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This thesis investigates the factors that influence the level of satisfaction of the Club Tax-
free members at KappAhl Lappeenranta. The research was executed for KappAhl Oy, which is
a fashion chain that sells clothes for women, men and children. The purpose of the thesis was
to discover areas that KappAhl could develop in, in order to increase the level of customer
satisfaction of the members of Club Tax-free. The research questions were to discover the
current level of satisfaction of the club members and the factors that influence the level of
satisfaction.

The research method used in this thesis was a quantitative survey study, which was imple-
mented during January 11th - March 23rd, 2010 for the paying Club Tax-free members at Kap-
pAhl Lappeenranta. In total, 61 responses were received.

According to the results, the club members of KappAhl Club Tax-free who visited KappAhl
Lappeenranta were satisfied or very satisfied with all aspects of Club Tax-free. The results
suggest that KappAhl could further improve the level of satisfaction of the club members by
developing for example the following aspects: welcome on arrival and presentation of cloth-
ing. The club members also wanted to receive more discounts, club mail and information
about the Club Tax-free.

Key words: Customer satisfaction, customer loyalty, customer loyalty programs
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Tama opinnaytetyo tutkii Club Tax-free jasenten asiakastyytyvaisyyteen vaikuttavia tekijoita
KappAhlin Lappeenrannan myymalassa. Asiakastyytyvaisyystutkimuksen toimeksiantajana oli
KappAhl Oy, joka on ruotsalainen vaateketju. Opinnaytetyon tarkoituksena oli selvittaa alu-
eet, joita kehittamalla KappAhl voisi lisata Club Tax-freen jasenten asiakastyytyvaisyytta.
Tutkimuskysymyksiksi maariteltiin: mika on clubin jasenten tamanhetkinen tyytyvaisyystaso ja
mitka tekijat vaikuttavat asiakastyytyvaisyyteen.

Opinnaytetyossa kaytetty tutkimusmenetelma oli kvantitatiivinen asiakastyytyvaisyystutki-
mus, joka toteutettiin KappAhlin maksaville Club Tax-freen jasenille 11.01 - 23.03 2010 Lap-
peenrannan myymalassa. Kyselyyn vastasi yhteensa 61 henkiloa.

Tulosten perusteella voidaan sanoa, etta Lappeenrannan myymalassa asioineet Club Tax-freen
jasenet ovat tyytyvaisia tai erittain tyytyvaisia kaikkiin Club Tax-freen osa-alueisiin. Tutki-
mustuloksista kavi ilmi, etta kehittamalla seuraavia osa-alueita: tervehtiminen myymalaan
saapuessa ja vaatteiden esillepano KappAhl voisi nostaa clubin jasenten asiakastyytyvaisyytta.
Clubin jasenet halusivat myos lisaa alennuksia, clubpostituksia ja informaatiota Club Tax-
freesta.

Asiasanat: Asiakastyytyvaisyys, asiakasuskollisuus, kanta-asiakasohjelmat
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1 Introduction

In order to cope with the current competitive market situation, companies need to make sure
that they are meeting or exceeding the requirements and wishes of their customers. When
these requirements and wishes are met, customers are satisfied. This is why customer satis-
faction is one of the operational objectives for many companies. If a company is not aware of
the factors that contribute to the level of satisfaction, it is difficult for it to improve in the
areas that are most important to their customers. This is why customer satisfaction and the
areas and issues that have an effect on it should be measured on a regular basis. Customer
satisfaction is also linked to customer loyalty. Since it is more cost-effective for a company to
retain its existing customers satisfied, rather than to try to acquire new ones, customer loy-
alty is the ultimate objective for every company. This is one of the reasons why customer

loyalty programs are popular.

1.1 Background of the thesis

The idea for this thesis was created when the authors contacted the marketing coordinator of
KappAhl Eija Heinonen, and asked if KappAhl had a possible thesis subject. Heinonen said that
KappAhl was interested in discovering how the KappAhl Club Tax-free, that had been
launched recently, had been received by the club members and how satisfied the members
were with the club and in addition how the members would like to develop the club. KappAhl
would then use this information to develop the club according to the club members’ wishes.
KappAhl was also interested in discovering what channels to use for marketing communica-

tions and what benefits the club members would like to receive.

1.2 Objectives and scope of the study

The scope of this investigation is to discover the current level of satisfaction of the Club Tax-
free members and what the factors that affect it are. Based on this information the objective
is to discover areas that KappAhl could improve and develop and as a result increase the level

of satisfaction.

1.3 Outline of the thesis

The outlining of the thesis was discussed together with Heinonen and it was decided that the
research would be outlined to include the paying KappAhl Club Tax-free members of KappAhl
Lappeenranta shop. This decision was made because the percentage volume of Russian cus-
tomers had been the highest in KappAhl’s Lappeenranta shop. In addition the Lappeenranta

shop had also recruited the highest number of new club members.



1.4  Research questions

In order to achieve the objectives that were set for this investigation the answers to the fol-

lowing research questions need to be discovered.

The research questions are:
e What is the current level of satisfaction of the members of KappAhl Club Tax-free?

e What are the factors that affect the level of satisfaction?

1.5 Research method

The empirical part of the investigation will be implemented as a quantitative survey-study for
KappAhl Lappeenranta shop’s KappAhl Club Tax-free members. The survey will be distributed
at the checkout counters to the paying club members. The club members will be identified by
their Club Tax-free cards. Originally it was intended that the survey would be distributed
during January 2010 but since the launch of the investigation was delayed and the collection
of responses was slower than expected, the actual duration of the collection of responses was
January 11th - March 23™, 2010.

1.6  Structure of the thesis

This thesis has been divided into five sections. The first section is the introduction. This sec-
tion contains the scope of the study, choice of the research context, the purpose of the study
and the structure of the study. In addition an overview of the case company is included in this
section. The second section is the theoretical background of the research. In this section the
following topics are described: customer satisfaction, customer loyalty and customer loyalty
programs. The third section is the research approach, method, reliability and validity of the
thesis. The fourth section is the empirical study of the investigation. This includes the de-
scription and analysis of the investigation. The fifth and last section is the results and conclu-

sions section. In this section the findings of the investigation will be presented and discussed.

2  KappAhl

KappAhl is a Swedish fashion chain that sells a varied range of clothes for women, men and
children. At the end of 2009 KappAhl employed approximately 4300 people. The CEO of Kap-
pAhl is Christian W. Jansson. KappAhl’s head office, design, purchasing and marketing de-
partments, stock management, and distribution centre are located in Molndal, Sweden. In the

12-month period that ended on 31 August 2009, KappAhl's net sales were approximately SEK 5



billion and the operating profit was SEK 525 million. KappAhl is listed on the OMX Nordic Ex-
change in Stockholm. (KappAhl)

KappAhl was founded in 1953, when Per-Olof Ahl opened a shop selling coats in a basement
on the outskirts of Gothenburg. By 1954 the turnover of the shop exceeded 4.5 million Swed-
ish kronor (SEK). In 1963 KappAhl had 25 shops and their total turnover was SEK 50 million. By
the end of the 1960’s the number of shops had increased to 50. The beginning of the 1970’s
was a difficult time for KappAhl and the whole Swedish clothing industry. KappAhl however
managed to overcome the difficulties. During the beginning of the 1970’s KappAhl also ex-
panded its product offering to include children’s wear. The decade ended with a devaluation
of the Swedish krona, which reduced domestic consumption. KappAhl however achieved its
best profit heretofore at SEK 12 million. (KappAhl)

In the 1980’s the fashion industry was in crisis due to strikes and lockouts that affected the
whole country. KappAhl still was able to increase the number of shops and sales. In addition
the company made the decision to start selling clothes for the fuller figure, which attracted
attention. In 1985 KappAhl opened its first shop outside Sweden, in Switzerland. A few years
later the company expanded to Norway and Finland. In 1988 Per-Olof Ahl gave the responsi-
bility of the company to his son, Pieter. In the beginning of 1990’s KappAhl was sold to the
Swedish Cooperative Union (KF). By 1993 the sales of the company had increased to SEK 2
billion and the company now had 131 shops in Sweden, Norway and Finland. Operations in
Switzerland had been terminated. In 1997 KappAhl acquired all the shops in the Danish Mac-
Coy chain and in 1999 KappAhl opened two shops in Poland. (KappAhl)

During 2000-2002 KappAhl opened eight shops in Poland and one in the Czech Republic but in
2002 a new executive management team decided to postpone any further international ex-
pansion. The focus of the company was centralized on the Scandinavian market and opera-
tions in the Czech Republic and Denmark were ended. In 2004 KappAhl was acquired by Nor-
dic Capital and Accent Equity Partners. In February 2006 KappAhl was listed on the Stockholm
Stock Exchange, OMX. (KappAhl)

The vision of KappAhl “is to be the leading and most profitable fashion chain in the Nordic
area for the customer group aged 30-50. This is the vision that drives KappAhl forward. It says
where we are heading and what we are striving for together. All our day-to-day activities are
to lead ultimately towards the vision.” “Each initiative, each change, each decision.” (Kap-
pAhl)

KappAhl’s mission is “Value-for-money fashion with wide appeal. It is the company’s task to
give people the opportunity to be well dressed. When customers have shopped at KappAhl
they should feel fashionably dressed and that they have spent their money wisely.” (KappAhl)
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“KappAhl’s strategy is aimed at earnings growth and improved profitability.
The strategy consists of expanding the store network, continually upgrading stores, increasing

sales in existing stores, using economies of scale in the business model.” (KappAhl)

KappAhl’s women’s clothes are sold under the KappAhl, Soft, Creem, Number One, Body Zone
and XLNT brands; the clothes for children are sold under the KappAhl, Lab Industries, KAXS
and Bodyzone brands; and men’s clothes are sold under U.S. POLO ASSN, Madison Avenue,
Redwood and Bodyzone brands. The shares of KappAhl’s net sales are: Woman 58% Child 28%
Man 14%. (Alacra Store)

The target customer group of KappAhl is women aged 30 to 50 who buy for all members of the
family. KappAhl has approximately 300 shops in Sweden, Norway, Finland, Poland and the
Czech Republic. The company’s largest market is Sweden. The total value of KappAhl’s mar-
ket at the beginning of 2009 was SEK 194 billion. (Alacra Store; KappAhl)

The first five KappAhl shops in Finland were opened on March 15%, 1990. The shops were lo-
cated in Helsinki, Tampere, Kuopio, Espoo and Turku. In March 2009, KappAhl operated 55
shops in Finland. In the financial year 2008/2009 the sales for Finland totalled SEK 665 mil-
lion. KappAhl’s competitors in Finland include Seppala, Aleksi 13, Dressman, Lindex and Hen-
nes & Mauritz. In addition all companies that operate in the clothing retail industry are Kap-

pAhl’s competitors. (KappAhl Annual report; Lahtinen 2010)

3 KappAhl Club in Finland

KappAhl Club is a customer loyalty program for the regular customers of KappAhl. KappAhl
Club was established in January 2006. (Heinonen 2010)

Even though the KappAhl Club was not established until 2006, KappAhl has gathered informa-
tion about its customers into a loyal customer database, since the beginning of the 1990’s.
During the 1990’s KappAhl’s customers were asked in shops if they would like to join a mailing
list. The mailing list only had the names and addresses of the customers. By joining the list
customers received invitations to special customer events in shops. In total the mailing list

had approximately 100,000 members. (Heinonen 2010)

In 2002, KappAhl began an electronic mailing list called eVip. Customers were able to join
eVip by registering at KappAhl’s website. Members of the club received a monthly discount
coupon that they could print out from KappAhl’s website and redeem at KappAhl stores. eVip
had approximately 40,000 members. The KappAhl Club was officially launched in January
2006 but in November 2005 members of KappAhl’s mailing list and eVip received notifications

that they would become members of the KappAhl Club. At that time all members of KappAhl’s
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mailing list and eVip were sent their new KappAhl Club membership cards and a voucher
worth 10 euros. At the same time KappAhl’s mailing list and eVip were terminated. The con-
tact information that had been gathered about the members was transferred into a new cus-

tomer database. (Heinonen 2010)

Customers can join the KappAhl Club by filling in a registration form at KappAhl’s website or
at a KappAhl store. Joining the club is free. Members of the club receive special offers, dis-
counts and other benefits such as trend information, style tips and opportunities to enter
various competitions. In addition club members are offered special offers from affiliates. The
different communication channels KappAhl uses to contact their club members are e-mail,

SMS and regular post. (Heinonen 2010)

KappAhl defines a loyal customer based on the customer’s buying behaviour. Loyal customers
are important to KappAhl and an increasing amount of marketing communications and cus-
tomer service is directed at them. When new KappAhl stores are opened the staff has a train-
ing that focuses specifically on KappAhl Club and how important it is to KappAhl. The impor-
tance of the Club is also emphasized during trainings for the staff of existing stores. The per-
centage of club sales out of total sales is also monitored for each store, and if for some rea-

son the percentage is low, the reasons behind this are investigated. (Heinonen 2010)

All information about the club members is stored in a database that is located at the head
office of KappAhl in Mélndal. In Finland the employees of the head office have access to the
customer database. The updating and managing of the database regarding the club members
of KappAhl club in Finland has been outsourced to an advertising agency. The advertising

agency also takes care of the customer service of the club members. (Heinonen 2010)

When customers join the KappAhl Club they are asked to fill out a registration form in which
they are asked the following information: name, address, e-mail address, cell phone number,
gender and children’s years of birth. This information is stored in the database. After joining
the club, the club member receives his or her club card by mail. The club card is used to
monitor the sum and frequency of the club member’s purchases. This information is also

stored in the customer database. (Heinonen 2010)

The purchases of club members are monitored at a personal level both weekly and monthly.
The information in the database is analyzed and club mailings to club members are sent ac-
cording to the analysis. Club mailings include e-mails, SMS messages and printed club mail
which is sent to the club member’s home address. Depending on the content and the size of
the mailings, the mailing is sent to either the club members with the highest amount of pur-
chasing events or club members who belong to a certain customer segment. SMS offers and e-

mails however are sent to all club members who have provided their cell phone number
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and/or e-mail address. This is however going to change in the near future, as KappAhl is plan-

ning to further segment its marketing communications. (Heinonen 2010)

