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Executive Summary

The findings of this research can provide a better understanding of the relationship between customer satisfaction and customer loyalty and the main drivers of those two. This research target was grocery shoppers of four supermarkets in Het Westland, a region in the southwest of the Netherlands.


This thesis was divided in a quantitative part (focus group among seven regular grocery shoppers), a descriptive part (survey among 190 regular grocery shoppers) and a observational part (validation sample among 23 regular grocery shoppers). In this way, multiple types of research were combined.
The main findings of the research were:

· Customer satisfaction is positively influenced by the number of visits and the attitude to the store;
· Customer loyalty is positively influenced by the number of visits and the attitude to the store;
· Customer loyalty is positively affected by satisfaction and perceived value at the store and trust in the store;
· The role of individual differences mediators is negligible.
· Based on the number of visits to the store and the corresponding spending at the store, no significant difference was found between the self-report of customers and their actual behaviour.

· The number of visits to the store and the share of wallet have a positive and significant effect on the attitude to the grocery store.

Most of the findings confirm previous research done about this topic. Especially, the hypotheses concerning the direct relation (and drivers) of customer satisfaction and customer loyalty are confirmed by studies earlier done on this subject. However, the influence of moderators on the relationship between customer satisfaction and customer loyalty was not conclusive among grocery shoppers of the stores investigated.
1. Introduction


Customer loyalty is a very discussed topic among retail managers in all kind of businesses. Academic research on loyalty has received considerable attention and is largely focused on measurement issues (Kahn, Kalwani & Morrison, 1986).

It’s especially important for those firms that have or plan to implement customer loyalty initiatives such as loyalty cards or frequent user programs (Stern & Hammond, 1994).

Ndubisi (2004) stated that more and more firms are capitalizing on strong firm-customer relationships to gain valuable information on how customers can be treated the best and indirectly keeping them away from the competition. Therefore, it’s important to examine the impact of the underpinnings of relationship marketing on customer loyalty (Ndubisi, 2007). Kotler (1992) stated that companies must move from short-term transaction-oriented goals to long-term relationship goals.
The central point of this is Customer Relationship Management (CRM), which build on the notion to reinforce the relation with (potential) clients of the company.

Previous research have focused on components of CRM, such as the link between customer loyalty and profitability (Reinartz & Kumar, 2000) and satisfaction and business performance (Kamakura et al., 2002).

A basic thought of CRM is that firms benefit more from maintaining long-term relationships than short-term customer relationships (Reinartz & Kumar, 2000).

Evidence for this thought has been advanced by several authors (Morgan & Hunt, 1994; Sheth & Parvatiyar, 1995).
In this line of thought, this research could be very interesting for a (grocery) retail managers to allow them to know how to improve customer satisfaction and in turn customer loyalty, avoiding losing clients or share of wallet to competitors.


In this current research, the main drivers , of customer loyalty in grocery stores will be discussed and the relationship between customer satisfaction and customer loyalty, with its moderators will be treated. The research is held among regular grocery shoppers of the four biggest and well-known supermarkets in a region in the southwest of the Netherlands, called Het Westland. 


After knowing the main important satisfaction and loyalty drivers, retail managers can set up a marketing strategy in which the company can target new customers and keep the current customers, according to CRM, in the right line of sight.

The findings allow a deeper comprehension of the way customers build (store) loyalty and how this is related to certain aspects such as customer satisfaction. This thesis can be very helpful to managers/retailers since it provides a better understanding of the phenomena of “customer loyalty” and how to strength this by improving its main drivers directly and indirectly through customer satisfaction and moderators of this relationship.




2. Theoretical Framework

2.1 Customer Satisfaction and Customer Loyalty

Early constructs of research have defined satisfaction as an evaluative judgement concerning a specific purchase decision (Bearden & Teel, 1983; Oliver, 1979; Oliver & DeSarbo, 1988). Traditional models assume customer satisfaction as the result of a cognitive process, while new developed models also suggest that affective processes also contribute to the prediction of customer satisfaction (Fornell & Wernerfelt, 1987; Oliver, 1997).

The majority of previous loyalty studies conceptualized loyalty as a form of repeated purchases of a particular product or service (Homburg & Giering, 1988). Some of them focused on the sequence the products were purchased (Brown, 1952), others measured loyalty through the proportion of purchases corresponding to a particular brand (Brody & Cunningham, 1968).

Jacoby and Chestnut (1978) and Dick and Basu (1994) made important contributions to explore and derive the different phases of loyalty (Jacoby & Chestnut, 1978; Dick & Basu, 1994). Although their efforts, it was Oliver (1997) who contributes the most to the elaboration of the loyalty construct. This author designed a detailed framework of loyalty that presents four different forms of loyalty (Oliver, 1997).

First, the cognitive type of loyalty refers to the existence of thoughts or beliefs that a entity is preferable over others (Harris & Goode, 2004). For example, store A is preferred over store B in a certain market. Second, affective loyalty consists of a favorable like or attitude based on satisfied usage of the entity (Harris & Goode, 2004). Third, conative loyalty consists of the development of the intentions based on a higher level of commitment (Hennig-Thurau, Gwinner & Gremier, 2002; Janda, Trocchia & Gwinner, 2002; Zeithaml, Berry & Parasuraman, 1996). Finally, action loyalty reflects the transformation of intentions into actions (Harris & Goode, 2004).
Dick and Basu (1994) build on a framework that stated that customer loyalty is a combination between the attitude of a person to an entity and the repeat patronage (number of visits) of that person on that entity (Dick & Basu, 1994).

Consistent with earlier research, attitude is viewed as serving an object appraisal function. It represents an association between an object and the object of an evaluation (Dick & Basu, 1994). The level of the attitude reflects the position of the object along a line of (un)favorability (Ajzen & Fishbein, 1980).

An individual attitude towards an entity is based on the attitudinal strength (extremity) and the level of attitudinal differentiation (differentiated from competitors) (Dick & Basu, 1994).

Satisfied customers are likely to form or reinforce positive brand attitudes which would lead to customer loyalty in the sense of more frequent purchases, purchases in greater volume, and purchases of other goods and services offered by the firm (Howard, 1994). A favorable attitude toward the product should enhance the overall reputation of the firm, and in turn aid in establishing and maintaining relationships with firms. (Anderson & Weitz, 1989). The general finding, that loyal customer usually have a more positive attitude towards the store, was confirmed by East et al. (1997).
The repeat patronage is the number of times a person uses or visits an entity. Various studies have confirmed the existence of a very close relationship between both, so that a customer who visits the store more often, spends more at that store and is more loyal (Enis & Paul, 1970; Mason, 1991).
Combining the concepts of attitude to the store and the repeat patronage leads to the four specific conditions related to loyalty (Dick & Basu, 1994).     





              Repeat patronage

	
	            High
	           Low

	   High
	Loyalty
	Latent Loyalty

	    Low
	Spurious Loyalty
	No Loyalty


Relative attitude
A low repeat patronage combined with a low relative attitude is a sign for the absence of loyalty. No loyalty could occur when the product, in this case a store, is quite new. When a store is introduced new in the market, the audience is not directly convinced of the quality of the store and so their relative attitude to the store have to be formed. If this attitude is increasing with or without the presence of a repeat patronage, people move away from the no loyalty condition (Dick & Basu, 1994).

Spurious loyalty is a high repeat patronage accompanied with a low relative attitude. This form of loyalty is characterized by non-attitudinal influences (norms or situations) and often occurs in low involvement products, with a low differentiation rate (Assael, 1992; Dick & Basu, 1994).


Latent loyalty is characterized by a high relative attitude and a low repeat patronage.

Dick and Basu (1994) stated that this type of loyalty is a signal for marketers. Following those authors this is due to the variety seeking of consumers, which could be solved by influencing the normative and situational constraints (Dick and Basu, 1994).


The most preferred form is the regular type of loyalty. This form combines a high relative attitude with a high repeat patronage. This state can be beneficial for the supplier because the customer has a positive attitude to the brand/store and continued buying from them. It’s necessary for the supplier to keep the client in this position.
2.2 Trust, Satisfaction and Perceived Value


Trust has received a lot of attention in previous studies (Gwinner, Gremler, & Bitner, 1998; Singh & Sirdeshmukh, 2000). Gundlach and Murphy (1993, p. 41) stated that “the variable most universally accepted as a basis of any human interaction or exchange is trust” (Gundlach & Murphy, 1993).
The importance of trust is highlighted in both industrial (Dwyer, Schurr & Oh, 1987) and consumer markets (e.g., Bennet, 1996; Lau & Lee, 1999). In the latter market, Lau and Lee (1999) examined the link between brand trust and brand loyalty and found a positive significant association. Sirdeshmukh et al. (2002) found that trust is directly related to loyalty. These findings are further supported by Chaudhuri and Holbrook (2001) who examined supportive evidence for the association between brand trust and purchase and attitudinal loyalty (Chaudhuri & Holbrook, 2001).
Heskett et al. (1994) and Storbacka et al. (1994) stated that customer satisfaction is positively related to customer loyalty, which in turn is positively related to profitability. This research discussed the first part of the relation; customer satisfaction leads to customer loyalty (Heskett et al., 1994; Storbacka et al., 1994).

Several studies have shown that customer satisfaction is positively affected by customer loyalty (Bloemer, de Ruyter & Wetzels, 1999; Oliver, 1999;  Zeithaml et al., 1996).
A number of researchers investigated the impact of trust, satisfaction and perceived value on customer loyalty (Brady & Cronin, 2001; Cronin, Brady & Hult, 2002).

Prior research has indicated perceived value as a major determinant of customer loyalty. Bolton and Drew (1991) found a significant effect of perceived value on customer loyalty in the telephone service. Bolton and Drew (1991) and Sirdeshmukh et al. (2002) found the same positive effect in the retailing service and online travel.
2.3 Moderators on Customer Satisfaction and Customer Loyalty


Homburg and Giering (2001) discussed the role of personal characteristics as moderators of the relationship between customer satisfaction and customer loyalty. The authors discovered that age, variety seeking and income are important moderators of the relationship, while gender has been found less important (Homburg & Giering, 2001).
Women are, compared to men, more involved in purchasing activities (Slama & Tashlian, 1985) and have more attentive to the services of sales personnel (Gilbert & Warren, 1995). Women who work outside the home are more loyalty than those who do not (East et al., 1997). However, those authors didn’t found an clear relationship between loyalty and employment status.

A lot of studies, concerning age, have concentrated on differences in the information-processing abilities needed to evaluate a product. Gilly and Zeithaml (1985) concluded that the information process declines with age so that older people are restricted in this process. East et al. (1997) confirmed that the buyers showing the greatest store loyalty are found  among the under-45s, with the over-65s having the lowest loyalty. So, age is expected to be another moderator of the relationship between customer satisfaction and customer loyalty.


Shopping involvement is another characteristic that has attracted a lot of research in previous studies (Mittal, 1995; Burton & Netemeyer, 1992). A majority of the researchers agree that the level of involvement is corresponding with the level of personal relevance (Celsi & Olson, 1988; Flynn & Goldsmith, 1993).


