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Sample Size & Methodology

× Sample Size : 

× The Total Sample Size was 3500+ Interviews across various retail 
categories

× Methodology:

× Exit interviews  were conducted outside the Retail stores across 
different formats in metro cities to measure the satisfaction level 
amongst shoppers

× The respondents spent at least 15 minutes inside the particular store 
for which interview was conducted

× A mix of ages , gender and the SEC profile was covered



List of Retailers Covered in the study
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Leisure Beauty & 
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{ǇŜƴŎŜǊΩǎ 
Hypermarket

Westside Relianc
e Fresh

Odyssey Kaya Skin 
Clinic

Mc 
Donald's
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More 
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Shoppers 
Stop
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Ωǎ
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Cinemas
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Hyper City Reliance 
Trends

Archies Lakme
Beauty 
Salon

Pizza Hut Fun 
Cinemas
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Star Bazaar Pantaloons Reliance 
Time Out

Dominoz Cinemax Van Heusen

Globus KFC Louis 
Philippe

Yo China Nike

Addidas

Tansishq

Wills 
Lifestyle



Definitions

× Customer Satisfaction Index: This is the overall Satisfaction rating for the retailers that covers all the 
key players individual performances on the Satisfaction scale

× Commitment Matrix: It means the customers commitment towards the retailer in terms of repeat 
visits and recommendation to others .The segmentation of various types of customers based on the 
matrix includes 

× Entrenched: High on Satisfaction and Loyalty

× Flirters:  High on satisfaction but low on loyalty

× Hostages:High on loyalty but low on satisfaction

× Risky: Low on both satisfaction and loyalty

× Action Matrix :This matrix highlights the aspects which could to be actioned on priority and aspects 
which can be leveraged i.e. itprovides an underpinning for all customer satisfaction and improvement 
efforts by identifying the main action areas in the service mix elements.

× Explicit Importance: These are the factors which are fully revealed  or expressed without 
vagueness

× Implicit Importance: These are the factors which are hidden or remain unexpressed

× Purchase Triggers :It is an internal state that drives people to identify and buy products or services 

× Purchase Barriers : It is an internal state that prevent people to buy products or service 
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People Who Made the Purchase in this Visit 

All Retailer A Retailer B Retailer C Retailer D Retailer E
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Drivers to Satisfaction Index -ά/ŀǘŜƎƻǊȅέ
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Purchase Triggers
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