KappAhl also uses the database to compare the average customer with the average club
member. KappAhl compares for example the average sum of a single purchase. According to
Heinonen, the average sum of a single purchase of an average customer is lower than the
same of an average club member. In addition KappAhl monitors how much of the total sales

come from club member purchases. (Heinonen 2010)

4 KappAhl Club Tax-free

KappAhl Club Tax-free is a customer loyalty program for the Russian customers of KappAhl
who travel to Finland on a regular basis. The idea for KappAhl Club Tax-free originated when
special attention was paid to the buying behaviour of Russian customers. The number of Rus-
sians travelling to Finland was increasing and KappAhl noticed that this customer group had
potential that had not been utilized. It was also noticed that especially in KappAhl’s Lappeen-
ranta, Imatra and Helsinki stores the percentage of total sales that was generated from the
purchases made by Russian customers was high when considering the size of the customer
group. In addition, the average value of purchases made by Russian customers was signifi-
cantly higher than the average value of purchases made by an average Finnish customer. The
difference is partly explained by the fact that, in order to receive the tax-free refund which
Russian customers are entitled to, the sum of purchases has to exceed €40. (Global Refund;
Heinonen 2010)

KappAhl Club Tax-free was launched in April 2009. Club members were recruited at all Kap-
pAhl stores in Finland. The recruitment happened at checkout counters where all Russian
customers were asked if they would like to join the club. A customer can join the club by
filling out a registration form (see Appendix 1), that asks for the customer’s name, address,
year of birth, e-mail address and cell phone number. In addition the customer is asked how he
or she would like to receive club mail: either by e-mail or SMS. After filling out the registra-
tion form the customer receives his or her KappAhl Club Tax-free card. The number of club
members is not exactly known, as the registration forms are typed into the database by only
one person, so the actual number of club members is higher than the number of club mem-

bers who are registered in the customer database. (Heinonen 2010)

Before launching the Club Tax-free, KappAhl implemented a survey for the Russian customers
of the Lappeenranta store, in June 2008. The survey included for example questions about
the frequency of visiting Finland, interest in becoming a club member of KappAhl, and the
preferred media for receiving information about the club and club offers. The survey was

answered by a total of 103 respondents. The results revealed that 83 respondents travelled to
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Finland at least once per month and 92 of the 103 respondents were interested in becoming a
club member. In total 53 of the 92 respondents answered that they would like to receive in-
formation about the club via e-mail. Based on the results of the survey the decision to launch
Club Tax-free was made. In addition it was decided that offers and other club mail would be

sent to the club members primarily by e-mail. (Heinonen 2010)

The benefits of the club currently include a continuous benefit that entitles the customer to a
percentage discount when the sum of his or her normal priced purchases exceeds €100. The
discount percentage increases when the volume of purchases exceeds certain levels. The

discount levels can be seen from Table 1.

Total sum of Discount per-
normal priced centage
purchases
€100-149 5%
€150-200 15 %
€200+ 20 %

Table 1: Discount percentages of Club Tax-free members

In addition to the continuous benefit, club members receive special offers and discount cou-
pons via e-mail and SMS. An example of an e-mail offer that has been sent to club members
can be seen from Appendix 2. In order to claim the benefits, the club member needs to show

his or her club card at the checkout counter. (Heinonen 2010)

Currently the members of KappAhl Club Tax-free are not segmented into smaller customer
groups according to value or frequency of purchases. This is because the volume of the club
members is small. However, KappAhl stores information about the club members on a per-
sonal level into a customer database that is located in Sweden. If and when the volume of
club members reaches a certain level, they will be segmented into different groups, and mail-
ings will be sent accordingly. Currently the club members are not segmented because accord-

ing to KappAhl it is not yet profitable. (Heinonen 2010)
5  Customer satisfaction

According to Oliver (Grigoroudis & Siskos 2010, 4) “customer satisfaction is the consumer’s
fulfilment response. It is a judgement that a product or service feature, or the product or
service itself, provided (or is providing) a pleasurable level of consumption-related fulfilment,
including levels of under- or over fulfilment.” According to Hill, Roche & Allen: (2007, 32)
”customer satisfaction or dissatisfaction, is the feeling a customer has about the extent to

which their experiences with an organization have met their needs.” Although there are mul-
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tiple approaches to defining customer satisfaction, the most popular definitions are based on

the fulfilment of customer expectations. (Grigoroudis & Siskos 2010, 4)

Customer satisfaction is one of the key operational objectives for many organizations. There-
fore companies invest heavily to improve the performance of areas that contribute to cus-
tomer satisfaction, such as quality and customer service. If the results of these investments
are not measured, it is impossible to know if these investments have actually improved cus-
tomer satisfaction. Customer satisfaction measurement also provides a sense of achievement
or accomplishment for employees involved in the customer service process. Customer satis-
faction is a leading indicator that foresees future customer behaviour. It is necessary for a
successful business. Customer satisfaction is also the main cause of loyalty, however satisfac-
tion is not enough; according to Hill et al. and Jones & Sasser customers have to be highly
satisfied in order to be loyal. (Grigoroudis & Siskos 2010, 4; Hill et al. 2007, 1, 4-5; Jones &
Sasser 1995)

According to Griffin and Jones & Sasser some research suggests that even a high level of cus-
tomer satisfaction does not convert into repeat purchases and increased sales. For example
according to the Harvard Business Review between 65 and 85 percent of customers who chose
a new supplier said that they were satisfied or highly satisfied with their former supplier.
Most managers think that customer satisfaction scores and customer buying behaviour have a
positive correlation. They believe that when the customer satisfaction score of a customer
increases the customer’s share of spending and rate of referral increases also and that they
are furthermore willing to pay a higher price. However Griffins and Jones & Sasser’s findings
suggest that this correlation is unreliable. This is mainly because current customer satisfac-
tion measurement systems are not a reliable predictor of repeat purchases. Customer satis-
faction is a critical but not a sufficient condition for a customer relationship to be strong.
According to Storbacka & Lehtinen customer satisfaction models function inadequately in
industries that have strong competition, (Griffin 2002, 2-4; Jones & Sasser 1995; Smith &
Wheeler 2002, 28; Storbacka Lehtinen 2001, 77)

5.1 Service gaps and dissatisfaction

According to Hill & Alexander (2006, 5-6) dissatisfaction is the reason for losing customers,
but there are many reasons that can cause dissatisfaction. The general reason for dissatisfac-
tion is the gap between expectations and experience but the fundamental reason behind cus-
tomer dissatisfaction can be found in one of the five “satisfaction gaps” which are the promo-
tional gap, the understanding gap, the procedural gap, the behavioural gap and the percep-
tion gap. The theory of service gaps studies the differences between expectations and ex-

perience. (Grigoroudis & Siskos 2010, 5)
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The promotional gap often occurs when a company creates certain expectations for its prod-
ucts or services through marketing into the minds of customers that will be difficult to fulfil.
The understanding gap means that the managers of a company do not know what their cus-
tomers need and want. If it is unknown what the customers value then it is very unlikely that
the company will be able to focus on the issues that are the most important to customers.
When a company knows what its customers are expecting but is still unable to transfer these
expectations into proper operating systems and procedures it is called the procedural gap.
The behavioural gap means when a company does have clear operating systems that match
the customer’s needs but it still does not achieve a high level of customer satisfaction, due to
insufficient training to follow the procedures of its personnel. The final gap is called the per-
ception gap which means that the customer’s impression of the performance of a company
may be different from reality. (Hill & Alexander 2006, 6-7; Grigoroudis & Siskos 2010, 5)

Any of these above mentioned five gaps can be the cause of customer dissatisfaction. These
gaps typically arise because a company and its customers have different perceptions between
what the company thought it was offering and what the customer believes he or she has re-
ceived. Only constant measurement of customer satisfaction will make it possible to recog-
nize and close the gaps. (Hill & Alexander 2006, 8)

The service gaps or satisfaction gaps theory is not the only standard comparison that has been
used to define customer satisfaction. According to Spreng and Olshavky customer desires

should be used when comparing the performance of a product or service, instead of customer
expectations. According to Woodruff et al. comparison should be based on performance stan-

dards instead of customer expectations. (Grigoroudis & Siskos 2010, 6)

5.2  Benefits of customer satisfaction

The ultimate objective for private sector companies is to deliver profits to shareholders but
this objective is achieved by delivering results to customers. This is based on the fundamental
psychological principle that people will want more experiences that are pleasurable and avoid
experiences that are unpleasant. This explains why it is more profitable to retain old custom-
ers, than to try to acquire new ones. Customer satisfaction benefits private sector companies
in multiple ways that include higher employee satisfaction, sales and profit, and shareholder
value. (Hill & Alexander 2006, 19-21)

Another benefit of customer satisfaction is that when customers are satisfied they are less
likely to talk about the company they are satisfied with in a negative way. According to Chak-
rapani, when a customer has a minor service problem, transaction is worth less than $100,

they will tell about it to 9-10 people. According to Hill & Alexander unhappy customers will
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probably tell about their experiences to several others. Hill & Alexander also mention that it
may require repeated positive encounters to create loyalty but two negative encounters can
banish the customer permanently. (Chakrapani 1998, 13; Hill & Alexander 2006, 21)

An additional benefit of customer satisfaction is that it is linked with employee satisfaction.
This link between customer satisfaction and employee satisfaction has been recognized
widely. Typically employee satisfaction produces higher levels of customer satisfaction be-
cause satisfied employees are more motivated to serve customers better. However higher
customer satisfaction also produces higher employee satisfaction because employees tend to
prefer to work in companies that have low levels of problems and complaints due to high cus-
tomer satisfaction levels. Satisfied employees are likely to stay longer and in doing so keep
valuable expertise and customer relationships within the organization. High staff turnover has
a negative effect on customer satisfaction. However, according to the research of Chun and
Davies, happy workers do not necessarily result as happy customers. According to them, satis-
fied customers are important to a business and satisfying employees is a worthwhile objective
for many reasons. They continue that customer satisfaction and employee satisfaction can be
linked by engaging employees by giving them reasons and ways to please customers and then
acknowledging this behaviour. (Chun & Davies 2009; Hill et al. 2007, 20)

5.3  Measuring customer satisfaction

Customer satisfaction measurement is an important tool that companies can use to prevent
losing customers. It is essential to measure customer satisfaction because an average business
loses between 10 and 30 per cent of its customers annually without even knowing the reasons
why. The purpose of customer satisfaction is to provide managers with the right information,
so that they are able to make the right decisions to maximize customer satisfaction and as a
result improve customer retention. Monitoring customer satisfaction is however useless if
management is not committed to the process and willing to act on the results. (Cook 2008,
95; Hill & Alexander 2006, 5, 9)

Instead of concentrating on gaining as many new customers as possible companies should take
good care of their existing customers. Unfortunately, many companies do the opposite and as

a consequence lose more money. (Hill & Alexander 2006, 5)

Customer satisfaction measurement is also important because it can be said that organiza-
tions are defined by what they measure. “What a business measures shapes employee think-
ing, communicates company values and channels organizational learning.” (Hill et al. 2007,
35) Issues that are not measured are on the contrary not taken seriously by the employees

because it is impossible to base performance management and rewards on them. In addition
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whenever something is measured, it is performed, completed and generally improved upon.
(Gerson, 1993, 6; Hill et al. 2007, 35)

5.4 Reasons for measuring customer satisfaction

According to Hill et al. (2007, 3) there are four different reasons why effective customer sat-
isfaction monitoring provides essential information for organizations to optimize their bene-

fits from their customer relationships.

The attitudes that a customer has about an organization determine how they are going to
behave towards it in the future. Therefore measuring customer satisfaction is a leading indi-
cator of future customer behaviours. The future customer behaviour in turn determines com-
pany profitability. Customer satisfaction measurement focuses on measuring customers’ atti-
tudes about how satisfied they are with the organization. Customer’s attitudes provide the
most useful data for managing organizational performance as leading indicators. Customers’
loyalty behaviours are also very important to companies but they have already happened. By
the time an organization discovers that the customer has chosen a competing product or ser-
vice, the opportunities have been missed. Measuring customer behaviour is important but it
reflects only what has already happened in the past and it does not reveal how to improve on
that. The main purpose of customer satisfaction measurement is to provide information on
how to improve in the future. (Hill et al. 2007, 3-4)

It is crucial that managers understand the difference and relationship between customers’
attitudes and behaviours. It can be said that satisfied customers will be more loyal than dis-
satisfied customers, so as a result customer satisfaction must be important. However it can
also be said that customer satisfaction cannot be important because some satisfied customers
defect. In reality there are different levels of customer satisfaction. In most markets it is not
enough that suppliers do not dissatisfy customers. In order to maximize the benefits of cus-
tomer satisfaction they need to do much more. To retain their customers, suppliers need to
deliver such good results that rational people will determine that it would be difficult to ob-

tain better results from somewhere else. (Hill et al. 2007, 4-5)

It is true that ‘merely satisfied’ customers do defect but customer satisfaction is the main
reason of customer loyalty. Satisfied customers defect because they are not satisfied enough.
To ensure loyalty organizations need to make sure that their customers are highly satisfied,
not ‘merely satisfied’. Customer satisfaction has a direct effect on profits since dissatisfied
customers are more likely to complain, ask for help and cause other problems that consume
organizational resources when they are taken care of. However according to Arantola signs of
loyal customers are giving customer feedback and complaining. The complaints are made

because the customer wishes that the company will improve its operations and as a result the
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customer can rationalize to them self why he or she will remain a customer of this company.
A dissatisfied customer who does not want to remain a customer of the company would not
take the time to make a complaint except if he or she wishes to receive monetary compensa-
tion. (Arantola 2003, 40; Cook 2008, 98; Hill et al. 2007, 6; Jones & Sasser 1995)

In order to maintain the level of customer satisfaction needed to keep customers loyal com-
panies should continuously improve their products and services. In addition, they should focus
on what is most important to customers. It is waste of time and resources to focus on the
areas that are not important to customers. The essence of customer satisfaction measure-
ment is “identifying the extent to which an organization is doing best what matters most to
customers” (Hill et al. 2007, 7) and discovering out the best opportunities to improve their
performance. This is why a good customer satisfaction survey is based on the most important
requirements of customers. Ylikoski refers to these requirements as the ‘critical factors’.
When the customer satisfaction survey is constructed this way, it provides specific informa-
tion about where the organization is not meeting the customers’ expectations and where the
organization would obtain best returns from investing in actions or changes to improve cus-
tomer satisfaction. Many organizations design customer surveys by holding a meeting in which
a few managers suggest a list of appropriate topics for the questionnaire. This approach is
problematic because often the questionnaire is too long, as managers tend to include many
topics on which customer feedback would be interesting. Another problem is that in this ap-
proach the questionnaire is about issues that are important to the company’s management,
not necessarily to its customers. (Cook 2008 97-98; Hill et al. 2007, 6-7, 43-44; Ylikoski 1999,
158)

According to Ylikoski (1999, 156) customer satisfaction surveys are used to increase customer
satisfaction and follow how the implemented procedures affect it. Customer satisfaction sur-
veys have four main objectives: to discover the main factors that influence customer satisfac-
tion, measure the current level of satisfaction, produce suggestions for procedures and moni-

tor the development of customer satisfaction.