The moderator role of variety seeking is a interesting topic among researchers.

The general thought behind variety seeking is that every person has a need for it (Faison, 1977). Customers vary between brands and stores to avoid boring feelings and prejudice (Menon & Kahn, 1995).

3. Research Objective, Hypotheses and Design
3.1 Research objectives

The main objectives of this research were:

· Analyze the relationship between customer satisfaction and customer loyalty among grocery shoppers of the four supermarkets in Het Westland, The Netherlands.

· Investigate the main drivers of customer satisfaction and customer loyalty among grocery shoppers in Het Westland and identify if those drivers are different for the four grocery stores.
· Analyze the role of moderators in the relationship between customer satisfaction and customer loyalty among grocery shoppers in Het Westland, The Netherlands.

A number of satisfaction - and loyalty drivers, found from previous literature, were analyzed with the purpose to discover which of those drivers a positive or negative impact had on satisfaction and loyalty.

A third purpose of this research was to check if people can estimate their own shopping behaviour. After this was confirmed, so if respondents could estimate that, those behaviour indicators were combined with two customer loyalty factors. After this, conclusions can be made about customer loyalty.
3.2 Research hypotheses


On the following pages, the thirteen hypotheses tested in this research are displayed. For easiness, a complete overview of all hypotheses can be found in Appendix A.
H1:
The customer satisfaction at a grocery store is positively affected by the attitude that 
this customer has to that grocery store.

H2:
The customer satisfaction at a grocery store is positively affected by the number of 
visits that this customer brings to that grocery store.

H3:
The customer loyalty at a grocery store is positively affected by the relative attitude 
that this customer has to that grocery store.

H4:
The customer loyalty at a grocery store is positively affected by the number of visits 
that this customer brings to that grocery store.

H5:
The customer loyalty (cognitive, affective, conative and action) at a grocery is 
positively affected by the perceived value that this customer gets at that grocery 
store.

H6:
The customer loyalty (cognitive, affective, conative and action) at a grocery is 
positively affected by the level of trust that this customer gets at that grocery store.

H7:
The customer loyalty (cognitive, affective, conative and action) at a grocery is 
positively affected by the level op satisfaction that this customer gets at that grocery 
store.

H8:
Customer satisfaction, based on thirteen satisfaction indicators, at a grocery store 
has a positive influence on customer loyalty at that grocery store.

H9:
The impact of customer satisfaction on customer loyalty, concerning grocery 
shopping, is stronger for men than for women.

H10:
The impact of customer satisfaction on customer loyalty, concerning grocery 
shopping, is stronger for younger people than for older people.

H11:
The impact of customer satisfaction on customer loyalty, concerning grocery 
shopping, is stronger for people who are less involved in grocery shopping.

H12:
The impact of customer satisfaction on customer loyalty, concerning grocery 
shopping, is stronger for people with a low drive of variety.

3.3 Research Design


In figure 1, the design of the research is visible. The arrows indicate relationships between variables in the design. For example, the arrow between customer satisfaction and customer loyalty indicates the relationship between those two.


[image: image2]
Figure 1 Research Design: Customer Satisfaction and Customer Loyalty among grocery shoppers.
4. Method


This research, concerning customer satisfaction and customer loyalty among grocery shoppers, was organized in three separate phases:

· Qualitative part: A focus group held among regular grocery shoppers to analyze the general thoughts concerning grocery shopping.

· Quantitative part: In a survey, a questionnaire (after translating and pretesting) was distributed among regular grocery shoppers to identify the link between customer satisfaction and loyalty and the drivers of those two.
· Validation part: The results of the questionnaire were checked with actual behaviour through the collection of grocery receipts of grocery shoppers who visited the four grocery stores. After combining this results with some loyalty indicators, there can be said something about loyalty itself.

In this way, a descriptive, an observational and a behavioural research were combined.

4.1 Focus group


To find out the most important indicators of customer satisfaction, a focus group among people who regularly visited the supermarket, was organized. A focus group interview or discussion is a qualitative approach to learn about population subgroups with respect to conscious, semi-conscious and unconscious psychological and socio-cultural characteristics and processes (Basch, 1987).
The people in the focus group indicated they visited one of the grocery stores, related to this research, once a week (or more often). In the focus group, seven customers (four women and three men) were present and all were in the age of 21 to 82, with a mean of 52 years old.


From this focus group, thirteen satisfaction indicators were revealed. In an article found online, some of the indicators found in the focus group were confirmed by a research done by well-known research agency GfK.
 An overview of all the satisfaction indicators can be found in Appendix D.
The satisfaction indicators were taken into the questionnaire held in the quantitative part of the research. This will be discussed in one of following sub chapters.
4.2 Survey

Before pretesting and distributing the questionnaire, it first had to be translated into the language most people are familiar with. The respondents in this research have the Dutch nationality and because the original questionnaire was written in English (adapted from the literature review and using results gathered during the focus group), some translation issues came up.

The cross-cultural research, concerning translation issues, indicated that generating a valid  translation is not a simple matter of translating from language one to another (Su & Parham, 2002). A common difficulty that occurs during the translation process is that words in the source language (the language in which the text was from origin) have no equal words in the target language (the language in which the text was translated) (Brislin et al., 1973).

Although many researchers at this time, use the simple method of translating the text from a language into another, most of them used the process of back-translation (Brislin et al., 1973; Kim & Lim, 1999;  Werner & Campbell, 1970). This means that if the text was translated from A to B, the text also was translated back from B to A. Officially, this must be done by two bilingual translators who are familiar with both (source and target) languages.

In this research, translation was done by three people (including myself). This people all indicated to be bilingual with the English and Dutch language. The back-translation was done by two other bilingual people.

4.3 Pretesting the questionnaire


Certain cognitive processes operate when a respondent answers a survey question (or questionnaire). A respondent has to understand or encode the question, retrieve information from memory, weight the information and form a response. If a respondent experiences difficulties with those steps, the response to the question may contain some elements of error (Bolton, 1993).

A pretest is a small study (or pilot study) to determine how a questionnaire can be improved to minimize response errors (Converse & Presser, 1986), such as a respondent misinterpreting a certain question. A questionnaire can be very beneficial for the organizer of it, because response errors are one of the biggest contributors to questionnaire sampling errors (Assael & Keon, 1982).

The questionnaire, corresponding to this research, was pretested among four relatives. After they completed the pretesting questionnaire feedback was given about possible improvements, grammar errors and the sentence structure. They also gave some advices about different approaches and the point of view of the research. This advices were taken into account, and the questionnaire was improved.
4.4  Questionnaire


The second phase of this research was a survey using a questionnaire answered by regularly (minimal one visit a week) grocery shoppers who visited one (or more) of the four biggest and well-known supermarkets
 in the region of “het Westland”. Another condition for participating in the questionnaire was that the respondent must grocery shop for the entire household. This criteria are chosen because it is assumed that every household has fresh and/or new products on a regular (weekly/monthly) base. Assuming the opinions in the focus group, most people visit the supermarket for products in the interest of the entire household.
As mentioned before, the questions and variables used in the questionnaire are from the focus group information (quantitative part) and from previous literature which is discussed earlier in the chapter Theoretical Framework.

Oliver (1997) earlier measured the different types of loyalty based on a number of statements. In the questionnaire of this research, the statements (after adaption to the topic of this research) were used to measure loyalty. The adapted statements are displayed in Appendix B. Other statements, introduced by Brady and Cronin (2001) and Cronin, Brady and Hult (2002), were used to analyze the influence of trust, perceived value and trust on customer loyalty. The adapted statements are displayed in Appendix C.

For two efficiency reasons, there was a preference for putting the questionnaire online:
1. The number of questions in the questionnaire:
a. There were a significant number of variables in the questionnaire, especially because the research was based on four different grocery stores. If people indicated they visited all four the stores, they had to answer the same questions for all the stores separate.

b. The only questions which were store-independent were demographic and behavioural indicators (age, gender, spending et al.).
2. The preference for a large number of respondents (see further in the subchapter The number of respondents).
An online survey program, called Qualtrics, directly exported the results of the questionnaire to the statistical computer tool SPSS. In this way, there was no need to fill in all the answers manually and this saved a lot of expensive time.

The online link of the questionnaire was send to people in the family, friends, colleagues by email. Another 40 leaflets were put in the mailboxes of people in the neighbourhood.

The questionnaire was put online in the second and third week of June 2011.
Table 1 displays the descriptive statistics of the sample of 190 participants.

Table 1

Characteristics of the respondents (averages)
	Gender
	38% men

	
	62% women

	
	

	Net Income
	€ 3500,-

	
	

	Monthly spendings on grocery store products (per household)
	€ 477,33

	
	

	Age
	38 years

	
	

	Household Size
	3,02 persons


Overview  of the questionnaire

	Name of the questionnaire
	Customer Satisfaction and Customer Loyalty among Grocery Shoppers in het Westland

	Type of questionnaire
	Online questionnaire

	Website
	www.qualtrics.com

	Link to the questionnaire
	https://qtrial.qualtrics.com/SE/?SID=SV_0wEwf4FAcxeedhO

	Questionnaire open
	10 June 2011

	Questionnaire closed
	27 June 2011

	Number of respondents
	190


The English and Dutch hardcopy version of the questionnaire is added in Appendix E and F.
4.5 The number of respondents


When doing a research, in combination with a questionnaire or survey, it is always difficult to see when a research has enough respondents to make a good analysis.


With the help of a reliable website, http://www.surveysystem.com, a calculation was made to reveal who many respondents were needed for this research.
In case of this research, the number of residents are 100.000 corresponding with 40.000 households (2.5 persons per household). This 40.000 is the population in this research.

To calculate the number of respondents needed to fill in the questionnaire, two concepts are very important:

· The confidence level: This level is set at 95%. This 95% tells you who sure or certain you can be. In this case, outcomes are 95% certain.

· The confidence interval, also known as the margin of error: The level is set at 7.5%. This means that if an outcome of a particular question is 40%, you can be sure that if you asked the entire population, between 32.5% and 47.5% picked that answer.
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Figure 2. Determine the sample size of the population with a confidence level of 95%
Source: http//www.surveysystem.com/sscalc.htm
As showed in figure 2, there was a need for 170 respondents. Actually, in this research 190 respondents participated, so this is satisfactory result.



4.6 Validation Sample


While the first and second phase of the research were more descriptive, the third phase had a more observable character. In this phase of the study, the results of the first two parts were checked through a validation sample, in which actual behaviour was observed.

From 23 grocery shoppers, over a period variable from eight to sixteen weeks, the grocery store receipts were collected. If the receipts of a person were collected for eight weeks, the assumption was made that this was the same as two months. In this way, weeks of observation were compared with the answers on the questionnaire which were based on a month. The 23 grocery shoppers were also involved in the questionnaire, mentioned in the second phase of the research. In this way, the answers on the questions given in the questionnaire were compared with their actual behaviour.


