / Diploma 

 Postgraduate  

  Other (Please specify) 

HOW TECHNOLOGICAL SAVVY 

WOULD YOU RATE YOURSELF 

(ON A SCALE FROM 1 TO 5)? 

 1 – Beginner  2 – Adequate  

 3 – Average  4 - Good knowledge 

of technological domain  

  5 - Advanced   
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APPENDIX D: INTERVIEW AND FOCUS GROUP GUIDE 

This appendix presents the complete of set of questions of the individual interviews and 

focus group that was conducted with the research participants for this study. The purpose 

of the interviews was to gather how participants feel and perceive certain experiences based 

on a set of prearranged questions that relate to their experiences of using the digital touch 

points of the relevant banking institution.  

The purpose of the focus group was to gather participants’ experiences, opinions and views 

based on their interactions with the banking institution selected by this study in the form of 

a small group discussion. The reasoning behind conducting the focus group was for 

participants to draw upon the experiences, reactions and feelings of one another; focus 

groups allow for sharing and collaboration between ideas and responses between one 

another which provide for effective discussion surrounding the interview questions. The 

questions for the focus group discussion were based on the interview questions asked to 

participants during the individual interviews, however, only IQ8 and IQ9 as indicated in Table 

27 were derived during the course of the focus group based on the discussion. Table 27 

contains the complete list of interview questions (IQ) for both individual interviews and focus 

group and indicate which questions were asked to participants in both interviews. 

INTERVIEW 

QUESTION 

QUESTION INTERVIEW FOCUS 

GROUP 

IQ1 What digital platforms of the bank do you make 

use of? 

✓  

IQ2 Which digital platform, if more than one, do you 

prefer making use of the most and why? 

✓  

IQ3 What elements do you enjoy or prefer about the 

digital platforms that you use?  

 

✓  

IQ4 What specific tasks do you use the digital 

platforms for the most? 

✓  

IQ5 How effectively do the digital platforms assist 

you in accomplishing these tasks at hand? 

✓  
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IQ6 What are some challenges that you have 

previously faced when using any of the digital 

platforms? 

✓  

IQ7 What are some improvements or 

recommendations would you provide towards 

the enhancement of the bank’s digital platforms? 

✓  

IQ8 What are some elements that you give 

importance to when utilizing digital platforms in 

general? 

 ✓ 

IQ9 How does the bank’s digital touch points rank 

according to these elements? 

 ✓ 

IQ10 Why do you continue to bank with this particular 

bank? 

 

✓  

Table 27: Interview and focus group questions 
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APPENDIX E: FRAMEWORK EVALUATION QUESTIONNAIRE 

1. According to you, does this model accurately represent a framework for organisations 

to achieve positive customer experience within their digital platforms? Please state 

reasons. 

…………………………………………………………………………………………………………

…………………………………………………………………………………………………………

………………………………………………………………………………………………………… 

2. What factors do you agree on? Please state reasons where possible. 

…………………………………………………………………………………………………………

…………………………………………………………………………………………………………

………………………………………………………………………………………………………… 

3. What factors do you disagree on? Please state reasons. 

…………………………………………………………………………………………………………

…………………………………………………………………………………………………………

………………………………………………………………………………………………………… 

4. What recommendations or improvements would you provide towards this model? 

…………………………………………………………………………………………………………

…………………………………………………………………………………………………………

………………………………………………………………………………………………………… 
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