6  Customer loyalty

Since it costs less and creates more profits for a company to retain its existing customers than
to try to acquire new ones, customer retention has grown to be a significant objective for
many organizations. Repeat customers are the source of profit and profit is what allows a
business to grow. Customer satisfaction is the base for customer loyalty. Customer loyalty is a
requirement for the development of a long-term customer relationship. A long-term customer
relationship does not build up without target-oriented actions towards the development of
the customer relationship. Even the most effective advertisement campaigns cannot solely

create customer loyalty. Customer loyalty is guaranteed if a company meets or exceeds the
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needs of a customer better than any competitor does and offers good customer service. (Hill
& Alexander 2006, 13-14; Lawfer 2004, 13; Ylikoski 1999, 173)

Customer loyalty can be defined solely according to the buying behaviour or the mental state
that corresponds with the attitude of the customer, or combination of the two. Customer
loyalty is often viewed based on only the buying behaviour of customers but loyalty involves
more than making a purchase or repeat purchases. Loyalty means a positive level of commit-
ment that a customer has towards a supplier and it is the degree of positive commitment that
differentiates truly loyal customers. When a customer is loyal his or her purchasing behaviour
is non-random. This means that the loyal customer has a specific predisposition about what
and whom to buy from. Loyalty is not an emotion or an opinion, it is only an activity. (Griffin
1995, 4; Hill & Alexander 2006, 16; Lawfer 2004, 15; Paavola 2006, 35; Ylikoski 1999, 173-174)

6.1 Loyal customers

Customer loyalty can be defined in terms of buying behaviour. According to Ylikoski (1999,
174) when considering who is a loyal customer the customers’ buying behaviours can be
viewed more precisely. In that case the following factors are regarded: the frequency of using
services during a certain time period, regularity of the usage of services, length of time from

the previous use of service and monetary value of the action.

All these above mentioned factors together determine how much money in total the customer
brings to the company. According to Griffin a loyal customer is a customer who “makes regu-
lar repeat purchases, purchases across product and service lines, refers others and demon-

strates immunity to the pull of the competition.” (Griffin 2002, 32)

6.2 Customer loyalty levels

Customer loyalty can have different degrees or loyalty levels. The levels of customer loyalty
are: suspects, prospects, customers, clients, advocates and partners. The objective for com-
panies is to develop the customer relationships to the next level of customer loyalty. When
the customer reaches the advocate stage the company should make sure that the customer
stays at this level. The typical distribution of customers through various levels can be seen
from Figure 1. (Griffin 2002, 37; Hill & Alexander 2006, 16)
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partners

/ advocates \
/ clients \
/ customers \
/ prospects \
/ suspects \

Figure 1: The loyalty pyramid (Hill & Alexander 2006, 16)

Suspects are all the buyers of a certain product category in the market. Suspects are either
unaware of the product or are unwilling to purchase it. In order to be a prospect the cus-
tomer must have a need for the company’s product or service and the ability to purchase this
product. Turning a suspect into a prospect is the most challenging and expensive part of mar-
keting. In order to avoid wasting marketing resources companies should identify suspects as
qualified or unqualified as soon as possible. The company should not waste resources on cus-
tomers who do not meet the necessary criteria. Prospects are potential customers who are
attracted to the product at some level but have not made the buying decision yet. (Cross &
Smith 1995, 57; Griffin 2002, 38; Hill & Alexander 2006, 16)

Customers are occasional purchasers of the product who have no real feelings of loyalty to-
wards the company. Customers can be either first-time customers or repeat customers. First-
time customers are trying the product or service of a company. If this product or service does
not satisfy the customer, the customer is unlikely to make a second purchase. At the first
customer stage the customer is likely to examine timeliness, accuracy and other aspects of
the products and services that they are purchasing. Suspects, prospects and first-time cus-
tomers are the most expensive areas for marketers. When a customer becomes a repeat cus-
tomer, companies have an opportunity to recognize each customer as an individual and offer
products, services and information customized to their specific needs. At this stage every
interaction can add value. Interactions with the repeat customer should focus on deepening
the relationship. To achieve this, companies should use private dialogue instead of mass ad-
vertising. (Griffin 2002, 38-39; Hill & Alexander 2006, 16)

The next level of customer loyalty is clients. Clients are customers who buy repeatedly and

have positive feelings towards the company but whose support is passive rather than active.
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At this level the customer wants to buy products or services from a specific company, even if
the costs are higher. At this stage the customer trusts the company, so the company can be
more proactive with the client. (Griffin 2002, 39-40; Hill & Alexander 2006, 16; Ylikoski 1999,
183)

Advocates are clients that actively recommend the company to others. At this level word-of-
mouth advertising increases. The customer relationship at this level is very strong but at the
same time the original buyer’s relationship with the company is visible to others. If the advo-
cate recommends the services of the company to a friend, the company must make the new
customer feel as valued and important as the advocate who referred them to the company.
Advocacy is genuine loyalty that is deeply felt. Advocacy is the highest level of trust. (Cross &
Smith 1995, 59; Griffin 2002, 40; Hill & Alexander 2006, 16; Smith & Wheeler 2002, 35)

Partners: Both parties of the customer-supplier relationship see partnership as mutually bene-
ficial and therefore it is sustained. This is the strongest form of the customer-supplier rela-
tionship. (Hill & Alexander 2006, 16)

At any stage of loyalty, the customer can change his or her supplier for many different rea-
sons. According to Storbacka & Lehtinen (2002, 112) the reasons why a customer terminates
the customer relationship with a company can be divided into three different groups. The
first group is customers who have terminated the relationship for no specific reason. The sec-
ond group is customers who have terminated the relationship, due to a critical customer en-
counter that has been managed disappointingly. Customers can become inactive due to one
very negative experience or multiple smaller negative experiences. The third group is cus-
tomers who terminate the relationship because they feel that by changing the supplier they
will receive more value from a competing company. According to Griffin (2002, 40-41) the
further the customer has progressed within the customer loyalty levels, the more the com-
pany has to lose if the customer becomes inactive. When a customer becomes inactive it is
important to discover the reason that has caused the inactivity, so that the company can win
the customer back. According to research studies a business is twice as likely to successfully
sell to a former customer, than to a new one. When the customer who has discontinued his or
her buying relationship with a company is contacted he or she can explain the reason why he
or she has discontinued the relationship. The company then has the opportunity to correct
the situation and stop negative publicity. At the same time the company can make sure that
the same situation does not occur with other customers. In order to avoid disappointments
and discontinuations of the buying relationship the company should be as flexible as possible
in exceptional situations, anticipate problematic situations, and rectify disappointing situa-
tions well (Pollanen 1995, 82-86).
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6.3  Customer attitudes and customer loyalty

When observing customer loyalty more precisely, customers’ attitudes are taken into consid-
eration in addition to their behaviour. Customer loyalty then appears in such a way that a
customer views a certain company more positively than its competitors. These positive atti-
tudes will lead to positive feelings towards the company and its products or services. The
deepest form of customer loyalty is when a customer chooses the products or services of a
certain company rather than the products or services of their competitors. Absolute customer
loyalty is formed from the length of customer relationship, the customer’s emotional bond
with a company and centralization relationship between the customer and the company. Ab-
solute customer loyalty occurs when a company has the total share of the customer. Stor-
backa and Lehtinen (2002, 38) have divided the total share of the customer into the share of

the customers ‘heart’, ‘thoughts’ and ‘wallet’. (Ylikoski 1999, 176)

The length of customer relationship is the time that a customer remains as a client for the
same company. The customer’s emotional bond with a company is the share of the customers
‘heart’. A positive attitude naturally influences a customer’s buying behaviour and strength-
ens it. The share of the customer’s ‘heart’ is especially important in markets that are highly
competitive. Without it, it is hard to get a share of the customer’s ‘thoughts’ and ‘wallet’.
The centralization relationship is the share of the customers ‘wallet.’ In many cases a cus-
tomer is loyal to many organizations simultaneously. The deepest level of customer loyalty is
achieved when the customer focuses his purchases on only one company. The length of the
customer relationship, positive attitudes and the centralization of purchases together form
‘true’ customer loyalty. All these factors are dependent from each other, the emotional bond
affects the behaviour and vice versa. (Storbacka & Lehtinen 2002, 38; Ylikoski 1999, 175-177)

6.4  Benefits of long-term customer relationships and customer loyalty

Long term customer relationships and customer loyalty are beneficial for both companies and
customers. According to studies, loyal customers are an important asset to companies be-
cause loyalty decreases customer turnover and increases customer profitability. Loyal cus-
tomers buy more than regular customers and from multiple product categories. Loyal custom-
ers are not as willing to seek other alternatives and receive offers from competitors as other
customers. In addition they recommend the products and services of the company they are
loyal to, to others. (Paavola 2006, 263-264; Ylikoski 1999, 180-184)

6.4.1 Benefits for the company
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Customer loyalty is beneficial to companies because loyal customers are predictable. Cus-
tomer predictability reduces operational costs as managing staffing, inventory, growth and
hours of operation are easier to manage when a company is able to predict its customers’
buying behaviours. Another benefit of loyal customers is that the company is already doing
business with them so they do not need to be attracted. Loyal customers are also easier to do
business with since the company knows their buying habits and preferences. Doing business

with a loyal customer also takes less time. (Lawfer 2004, 43-44)

Long-term customer relationships are the source of financial gain for companies. Customer
loyalty significantly affects the profitability of the company. According to a survey by the
Harvard Business Review, the improvement of customer permanence by five percent units
increased the profit per average customer by 25-100%. (Reichheld 1996, 33; Ylikoski 1999,
180)

A loyal customer is not necessarily a profitable customer immediately. It might take several
years until the profits that a customer brings in become bigger than the costs of the cus-
tomer. The length of a customer relationship together with the part that a company has of
the total purchases of a customer determines how profitable the customer can become. Over
time a customer becomes more profitable also because the efficiency of marketing invest-

ments grow, when the level of loyalty increases. (Griffin 2002, 12; Ylikoski 1999, 181)

In addition to the instant financial benefits that a loyal customer brings to a company there
are also gradual financial benefits on the business operations of the company that result from
long-term customer relationships. An example of these gradual financial benefits is that a
loyal customer is occasionally willing to pay a higher price for the services provided. The rea-
son for this is that the loyal customer feels that the familiar customer relationship is safe and
saves the customer’s time. It would demand extra effort and time from the customer to make
purchases with an unknown company. Another example of gradual financial benefits for a
company is that a satisfied customer will tell his or her friends and acquaintances about the
company that he or she is satisfied with. This is free marketing for the company and creates

interest in new customers. (Ylikoski 1999, 183)

As seen in Figure 2 customer loyalty can also be seen indirectly in the personnel of a com-
pany. Satisfied, long-term customers are more pleasant to serve and therefore the stability of
the staff increases. Good quality creates customer satisfaction which increases customer loy-
alty and profits. The stability of staff improves the possibility to produce good quality repeat-
edly. In addition when a company is spending less to acquire new customers, it is able to pay
higher salaries to employees. Higher salaries help to increase employee morale and commit-

ment. When employees stay with an organization longer their productivity rises and training
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costs decrease. When employees are overall highly satisfied and experienced they are able to
serve the customers better. Personal relationships between employees and customers are also
developed when employees stay with an organization longer. Stability of staff is also impor-
tant because long-term employees know their customers well, so they are able to deliver
more value, which again increases both customer and employee loyalty. (Griffin 2002, 13;
Reichheld 1996, 21; Ylikoski 1999, 183-184)

Customer satis-
faction

Customer reten-
tion & increased

profitability Good quality

Stability of staff

Figure 2: The benefits of customer retention in a company (Ylikoski 1999, 184)

6.4.2 Benefits for customers

Long-term customer relationships are also valuable for customers. The benefits for customers
are the relationship between the customer and the contact person, the special treatment
that the customer receives and the feeling of safety. The most important of these benefits is
the customer’s feeling of security. In a good customer relationship, the customer can rely
that she or he will receive good service and that any possible problematic situations will be
managed well. This is called the psychological benefit. Social benefits are related to the ser-
vice situations. Customers also value that they are known and a relationship is formed be-
tween the customer and the contact person. This is especially important in such services
where there is interaction between the customer and the staff. Another benefit for the cus-
tomers is financial benefits. Financial benefits are for example discounts and offers that are
given to loyal customers. Customers also value the fact that they save time when they do not
have to use time choosing the company to do business with and when they receive special
treatment. A good and stable customer relationship diminishes the customer’s need to change
company and might even enhance the customer’s quality of life. Customers are naturally re-
luctant to change companies because they cannot know in advance if they are going to bene-
fit from it. (Ylikoski 1999, 184-185)
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7  Customer loyalty programs

Customer loyalty programs are programs that reward the customer for repeat purchases. Usu-
ally the programs are directed to big consumer groups. Customer loyalty programs can be
called customer clubs, membership clubs, loyalty schemes, frequency programs or reward
programs. The definitions of customer loyalty programs differ but a general definition is that
the customer loyalty program needs to have a customer database, a way of becoming a mem-
ber and prizes. According to Terhanian (2008) customer loyalty programs should appeal “not
only to the consumer’s head but also to the heart.” (Arantola 2003, 50-53)

According to Paavola (2006, 224) even though customer loyalty programs are very popular
among companies their effect in choosing the place of business or loyalty regarding customers
has not been researched thoroughly. Companies assume that customer loyalty programs gen-
erate customer loyalty. Some research suggests that customer loyalty programs increase cus-
tomer loyalty but according to most studies customer loyalty programs do not have a defini-
tive effect on the development of customer loyalty. According to research by Dowling and
Uncles (1997) the current reward methods that are used in customer loyalty programs are not
able to modify the established behavioural models of customers. According to them customer
loyalty programs are more successful if they strengthen the value of the product or service
that is offered to the customer. According to research by Magi (1999, 123-125,128) customers
who possessed more than one loyalty card from competing companies were less loyal in terms
of quantity or purchases, visiting frequency and centralizing degree than customers who had

only one card or no card at all.