By writing down the name of the grocery shopper, the cash expenditures, the shopping date and the name of the supermarket in the office program Excel, it was possible to analyze actual behaviour over time. In Appendix G the format of such an Excel file is displayed.
The following two indicators were compared:

1. Number of visits:
i. The number of collected grocery receipts (= actual number of visits).

ii. The number of visits, indicated by the respondent in the questionnaire.

       2.    Share of wallet:
iii. The share of wallet, base don the collected grocery receipts ( = actual share of wallet).

iv. The share of wallet, indicated by the respondent in the questionnaire.

By comparing i. with ii. and iii. with iiii.  it was verified, if the answers given in the questionnaire, are representative for the actual behaviour of the respondent.

After combining this results with the loyalty indicator “attitude to the store”, something was said about customer loyalty.







5. Data
5.1 Region

The region of interest in this research is a district in the southwest of the Netherlands, called Het Westland. Het Westland is located in the department Zuid-Holland and well-known cities as Rotterdam and The Hague are near this region (about 20-30 kilometers). Het Westland is very famous because of its glasshouse horticulture.
In figure 3, The Netherlands is displayed. The blue-marked region, in the southwest of the country, is Het Westland.
[image: image4.png]



Figure 3: An overview of The Netherlands, with Het Westland indicated by the blue-marked zone.
Source: http://www.energieleveranciers.nl/netbeheerders/overzicht-netbeheerders/westland-netwerk
The ten cities of this region are:

1. ‘s-Gravenzande

6.  Honselersdijk

2. Maasdijk


7.  Naaldwijk

3. De Lier



8.  Poeldijk

4. Wateringen


9.  Monster

5. Kwintsheul


10. Ter Heijde aan Zee

In figure 4, the graph of Het Westland is enlarged and in this figure the cities and villages are better visible.
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Figure 4: An overview of Het Westland (The Netherlands)



Source: http://www.nieuwslog.nl/2009/02/09/westland-best-voor-mkb-in-de-regio/
All ten cities/villages of this region together, count for around 100.000 residents, corresponding to 40.000 households. The distribution of those people, for each village can be seen in figure 5.
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Figure 5: Distribution of the residents per village in het Westland

Source: Database Gemeente Westland (http://www.gemeentewestland.nl)
5.2 Stores

This research, concerning customer satisfaction and loyalty among grocery shoppers, aims at the four most prominent stores in Het Westland, which are:

· Albert Heijn

· C1000

· Hoogvliet

· Lidl

In this section, these grocery stores will be further extricated.






Albert Heijn



Albert Heijn (1887), founded in the Dutch village Oostzaan, started when the 21 year old Albert Heijn took over the small grocery store of his father. In the next 124 years, Albert Heijn continually developed itself:

· 1910: Albert Heijn was located in ten establishments spread over whole the Netherlands.

· 1918: Albert made a excellent move by selling articles under his own name. The store grew in the following years and came again with new products and better service.

· 1952: Albert Heijn opened the first self-service store; no longer, customers were served one by one, but they could select and pick their own products by walking along the shelves with a shopping basket.

· 1973: Foundation of mother concern Ahold NV. From now on, Albert Heijn is part of the Ahold NV company.

· 1997: Introduction of the AH Bonus Card. In this way, customers can benefit of special promotions in the store.

· 1999: Introduction of Albert Heijn to go, where people can shop easy and quick.

· 2001: Beginning of the Albert Heijn web store.

· 2003: Price crises: Albert Heijn has to reformulate its strategy because of the upcoming competition and the bad price image of Albert Heijn.

At the moment, 2011, Albert Heijn grows into the largest grocery firm in the Netherlands. Currently, the firm has over 700 physical stores all over the country.

In the Netherlands, four types of stores are present:

· Albert Heijn area stores are the local grocery stores which are present in the centre of Dutch towns.

· Albert Heijn XL is the big Albert Heijn meant for the big shoppers. This kind of stores have a large assortment, a lot of parking space and a lot of special promotions every week. This type of grocery store is meant for the easy shoppers.

· [image: image1.jpg]


Albert Heijn to go is a easy store with healthy and quick solutions for eating or drinking at work or underway. Easiness, freshness and quality are the main characteristics for this type of Albert Heijn.





· Albert Heijn Web Store is meant for customers who want to shop at home. Especially meant for people who aren’t available to come to the physical store so Albert Heijn made it easy for them to order behind the computer and let the products delivered at home. This ‘store’ is open 24/7 and so at every time, people can order products.

Albert Heijn has a lot of experience with loyalty programs. The company makes use of:

· Air Miles

· AH Bonus Card

· Saving stamps

· Top Clients Program

With the Air Miles, a Albert Heijn customers saves point every time the customer purchases products at the store. After a while, the client can buy products with the saved Air Miles, in stead of real money. Those Air Miles can be ‘spend’ in a lot of stores over the whole world.

The AH Bonus Card is a popular loyalty issue and works very easy for the Albert Heijn customer. When there is a certain product on discount, the customer really get that discount by scanning his or her Bonus Card at the cash desk. If the customer accidentally has forgotten the Bonus Card, the client will even get the discount but this is unfavourable for Albert Heijn itself. Every time when the person behind the cash desk scans the Bonus Card, the information of the products bought at that time are saved in a huge database with all kind of client information. In this way, Albert Heijn can make different segment and in this way the store knows how to target groups of clients.


Customers can save stamps during special periods held by Albert Heijn. Every year, Albert Heijn has action period, like ‘Football graphics (Voetbalplaatjes)’ during a big football event. Those actions are always a big hype in the Netherlands and so this loyalty program works quite well.

For the customers, who spend quite a fortune at Albert Heijn, the firm organizes special nights like ‘wine taste evenings’. This kinds of events are part of the Top Clients Program. The clients who are invited for such events do have a special Bonus Card and in this sense Albert Heijn can analyze this clients and focus on them by giving them a special treatment.

C1000


C1000, founded in 1888 by the Dutch family Schuitema, is one of the biggest grocery stores in the Netherlands. The 11.000 different articles are supplied in 395 stores over the whole country. The last century, a lot of revolutions took place:

· 1931: The firm of the family Schuitema merged with eleven grocery store suppliers who were specialized in the purchase front.

· 1937: Not only the purchase issues, but also the selling front was interested for the Schuitema’s. The inbound entrepreneurs started together under the name: Centra

· 1945: After World War II, the market for the products of Centra expanded. The traders started with the diversification of products. Not only grocery products, but all kind of industries were entered.

· End 1970s: The recession of this time damaged the position of the firm. Consumers ignored Centra and visited the wholesalers. For the top of Centra, this was the sign to revitalize its strategy: a more price-conscious supplier, called C1000.

· 1985: The hundredth C1000 was opened in the Netherlands.

· Beginning of the 21th century: Through the price war, the position of C1000 came under pressure. People, all choose for other (cheaper) grocery formulas.

· 2008: The firm started with a new ‘C1000 strategy’: fresh and sharp prices in combination with local entrepreneurship.

· 2009: C1000 took over eighty stores of the grocery firm Super de Boer.

C1000 has, like other grocery stores, periods with special actions to increase the loyalty of its clients:
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C1000 Partij Handel: C1000 takes in a huge inventory of some products and will give people an extra discount if the customer will buy a huge amount of the assortment.
· 10 soorten Groenten en Fruit, 1 euro: Customers can choose every two weeks, ten types of vegetables or fruit for a special reduced price.

· Savings stamps: Customers save stamps by every visit at the store. For example, for every ten euro which is spend at the store, the customer get a stamp. When the customer has a full card, a product for free is given away.
· Special Actions: C1000 organizes promotion periods in which people get a futility for free. For example, last December (2010) C1000 began with the ‘Stars of Football’ action period. Customers who spend a certain amount at the cash desk get some images of famous football players for free.

At the moment, C1000 is busy with the development of a new loyalty program. It’s not known if it will be a Customer Card (like the Albert Heijn) or another system. C1000 is sure that 70% of the revenues will be thanks to the Customer Card.

Hoogvliet


Dutch grocery store Hoogvliet B.V. (1968) is present in four districts of the Netherlands (Zuid-Holland, Noord-Holland, Gelderland and Utrecht). The main distribution- and service centre is settled in Alphen a/d Rijn. The company is well known for its service, quality and customer focus.

In 1968, Leen Hoogvliet established the first type of Hoogvliet formula in the Netherlands. 
The store is characterized by its simple design and its low priced products. Over the last 40 years, the formula of the store is remained the same: high quality products for a low price. The firm counts 60 grocery stores (and 55 victualler stores) corresponding to 5.000 employees. On their website, Hoogvliet stated the following strong characteristics of the firm:

1. Cheap: Hoogvliets slogan is not without any reason: Proved to be the cheapest!

2. Quality: the first condition for Hoogvliet is the quality of their assortment.

3. Friendly: the personnel of Hoogvliet is very hospitable and kind to clients.

4. Easiness: shopping in Hoogvliet is very easy and can be quick.

5. Responsible: staff and organization feel responsible for the environment.

Hoogvliet has a few special/action periods to increase loyalty:

· Saving Action cash receipt: The action period is held every three weeks. In this period people get stamps on their cash receipt. When people have a certain amount of stamps they have to paste those stamps on a saving card and deliver this card at the cash desk. In exchange for this, people receive the product which was on action that period. Every three weeks, a new product is chosen as action product.
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Saving stamps actions: In certain periods, Hoogvliet organizes special actions to attract the customer to the store. For every 10 euro the customer spend at the cash desk, the customer receives a stamp. When people have a certain amount of stamps, he or she can exchange the stamps for the action product that is considered that period.

· Customer Card: If the customer visits Hoogvliet, for every ten cents he or she can buy a Hoogvliet point for one cent. The points are automatically send to the customer card. In this way, people can collect points and spend the points to (more luxury) products on a certain moment. The customer also can choose to pay out the points. Very profitable if it’s known that Hoogvliet reimburses a premium of six percent.
· Special Action: To please and attract the customer, Hoogvliet gives their customers a futility when the total spending amount is above a limit. Most of the time, the give-aways are part of a whole series so people have to come back to Hoogvliet to collect them all. For example, last spring, “ the Monskeys” were a fad for most children. Monskeys were small doodles which were given away by each fifteen euro spend at Hoogvliet. In total, 32 different Monskeys were designed.

Lidl


Lidl (1930) is a from origin German hard grocery discounter which is present with 5.000 stores spread over seventeen countries in Europe. The founder of Lidl, Joseph Schwarz, named the firm in first instance to its own name (Schwarz Market). After translating this name (Black Market), he decided to rename the store to Lidl.


Lidl Netherlands is founded in 1995 and is dispersed over the whole country. The firm is separated in five different parts in the Netherlands with all its own distribution office.

