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Additional study

Parallel to the election, Q&A also performs a survey
among its own consumer panel, called the Q&A
Panel. In this study the respondents are asked to
indicate which aspects are important when choosing
a particular store. In this, the same nine aspects are
used as the consumer gets when evaluating store
chains in the election. This is a random sample of at
least 200 respondents per category, in which the
results in the dataset are weighted according to
gender and age.
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Aspect importance & improvement points

Tackle thirdly Tackle immediately @ Products are in stock
Importance of the aspects
Competitive offers and
. promotions
Expertise 19% Wide range of choice and
Product quality 17% o variety
Offers and promotions 17% Employees are
. knowledgeable
Composition assortment 2% @ Value for money
Price 109 e L
) ) ® The ease of finding

Customer friendliness 7%

products
Reliability 7% PY ® Products in different price
] ranges
SeniEs 7% () e Good quality
Appearance and experience 3%
Convenience store 2% ® Employees are friendly
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Gaining information behaviour

Which sources of information did you use

Orientation ]
- to orientate before your last purchase?
Internet sites of shops 20%
80% Door-to-door leaflets 18%
On-line folders 13%
60% Reviews from friends / family /... 8%
Internet sites of a brand 7%
e Search engines on the Internet 7%
20% . ‘ E-mail newsle.tters 7%
Social media (Facebook, Twitter,... 5%
0% Comparison sites on the Internet 4%
2015 2016 Forwms and blogs on the Internet 2%
Other 4%
B Did orientate Dit not orientate
0% 5% 10% 15% 20% 25%
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Retail compass

26%
ue

The retail compass describes the five marketing Ws with which a retailer,
differentiate itself from the competition. These five 'elements' can be
immediately observed at a retailer by a consumer, and involve the following:

+  Where: relates to aspects which concern the location and layout of the
store;

+ What: relates to the aspects of range and new stock;
+ Value: relates to the aspects of value for money and price level;

« Who: relates to the aspects of customer-friendliness, expertise,
atmosphere and service;

+  Why: relates to all the reasons for shopping with a retailer and can be
influenced by promotions and special offers and communications.

© Q&A 2018

Retailcompass aspects 2018
Importance of the elements
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Retail compass: Where

Where

42%
35%
2%
20%
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Buying behavior and preference
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Retail compass: Why & What

Why
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48%
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Retail compass: Value & Who

Value
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Who
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Importance

Q&A

Importance-performance Importance-performance

20%
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NPS & NLS

Net Promoter score Net Loyalty score
60 50
50 40
40 30
30 20
20 10
10 0
0 Retailer X Retailer'Y Retailer Z Category
. . . average
Retailer X Retailer Y Retailer Z Category
average
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Factsheet 2018

Ranking

n
2
N

Retailer A

7,56

Retailer B

7,48

Retailer C

7,47

Retailer D

Legend:
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Price & Offers & Promotions

Price Promotions
8,5
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Product quality & Composition assortment

Product quality Composition assortment
9,0 9,0
8,5 8,33 8,5
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Exerptise & Customer friendliness

Expertise Customer friendliness
9,0 8,5
8,18
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Service & Appearance and experience

Appearance and experience

Service
8,5 8,30 9,0
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Convenience & Reliability

Convenience Reliability
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NPS & NLS

Net Promoter Score Net Loyalty Score
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Scores of webshop X
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Factsheet 2018

Ranking

n
2
N

Webshop A

7,56

Webshop B
Webshop C

7,48

7,47

Webshop D
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Disclaimer

All text, figures, percentages, tables and figures contained in
this report are displayed with care. Q&A Insights B.V. does not
accept any responsibility for possible negative consequences
by possible errors made in the manufacture of these texts,
numbers, percentages, tables and figures in this report.