In Finland almost each industry has customer loyalty cards. Even small businesses such as ice-
cream kiosks and hairdressers have stamp cards that do not generate customer information

but their objective is to motivate the customer to purchase again. (Arantola 2003, 72)

7.1 Objectives of customer loyalty programs

Loyalty programs are established because of different reasons and backgrounds but the com-
mercial reason for them is a need to level the fluctuations in sales and to be able to predict
better how the business operations develop in the future. In addition the objective is to in-
crease the sum and frequency of purchases. Objectives regarding customers are related to
acquisition of new customers and customer loyalty. Customer loyalty programs did not intro-
duce discounts and bonus-points to markets but many companies use customer loyalty pro-
grams to replace the varied methods of offering customers different incentives in the form of
discounts. In addition the objective has been to decrease the importance of discounts and to

try to focus the marketing communications on service benefits instead of monetary benefits.
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However in the beginning of the 21°* century marketing communications have focused on fi-
nancial benefits. The purpose of customer loyalty programs has also been to increase or ob-

tain market share and increase cross-selling. (Arantola 2003, 72)

7.2 Using customer data as a resource

In order to develop and maintain customer relationships and customer loyalty programs, com-
panies need to have a database about their customers. Information technology can be used to
create a database in which the company can store all data that is essential about the loyal
customers. In order to successfully manage the loyal customer relationships companies need
to know the loyal customers thoroughly. Each contact with a customer generates information.
What is essential is how the company takes advantage of this information. The data can be
obtained from the feedback that the loyal customer gives and in addition from other sources
such as billing systems. The data is continuously analyzed to discover the needs, level of sat-
isfaction, profitability and level of loyalty of the customer. The procedures that are required
to maintain and deepen the customer relationship are defined according to the results of the
analysis. (Bergstrom & Leppanen 1999, 321; Pollanen 1995, 27, 30, 31; Ylikoski 1999, 193)

In order to obtain the customer data, the company needs to discover a way to identify the
customers. This can be done using a customer loyalty card. The customer loyalty card can be
shown during purchasing encounters but the company should also make sure that the mem-
bership card number can be given when the customer gives feedback via the internet or tele-
phone. Recognizing loyal customers in a face-to-face service situation is difficult because
usually the customer is asked to show his or her club card when making a purchase. Therefore
it is difficult to recognize customers in service situations when the customer is not buying
something. (Arantola 2003, 79)

According to Pollanen (1995, 38) the most important factors of a successful database are the
authenticity of the data, the viability of the data, the accuracy of the data, the user friendli-
ness of the software and ICT systems, cost efficiency, how up-to-date the data is, flexibility

and appropriability of the system.

The type of data that is needed about loyal customers depends on the mode of operation of
the company. It is impossible to list all the types of data that a customer database can con-
tain but the types of data that are found in most developed customer databases can be seen

from Figure 3.
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Figure 3: Types of customer data in a customer database (Pollanen 1995, 35)

The basic and profile data formulate the foundation of the customer database. The basic data
is often comprised of the name, address, e-mail address and telephone number of the cus-
tomer, the beginning date of the customer relationship, and description of other basic events
that are significant in relation to the customer relationship. The customer profile data is
comprised of age, gender, life situation, family size, income, education, profession, locality
and hobbies. The profile data is used to define the buying behaviour of customers. By combin-
ing and refining the basic and profile data the company is given information about what style
to use in customer communications. In addition the company is given information about the
potential income value of the loyal customer. It is crucial that the profile data is updated
regularly, as the loyal customers are segmented into customer segments according to the
profile data. If the data is incorrect or outdated, the customer is segmented into an incorrect
customer segment. The way in which the basic and profile data are collected and updated
depends on the nature of the business. If this data is not created and updated during day-to-
day business operations, the only option for a company is to create a loyal customer club that
requires the customer to join the club. When joining the club, the customer is given a form,
in which he or she fills out the data that is needed to set up a database (Bergstrom & Lep-
panen 1999, 321; Pollanen 1995, 35-38)

Buying behaviour data is the most important type of loyal customer data. It answers the ques-
tions what the customer buys, how much the customer buys, how often the customer buys,
and at what price the customer buys. By combining this data it is possible to discover how

loyal and profitable the customer is to the company. However this requires, that the company
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knows the customer’s service and marketing fees. Collecting and maintaining buying behav-
iour data does not necessarily require great effort. In many cases the purchasing transactions
are recorded into the company’s billing system, from which they can be transferred to the
loyal customer database. In some areas of business, in order to identify transactions to spe-
cific customers a customer loyalty card or some other form of identification is needed.
(Bergstrom & Leppanen 1999, 321; Pollanen 1995, 40-41)

The contact data represents the actions that the company has targeted towards its loyal cus-
tomer, and how these actions have influenced the behaviour of the loyal customer. For ex-
ample the customer’s reaction to an advertising campaign. Contact data answers the ques-
tions how the customer was contacted, when the customer was contacted, and what was
achieved. The contact data includes campaigns, press releases, customer visits, special of-
fers, studies and their timing and results. (Bergstrom & Leppanen 1999, 321; Pollanen 1995,
43)

Customer satisfaction data answers the questions about the current strength of the loyal cus-
tomer relationship, need for immediate actions to solidify the relationship, and the potential-
ity of the customer to become a reference customer. By using and refining the customer sat-
isfaction data, the company is able to answer the questions about additional measures
needed to secure the continuation of the customer relationship and if the customer satisfac-
tion of a single customer can be used to increase the profitability of that customer.
(Bergstrom & Leppanen 1999, 321; Pollanen 1995, 45)

7.3  Benefits of customer loyalty programs

Customer loyalty programs offer different types of benefits to their customers. The objective
of offering benefits is to increase the commitment of the loyal customer and to generate
additional sales that are profitable. For the consumer customer loyalty benefits are benefits
that he or she receives in addition to the normal service level because he or she is good cus-
tomers. This means that benefits that customers receive immediately after joining a cus-
tomer loyalty program are not customer loyalty benefits. Benefits should only be offered to
customers who meet the requirements of a loyal customer. The structure and number of
benefits is proportioned according to the profitability and loyalty of customers. The benefits
can be either financial benefits that appeal to rational buying principles, appreciation bene-
fits that appeal to emotional buying principles, or notifying the customership. Figure 4 illus-
trates the role of benefits in loyal customer marketing. (Arantola 2003, 101, 121; Bergstrom &
Leppanen 1999, 322-323; Pollanen 1995, 67)
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Figure 4: Role of benefits in loyal customer marketing (Pollanen 1995, 66)

The strength of customer relationships can be increased by offering the customer benefits
that are connected to his or her purchasing loyalty. In most cases it is worthwhile to construct
the use of benefits for loyal customers in the form of a systematic benefit structure. The
benefit structure is a system that is connected to achieving certain levels of purchasing loy-
alty. In this system the number of financial and appreciation benefits received by the cus-
tomer increases when the number of their purchases increases. In order to succeed, the bene-
fit structure needs to be cumulative and progressive at different benefit levels. This means
that the total number of purchases of the customer is monitored during a certain period of
time and that the value of benefits of the customer increases when his or her total number of
purchases entitles him or her to move to a higher benefit level. The benefits offered to cus-
tomers should be so committing that it is difficult for the customer to relinquish them. At the
same time the benefits must also change from time to time so that the customer does not
lose their interest. By using the above-mentioned benefit structure the company can direct
benefits to the customer whose total number of purchases is high, motivate customers to
increase their volume of purchases to achieve the next level of benefits, and increase the
profitability of the benefit structure as some customers will increase the volume of their pur-
chases but will not achieve the higher level of benefits. (Pollanen 1995, 67-68; Bergstrom &
Leppanen 1999, 330)
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The benefits offered to loyal customers can be divided into financial benefits and apprecia-
tion benefits. The marketing communications of loyal customer programs are often focused
on financial benefits or benefits that can be assimilated with money. Financial benefits in-
clude percentage rebates from all purchases, special offers for loyal customers and points
that can be used to purchase items. If the method of collecting points is used, it is important
to make sure that the customer is able to monitor accumulation of his or her points. The
purpose of financial benefits is to give the customer additional value by lowering costs. In
addition financial benefits are central tools of additional sales, and help to increase the prof-
itability of customer relationships. When promoting financial benefits the company needs to
plan the communications of the benefits in such a way that the customer understands the
logic of the financial benefits and can take advantage of the benefits. In doing so, the cus-
tomer is transforming his or her buying behaviour to a way that is beneficial for the company.
(Arantola 2003, 121 -123; Bergstrom & Leppanen 1999, 330; Pollanen 1995, 70)

Appreciation benefits are service elements that differ from the usual service practices of the
company. Appreciation benefits are important because they appeal to the emotional buying
principles of the customer. Appreciation benefits include special service to loyal customers
such as longer period of warrantees, loyal customer events, club evenings and loyal customer
magazines. Appreciation benefits are more committing than financial benefits, and therefore
it might be more difficult for the customer to relinquish them. Offering discounts only com-
mits the customer temporarily and the customer is likely to change to another competing
product, if the bonus or discount they receive from it is higher. (Arantola 2003, 101-102, 123-
125; Bergstrom & Leppanen 1999, 330; Pollanen 1995, 70-71)

Offering benefits generates costs but companies can reduce the costs by offering its loyal
customers benefits from partner affiliates. When using these types of benefits it is however
important to make sure that the importance of these benefits from affiliates is not too big. It
is essential to make sure that it is clear to the customer that he or she receives the benefit
because he or she is a loyal customer of the company and not the partner affiliate. (Pollanen
1995, 73)

In addition to financial and appreciation benefits loyal customers can also be awarded by
noticing the customership. Financial and appreciation benefits are easy to communicate to
customers as they can be included in the brochures of customer loyalty programs and in mar-
keting communications. Noticing the customership is more difficult to perceive. Customer
loyalty programs can use social benefits, symbols and personal notification as forms of notic-
ing the custormership. Examples of social benefits are for example the lounge facilities of

airlines that are offered to customers who have achieved higher levels of their customer loy-
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alty programs. Status symbols are for example customer loyalty cards that are a different

colour from the normal customer loyalty cards. (Arantola 2003, 104-105)

7.4 Loyal customer communications

The communication between the loyal customer and the organization should be two-way. It is
important that the loyal customer feels that he or she can influence the amount, timing and
contents of communications. In this way of communicating, the company takes into account
the special relationship that the loyal customer has with the company and his or her higher
than average needs. The company should arrange its communications with loyal customers in
such a way that it is mostly based on the individual needs of the loyal customer. Some parts
of communications will be targeted to bigger loyal customer segments or all loyal customers
but the majority of loyal customer communications should be attuned to the stage and situa-

tion of each loyal customer relationship. (Pollanen 1995, 75-78)

8 Scientific analysis

According to Heikkila (2005, 13) “Scientific analysis is a method of problem solving that aims
at solving the conformities to law and principles of the research subject.” Scientific analysis
can be theoretical and empirical. Empirical studies are based on methods that have been
developed using theoretical analysis. This method can be used to test if a hypothesis that has
been conveyed from theory actualizes. The research problem of an empirical study can also
be to discover the reasons for some event, behaviour or solution on how something should be

executed.