Lidl is well known for its low priced (non-branded) product assortment and the low service. For a lot of people that’s enough to purchase their products at Lidl. Lidl doesn’t have special actions like other grocery stores as Albert Heijn, C1000 and Hoogvliet.
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Every week, Lidl gives out a advertisement leaflet with their action products.
5.3 Region and grocery stores

Nine of the ten cities (except Ter Heijde aan Zee) in Het Westland has the availability of one grocery store or even more.  A graphical show-case of the region with its stores can be seen in figure 6.
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Figure 6: Het Westland and the grocery stores
Source: http://www.opentot.nl/Supermarkt/Westland
The graph is not for the full 100 percent perfect; some logos of stores are shown behind each other. For the completeness the stores, which are present in each city are mentioned:
· Albert Heijn
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Remarks corresponding the selection of stores and region:

1. As shown in figure 3, Hoek van Holland (city and no part of Het Westland) owns a Lidl and an Aldi grocery store. This research is only meant for Het Westland and so those stores are not taken into account.

2. As shown in figure 3, Maasdijk (city and part of Het Westland) owns a Plus Supermarket (grocery store). Maasdijk is a small city (less than 5.000 residents) and the number of visitors of this store are expected to be low, so this grocery store is not taken into account.






5.4 Sample

In the chapter Methodology, the issues concerning the sample size and its characteristics were discussed. It was concluded that the sample size of 190 respondents was a sufficient number and was above the 170 respondents which were needed one forehand.

In this way, the margin of error is lower and the results will be more accurate.

It’s also interesting to know where the data came from. As said before, the focus group was held among seven people. Those participants were from three different generations, so the factor “age” was guaranteed. These relatives gave some input, thoughts and ideas about grocery shopping,  in other words, they all discussed all sorts of interfaces of grocery shopping.

The questionnaire, held among 190 respondents, was distributed by email in which the link to the online questionnaire off course was present. This email was send to family (spread over the whole region), friends (also present in a number of towns/villages). The participants were requested to send through the email to relatives and/or friends of them who live in het Westland. Some people confirmed they send through the email.
Also, an announcement was posted on the homepage of the company (Rabobank Westland) I work for. If my colleagues started up the Internet browser, they could have seen my announcement on the digital notice board. Rabobank Westland has establishments in nine of the ten cities in het Westland, so it is assumed that this sample of this type of respondents was random.
Another way to extend the number of respondents, was putting a leaflet (including the website link) in the mailbox of another 40 households in my neighbourhood. A lot of people in the neighbourhood confirmed that they filled in the questionnaire.
The website, which facilitates the online questionnaire, Qualtrics, was checked continually to see how the number of respondents grew. Especially after distributing the questionnaire in another way, the number of respondents was observed to see if people react on that certain type of recruitment. After all, the general thought is that the respondents are near or less equally distributed over the different types of recruitment actions.
Overview of the data
	Number of residents
	100.000

	Number of households
	40.000

	Average number of people per Household
	2.5

	Number of respondents
	190

	Margin of error
	slightly less than 7.5%

	Distribution of the questionnaire by ….
	email, online notice board, leaflets







6. Results

The main results of the research point to several interesting findings which are presented in this section of the thesis.






6.1 Qualitative Research

From the focus group, held among seven participants, interesting information was obtained. The participants talked, but also discussed about grocery shopping in general and indicated what they found important in their choice by visiting a grocery store.
Thirteen satisfaction indicators were discovered during the focus group. Those indicators are shown in Appendix D. For most of the participants, satisfaction was the most important driver of customer loyalty, that’s why the accent of this research was on this driver.
6.2 Descriptive Findings

The findings in table 2 confirms that a majority (158 of the 190) of the respondents visited Albert Heijn. The other three stores, C1000 (60), Hoogvliet (76), Lidl (40), are visited by nearly the same (lower) number of people.

Customers of Albert Heijn visited this store more frequently per month. These clients visited Albert Heijn 7.47 times on average, while C1000 (3,97), Hoogvliet (5,89) and Lidl (2,75) clearly had less frequent grocery shoppers. The extremes, concerning the number of visits for each store, are visible in the last two columns of table 2.

Table 2

Summary of the number of visits by customers of grocery stores (N=190)

	Store
	Number of people who visited the store last month
	Mean number of times the customer visited

the store last month
	Minimum number of times a person visited the store last month
	Maximum number of times a person visited the store last month

	Albert Heijn
	158
	7.47
	1
	25

	C1000
	60
	3.97
	1
	15

	Hoogvliet
	76
	5.89
	1
	24

	Lidl
	40
	2.75
	1
	10



Table 3 indicates the availability of grocery stores, people have in the residence they live. 81% percent of the customers has an Albert Heijn establishment in their own village or town. A Lidl establishment is less frequently available; only 47 (25%) grocery shoppers can go to an Lidl in their own village.

Table 3

Summary of the number of people of which an establishment of the grocery store is in their residence (N=190)
	Store
	Establishment
	no establishment

	Albert Heijn
	154 (81%)
	36 (19%)

	C1000
	143 (75%)
	47 (25%)

	Hoogvliet
	91 (48%)
	99 (52%)

	Lidl
	47 (25%)
	143 (75%)


Note: relative numbers are in parentheses

6.3 Survey Findings

Based on the analysis, the purpose is to derive the drivers of customer satisfaction and later on customer loyalty among grocery shoppers in the Netherlands.

Attitude to the Store and Number of Visits predicting Customer Satisfaction


To analyze the impact of the attitude of customers to the store on customer satisfaction, it is interesting to see what the average numbers are concerning these two variables. As shown in table 4, the attitude to Hoogvliet and Albert Heijn are the highest (around 5.8), followed by Lidl and C1000. The satisfaction at Hoogvliet is the highest, while the other three stores are close to each other.
Table 4

Summary of the attitude and number of visits to and the satisfaction at the grocery store
	
	Attitude to the grocery store*
	Number of visits to the grocery store
	Satisfaction at the grocery store*

	Albert Heijn
	5.75
	7.47
	5.31

	C1000
	4.78
	3.97
	5.32

	Hoogvliet
	5.82
	5.89
	5.91

	Lidl
	4.93
	2.75
	5.20


Note.
* = Numbers shown are the means of the respondents ratings with a maximum of seven.
Satisfaction at the grocery store is measured by the average of the thirteen satisfaction indicators.

As shown, the attitude to Hoogvliet and Albert Heijn is the highest (around 5.8), followed by Lidl and C1000. The satisfaction at Hoogvliet is the highest, while the other three stores are close to each other.

Table 5 shows that attitude to the grocery store has a positive and significant (at 5%) effect on customer satisfaction. This magnitude of the effect is the largest for Lidl, but all parameters are quite the same. So the data supports hypothesis 1: Customer satisfaction at a grocery store is positively affected by the attitude that this customer has to that grocery store.
Table 5 

Summary of Regression Analysis for the attitude to the grocery store predicting customer satisfaction (Unstanderdized Coefficient B)
	Variable


	Satisfaction with Albert Heijn


	Satisfaction with
C1000


	Satisfaction with
Hoogvliet


	Satisfaction with
Lidl



	Attitude to the grocery store


	.562**
	.413**
	.573**
	.604**


Note.
Dependent variable: customer satisfaction
Customer satisfaction is measured by the average of the scores on the thirteen satisfaction indicators.
 ** = p < .05
The descriptive statistics concerning another driver of  customer satisfaction, the number of visits to the grocery store, is also displayed in table 4. It can be seen that Albert Heijn has the most frequent customers, while Hoogvliet is the second best. Customers of Lidl are the less frequent present in the grocery store.


Table 6 shows that the number of visits to the grocery store, for all four stores had a (little) positive impact on customer satisfaction, and only for Hoogvliet this effect is significant at the 5% level. So the data only supports the second hypothesis for one of the four stores: Customer satisfaction at Hoogvliet is positively affected by the number of visits that this customer brings to that grocery store.
Table 6 

Summary of Regression Analysis for the number of visits to the grocery store predicting customer satisfaction (Unstanderdized Coefficient B)
	Variable


	Satisfaction with Albert Heijn


	Satisfaction with
C1000


	Satisfaction with
Hoogvliet


	Satisfaction with
Lidl



	Number of visits to the grocery store


	.001
	.013
	.068**
	.097


Note.
Dependent variable: customer satisfaction
Customer satisfaction is measured by the average of the scores on the thirteen satisfaction indicators.
** = p < .05
Attitude to the Store and Number of Visits predicting Customer Loyalty



As discussed earlier, customer loyalty can be divided in four types. The cognitive type, the affective type, the conative type and the action type. Before the results can be analyzed, table 7 first visualizes the loyalty scores for each of the grocery stores.

The number concerning the independent variables, the attitude to the store and the number of visits to the store, are displayed earlier in table 4.
Table 7

Loyalty scores for each of the four grocery stores
	
	Cognitive loyalty
	Affective loyalty
	Conative loyalty
	Action loyalty
	Average loyalty

	Albert Heijn
	4.72
	5.54
	5.17
	3.90
	4.81

	C1000
	3.59
	4.64
	3.97
	3.03
	3.85

	Hoogvliet
	4.82
	5.53
	4.84
	4.03
	4.76

	Lidl
	3.29
	4.27
	3.84
	2.83
	3.63


Note. Numbers shown are the means of the respondents scores on the survey statements. Higher numbers indicates higher loyalty scores (maximum 7).
As shown, the average loyalty is the highest for Albert Heijn, followed closely by Hoogvliet (around 4.8 both). Customer of C1000 and Lidl are less loyal, 3.85 and 3.63 respectively.
Table 8

Summary of Regression Analysis for the attitude to the grocery store predicting customer loyalty (Unstanderdized Coefficient B)
	Variable


	Customer loyalty to
Albert Heijn


	Customer loyalty to
C1000


	Customer loyalty to
Hoogvliet


	Customer loyalty to
Lidl



	Attitude to the grocery store
	Cognitive = .590**

Affective = .579**

Conative = .466**

Action = .429**


	Cognitive = .524**

Affective = .666**

Conative = .481**

Action = .446**


	Cognitive = .834**

Affective = .555**

Conative = .553**

Action = .966**


	Cognitive = .579**

Affective = .517**

Conative = .582**

Action = .864**



	
	
	
	
	


Note.
 Dependent variable: customer loyalty (four types)
** = p < .05

As expected in table 8, the attitude to the grocery store has a positive and significant effect on all the four grocery stores. This effect applies for all the four types of loyalty (cognitive, affective, conative and action). So, also the third hypothesis is confirmed.
Table 9 shows that the fourth hypothesis, partly can be accepted: cognitive loyalty is affected positively by the number of visits to the grocery store for all the four stores, while the affective loyalty variable is positively affected for only two of the four stores (C1000 and Hoogvliet). Conative loyalty is only affected in a positive way by the number of visits of Hoogvliet customers and the number of visits to the store have a positive affect on action loyalty for the three of the four stores, only the effect concerning Lidl was found insignificant. This can be due to the small number of customers of Lidl in the analyses.
Table 9

Summary of Regression Analysis for the number of visits to the grocery store predicting customer loyalty (Unstanderdized Coefficient B)
	Variable


	Customer loyalty to
Albert Heijn


	Customer loyalty to
C1000


	Customer loyalty to
Hoogvliet


	Customer loyalty to
Lidl



	Number of visits to the grocery store
	Cognitive = .063**

Affective = 0.028

Conative = 0.026

Action = 0.060**


	Cognitive = .127**

Affective = .133**

Conative = .105

Action = .126*


	Cognitive = .134**

Affective = .063**

Conative = .089**

Action = .165**


	Cognitive = .193**

Affective = .076

Conative = .109

Action = .350



	
	
	
	
	


Note.
Dependent variable: customer loyalty (four types)
** = p < .05
* = p < .10

Figure 7 displays, four scatter plots (one for each store), to see the relationship between the number of visits (x-axis) and the relative attitude (y-axis). Based on this figure, something can be said about which type of loyalty, based on Dick and Basu (1994), is present for each grocery store.

