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Sample Size & Methodolog

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

x Methodology:

x EXxit interviews were conducted outside the Retail stores across
different formats in metro cities to measure the satisfaction level

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

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

“ IH |
!I TAIL INTELLIGENCE “||



List of Retailers Covered in the stuc
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Definitions

Customer Satisfaction Index:his 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

x  Entrenched High on Satisfaction and Loyalty

x  Flirters High on satisfaction but low on loyalty
x  HostagesHigh on loyalty but low on satisfaction
x  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.ptovides an underpinning for all customer satisfaction and improvement
efforts by identifying the main action areas in the service mix elements.
x  Explicit ImportanceThese are the factors which are fully revealed or expressed without
vagueness

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

Purchase Triggerdt is an internal state that drives people to identify and buy products or services

Purchase Barrierslt is an internal state that prevent people to buy products or service
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People Who Made the Purchase In this
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Commitment Matrix
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Drivers to Satisfaction Indey H 2
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Satisfaction with the Store
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Purchase Triggers

I looked through several products / varieties and then bought this
| checked and compared price
| chose a product I'd seen advertised recen
I was in a rush so | grabbed the product almost at rand
The product | really wanted wasn't available, so | bought this
I bought the product that my family / friends had recommend

| bought the product on a promotior

| checked several and bought the one which looked the best value

money

| saw a new product that looked interesting, so | decided to tr
| got the one that my family / friends accompanying me recomment
| chose the product from a special display stand (not the regular a

| got the one that the salesperson recommend:
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