8.1 Basic requirements of a good investigation

The basic requirements of a good investigation are that it is valid, reliable and objective.
(Heikkila 2005, 29)

8.1.1 Validity

In order to be valid the investigation must investigate what it was supposed to investigate. If
the researcher has not set exact objectives for his or her investigation, he or she might inves-
tigate incorrect issues. If the terms and variables that are investigated have not been pre-
cisely defined, the results of the study cannot be valid. It is difficult to examine validity after
the investigation has been executed. Validity must be ensured beforehand. The questions of a
quantitative survey questionnaire should measure the right issues unambiguously. The ques-
tions must also include the whole research problem. Other means that support the validity of
a quantitative research are a careful definition of the universe, a representative sample and
high response rate. (Heikkila 1998, 29)
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8.1.2 Reliability

Reliability means the precision of the results. An investigation is not reliable if the results are
random. The results of an investigation are random when the size of the sample is very small.
Reliability means that the investigation can be repeated with similar results. To ensure reli-
ability, the researcher must be precise and critical during the entire course of the investiga-
tion, as mistakes can occur when collecting, inputting, processing and interpreting the re-
sults. It is essential that the researcher interprets the results correctly. In addition the re-
searcher must make sure that the target group of the investigation represents the whole uni-

verse that is investigated. (Heikkila 1998, 30)

8.1.3 Objectivity

Every investigation is affected by the researcher’s subjective way of choosing the research
method, formulation of questions, analysis methods and way of reporting the results. In addi-
tion mistakes can happen even to a careful researcher. It is however inexcusable if the re-
searcher intentionally distorts the results or does not use control measures that are available.
The results of the investigation cannot depend on the researcher, so the researcher cannot
let his or her own political or moral beliefs affect the outcome of the research process.
(Heikkila 1998, 30-31)

8.2 Quantitative and qualitative research

Empirical research can be quantitative or qualitative. The method of research is chosen ac-
cording to the research problem and the purpose of the study. In some cases the methods can
be used together to supplement each other. The main differences of quantitative and qualita-

tive research can be seen from Table 2. (Heikkila 2005, 16)

8.2.1 Qualitative research

Qualitative research is used to understand the research object and explain the reasons behind
its behaviour and decisions. Qualitative research focuses on a small amount of incidents but
these incidents are analyzed as carefully as possible. The research subjects are deliberately
chosen and the purpose is not to make statistical generalizations. Qualitative research utilizes
the teachings of psychology and other behavioural sciences. In qualitative research the mate-
rial is collected in a less structured way than in quantitative research. The material collected
is often in verbal format. In addition to traditional questionnaire forms, data is collected
using open conversational interviews and theme interviews that focus on a certain subject or

4-8 person group discussions. (Heikkila 2005, 16-17)
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Answers the questions: What?
Where? How much? How of-
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gathered sample
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non according to numerical

Understanding the phenome-
non according to “soft data”
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data

Table 2: The differences of qualitative and quantitative research (Heikkila 2005, 17)
8.2.2 Quantitative research

Quantitative research is used to investigate questions related to quantities and percentages
and the dependencies between different issues or changes in the investigated phenomenon.
Quantitative research requires a large enough and representative sample. The material col-
lection in quantitative research is implemented by using a standardized questionnaire with
ready-made answer options. The results can be depicted using tables and charts. Quantitative
research can be used to investigate the current situation but it is unable to explain the rea-
sons behind the situation. (Heikkila 2005, 16)

The quantitative research method was chosen for this investigation because the objective was
to discover what benefits or issues are important to the club members and how these issues
and benefits had been executed by KappAhl according to the club members’ point of view. In
addition the objective was to include as many club members as possible in the investigation.
Combining the qualitative and quantitative research methods was also considered. It was
considered that the authors would first interview 3-5 carefully selected club members and ask
these members what issues regarding the club & KappAhl were important to them and why,
and then formulate a customer satisfaction survey based on these results. The idea of the
interviews was however abandoned due to multiple reasons. First of all, in-depth interviews
are time-consuming. These interviews would have taken time to implement and in addition
the processing and analysis of the results would have been also time-consuming. Another issue
was that neither of the authors speaks Russian, so a translator would have been necessary,
and this would have generated costs. The selection of possible interviewees would have also

been problematic, as they live in another country. (Lotti 1998, 68)

Quantitative methods are research techniques that are used to gather quantitative data. The
decision of what technique is used should be based on the target group and what method of

information gathering best suits the situation. Different methods include desk research,
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postal surveys, telephone interviews, personal interviews, value and attitude surveys, online
researches and mobile panels. The method that was chosen for this investigation was a value
and attitude survey. This method was chosen because a survey is an efficient and cost-
effective way to collect information, when the number of research subjects is high. When
using this method the data is collected using a questionnaire form. Using an electronic survey
was also considered but when using electronic forms the success of the investigation depends
on the technical execution of the questionnaire, and since neither of the authors had any
experience about electronic surveys this method was abandoned. The questionnaire was dis-
tributed to the paying Club Tax-free members at the checkout counters of KappAhl Lappeen-
ranta. This means that the investigation does not include the whole universe. Instead it cov-
ers a random sample of the universe. To ensure that the sample represented the universe as
well as possible the questionnaire was offered to all paying club members who purchased
something during January 11" - 23" of March 2010. (Heikkild 2005, 18-19, 36)

9  Construction of the questionnaire

The questionnaire is an essential part of the survey. The questions of the questionnaire should
be designed carefully as the form of the questions is the biggest cause of mistakes. A ques-
tionnaire that is not designed carefully can ruin the whole investigation. When designing the
questionnaire, the author should consider the research problem and how the data will be
processed. The author should also know what program is going to be used to process the data,
how the data is going to be input and in what way the results will be reported. Before the
formulation of the questionnaire the author should be completely aware of the objective of
the investigation. This means that the author should know what the questions are that he or

she wants to find answers to. (Heikkila 2005, 47)
The research questions of this investigation are:

1. What is the current level of satisfaction of the members of KappAhl Club Tax-free?

2. What are the factors that affect the level of satisfaction?

The results of the questionnaire will be processed and analyzed using the SPSS and Ms Excel

programs. The results will be reported using tables and figures.

9.1 Characteristics of a good questionnaire

According to Heikkila a good questionnaire has the following attributes:

e The questionnaire is clear, orderly and inviting

e The text and questions are arranged well
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e The answering instructions are clear and unambiguous

e Questions only ask about one issue at a time

e The questions are in a logical order

e The questions are numbered consecutively

e Questions that focus on the same subject are grouped in entities

e The questionnaire begins with easy questions

e Control questions ensure the reliability of the answers

e The questionnaire is not too long

e The questionnaire makes the respondent feel like she or he is important

e The questionnaire is pre-tested

e The questionnaire is easy to input and process using a program that is used for statistical
analysis (Heikkila 2005, 48-49)

According to Hill et al. the design of the questionnaire is a more significant factor than the
length in terms of success, unless the questionnaire is very long. In self-completion question-
naires the maximum number of questions should be 50, spaced out on four A4 sheets. Al-
though shorter questionnaires are preferred ‘per se’, it is better to space out the question-
naire on four sheets, than to try to reduce the number of pages by for example using a
smaller font. It is better to have a questionnaire that is four pages long but at the same time
easier to navigate, understand and fill in. (Hill et al. 2007, 88, 139-141)

9.1.1 Open questions

There are two main types of questions open questions and closed questions. In addition these
two types of questions can be combined to create questions that are closed but have open
response options. (Heikkila 2005, 48-52; Hill et al. 2007 127-129)

Open questions allow the respondents to write any response they want to the question. These
types of questions can create a big volume of information that is difficult to analyze or use
but open questions can sometimes produce new points of view or substantial development
ideas. (Heikkila 2005, 50; Hill et al. 2007 127)

9.1.2 Closed questions

Closed questions are quick, cost effective and easy for both respondents and the researcher.
In addition they facilitate clear, unambiguous comparisons. As the main purpose of the cus-
tomer satisfaction survey is to create and monitor measures, most questions of customer sat-
isfaction surveys are closed questions. Closed questions can be dichotomous, meaning that

they have two possible answers that are usually ‘yes’ or ‘no’ or multiple choice. The purpose
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of closed questions is to simplify the processing of results and eliminate certain mistakes.
Some respondents are not verbally talented and therefore cannot formulate their answers, so
respondents tend to avoid giving critique. When respondents are offered ready-made answer-
ing options they are able to reply even if they have verbal difficulties and giving negative
feedback is also easier. The disadvantage of closed questions is that they can tempt the re-
spondents to answer without thinking, the answer options can be misleading or the ‘right’
option can be missing, and mistakes in classifying cannot be corrected afterwards. (Heikkila
2005, 50-51; Hill et al. 2007, 128-129)

The questionnaire that was used in this investigation (See Appendix 3 and Appendix 4) in-
cluded both closed and open questions. The majority of the questions were closed so that the
questionnaire would be quick to fill in, and that the responses would be easy to analyze. A
general open question was also included, so that the respondents had the possibility to give
open feedback and development suggestions regarding the KappAhl Club Tax-free. The age of
the respondents was also asked by using an open question because if the age groups were
formulated incorrectly they could not be corrected afterwards and the results might have
been uninformative. In addition it is easy to create suitable age groups after the ages of the
responses have been collected. The original questionnaire was written in English by the au-

thors and it was translated to Russian by KappAhl’s translator.

In satisfaction research it is common to use simple verbal scales where each point of the scale
is given a verbal description. For example: ‘completely agree’, ‘somewhat agree’ or ‘very
satisfied’, ‘satisfied.’ The problem with these types of scales is that they give an order from
good to bad or satisfied to dissatisfied but they do not quantify the order. In addition, it is
not known if the distance between ‘completely agree’ and ‘somewhat agree’ is the same as
the distance between somewhat agree’ and ‘neutral’. However verbal scales are preferred by
some because they think that they understand the meaning of each itemized point on the
scale. This is also problematic because the meaning of words can be different for different
people. When verbal scales are used it is essential to make sure that the scale is balanced. In
customer satisfaction surveys this means that the customer is given as many chances to be
dissatisfied as to be satisfied. The authors of this investigation chose to use verbal scales as
they were seen as more easy to understand as opposed to only including numerical scales.
(Hill et al. 2007 112-114, 145)

9.2 Introductory letter & incentives

According to Heikkila (1998, 61-62) the introductory letter is used to motivate the respondent

to fill in the questionnaire form. In addition it is used to explain the background and purpose

of the investigation. The letter should be written using polite language and it should not be
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longer than on page. The introductory letter should contain who is implementing and financ-
ing the investigation, the purpose the investigation, the way in which the information of the
investigation will be used, instructions on where and how the questionnaire should be re-
turned to, a comment about the confidentiality of the information given, a thank you for the
response and the signature of the researcher. According to Hill, Brierley & MacDougall (2003,
54) A good introductory letter is the most effective method to increase the response rate.
Incentives such as prize draws, free gifts, coupons and donations to charity are frequently
used as techniques to increase response rates. Hill et al. (2007, 89-90) however argue that
there is no conclusive evidence that these techniques consistently improve response rates.

Instead they may reduce quality of the responses and in addition they are usually costly.

In this investigation the authors chose to use an introductory letter (see Appendix 5) and an
incentive (see Appendix 6). The introductory letter explained who is implementing the inves-
tigation and the purpose of the investigation. In addition the letter informed that taking part
in the investigation was voluntary and information gathered would be reported to KappAhl
anonymously. In addition the introductory letter mentioned that as a thank you for the re-
sponses the club member would receive a coupon that entitled the club member to a 20%
discount from their next purchase. The introductory letter was very important in this investi-
gation as the questionnaire was offered to the club members by the staff of the Lappeenranta
KappAhl store and not the researchers themselves. The incentive was used because the au-
thors assumed that it would motivate the club members to take part in the investigation. As
with the questionnaire form, the introductory letter was first written in English by the au-

thors and later translated to Russian.

10 Empirical part

The empirical part of the investigation was implemented as a quantitative customer satisfac-
tion survey for KappAhl Lappeenranta store’s KappAhl Club Tax-free members. The survey
was distributed at the checkout counters to the paying club members during January 11th -

March 23 2010. The club members were identified by their Club Tax-free cards.

The data gathered was documented and analyzed using SPSS and MS Excel. MS Excel and SPSS

were also used to create graphical presentations.

10.1 Results of the questionnaire

The total number of respondents was 61. The number was significantly lower than was ex-
pected number of 150 but due to time constraints the authors were forced to end the gather-
ing of the results. One reason that affected the speed of gathering the results was the length

of the questionnaire. According to the store manager and staff of the KappAhl Lappeenranta
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store the respondents thought that the questionnaire was too long and in addition they did
not perceive the discount coupon, which was used as an incentive, appealing enough that it
would attract them to fill in the questionnaire. Some respondents also did not answer all
questions of the questionnaire form. All forms were however included in the analysis of the
results. The questionnaire included background questions, satisfaction questions, importance
questions and additional questions that were assigned by KappAhl that concerned various
issues regarding the club. In addition the questionnaire included one open question. The

questions will now be viewed one-by-one. (Heinonen 2010)
10.1.1 Analysis of background questions

The classification questions were used to determine the background variables of the respon-
dents. The background variables were used to determine what type of people the conclusions
of the investigation will apply to. The background questions were questions 13, 14, 15, 16,
17, 18, 19 and 20 (see Appendix 3). The questions were month of joining the Club Tax-free,
gender, age, size of household, hometown, frequency of visiting Finland, frequency of visiting

KappAhl stores and most common method of transport used when travelling to Finland.

The majority of the respondents had joined the Club Tax-free during December (see Figure
5). Out of the total of 47 respondents, 12 respondents or 26% had joined the Club Tax-free
during December. This question was flawed since the gathering of the results was started in
January and continued to March but the respondents who had joined the club later than De-

cember did not have a response alternative.

The distribution of the respondents according to gender can be seen from Figure 6. Of the 56

respondents 84% or 47 respondents were female and 16% or 9 respondents were male.

The authors did not want to use age groups in the questionnaire because the age of the re-
spondents was not known. By collecting the exact ages of the respondents it was easy to
make age groups accordingly after the results had been collected. The age groups were de-
termined so that each age group would have approximately the same number of people. The
age groups were: 0-34 years, 35-44 years and 45+ years. Out of the 55 respondents 40% or 22
respondents belonged to the age group 35-44 years, 35% or 19 to the age group 0-34 years,
and 25% or 14 to the age group 45+ (see Figure 7).
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December
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Month of joining Club Tax-free
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Figure 5: Month of joining the Club Tax-free

H Female

H Male

Figure 6: Gender of respondents.

As seen from Figure 8 the most common household size of the respondents was three people.
Out of the total of 57 respondents who answered the question, 25 respondents or 44% had
three people in their household. A total of 22 respondents or 39% had 4 people in their house-
hold. The other respondents had either more than five people or less than three people in

their household.
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m0-34
W 35-44
W45+

Figure 7: Age of respondents
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m1
m2
w3
m4
B 5 or more

Figure 8: Size of household

St. Petersburg was the hometown of 92% of the respondents (see Figure 9). In total 48 re-

spondents answered the question about the hometown.