The figure shows that most of the respondents are located in the upper left corner. According to Dick and Basu (1994) this means they meet the requirements for the ‘ latent loyalty condition’, a high relative attitude combined with a low number of visits to the grocery store. According to Dick and Basu (1994) this is due to customers like variety seeking and so the number of visits to the store are relatively low, while the attitude is high.

According to the figure, Hoogvliet has the highest share in the upper left ‘latent loyalty square’. Customers from this grocery store are the most loyal, while the dots in the figure of C1000 are more dispersed and so are active in more loyalty conditions.

1)
Albert Heijn




2)
C1000
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3)
Hoogvliet




4)
Lidl
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Figure 7
Relationship between the number of visits to the store and the relative attitude to the store for each of the four grocery stores

The only remark of this figure is that the x-axis is in a mirror graphical image. Usually, just like in figure 7, the x-axis starts with 0 in the below left corner. The x-axis of the figure of Dick and Basu (1994), discussed in Theoretical Framework,  is reverse printed and so the figure has to be analyzed in the reverse direction, concerning the x-axis. The y-axis is, compared to Dick and Basu (1994), the same.

The Effect of Perceived Value, Trust and Satisfaction on Customer Loyalty


Before the possible effect of perceived value, trust and satisfaction on customer loyalty can be discussed, some general numbers about this variables must be handled. In table 10 the scores for these three drivers on the four grocery stores are shown.

Table 10

Scores of perceived value, trust and satisfaction at each of the grocery stores

	
	Perceived Value
	Trust
	Satisfaction

	Albert Heijn
	5.16
	4.55
	4.95

	C1000
	4.45
	4.17
	4.23

	Hoogvliet
	5.36
	4.64
	5.16

	Lidl
	4.67
	4.10
	4.74


Note: Numbers shown are the means of the respondents scores on the survey statements. Higher numbers indicates higher scores (maximum 7).

As shown in the table, Hoogvliet scores the highest on all three drivers, while Albert Heijn repeatedly is second best. This means that customers of Hoogvliet have the highest perceived value, trust and satisfaction in their store. Lidl and C1000 both score lower on all three drivers.

Consistent with the implications of previous literature, the findings indicate that the perceived value of the customer towards the grocery store have a positive and significant effect on all the four loyalty indicators. Those findings are applicable on all the four stores and the results are confirmed in table 11. That for, the fifth hypothesis was confirmed.
Table 11

Summary of Regression Analysis for perceived value at the grocery store predicting customer loyalty (Unstanderdized Coefficient B)
	Variable


	Customer loyalty to
Albert Heijn


	Customer loyalty to
C1000


	Customer loyalty to
Hoogvliet


	Customer loyalty to
Lidl



	Perceived value at the grocery store
	Cognitive = .537**

Affective = .666**

Conative = .445**

Action = .322**


	Cognitive = .537**

Affective = .671**

Conative = .532**

Action = .586**


	Cognitive = .816**

Affective = .690**

Conative = .364**

Action = .946**


	Cognitive = .394*

Affective = .363**

Conative = .407**

Action = .673**



	
	
	
	
	


Note.
Dependent variable: customer loyalty (four types)
** = p < .05
* = p < .10

The trust in a grocery store has found to be another factor which has a positive effect on all types of customer loyalty. This confirms hypothesis 6: The customer loyalty (cognitive, affective, conative and action) at a grocery is positively affected by the level of trust that this customer gets at that grocery store. The results, applied to all four stores, are visible in table 12.
Table 12

Summary of Regression Analysis for trust in the grocery store predicting customer loyalty (Unstanderdized Coefficient B)
	Variable


	Customer loyalty to
Albert Heijn


	Customer loyalty to
C1000


	Customer loyalty to
Hoogvliet


	Customer loyalty to
Lidl



	Trust in the grocery store
	Cognitive = .596**

Affective = .612**

Conative = .504**

Action = .460**


	Cognitive = .605**

Affective = .839**

Conative = .682**

Action = .856**


	Cognitive = .891**

Affective = .638**

Conative = .520**

Action = 1.061**


	Cognitive = .593**

Affective = .500**

Conative = .565**

Action = .771**



	
	
	
	
	


Note.
Dependent variable: customer loyalty (four types)
** = p < .05
Table 13 confirms that satisfaction at each grocery store has a positive significant effect on the level of loyalty. So, hypothesis 7 can be confirmed: The customer loyalty (cognitive, affective, conative and action) at a grocery is positively affected by the level op satisfaction that this customer gets at that grocery store.
Table 13

Summary of Regression Analysis for satisfaction at the grocery store predicting customer loyalty (Unstanderdized Coefficient B)
	Variable


	Customer loyalty to
Albert Heijn


	Customer loyalty to
C1000


	Customer loyalty to
Hoogvliet


	Customer loyalty to
Lidl



	Satisfaction at the grocery store
	Cognitive = .767**

Affective = .709**

Conative = .651**

Action = .751**


	Cognitive = .730**

Affective = .783**

Conative = .714**

Action = .740**


	Cognitive = .881**

Affective = .585**

Conative = .725**

Action = 1.019**


	Cognitive = .381

Affective = .664**

Conative = .763**

Action = .427**



	
	
	
	
	


Note.
Dependent variable: customer loyalty (four types)
** = p < .05




Customer Satisfaction vs. Customer Loyalty


The relationship between customer satisfaction and customer loyalty is a very discussed topic. The impact of moderators (age, gender, income, level of variety seeking and shopping involvement) is less discussed. In this subchapter, the results concerning the relationship between customer satisfaction and loyalty will be discussed. Also the role of moderators was analyzed.

Table 14 displays the effect of customer satisfaction on customer loyalty.

For Albert Heijn, C1000 and Hoogvliet, all four loyalty indicators are found to be positively affected by customer satisfaction. Concerning Lidl, only for the affective – and conative loyalty this is the case. This result confirms hypothesis 8: Customer satisfaction, based on thirteen satisfaction indicators, at a grocery store has a positive influence on customer loyalty at that grocery store.
Table 14

Summary of Regression Analysis for customer satisfaction at the grocery store predicting customer loyalty (Unstanderdized Coefficient B)
	Variable


	Customer loyalty to
Albert Heijn


	Customer loyalty to
C1000


	Customer loyalty to
Hoogvliet


	Customer loyalty to
Lidl



	Customer satisfaction at the grocery store
	Cognitive = .711**

Affective = .638**

Conative = .524**

Action = .376**


	Cognitive = .376**

Affective = .479**

Conative = .696**

Action = .478**


	Cognitive = .769**

Affective = .760**

Conative = .499**

Action = .729**


	Cognitive = .383

Affective = .407**

Conative = .623**

Action = .397



	
	
	
	
	


Note.
Dependent variable: customer loyalty (four types)
** = p < .05

Customer Satisfaction vs. Customer Loyalty and the Impact of Moderators


Table 15 displays the results concerning the (interaction) effects of demographic and behavioural issues. The impact of gender on the relationship between customer satisfaction and customer loyalty is dispersed but insignificant in all cases. This indicates that there is no difference between men or women in moderating the relationship between satisfaction and loyalty, although the impact of customer satisfaction on customer loyalty is slightly more effective for women in three of the four cases. So, the ninth hypothesis is rejected.

The effect of age on the relationship between satisfaction and loyalty is dispersed: one time the effect is moderating in a negative way and the other three times the effect is moderating in the opposite way. Only for grocery store Hoogvliet, the direct effect of age  positive and significant. The other numbers are insignificant and so the age of a respondent has no direct impact on the effect of satisfaction on loyalty in those stores. This means that hypothesis 10 is rejected.

The direct – and indirect effects of the shopping involvement are all positive but at the same time insignificant. This means that the involvement of grocery shoppers, which means the effort, time and interest concerning shopping, has no influence on the relationship between satisfaction and loyalty. So, hypothesis 11 is rejected.


The direct effect of variety seeking is positive and significant for Albert Heijn and Lidl. The interaction effect (satisfaction*variety seeking) is insignificant in all four cases which means that the level of variety seeking has no moderating effect on the relationship between customer satisfaction and customer loyalty. So, hypothesis 12 is rejected.
Table 15

Summary of Regression Analysis for the influence of moderators on the relationship between customer satisfaction and customer loyalty in grocery stores (Unstanderdized Coefficient B)
	Variable


	Customer loyalty to
Albert Heijn


	Customer loyalty to
C1000


	Customer loyalty to
Hoogvliet


	Customer loyalty to 
Lidl



	Satisfaction
	    .524**
	.429
	.333
	1.129*

	Gender
	.586
	-.121
	-.079
	-.334

	Satisfaction*gender
	.098
	-.141
	 .044
	 .224

	Age
	-.118
	 .268
	    .492*
	-.280

	Satisfaction*age
	-.054
	 .134
	 .111
	 .227

	Shopping involvement
	 .084
	 .132
	 .083
	-.204

	Satisfaction*shopping involvement
	 .140
	-.058
	 .031
	 .336

	Variety seeking
	  -.146*
	 .026
	-.086
	      .696**

	Satisfaction*variety seeking
	-.020
	 .105
	-.218
	  -.396


Note.
Dependent variable: customer loyalty (average cognitive-, affective, conative and action loyalty)

Customer satisfaction is measured by the thirteen satisfaction indicators. Interaction effects are in italic.
** = p < .05
* = p < .10
6.4 Validation Sample


In this validation sample, the actual behaviour of the respondent was compared with the answers given in the questionnaire. The hope was that the difference between these two numbers was small and so the null hypothesis (HO) was accepted.

The following two factors were compared:

· Number of visits. To see if the actual behaviour corresponded with their behaviour in the questionnaire, the following hypothesis was tested:
· H0: actual number = number indicated in the questionnaire

· Ha: actual number ≠ number indicated in the questionnaire

· Share of wallet (€). To see if the actual behaviour corresponded with their behaviour in the questionnaire, the following hypothesis was tested:
· H0: actual share of wallet = share of wallet indicated in the questionnaire

· Ha: actual share of wallet ≠ share of wallet indicated  in the questionnaire

Table 16 shows the results of the comparison of the actual number of visits and the number of visits indicated by the respondent in the questionnaire. The second column presents the difference between those two numbers. The numbers are close to zero and this confirms that people made a good estimation of the number of visits to the grocery store. The fourth column supports this by indicating that the numbers are significant and so H0 can be accepted, that means that the actual number of visits is equal to the number of visits indicated in the questionnaire.

Table 16

Summary of Compare Means concerning the actual number of visits to the grocery store and the number of visits to the grocery store indicated by the questionnaire
	Store
	Mean
	t-value
	significance (two-tailed)

	Albert Heijn


	0.293
	0.624
	0.539

	C1000


	-0.217
	-0.391
	0.700

	Hoogvliet


	0.239
	0.146
	0.885

	Lidl


	-0.043
	-0.327
	0.747


Note. Mean is measured by the actual visits (indicated by the grocery receipts) – the number of visits the respondent mentioned in the questionnaire.
Table 17

Summary of Compare Means concerning the actual share of wallet (indicated by the grocery receipts) at the grocery store and the share of wallet spend at the grocery store indicated by the questionnaire

	Store
	Mean
	t-value
	significance (two-tailed)

	Albert Heijn


	-.00304
	 -.004
	.997

	C1000


	-.18957
	  -.238
	.814

	Hoogvliet


	.33000
	   .397
	.695

	Lidl


	-.13783
	-1.530
	.140


Note. Mean is measured by the actual share of wallet (indicated by the grocery receipts) – the share of wallet the respondent mentioned in the questionnaire.
Table 17 displays the results of the comparison of the actual share of wallet and the share of wallet indicated by the respondent in the questionnaire. The second column presents the difference between those two numbers. Again, the numbers are close to zero and this confirms that people made a good estimation of their own behaviour. The fourth column supports this by indicating that the numbers are significant for all the four stores.

So, again H0 can be accepted, this means that the actual share of wallet is equal to the share of wallet indicated in the questionnaire.

After this, there can’t be said anything about loyalty, only about the self-knowledge of people concerning grocery shopping.

If something must be said about customer loyalty, the information acquired in the previous step had to be linked to a customer loyalty indicator. For this, the attitude to the grocery store, was used. The two factors, which were compared earlier, were the influencers of the dependent variable, attitude to the grocery store.
This test was, because of multicolinearity
, done two times in which both influencers were taken separate as independent variables.
Table 18

Regression analysis for the actual number of visits to the store and the actual share of wallet spending at the store predicting the attitude to the store (Unstanderdized Coefficient B)

	Variable


	Attitude to
Albert Heijn


	Attitude to
C1000


	Attitude to
Hoogvliet


	Attitude to
Lidl



	Number of visits


	.302**
	.370**
	.181**
	.671**

	Share of Wallet


	.069**
	.066
	.067**
	.243**


Note. ** = p < .05
Figure 18 displays the results of the tests. The results indicates that the number of visits as well as the share of wallet have a positive and significant effect on the attitude to the store. The effect of the number of visits to the grocery store is quite higher for all the four stores.






7. Conclusion

In this research, the main drivers of customer loyalty and the relationship between customer satisfaction and customer loyalty were analyzed. The investigation was based  on the grocery store sector in Het Westland, a region in the southwest of The Netherlands.
By examining several factors as possible determinants of customer satisfaction and customer loyalty, the purpose of this research is to provide a clear view of grocery store loyalty in a region of the Netherlands. The outcomes of this research could give retail managers, especially of grocery stores, a view how satisfaction and loyalty can be build.

7.1 Discussion


Academic research on customer loyalty has received significant attention. The majority of this research conceptualized loyalty as a combination of repeat purchases (number of visits) and the relative attitude to the entity (Homburg & Giering, 1988). This research confirmed this partly, by accepting the hypotheses that the relative attitude to the store has a positive impact on customer satisfaction and customer loyalty. The magnitude of the attitude effect is near the same if the numbers for satisfaction and loyalty were compared.


The effect of the number of visits on customer satisfaction is only significant in case of Hoogvliet, while the repeat patronage has a significant effect on cognitive loyalty (4 out of 4), affective loyalty (2 out of 4) and action loyalty (3 out of 4). So, it is concluded that attitude to the store is a better loyalty indicator than the number of visits people bring to the store.
The influence of trust, perceived value and satisfaction was investigated in earlier research (Lau & Lee, 1999; Bolton & Drew, 1991; Oliver, 1999). The current research also confirmed that trust, perceived value and satisfaction have a positive impact on all the four types of loyalty (cognitive loyalty, affective loyalty, conative loyalty and action loyalty). The effect of those three drivers was the largest for the stores of Hoogvliet.
The positive effect of customer satisfaction on customer loyalty is confirmed by this study. All four types of loyalty are affected by customer satisfaction at the grocery store. Again, the magnitude of the effect was the largest for Hoogvliet.

While Homburg and Giering (1988) confirmed the hypothesis that some demographic and behavioural variables have a significant and moderating effect on the satisfaction-loyalty relationship, this research didn’t found this results. The moderating effect of gender, age, the level of variety seeking and the shopping involvement is not found significant.

So, the last four hypotheses which stated that the demographic and behavioural indicators have a impact on the relationship between customer satisfaction and customer loyalty, were rejected.
It is also found that 23 people in the validation sample can estimate their own behaviour, concerning number of visits to the store and the share of wallet, quite accurate. The effect of those two drivers (number of visits to the store and the share of wallet) was found positive and significant on the attitude to the store, concluding that the number of visits and the corresponding share of wallet had a positive effect on the relative attitude to the grocery store.
7.2 Limitations and Further Research

This study, has several limitations, which offer useful objectives for further research. First, the data in this research is based on the four major supermarkets in the region. Albert Heijn, C1000, Hoogvliet an Lidl are well-known and present in most of the villages. The data of Plus Supermarket, a grocery store in a small town (Maasdijk), was not taken into account. To get the full picture of customer satisfaction and loyalty, store data of Plus should be analyzed in further research.

Second, Het Westland covers a relative small amount of space in the Netherlands. It’s unknown if the findings are generalizable for other parts of the country. Further research could examine the same sort of research in other regions of The Netherlands, to overcome this problem.

Third, this research neglects information about the residence of the respondents. By knowing the place of living of the respondents, it’s better visible if the respondents are equally well distributed among the villages and towns in the region. By taking this variable into account, the randomness of the research could be better defended.


Fourth, grocery store products can be seen as low involvement products. It might be interesting to analyze the relationship and drivers of loyalty in other product categories. For instance, the loyalty to high-tech products might be influenced by the same drivers as analyzed in this study. Further research could focus on the extension of this research.

Also the impact of moderators, which was not found in the current research, could have any influence on other types of products.
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Hypotheses

H1:
The customer satisfaction at a grocery store is positively affected by the relative attitude that this customer has to that grocery store.

H2:
The customer satisfaction at a grocery store is positively affected by the number of visits that this customer brings to that grocery store.

H3:
The customer loyalty at a grocery store is positively affected by the relative attitude that this customer has to that grocery store.

H4:
The customer loyalty at a grocery store is positively affected by the number of visits that this customer brings to that grocery store.

H5:
The customer loyalty (cognitive, affective, conative and action) at a grocery is positively affected by the perceived value that this customer gets at that grocery store.

H6:
The customer loyalty (cognitive, affective, conative and action) at a grocery is positively affected by the level of trust that this customer gets at that grocery store.

H7:
The customer loyalty (cognitive, affective, conative and action) at a grocery is positively affected by the level op satisfaction that this customer gets at that grocery store.

H8:
Customer satisfaction at a grocery store has a positive influence on customer loyalty at that grocery store.

H9:
The impact of customer satisfaction on customer loyalty (concerning grocery shopping) is stronger for men than for women.

H10:
The impact of customer satisfaction on customer loyalty (concerning grocery shopping) is stronger for younger people than for older people.

H11:
The impact of customer satisfaction on customer loyalty (concerning grocery shopping) is stronger for people who are less involved in grocery shopping.

H12:
The impact of customer satisfaction on customer loyalty (concerning grocery shopping) is stronger for people with a low drive of variety.
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Variables used in the questionnaire (1)
Cognitive Loyalty
Please indicate your level of agreement towards the following statements using a scale from 1 to 7 where 1 means totally disagree and 7 means totally agree.
The statements below were adapted from the article by Oliver (1997).

	I believe that using this grocery store is preferable over other grocery store

	I believe that this grocery store has the best offers at the moment

	I believe that the products of this grocery store are badly suited to what I like(

	I prefer the service of this grocery store to the service of competitors


Affective Loyalty
Please indicate your level of agreement towards the following statements using a scale from 1 to 7 where 1 means totally disagree and 7 means totally agree.
The statements below were adapted from the article by Oliver (1997).
	I have a negative attitude to this grocery store(

	I dislike the products this grocery store offers(

	I like the features of this grocery store services and offers

	I like the service of this grocery store


Conative Loyalty
Please indicate your level of agreement towards the following statements using a scale from 1 to 7 where 1 means totally disagree and 7 means totally agree.
The statements below were adapted from the article by Oliver (1997).

	I have repeatedly found this grocery store better than others

	I nearly always find the offer of this grocery store inferior to that of the competitor(

	I have repeatedly found the products of this grocery store inferior to that of the competitor(

	Repeatedly, the performance of this grocery store is superior to that of the competitor


Action Loyalty

Please indicate your level of agreement towards the following statements using a scale from 1 to 7 where 1 means totally disagree and 7 means totally agree.
The statements below were adapted from the article by Oliver (1997).

	I will always continue to choose the products of this grocery store instead others

	I would always continue to favor the promotions of this grocery store instead others

	I would always continue to choose this grocery store instead others
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Variables used in the questionnaire (2)

Perceived Value
Please indicate your level of agreement towards the following statements using a scale from 1 to 7 where 1 means totally disagree and 7 means totally agree.
The statements below were adapted from the article by Brady and Cronin (2001) and Mathwick, Malhotra and Rigdon (2002).
	At this grocery store, the products are excellent value for money

	At this grocery store, services are excellent value

	I am happy with the value I get at this grocery store

	The goods I purchase at this grocery store are worth every cent


Satisfaction
Please indicate your level of agreement towards the following statements using a scale from 1 to 7 where 1 means totally disagree and 7 means totally agree.
The statements below were adapted from the article by Cronin, Brady and Hult (2002).

	When purchasing products from this grocery store I feel positively surprised

	When purchasing products from this grocery store I sometimes feel angry(

	I continue to use this grocery store because this store is the best

	My choice to purchase from this grocery store was a wise one

	I think I did the wrong thing when I purchased from this grocery store


Trust

Please indicate your level of agreement towards the following statements using a scale from 1 to 7 where 1 means totally disagree and 7 means totally agree.
The statements below were adapted from the article by Hess (1995).

	This grocery store is interested in more than just selling me goods and making a profit

	There are no limits to how far this grocery store will go to solve a service problem I may have

	This grocery store is genuinely committed to my satisfaction

	Most of what this grocery store says about its products is true

	I think some of this grocery stores claims about its service are exaggerated(

	If this grocery store makes a claim or promise about its products, it’s probably true

	In my experience this grocery store is very reliable

	I feel I know what to expect from this grocery store


APPENDIX D
	Satisfaction indicator
	                                          Explanation

	Service of personnel
	How satisfied is the customer about the service of the personnel of the grocery store?

	Friendliness of personnel
	How satisfied is the customer about the friendliness of the personnel of the grocery store?