Of the 55 respondents 60% or 33 respondents travelled to Finland monthly (see Figure 10). In
the question about the frequency of visiting KappAhl also 60% or 33 respondents answered
that they visit KappAhl monthly. In total 55 respondents answered the question about fre-
quency of visiting KappAhl (see Figure 11). According to the results, it seems that the major-

ity of the respondents visit a KappAhl store during their visits to Finland.

As seen from Figure 12 the most common mode of transport that the respondents used to
travel to Finland was by car. Of the 55 respondents who answered the question 82% or 45

respondents usually travelled to Finland by car.
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Figure 10: Frequency of visiting Finland
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Figure 11: Frequency of visiting KappAhl stores
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| Car
M Train
Bus

Figure 12: Most common mode of transport when travelling to Finland

10.1.2 Analysis of the satisfaction and importance questions

The questions that measured customer satisfaction and importance were questions 1, 2 and 3
(see Appendix 3). The questions were about the importance of issues when visiting a clothing
shop, the satisfaction with aspects when visiting KappAhl Lappeenranta shop and the general
satisfaction regarding the Club Tax-free. These questions were asked to discover the level of
satisfaction of the members of the Club Tax-free and to discover areas that KappAhl could

improve in order to improve customer satisfaction.

As seen from Figure 13 the three most important issues to the members of Club Tax-free
when they visit clothing stores, in order of importance were friendliness of staff, clear display
of prices and customer service. The three issues that were the least important were pleasant

background music, welcome on arrival and presentation of clothing.

In general the members of Club Tax-free were satisfied with all aspects of the KappAhl Lap-
peenranta store. The issues that the club members were most satisfied with were the tidiness
of the store, friendliness of staff and customer service (see Figure 14). The only aspect that
was rated between somewhat satisfied and neutral was presentation of clothing. The club
members were on average somewhat satisfied or very satisfied with all other aspects of the
KappAhl Lappeenranta store. Based on these results it can be said that the most important
issue for club members when visiting clothing stores is customer service. The results also
show that KappAhl has succeeded in aspects that are most important to the customers as club

members seemed to be satisfied with the customer service at KappAhl Lappeenranta store.



Friendiiness of staff X
1= Very important

2=Somewhat important
3=Neutral

Clear display of prices
Customer service
Tidiness of store
Sufficient amount of staff
Expertise of staff
Helpfullness of staf
Airconditioning

Russian language skills

Personal service
Pleasart background music
Welcome on arrival

Presentation of clothing

Mean

Figure 13: Importance of issues when visiting clothing stores to club members
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Figure 14: Level of satisfaction regarding aspects of KappAhl Lappeenranta store
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In total 53 club members answered the question about the satisfaction regarding Club Tax-
free. 68% or 36 of the respondents were very satisfied, 23% or 12 were somewhat satisfied
and 9% or 5 were not satisfied or dissatisfied (see Figure 15). None of the respondents an-

swered that they were either somewhat dissatisfied or very dissatisfied.

M Very satisfied

B Somewhat satisfied

Neutral

Figure 15: Level of satisfaction of club members regarding Club Tax-free

10.1.3 Analysis of the additional questions

The additional questions that were asked were questions 4, 5, 6, 7, 8,9, 10 and 11 (see Ap-

pendix 3). These questions were asked to investigate various issues about the Club Tax-free.

As seen from Figure 16 of the 55 respondents that answered the question about the awareness
of the continuous benefit 45 respondents were aware and 10 respondents were either not
aware or did not know if they were aware of the benefit. This means that 82% percent of the
respondents were aware of the benefit. In total 66% of the total 53 respondents who an-
swered the question about taking advantage of the benefit, had taken advantage of the bene-
fit, 25% or 13 had not taken of the advantage and 9% or 5 did not know if they had taken ad-
vantage of the benefit (see Figure 17). Therefore it can be said that the majority of the club

members were aware of the continuous benefit and over half had also taken advantage of it.

The club members in general were satisfied with all aspects of the Club Tax-free (see Figure
18). The aspect that the club members were most satisfied with was the continuous benefit
from normal-priced items. The issues that could be further developed were the content of
club mailings, number of club mailings via e-mail and number of club mailings via SMS, as the

club members were not as satisfied with them.
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M Yes
H No
® | don't know

Figure 16: Awareness of the continuous benefit

M Yes
H No
=l don't know

Figure 17: Usage of the continuous benefit

As seen from Figure 19 the members of Club Tax-free were likely to recommend the club to a
friend. The club members also thought that they had benefited from being a club member
and that the club offers were attractive. In addition club members had visited KappAhl stores
more frequently after joining the club. According to the results it seems that the club mem-

bers would like to receive more club mail and information about new products.

According to the results (see Figure 20) the most important benefits to club members regard-
ing customer loyalty programs were the continuous benefit, special offers on birthdays and
discount coupons or offers via e-mail. The benefit that was least important to club members

was club evenings or events.
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Figure 18: Satisfaction with aspects of Club Tax-free
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Figure 19: List of claims regarding Club Tax-free
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Figure 20: Importance of benefits regarding customer loyalty programs

As seen from Table 3 the most important benefit to club members was the continuous benefit
from normal-priced items. Of the total 83 answers, this was the most important to 54.2% of
the respondents. The second and third most important benefits were the discount coupons or
offers via e-mail and discount coupons or offers via SMS. According to results from questions
number 7 and 8 (see Appendix 3) it can be determined that clearly the most important bene-
fit to club members is the continuous benefit. What is surprising is that the answers for the
second and third most important benefits differed from question number 7 to question num-
ber 8. In question 7 the second and third most important benefits to club members were spe-
cial offers on birthdays and discount coupons or offers via e-mail, in order of importance. In
question 8 however the second and third most important club benefits were discount coupons
or offers via e-mail and discount coupons or offers via SMS, in order of importance. According
to the results from both questions the two least important benefits to club members were

offers from partner affiliates and club evenings or events.

In total 59 responses were given to the question about reception of club mail from KappAhl.
57.6 % responded that they had not received club mail, 22% had received club mail by e-mail

and 20.3% by SMS (see Table 4). It is not surprising that majority of respondents had not re-
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ceived club mail as club mail has not been sent to all club members. In addition many of the
respondents had joined the club in December after which KappAhl has not mailed much club

mail.

Responses
N Percent [Percent of Cases
Two most important club Continuous benefit from
] ) ) 45 54,2% 95,7%
benefits normal priced items
Discount coupons/offers via
] 16 19,3% 34,0%
e-mail
Discount coupons/offers via
7 8,4% 14,9%
SMS
Offers from partner affili-
1 1,2% 2,1%
ates
Special offers on birthday's 6 7,2% 12,8%
Exclusive offers for club
) 8 9,6% 17,0%
members in stores
Total 83 100,0% 176,6%
Table 3: Most important benefits to club members
Responses
Percent [Percent of Cases
Have you received club Yes, by e-mail 13 22,0% 23,6%
i?
mail? Yes, by SMS 12 20,3% 21,8%
No, | have not received club
] 34 57,6% 61,8%
mail
Total 59 100,0% 107,3%

Table 4: Reception of club mail

As seen from Figure 21, 67% of the total 49 respondents who answered the question regarding

the preferred media for club mailings preferred to receive club mail via e-mail. What is sur-

prising is that 16% or 8 did not want to receive club mail at all. Although when asked about

the preferred frequency of club mailings only 4 or 7% respondents of the total 56 who an-

swered the question answered that they would not like to receive club mail from KappAhl
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(see Figure 22). In total 54% wanted to receive club mail 1-2 times per month and 23% once a
week. 16% of the respondents preferred to receive club mail every other month or less fre-

quently. 17% of the respondents answered that they would not like to receive club mail.

M e-mail
m SMS

= | would not like to
receive club mail

Figure 21: Preferred media for club mailings

B Once a week

M 1-2 per month

M Every other
month

H Less frequently
than every
other month

H | would not
like to receive
club mail

Figure 22: Preferred frequency for club mailings
10.1.4 Reliability of the question groups
To ensure the reliability of the question groups Cronbach’s a (alpha) was used to measure the

internal consistency of the question groups. An alpha of 0.6-0.7 indicates acceptable reliabil-

ity, and 0.8 or higher indicates good reliability. (Essentials of a Good Psychological Test 2004)
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In question number 1, Cronbach's Alpha was 0.849 (see Appendix 3 and 8) which indicates that
the reliability of the question group was good; this means that all questions measured the
same issue. In question number 2, Cronbach’'s Alpha was also high at 0.819 (see Appendix 3
and 9). Therefore the internal consistency of this question group was good. In question num-
ber 5, Cronbach's Alpha was 0.865 (see Appendix 3 and 10), so again the internal consistency
of this question was good. In question number 6, Cronbach's Alpha was 0.871 (see Appendix 3
and 11), so all the questions in this question group measured the same issue. In question
number 7, Cronbach’s Alpha was 0.841(see Appendix 3 and 12), so the internal consistency of

this question group was good.

10.1.5 Analysis of correlations between background variables and dependent variables

To analyze the results further, the correlations between the background variables and general
satisfaction of the club members were investigated, to determine if the level of satisfaction
was dependent on any background variable, for example age. The purpose was to discover if
there was a specific profile of a satisfied club member. The background variables that were
included in this analysis were gender, age, size of household, frequency of visiting Finland,
frequency of visiting KappAhl stores, and most common transport used to travel to Finland.
The authors decided not to investigate the correlation between the background variables the
month of joining the club and hometown and the satisfaction level. The correlation between
the month of joining the club and general satisfaction level was not investigated because the
authors thought that even if there was a correlation between the two variables, this would
have had no significance regarding the research questions. The correlation between home-
town and general satisfaction was not investigated because the responses were very homoge-

nous; the hometown of 92% of the respondents was St. Petersburg.

The Mann-Whitney U test was used to analyze if there was a dependency between gender and
the level of satisfaction. The Mann-Whitney U test was used because gender has two different
categories and the measurement level of the test variable general satisfaction regarding Club
Tax-free is ordinal. As seen from Table 5 the p-value is 0.708, which means that if an assump-
tion is made that gender affects the level of satisfaction, there is a 70% risk that the assump-
tion is incorrect, therefore it can be determined that the level of satisfaction is not depend-

ent on gender.

The Mann-Whitney U test was also used to analyze the dependency between mode of trans-
port to Finland and the level of satisfaction. In order to use this test the response alternatives
had to be re-grouped into two categories. The original answer alternatives of this question
(question 20) can be seen from Appendix 3. The alternatives were re-grouped so that group
number 1 included the club members who travelled to Finland by car, and group number 2

included those who travelled to Finland by bus or train. As seen from Table 6 the p-value is
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0.358, which means that if an assumption is made that the mode of transport affects the
level of satisfaction, there is a 36% risk that the assumption is incorrect, so this assumption

cannot be made.

Test Statistics®

General satisfac-
tion of Club Tax-

free
Mann-Whitney U 139,500
Wilcoxon W 167,500
yA -,375
Asymp. Sig. (2-tailed) ,708

Exact Sig. [2*(1-tailed Sig.)] |,763°

Table 5: Mann-Whitney U test: gender and level of satisfaction

Test Statistics®

General satisfac-
tion of Club Tax-

free
Mann-Whitney U 165,000
Wilcoxon W 945,000
yA -,920
Asymp. Sig. (2-tailed) ,358

Exact Sig. [2*(1-tailed Sig.)] |,470°

Table 6: Mann-Whitney U test: mode of transportation and level of satisfaction

Regarding the other background variables age, size of household, frequency of visiting Finland
and frequency of visiting KappAhl stores Spearman’s correlation was used to analyze if there
was a correlation between any of the above-mentioned variables and the level of satisfaction.
Spearman’s correlation was used because the mentioned variables are ordinal. As seen from
Appendix 4 the background variables did not significantly correlate with the level of satisfac-
tion, as the correlation co-efficient between the background variables and level of satisfac-

tion was below 0.2 or above -0.2.
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In conclusion it can be determined that the level of satisfaction is not dependent on any of
the background variables, which means that the level of satisfaction was the same among all

respondent groups.

10.1.6 Analysis of satisfaction and importance questions

In order to investigate the level of satisfaction of the club members and the issues that had
an impact on it, the authors used the theoretical framework according to Nigel Hill et al.
(2007, 43-56, 150-165; 2003, 80-91) to analyze the importance and satisfaction questions in
more detail. This theory was used because the analysis methods were appropriate, and by
using them the authors were able to discover issues that had an impact on the level of satis-

faction.

According to Hill et al. (2003, 90) as a verbal-type scale was used for the questionnaire, the
results must be analyzed by using a frequency distribution, or in other words how many peo-
ple said what. The figures are usually presented as percentages. The frequency distribution
for the questionnaire can be seen from Table 7 and Figure 23. As seen from table 7 and Figure
23 the response with the highest frequency for each attribute was ‘Very satisfied’. The at-
tributes that some club members were either ‘Somewhat dissatisfied’ or ‘Very dissatisfied’
with were: ‘Personal service’, ‘Russian language skills’, ‘Presentation of clothing’, ‘Clear

display of prices’ and ‘Air conditioning’.

In order to make direct comparisons between the importance scores of attributes and satis-
faction scores of attributes the categorical data produced by verbal scales was changed into
numbers for analytical purposes. This is however statistically invalid as verbal scales produce
non-parametric data which lack interval properties and therefore it cannot be analysed in the

same way as numbers. (Hill et al. 2007, 163)

In the questionnaire the customers were asked to rate the importance of list items. According
to Hill et al. (2007, 46-47, 152) a 10-point numerical scale, where 1 means ‘of no importance
at all’ and 10 means ‘extremely important’, should be used. In this questionnaire a 5-point
scale was used where 1 means ‘Very important’, 2 means ‘Somewhat important’, 3 means
‘Neutral’, 4 means ‘Somewhat unimportant’ and 5 means ‘Very unimportant’. As mentioned
before, in order to make direct comparison between attributes, the verbal scale that was
used was converted into a 5-point numerical scale where 1 means ‘Very important’ and 5

means ‘Very unimportant.

As can be seen from Figure 24 ‘Friendliness of staff’, ‘Clear display of prices’, ‘Customer ser-
vice’, ‘Tidiness of store’ and ‘Sufficient amount of staff’ were the issues that the customers

rated as most important.
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Attribute Very satis- Somewhat Neutral Somewhat Very dissat- Total
fied satisfied dissatisfied isfied

Customer service 80 % 20 % 0% 0% 0% 100 %
Sufficient amount of
staff 70 % 27 % 3% 0% 0% 100 %
Helpfulness of staff 72 % 26 % 2% 0% 0% 100 %
Expertise of staff 67 % 31 % 2% 0% 0% 100 %
Friendliness of staff 79 % 21% 0% 0% 0% 100 %
Personal service 61 % 28 % 5% 2% 4% 100 %
Welcome on arrival 48 % 30% 22 % 0% 0% 100 %
Russian language skills 50 % 35% 12 % 3% 0% 100 %
Presentation of clothing 39% 25% 29 % 5% 2% 100 %
Clear display of prices 79 % 18 % 2% 2% 0% 100 %
Tidiness of the store 88 % 10 % 2% 0% 0% 100 %
Air conditioning 66 % 24°% 9% 2% 0% 100 %
Pleasant background
music 63 % 32% 5% 0% 0% 100 %

Table 7: Frequency distribution of satisfaction responses

0% 10% 20% 30% 40 % 50 % 60 % 70 % 80 % 90 % 100 %

Customer service
Sufficient amount of staff
Helpfulness of staff
Expertise of staff
Friendliness of staff
Personal service
Welcome on arrival
Russian language skills
Presentation of clothing
Clear display of prices
Tidiness of the store

Air conditioning

Pleasant background music

M Very satisfied W Somewhat satisfied  ® Neutral B Somewhat dissatisfied ~ ® Very dissatisfied

Figure 23: Frequency distribution of Satisfaction responses
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0 0,5 1 1,5 2 2,5 3 3,5

Friendliness of staff
Clear display of prices
Customer service

Tidiness of the store

Sufficient amount of staff
Expertise of staff
Helpfullness of staff

Air conditioning

Russian language skills

Personal service

Pleasant background music

Welcome on arrival

Presentation of clothing

Figure 24: Mean of importance of issues when visiting clothing stores

However according to Hill et al. (2007 48-51, 153) the aspects that customers have rated as
important can be different from the aspects that are most closely associated with customers’
overall judgement or opinion of the organization. These aspects can be discovered by investi-
gating the correlations between overall satisfaction questions and other satisfaction ques-
tions. These correlations can be seen from Appendix 13. As can be seen from Figure 25 pres-
entation of clothing and welcome on arrival have a big impact on club members’ overall
judgement of KappAhl Club Tax-free, even though club members rated them as the two least

important issues.

In order to investigate the issues that are important to club members further the importance
and impact scores should be combined into a matrix. However since in this questionnaire the
scale that was used had 1 meaning ‘very important’ and 5 ‘very unimportant’ and usually the
values have opposite meanings the, matrix cannot be constructed. In Figure 26 the impact
scores are shown with the issues that have most impact on customer satisfaction at the top
and the issues that have least impact at the bottom. In order to satisfy their customers com-
panies should focus on issues that are both important to customers and also have high impact
scores. These issues are the satisfaction ‘drivers’. (Hill et al. 2007, 153) As mentioned earlier

the issues that club members rated as important were ‘friendliness of staff’, ‘clear display of
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prices’, ‘customer service’, ‘tidiness of store’ and ‘sufficient amount of staff’. However the
issues that had the highest impact scores were ‘presentation of clothing’, ‘welcome on arri-
val’, ‘helpfulness of staff’ and ‘sufficient amount of staff’, ‘expertise of staff’ and ‘clear

display of prices.’ Based on this it can be said the main satisfaction ‘drivers’ are ‘sufficient

amount of staff’ and ‘clear display of prices’(see Figures 24 and 26).

0,00 0,05 0,10 0,15 0,20 0,25 0,30 0,35 0,40 0,45

Friendliness of staff
Clear display of prices
Customer service

Tidiness of the store

Sufficient amount of staff
Expertise of staff
Helpfullness of staff

Air conditioning

Russian language skills
Personal service

Pleasant background music

Welcome on arrival

Presentation of clothing

Figure 25: Impact scores of issues to club members when visiting clothing stores

Issues that customers have rated as important but do not have a high impact score are called
‘hygiene factors’. These are areas that the company should not invest in heavily, however it
is important to maintain these areas at a level that is acceptable to customers because if the
expectations of customers are not met concerning these areas, the customers will not be
satisfied. (Hill et al. 2007, 154) As seen from Figures 24 and 26 the ‘hygiene factor’ in this

case is tidiness of the store.

Requirements that customers do not rate as highly important but have high impact scores are
called ‘hidden opportunities.’ Hidden opportunities can generate a good return on investment
because it is always good to give customers good experiences in areas that have a high im-
pact. (Hill et al. 2007, 154-155). The hidden opportunities in this case are ‘presentation of

clothing’ and ‘welcome on arrival’. See Figure 24 and 26
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Requirements that score relatively low for both importance and impact are called ‘mar-
ginals’. These factors cannot however be ignored if exploratory research was conducted to
discover what is most important to customers. These matters are important to customers, but
not as important as other matters. ‘Marginals’ usually do not require much investment; how-
ever an expected level of performance should be maintained. (Hill et al. 2007, 155) In this
cased exploratory research was not conducted so it cannot be determined what issues are

‘marginals’.

Presentation of clothing
Welcome on arrival
Helpfullness of staff

Sufficient amount of staff
Expertise of staff

Clear display of prices
Personal service
Friendliness of staff
Customer service

Tidiness of the store
Pleasant background music
Air conditioning

Russian language skills

0,00 00 0,10 0,15 0,20 0,25 0,30 0,35 040 0,45

Figure 26: Impact scores of issues to club members when visiting clothing stores

As seen from Figure 27 on average the club members were satisfied with all issues. According
to Hill et al. (2007, 155) satisfaction scores above nine on a ten point scale show an ex-
tremely high level of satisfaction. Scores of 8 indicate ‘satisfied’ customers, 7 ‘quite satis-
fied’ and 6 ‘borderline’ or ‘much room for improvement. As the scale used in this investiga-
tion was a five-point, with 1 meaning ‘very satisfied’ and 5 meaning ‘very unsatisfied’ it will
be interpreted that scores of 1.5 or lower indicate that customers are very satisfied, scores
above 1.5 to 2 are ‘satisfied’, 2 to 2.5 are ‘quite dissatisfied’ etc. Based on this the club
members were very satisfied with almost all issues. The club members were ‘satisfied’ with
personal service, Russian language skills and welcome on arrival. The club members were
quite satisfied with ‘presentation of clothing.’” As mentioned before, these results are not
statistically valid as verbal scales were originally used, that were later converted into num-

bers.
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Tidiness of the store
Customer service
Friendliness of staff

Clear display of prices
Helpfullness of staff
Expertise of staff

Sufficient amount of staff
Pleasant background music

Air conditioning

Personal service
Russian language skills

Welcome on arrival

Presentation of clothing

0,00 0,50 1,00 1,50 2,00 2,50

Figure 27: Satisfaction with issues

10.2 Analysis of the open question

The questionnaire included one open question which was question number 12 (see Appendix
3). This question was included in the questionnaire to allow the respondents to describe the
issues they are particularly satisfied or dissatisfied with and the reasons behind the satisfac-
tion and dissatisfaction. In addition, the respondents were given the opportunity to express
any possible development ideas and comments they might have about the Club Tax-free. In
total 17 respondents answered this question. The results of this question were analyzed by
grouping similar responses together. The authors categorized the responses into four different
groups: discounts and offers, lack of information, general satisfaction, and other comments
(see Table 8).

In addition three other comments were given. One of these comments was: “The system

needs to be developed so that it serves the customer personally.”

11 Results & conclusions
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The purpose of this investigation was to discover the level of satisfaction of the Club Tax-free
members who visit the KappAhl Lappeenranta store. In addition the objective was to discover

the factors that affect the level of satisfaction of the club members.

Comments about discounts and offers: Comments about lack of information:
e Gradual discounts e Club advertising is missing, informa-
¢ More good and different discounts tion about the club is not provided
e More often discounts and more versa- until at the cash point. It would be
tile (clothing) selections better if the information about the
e New campaigns need to be created club (graphic information) would be
and in this way better prices (should located at the entrance or outside
be created). Campaigns before holi- the store
days/celebrations e More information in Russian in maga-
e More special offers to club members zines
e Gradual discounts e More information via e-mail
e More good and different discounts ¢ Information missing. Information in-
e More often discounts and more versa- adequate
tile (clothing) selections e More information

e New campaigns need to be created
and in this way better prices (should | Comments about general satisfaction:

be created). Campaigns before holi- » Very satisfied, everything is high-
days/celebrations class and pleasant
e More special offers to club members e Very appealing to customers. Good
idea
e Satisfied

e Everything is good

Table 8: Responses of the open question

In conclusion it can be said that in general the respondents were satisfied or very satisfied
with all aspects of Club Tax-free. No major satisfaction gaps were discovered during the in-
vestigation. The general satisfaction level of the respondents was not dependent on any
background variable; all the respondents were equally satisfied. The amount of staff and
clear display of prices were issues that were important to the respondents and in addition had
an effect on the overall level of satisfaction. According to the results, the respondents were
satisfied with the amount of staff and display of prices and this was a major reason why the

overall level of satisfaction was good. It is therefore important to ensure that the Lappeen-
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ranta store has a sufficient amount of staff and that the prices of items are always clearly
displayed. An issue that the customers rated as important was tidiness of the store. This how-
ever did not have a big impact on the general satisfaction level, as long as the store is gener-
ally tidy. Areas that the respondents rated as least important were the presentation of cloth-
ing and welcome on arrival. These were also issues that the respondents were least satisfied
with. According to the results these issues however had the highest impact on the general
satisfaction level. Therefore it can be said that by developing these issues the overall level of

satisfaction of the club members will increase.

Although the respondents in general were satisfied with the Club Tax-free, two areas that the
respondents were not equally satisfied with were the amount and variety of discounts and
club mail. In addition the club members were not that highly satisfied with the amount of
information they had received about the Club Tax-free. Therefore it can be said that if these

areas are improved the respondents would be more satisfied.

As the number of responses of this investigation was quite low these results and conclusions
only apply to the paying Club Tax-free members who visit the Lappeenranta store, and even

regarding this group the results are only directional.

12 Discussion

Based on the results the authors compiled some development suggestions. As the main areas
that the club members were not that satisfied with were the amount and variety of discounts
and club mail and the lack of information regarding the club, the authors suggest that Kap-
pAhl’s website should be utilized more effectively regarding the mentioned issues. For exam-
ple KappAhl’s website could have information about the Club Tax-free in Russian. As the re-
sults of this investigation revealed that the club members want to receive club mail via e-
mail, KappAhl could use the e-mails to increase awareness of their website. This is of course
assuming that the website would be available in Russian. If the website was available in Rus-
sian the club members could use it to find information about new products and campaigns in
stores. The availability of information could also be improved by having more Russian-
language graphical materials in stores. Currently information is only available at the checkout
counters, so the customer is not aware of the club until he or she has already made the pur-
chasing decision. Regarding the amount and variety of discounts one possibility could be
translating the campaign materials in stores to Russian. Possibly the reason why the respon-
dents wanted more discounts was because they could not understand the on-going campaigns

that are advertised in stores.
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Another issue that emerged from the investigation was that regarding the Club Tax-free the
respondents were most satisfied with the continuous benefit from normal priced-items and in
addition it was the most important issue to them regarding customer loyalty programs, how-
ever only 66% of the respondents had actually taken advantage of the benefit and 18% per-
cent were either unaware of the benefit or did not know if they were aware. In addition, as
mentioned before, the respondents expressed that they would like to receive better and a
greater variety of benefits and offers. Therefore the authors have considered whether the
continuous benefit is appealing enough. This investigation however was not able to give a
response to this question, so in order to discover the actual attractiveness and appeal of the

benefit, further investigation regarding this matter is needed.

The above-mentioned issue is not the only one that requires additional investigation. As the
scope of the implemented investigation was quite narrow the results only apply to a small
segment of Club Tax-free members. In order to obtain reliable and comprehensive informa-
tion about the level of satisfaction of the club members, the authors suggest that the next
investigation would include all members of the Club Tax-free. In the investigation that was
implemented to the club members that visited KappAhl Lappeenranta only the club members
who purchased something were included. This might have distorted the results as customers
who had decided to purchase something from the Lappeenranta store were likely to be more
satisfied than the ones who for some reason made the decision not to purchase anything. To
ensure that also these club members who have not purchased something are included in the
customer satisfaction investigation, the authors suggest that the next survey should be im-
plemented as an electronic survey that is sent to the club members via e-mail. Using this
method it is possible to include all club members in the investigation. Using e-mail to contact
the members is also advisable because the majority of the club members expressed that they
would like to receive club mail by e-mail. The authors also suspect that by including all club
members in the investigation, the possible satisfaction gaps could also be discovered. The
authors are sceptical that the level of satisfaction of all club members on average is not as

high as the level of satisfaction of the respondents of this investigation.