	Distance to the store
	How satisfied is the customer about the distance to the grocery store?

	Number of parking space
	How satisfied is the customer about the number of parking space near the grocery store?

	Availability of shopping chart/basket
	How satisfied is the customer about the availability of a shopping chart or shopping basket at the grocery store?

	Availability of products
	How satisfied is the customer about the availability of products which the customer wants at the grocery store?

	Easiness of shopping
	How satisfied is the customer about the easiness of shopping at the grocery store?

	Speed of payment / time to wait at cash desk
	How satisfied is the customer about the speed of payment or time to wait at the cash desk at the grocery store?

	Quality of the assortment
	How satisfied is the customer about the quality of the assortment at the grocery store?

	Price of the assortment
	How satisfied is the customer about the price of the assortment at the grocery store?

	Frequency of promotions
	How satisfied is the customer about the frequency of promotion at the grocery store?

	Freshness of products
	How satisfied is the customer about the freshness of products at the grocery store?

	Solution to complaints
	How satisfied is the customer about the solution to complaints at the grocery store?
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Questionnaire

Customer Satisfaction and Customer Loyalty among Grocery Shoppers in Holland
Dear participant,

Thank you for participating in this questionnaire concerning customer satisfaction and customer loyalty among grocery shoppers in Het Westland. The purpose of this questionnaire is to identify consumers’ behaviour towards grocery store shopping. 

Take your time when filling in this questionnaire. It only takes 5-10 minutes to complete it and I’ll be very thankful if you could fill in the whole questionnaire honestly.
It’s only necessary to fill in this questionnaire, when you are a regular grocery shopper that is if you visit a grocery store, for products for the complete household, once a week or more.

	
	Albert Heijn
	C1000
	Hoogvliet
	Lidl

	1) Which grocery store(s) do you visit for grocery shopping?
	
	
	
	

	2) How many times did you visit this grocery store last month?
	
	
	
	

	3) Please indicate the level of your attitude towards this grocery store using a scale from  1 to 7. Where  1 means very negative (lowest) and 7 means very positive (highest).
	
	
	
	

	4) Which grocery store has an establishment in the city you live?
	
	
	
	

	Please indicate your level of agreement towards the following statements using a scale from 1 to 7 where 1 means totally disagree and 7 means totally agree.
	Albert Heijn
	C1000
	Hoogvliet
	Lidl

	At this grocery store, the products are excellent value for money.
	
	
	
	

	At this grocery store, services are excellent value.
	
	
	
	

	I am happy with the value I get at this grocery store
	
	
	
	

	The goods I purchase at this grocery store are worth every cent
	
	
	
	

	When purchasing products from this grocery store I feel positively surprised
	
	
	
	

	When purchasing products from this grocery store I sometimes feel angry
	
	
	
	

	I continue to use this grocery store because this store is the best
	
	
	
	

	My choice to purchase from this grocery store was a wise one
	
	
	
	

	I think I did the wrong thing when I purchased from this grocery store
	
	
	
	

	Please indicate the level of your satisfaction towards this (these) grocery store(s) using a scale from 1 to 7 where 1 means totally dissatisfied and 7 means totally satisfied
	Albert Heijn
	C1000
	Hoogvliet
	Lidl

	a. Service of personnel
	
	
	
	

	b. Friendliness of personnel
	
	
	
	

	c. Distance to the store
	
	
	
	

	d. Number of parking space
	
	
	
	

	e. Availability of shopping chart/basket
	
	
	
	

	f. Availability of products
	
	
	
	

	g. Easiness of shopping
	
	
	
	

	h. Speed of payment / time to wait at cash desk
	
	
	
	

	i. Quality of the assortment
	
	
	
	

	j. Price of the assortment
	
	
	
	

	k. Frequency of promotions
	
	
	
	

	l. Freshness of products
	
	
	
	

	m. Solutions to complains
	
	
	
	

	Please indicate your level of agreement towards the following statements using a scale from 1 to 7 where 1 means totally disagree and 7 means totally agree.
	Albert Heijn
	C1000
	Hoogvliet
	Lidl

	This grocery store is interested in more than just selling me goods and making a profit
	
	
	
	

	There are no limits to how far this grocery store will go to solve a service problem I may have
	
	
	
	

	This grocery store is genuinely committed to my satisfaction
	
	
	
	

	Most of what this grocery store says about its products is true
	
	
	
	

	I think some of this grocery stores claims about its service are exaggerated
	
	
	
	

	If this grocery store makes a claim or promise about its products, it’s probably true
	
	
	
	

	In my experience this grocery store is very reliable
	
	
	
	

	I feel I know what to expect from this grocery store
	
	
	
	

	5) How loyal, do you think you are, to this grocery store? Please indicate the level of your loyalty towards this (these) grocery store(s) using a scale from 1 to 7 where 1 means not loyal and 7 means totally loyal
	
	
	
	

	6) Do you have a ‘loyalty card’ (e.g. Bonus Card) for this grocery store?
	(1) Yes
(2) No
	(1) Yes  (2) No
	(1) Yes
(2) No
	(1) Yes
(2) No

	Please indicate your level of agreement towards the following statements using a scale from 1 to 7 where 1 means totally disagree and 7 means totally agree.
	Albert Heijn
	C1000
	Hoogvliet
	Lidl

	I believe that using this grocery store is preferable over other grocery store
	
	
	
	

	I believe that this grocery store has the best offers at the moment
	
	
	
	

	I believe that the products of this grocery store are badly suited to what I like
	
	
	
	

	I prefer the service of this grocery store to the service of competitors
	
	
	
	

	I have a negative attitude to this grocery store
	
	
	
	

	I dislike the products this grocery store offers
	
	
	
	

	I like the features of this grocery store services and offers
	
	
	
	

	I like the service of this grocery store
	
	
	
	

	I have repeatedly found this grocery store better than others
	
	
	
	

	I nearly always find the offer of this grocery store inferior to that of the competitor
	
	
	
	

	I have repeatedly found the products of this grocery store inferior to that of the competitor
	
	
	
	

	Repeatedly, the performance of this grocery store is superior to that of the competitor
	
	
	
	

	I will always continue to choose the products of this grocery store instead others
	
	
	
	

	I would always continue to favor the promotions of this grocery store instead others
	
	
	
	

	I would always continue to choose this grocery store instead others
	
	
	
	


1. What is the monthly net income (in €) of your household (including salary, social security et cetera)?

a. 0-1000 euro

b. 1001-2000 euro

c. 2001-3000 euro

d. 3001-4000 euro

e. 4001-5000 euro

f. more than 5000 euro

2. How much do you see yourself as a variety seeker concerning shopping in other grocery stores? Please mark your answer using a scale from 1 to 7 where 1 is “low” and 7 is “high”.

	1
	2
	3
	4
	5
	6
	7

	Low
	
	
	
	
	
	High


3. How much, do you think, you are personally involved in grocery shopping? In other words, how important do you find it personally to do your own grocery shopping? Please mark your answer using a scale from 1 to 7 where 1 is “not involved/important at all” and 7 is “very much involved/important”.

	1
	2
	3
	4
	5
	6
	7

	Not involved / important at all
	
	
	
	
	
	Very much involved / important


4. How much (€) does your household monthly spend on grocery shopping? _______ euro

5. Approximately which % of this amount does your household spend on each of the grocery stores?

Albert Heijn    …..%



Hoogvliet        …..%
C1000              …..%



Lidl                   …..%

6. What is your gender? 
(1) male 
(2) female

7. I am ____ years old.

8. In my household live ______ people.

Thank you for your participation!

Thanks to you I’m able to make an appropriate analysis concerning the purchase behaviour in grocery stores in Het Westland and at the same time you contribute to my graduation thesis at the Erasmus University of Rotterdam.

With kind regards,

Stephan de Jong

APPENDIX F




Enquête

Klanttevredenheid en Klantloyaliteit bij supermarktbezoekers in Nederland

Beste deelnemer,

Fijn dat u wilt deelnemen aan deze enquête met betrekking tot de klanttevredenheid en klantloyaliteit onder de supermarktbezoekers in Het Westland. Het doel van deze vragenlijst is het identificeren van het gedrag van supermarktbezoekers

Neem uw tijd bij het invullen van deze vragenlijst. Het duurt slechts 5-10 minuten en ik zal u heel dankbaar zijn als u de hele vragenlijst eerlijk kunt invullen. Hartelijk dank voor uw moeite.
Het is alleen nodig deze vragenlijst  in te vullen, als u regelmatig boodschappen doet voor het hele huishouden. Dat  is als u een supermarkt een of meerdere malen per week bezoekt.
	
	Albert Heijn
	C1000
	Hoogvliet
	Lidl

	1) Welke supermarkt(en) bezoekt u voor uw boodschappen?
	
	
	
	

	2) Hoeveel keer heeft u deze supermarkt de laatste maand bezocht?
	
	
	
	

	3) Wat is uw waardering voor deze supermarkt? U kunt gebruik maken van een schaal  van 1 tot 7. Waarbij 1 betekent zeer negatief (laagste) en 7 betekent zeer positief (hoogste).
	
	
	
	

	4) Welke supermarkt heeft een vestiging in uw woonplaats?
	
	
	
	

	Hoe waardeert u onderstaande uitspraken? Maak hierbij gebruik van een schaal van 1 tot 7, waar 1 helemaal mee oneens betekent en 7 helemaal mee eens betekent
	Albert Heijn
	C1000
	Hoogvliet
	Lidl

	Bij deze supermarkt zijn de producten mijn geld waard
	
	
	
	

	Bij deze supermarkt is de service van uitstekende kwaliteit
	
	
	
	

	Ik ben gelukkig met de kwaliteit die ik bij deze supermarkt krijg
	
	
	
	

	De producten die ik koop bij deze supermarkt zijn elke cent waard
	
	
	
	

	Als ik producten koop bij deze supermarkt, ben ik positief verrast
	
	
	
	

	Als ik producten koop bij deze supermarkt, ben ik soms teleurgesteld
	
	
	
	

	Ik blijf bij deze supermarkt mijn boodschappen doen omdat deze supermarkt de beste is
	
	
	
	

	Mijn keuze om bij deze supermarkt te kopen was een goede keuze
	
	
	
	

	Ik denk dat ik de verkeerde keuze heb gemaakt door bij deze supermarkt te kopen
	
	
	
	

	Geef uw waardering over de tevredenheid betreffende onderstaande items op een schaal van 1 tot 7, waar 1 totaal ontevreden betekent en 7 totaal tevreden betekent
	Albert Heijn
	C1000
	Hoogvliet
	Lidl

	a. Service van het personeel
	
	
	
	

	b. Vriendelijkheid van het personeel
	
	
	
	

	c. Afstand tot de supermarkt
	
	
	
	

	d. Aantal parkeerplaatsen
	
	
	
	

	e. Beschikbaarheid van winkelwagen/winkelmandje
	
	
	
	

	f. Beschikbaarheid van producten
	
	
	
	

	g. Gemak van het boodschappen doen
	
	
	
	

	h. Snelheid van betalen / wachttijd bij de kassa
	
	
	
	

	i. Kwaliteit van het assortiment
	
	
	
	

	j. Prijs van het assortiment
	
	
	
	

	k. Mate van kortingen/promoties
	
	
	
	

	l. Versheid van producten
	
	
	
	

	m. Oplossingen van uw klachten
	
	
	
	

	Geef uw waardering over onderstaande stellingen. Maak hierbij gebruik van een schaal van 1 tot 7, waar 1 helemaal mee oneens betekent en 7 helemaal mee eens betekent
	Albert Heijn
	C1000
	Hoogvliet
	Lidl

	Deze supermarkt is geïnteresseerd in meer dan alleen producten te verkopen en winst te maken
	
	
	
	

	Er zijn geen grenzen hoe ver deze supermarkt wil gaan om problemen, die ik heb, op te lossen
	
	
	
	

	Deze supermarkt is oprecht begaan met mijn tevredenheid
	
	
	
	

	Het meeste wat deze supermarkt zegt over haar producten is waar
	
	
	
	

	Ik denk dat sommige uitspraken van deze supermarkt over haar service overdreven is
	
	
	
	

	Als deze supermarkt een belofte doet over haar producten, is het waarschijnlijk waar
	
	
	
	

	Uit mijn ervaring is deze supermarkt erg betrouwbaar
	
	
	
	

	Ik weet wat ik van deze supermarkt kan verwachten
	
	
	
	

	5) Hoe loyaal, denkt u dat u bent, aan deze supermarkt? Geef uw mate van loyaliteit aan op een schaal van 1 tot 7, waar 1 helemaal niet loyaal betekent en 7 helemaal loyaal betekent
	
	
	
	

	6) Heeft u een klantenkaart (vb. Bonus Card) voor deze supermarkt?
	(1) Ja
(2) Nee
	(1) Ja
(2) Nee
	(1) Ja
(2) Nee
	(1) Ja
(2) Nee

	Geef uw waardering over onderstaande stellingen. Maak hierbij gebruik van een schaal van 1 tot 7, waar 1 helemaal mee oneens betekent en 7 helemaal mee eens betekent
	Albert Heijn
	C1000
	Hoogvliet
	Lidl

	Ik denk dat deze supermarkt mijn voorkeur heeft boven andere supermarkten
	
	
	
	

	Ik denk dat deze supermarkt op dit moment de beste aanbiedingen heeft
	
	
	
	

	Ik denk dat deze supermarkt minder geschikt is voor wat ik prettig vind aan een supermarkt
	
	
	
	

	Ik geef de voorkeur aan de service van deze supermarkt ten opzichte van andere supermarkten
	
	
	
	

	Ik heb een negatief beeld van deze supermarkt
	
	
	
	

	Ik hou niet van de producten die deze supermarkt aanbiedt
	
	
	
	

	Ik vind bij deze supermarkt de kenmerken van service en aanbiedingen prettig
	
	
	
	

	De service van deze supermarkt bevalt mij
	
	
	
	

	Regelmatig vind ik deze supermarkt beter dan anderen
	
	
	
	

	Ik vind bijna altijd het aanbod van deze supermarkt minder ten opzichte van andere supermarkten
	
	
	
	

	Herhaaldelijk vind ik de producten van deze supermarkt minder ten opzichte van de concurrentie
	
	
	
	

	Regelmatig zijn de prestaties van deze supermarkt beter dan die van de andere supermarkten
	
	
	
	

	Ik zal altijd de producten van deze supermarkt blijven kiezen boven die van anderen
	
	
	
	

	Ik zal altijd de aanbiedingen van deze supermarkt blijven kiezen boven die van anderen
	
	
	
	

	Ik zal altijd deze supermarkt kiezen boven andere supermarkten
	
	
	
	


1. Wat is het maandelijks netto inkomen van uw huishouden (inclusief salaris, uitkering(en) etc.)?

a. 0-1000 euro

b. 1001-2000 euro

c. 2001-3000 euro

d. 3001-4000 euro

e. 4001-5000 euro

f. Meer dan 5000 euro

2. In hoeverre ziet u zichzelf als iemand die varieert wat betreft het boodschappen doen bij verschillende supermarkten? U kunt dit aangeven op een schaal van 1 tot 7 waarbij 1 “laag” is en 7 “hoog” is.

	1
	2
	3
	4
	5
	6
	7

	Laag
	
	
	
	
	
	Hoog


3. In hoeverre ziet u zichzelf als iemand die persoonlijk betrokken is bij het boodschappen doen? In andere woorden, hoe relevant vindt u het om persoonlijk boodschappen te doen in een supermarkt? U kunt dit aangeven op een schaal van 1 tot 7 waarbij 1 “helemaal niet betrokken/relevant” is en 7 “heel erg betrokken/relevant” is.

	1
	2
	3
	4
	5
	6
	7

	Helemaal niet betrokken / relevant
	
	
	
	
	
	Heel erg betrokken / relevant


4. Hoeveel euro (€) geeft u huishouden maandelijks uit aan boodschappen? _______ euro

5. Welk percentage van dit bedrag besteedt uw huishouden vermoedelijk bij elk van de volgende supermarkten? (Totaal 100%)

Albert Heijn    …..%



Hoogvliet        …..%
C1000              …..%



Lidl                   …..%

6. Wat is uw geslacht? 
(1) man

 (2) vrouw

7. Ik ben ___ jaar oud.

8. In mijn huishouden wonen ______ mensen.

Hartelijk dank voor uw deelname!

Mede namens u ben ik in staat een goede analyse te maken van het koopgedrag in Westlandse supermarkten en draagt u bij aan mijn afstudeerscriptie Economie aan de Erasmus Universiteit te Rotterdam.

Met vriendelijke groet,

Stephan de Jong
	APPENDIX  G
	
	
	

	
	
	
	

	NAME
	DATE
	AMOUNT
	GROCERY STORE

	Karin
	14-3-2011
	€ 53,81
	Lidl

	Karin
	16-3-2011
	€ 12,26
	Albert Heijn

	Karin
	18-3-2011
	€ 16,30
	C1000

	Karin
	18-3-2011
	€ 33,81
	Hoogvliet

	Karin
	19-3-2011
	€ 2,40
	Hoogvliet

	Karin
	19-3-2011
	€ 7,46
	Hoogvliet

	Karin
	21-3-2011
	€ 13,27
	C1000

	Karin
	24-3-2011
	€ 7,23
	Hoogvliet

	Karin
	25-3-2011
	€ 24,51
	Hoogvliet

	Karin
	26-3-2011
	€ 5,97
	Hoogvliet

	Karin
	28-3-2011
	€ 17,10
	C1000

	Karin
	30-3-2011
	€ 54,53
	Hoogvliet

	Karin
	8-4-2011
	€ 34,99
	Hoogvliet

	Karin
	14-4-2011
	€ 49,12
	Hoogvliet

	Karin
	16-4-2011
	€ 5,77
	Hoogvliet

	Karin
	20-4-2011
	€ 15,13
	C1000

	Karin
	21-4-2011
	€ 30,63
	Lidl

	Karin
	21-4-2011
	€ 34,54
	Hoogvliet

	Karin
	26-4-2011
	€ 16,02
	C1000

	Karin
	28-4-2011
	€ 36,56
	Lidl

	Karin
	29-4-2011
	€ 35,04
	Hoogvliet

	Karin
	30-4-2011
	€ 24,37
	Hoogvliet

	Karin
	2-5-2011
	€ 12,12
	C1000

	Karin
	5-5-2011
	€ 18,07
	Hoogvliet

	Karin
	6-5-2011
	€ 41,72
	Lidl

	Karin
	6-5-2011
	€ 63,34
	Hoogvliet

	Karin
	7-5-2011
	€ 9,33
	Hoogvliet

	Karin
	10-5-2011
	€ 15,77
	Hoogvliet

	Karin
	13-5-2011
	€ 66,29
	Lidl

	Karin
	13-5-2011
	€ 61,18
	Hoogvliet

	Karin
	16-5-2011
	€ 14,92
	C1000

	Karin
	18-5-2011
	€ 22,68
	Hoogvliet

	Karin
	20-5-2011
	€ 27,20
	Hoogvliet

	Karin
	21-5-2011
	€ 18,90
	Hoogvliet

	Karin
	21-5-2011
	€ 10,99
	Hoogvliet

	Karin
	24-5-2011
	€ 21,98
	C1000

	Karin
	25-5-2011
	€ 13,82
	Hoogvliet

	Karin
	26-5-2011
	€ 4,54
	Hoogvliet

	Karin
	28-5-2011
	€ 12,07
	C1000

	Karin
	28-5-2011
	€ 18,83
	Hoogvliet

	Karin
	7-6-2011
	€ 17,36
	C1000

	Karin
	10-6-2011
	€ 50,41
	Hoogvliet

	Karin
	11-6-2011
	€ 33,67
	Hoogvliet

	Karin
	14-6-2011
	€ 33,11
	Albert Heijn

	Karin
	14-6-2011
	€ 7,27
	Hoogvliet

	Karin
	15-6-2011
	€ 33,29
	Hoogvliet
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� Source:  � HYPERLINK "http://www.beursgorilla.nl/nieuwsitem.asp?titel=Klanten+zeer+tevreden+over+hun+supermarkt&story_ID=544071" ��http://www.beursgorilla.nl/nieuwsitem.asp?titel=Klanten+zeer+tevreden +over+hun+supermarkt&story_ID=544071�, retrieved at June 18, 2011.


� The four biggest, well-known supermarkets in het Westland are; Albert Heijn, Hoogvliet, C1000 and Lidl.


� The information mentioned in this chapter was found on the stores website: � HYPERLINK "http://www.ah.nl/artikel?trg=albertheijn/article.feiten" ��http://www.ah.nl/artikel?trg=albertheijn/article.feiten� and � HYPERLINK "http://www.ah.nl/artikel?trg=albertheijn/article.geschiedenis" ��http://www.ah.nl/artikel?trg=albertheijn/article.geschiedenis�, retrieved at June 14, 2011.


� The information mentioned in this chapter was found on the stores website: � HYPERLINK "http://www.c1000.nl/over-c1000" ��http://www.c1000.nl/over-c1000�, retrieved at June 14, 2011.


� Source: � HYPERLINK "http://www.boumango.nl/c1000-loyalty.html" ��http://www.boumango.nl/c1000-loyalty.html�, retrieved at June 22, 2011.


� The information mentioned in this chapter was found on the stores website: � HYPERLINK "http://www.hoogvliet.com/informatie" ��http://www.hoogvliet.com/informatie�, retrieved at June 14, 2011.


� The information mentioned in this chapter was found on the stores website: � HYPERLINK "http://www.lidl.nl/cps/rde/xchg/lidl_nl/hs.xsl/index.htm" ��http://www.lidl.nl/cps/rde/xchg/lidl_nl/hs.xsl/index.htm�, retrieved at June 14, 2011.


� The occurrence of multicolinearity counts when two independent variables are heavily related.


( = statements are reverse coded


( = statements are reverse coded