The quality of the implemented investigation was also affected by a number of different is-
sues. The majority of these issues concerned the questionnaire form. The biggest shortcoming
of the questionnaire form to the authors was that it was not constructed from the ‘lens of the
customer’ but from the ‘lens of the company.’ Due to this it is possible that the investigation
did not cover all the issues that affected the level of satisfaction of the respondents. Before
constructing the questionnaire the authors considered holding qualitative interviews to dis-
cover the issues that are most important to the club members but as mentioned previously,
this idea was abandoned due to lack of resources. The authors suggest that the next customer

satisfaction investigation should include the mentioned qualitative interviews.
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Another problem regarding the questionnaire form was the scale that was used. According to
the literature that was used as the theoretical framework for this investigation, the scale
used in customer satisfaction should be a 10-point numerical scale. The scale that was used in
this investigation was a 5-point verbal scale. The use of a numerical scale is especially impor-
tant in international investigations as words can have different meanings to different people.
The authors suggest that in future investigations a numerical scale should be used. Another
problem of the questionnaire form was that the respondents felt that it was too long. This
problem could have been identified if the authors had had the possibility to test the ques-
tionnaire form. This issue might have also been related to cultural differences. Possibly the
Russian club members are not used to filling in questionnaire forms and therefore the time it
took them to fill in the form was longer than expected. The authors suggest that when the
next investigation is implemented, at least one of the researchers speaks Russian fluently and
in addition is familiar with Russian culture. The length of the questionnaire form also affected
the length of time it took to gather the results. In addition, the period of time during which
the investigation was implemented might not have been optimal. The problem with the pe-
riod of time can be solved by implementing the next investigation in electronic form. The
incentive used was also not appealing enough to customers that it would have increased the
response rate. The authors do not have any insight why the incentive was not appealing but
perhaps this issue could be resolved by asking the club members what would be an appealing

incentive.
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Appendix 1: Registration form of KappAhl Club Tax-free
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Appendix 2: E-mail offer to KappAhl Club Tax-free members
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Appendix 3: Questionnaire form in English

Please answer all questions.

1. How important are the following issues to you, when you visit a clothing store? Please check the al-
ternative that best describes your opinion from each row.

Very impor- Somewhat Neutral Somewhat Very unim-
tant important unimportant portant
Customer service L] L] L] ] L]
Sufficient amount of staff O] O] ] [] L]
Helpfulness of staff O ] ] ] ]
Expertise of staff Il ] Il U] L]
Friendliness of staff O O ] ] ]
Personal service ] ] ] Il U]
Welcome on arrival ] ] ] ] O]
Russian language skills ] ] ] Il U]
Presentation of clothing ] ] L] L] ]
Clear display of prices O ] ] ] Il
Tidiness of the store O O ] ] ]
Air conditioning L] L] ] Il U]
Pleasant background music L] ] ] ] O]

2. How satisfied are you with the following aspects when you visit the KappAhl Lappeenranta store?
Check the alternative that best describes your opinion from each row.

Very satisfied Somewhat Neutral Somewhat Very dissatis-

satisfied dissatisfied fied
Customer service L] L] L] L] L]
Sufficient amount of staff | O] ] L] L]
Helpfulness of staff O ] Il O] L]
Expertise of staff ] ] ] U] L]
Friendliness of staff O OJ L] ] ]
Personal service ] ] ] ] U]
Welcome on arrival L] ] ] ] O]
Russian language skills ] ] ] ] U]
Presentation of clothing ] ] ] ] O]
Clear display of prices O ] ] ] ]
Tidiness of the store O OJ L] ] ]
Air conditioning L] L] ] ] U]
Pleasant background music ] L] L] ] ]

3. How satisfied are you in general with the Club Tax-free?

[] Very satisfied

[ ] Somewhat satisfied
[] Neutral

[] Somewhat dissatisfied
[] Very dissatisfied
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4, As a member of the club, you are entitled to a continuous discount benefit from normal priced

items.
Yes No | don’t know
Are you aware of this benefit? [] [] []
Have you taken advantage of this benefit? [] [] []

5. How satisfied are you with the following aspects of the Club Tax-free? Check the alternative that
best describes your opinion from each row.

Very satisfied Somewhat Neutral Somewhat Very dissatis-
satisfied dissatisfied fied
Continuous benefit from normal ] ] ] L] L]
prices items*
Amount of club mailings via e- L] L] ] Il U]
mail
Amount of mailings via sms ] ] ] L] ]
The content of club mailings ] ] L] L] L]
The amount of information re- ] ] L] L] ]

ceived about the club

*Club Tax-free members are entitled to the following benefit:

Total sum of normal Discount percentage
priced purchases

Level 1 100-149€ 5%

Level 2 150-200€ 15%

Level 3 200€- 20%

6. Below is a list of claims, please check the alternative that best describes your opinion from each

row.

Completely Somewhat Neutral Somewhat Completely

agree agree disagree disagree

| have received enough information
about the Club Tax-free O O O O O
The Club Tax-free has lived up to my
expectations O O O O O
| have benefitted from being a Club
member O O O O O
The amount of Club mail | receive is
sufficient O O O O O
The Club offers are attractive ] ] ] ] ]
| could recommend the Club to a
friend O O O O O
| have taken advantage of club bene-
fits (either the continuous benefit* or ] ] ] ] ]
coupon benefits)
After joining the Club Tax-free | have
visited KappAhl stores more fre- ] ] ] ] ]
quently
The discount levels of the continuous
benefit are reasonable* O O O O O
| would like to receive more informa-
tion about new products O O O O O
I would like to receive more informa- [ [ [ [ [

tion about campaigns in stores
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7. Regarding customer loyalty programs how important are the following benefits to you. Please check
the alternative that best describes your opinion from each row.

Very impor- Somewhat Neutral Somewhat Very unim-

tant important unimportant portant
Continuous benefit from normal
priced items* O O [ [ [
Discount coupons/offers via e-
i O O O O O
Discount coupons/offers via sms ] ] ] ] ]
Offers from partner affiliates ] ] ] ] ]
Special offers on Birthdays ] ] ] ] ]
Club evenings/events ] ] ] ] ]
Exclusive offers for Club mem-

[] [] [] [] []

bers in stores

8. From the benefits below please select and number (1-2) the two that are most important to you.
1=the most important benefit 2= the second important benefit.

[] Continuous benefit from normal priced items*
[] Discount coupons/offers via e-mail

[] Discount coupons/offers via sms

[] Offers from partner affiliates

[] Special offers on Birthdays

[] Club evenings/events

[ ] Exclusive offers for Club members in stores

9. Have you received club mail from KappAhl? (You can select more than one option.)

] Yes, by e-mail
[] Yes, by sms
[ ] No, I have not received club mail

10. By which of the following media would you prefer to receive club mail from KappAhl? (Please select
only one alternative.)

[] By e-mail

[] By sms
] I would not like to receive club mail from KappAhl

11. How often would you like to receive club mail from KappAhl? (Please select only one alternative.)

[] Once a week

[] 1-2 per month

[] Every other month

[] Less frequently than every other month

[] I would not like to receive club mail from KappAhl

12. How would you like to see the Club Tax-free developed? Also, please feel free to write down the
elements of the club that you are satisfied or unsatisfied with.




13. When did you join the Club Tax-free?

] April

L] May

[] June

] July

[ ] August

[] September
[] October

[ ] November
[] December

14. Gender

[ ] Male
[ ] Female

15. Age

16. Size of household

] 1 person
[ ] 2 people
] 3 people
[ ] 4 people
[ ] 5 people or more

17. Hometown

18. How often do you visit Finland?

[ ] Weekly

] Monthly

[ ] Every 2-3 months

[] 1 time per 6 months
] Once per year or less

19. How often do you visit KappAhl stores?

[ ] Weekly

] Monthly

[ ] Every 2-3 months

[] 1 time per 6 months
[] Once per year or less

20. By which transport do you usually travel to Finland?

[] By car

[] By train

[ ] By bus

] Group trip

[] By other means

Thank you for your answers!
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Appendix 4: Questionnaire form in Russian

I'I0>Kany|71CTa, oTBeTbTe Ha csiejyrLlimne BonpocChbl:

21. Hacko/1IbKO BaXKHbIMM MpUH MoceLlLeHMM MarasMHoOB ogexabl AnA Bac asndawTca chegywowme
acnekKTbl?
OTMeTbTe Hanbosiee NOAXOLALLYI0 XapaKTEPUCTUKY KPECTUKOM AJ1S1 KaXK40M CTPOKM.

OueHb BakHo B HeMTpanbHoe He oyeHb CoBcem
BaXKHO KaKOoM-TO OTHOLLEHMe BaXKHO He BaXKHO
cTeneHu
O6CNyXMBaHWE K/IMEHTOB ] ] ] ] L]
/l0CTaTouHOE KOJIMYECTBO [l ] ] L] L]
06CNYKMBAIOLIEro NepcoHana
MomolLb nepcoHana ] ] ] ] O]
MpodeccroHanbHas NoAroToBKa ] ] ] ] ]
nepcoHana
Jlo6porkenatesibHOCTb NMepcoHasa ] ] ] ] ]
UHauBuayanbHoe o6Cny>KuMBaHue ] ] ] ] ]
MpuBeTCTBME NpM BXOAE O ] ] ] ]
BnazieHue nepcoHana pycckmMm ] ] ] ] L]
A3bIKOM
MpeseHTauMa oaexabl ] ] ] ] ]
YeTKO M ACHO 0603HAYEHHbIE ] ] ] ] L]
LieHbl
OnpATHOCTb MarasmHa ] ] O O ]
KoHaMLMOHepbI ] L] ] ] Il
MPUATHBIN My3blKa/bHbIA HOH ] ] ] ] L]

22. Hackonbko Bac ygoBneTBopAaoT ciefyrolme acnek ol npu Bawem noceweHnn marasmHa Kap-
pAhl B JlanneeHpaHTe? OTMeTbTe KPECTMKOM MOAXOAALMIM BapMAHT A1 KaXKA0M CTPOKM,
Haubosiee NoJIHO COOTBETCTBYOLWMI BalweMy MHeHMI0.

OueHb JososbHa/ HeMTpanbHoe B kakoi-To OueHb
J10BOJIbHa/ [I0BOJIEH OTHOLLIEHME cTeneHu He/10B0/1bHa/
J0BONEH B KaKoW-TO HeJoBO/IbHa/  HEA0BOEH
cTeneHu He/10BOJIEH
06C/y}KMBAHUE K/IMEHTOB L] L] L] L] L]
JlocTaTouHOE KOIMYECTBO ] ] ] ] ]
06C/YMBAIOLLEro NepcoHana
MoMolib nepcoHana ] ] ] ] ]
MpodeccroHaibHas NoAroToBKa ] ] ] ] ]
nepcoHana
Jlobporkenate/ibHOCTb NMepcoHasia ] ] ] ] ]
NHauBUayanbHoe 06Cny>KMBaHUe ] ] ] ] ]
MpuBeTCTBME NpH BXOAE ] ] ] ] ]
BnageHne nepcoHana pycckmm ] ] ] ] ]
A3bIKOM
MpeseHTaUma oaexKapl ] ] ] ] ]
YeTKo M ACHO 0603HAYEHHbIE ] ] ] ] ]
LiEHbI
OnpATHOCTb MarasuHa ] ] ] ] ]
KoHamumoHepbl ] ] ] ] ]
MPUATHBIN My3bIKaIbHbIM GOH ] ] ] ] ]
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23. HackosnbKo B uenoM Bbl yaosneTsopeHbl Kny6om Club Tax-free?

[ ] O4eHb AoBOMIbHA/ A0BO/IEH

[_] B KaKoM1-TO CTENeHU A0BOJIbHA/ A0BOIEH

[ ] HeMTpanbHoe oTHOLLEHWE

[] B KaKoM1-TO CTEMNEHU He0BOJIbHA/HEA0BOIEH
[ ] O4yeHb He0BONbHA/ HEA0BOIEH

24. Kak 4neH Kny6a Bbl UMeeTe NpaBo Ha MOCTOAHHYIO CKMAKY NPU 0AHOPA30BOM MOKynKe. Pasmep
CKMAKU OT HOPMaJIbHOM CTOMMOCTM TOBApPOB 3aBMCHUT OT O6LL el CYMMbI MOKYMKM.

Ja Het He
yBepeHa/yBepeH
Bbl 3HaeTe 06 3TOU NpUBMAETMM? [] []
Bocnonb3oBanuck am Bbl 3TOM npmBuaernein? ] ] ]

25. HackonbKo Bbl yaoBneTBOpeHbl C/iefylowmmMmu NpMBUIErMaAMM U YaeHCTBOM B Kay6e Club Tax-
free? OTMeTbTe KpeCTMKOM Hanbosiee NoaxXoAAWMIM BapMaHT OTBETA AJA KaXK[40M CTPOKM.

OuyeHb JososbHa/ HeMTpanbHoe B kakoi-TO OueHb
A0BOJIbHa/ [I0BOJIEH OTHOLLEHHE cTeneHu HeAoBO/IbHa/
JI0BOJIEH B KaKoM-TO Hel0BOJIbHa/  HeJ0BOJIEH
cTenexHu HEZ0BOIEH
MocToAHHAA CKMAKA NPU MOKYMKe [] [] [] [] []
TOBapOB MO HOPMaJIbHOM LieHe *
Konunuectso coobLieHnm ans ] ] ] ] ]
YNIEHOB KJ/1y6a MO 3/1eKTPOHHOM
noyre
Konunuectso SMS cooblyeHni ans ] ] ] ] ]
YJIEHOB KJ1y6a
CofepaHue coobLieHMM ] ] ] ] ]
KonnyectBo nosy4yeHHoM ] ] ] ] ]

uHdopMaLmm o Kybe

*YneHsbl kny6a Club Tax-free MMelOT NpaBo Ha MOCTOAHHYIO CKMAKY, B COOTBETCTBMM C NPUBEEHHOM
HUXe Tabnmuen

O6Lwwas cymma NoKynoK | Pasmep ckMaku
3a 04MH pas

1 ypoBeHb 100-149€ 5%

2 yposeHb 150-200€ 15%

3 ypoBeHb ot 200€- 20%
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26. Hixke npuBegeHbl BbiICKasbiBaHMA 0 Ky6e. OTMETbTe KPECTUKOM ASl KaXKA0M CTPOKM,
HACKOJIbKO Bbl coriiacHbl C 3TMM BblCKasbiBAHUEM.

MonHocTblo CornacHa/  HeMTpanbHoe He CoBeplueHHo
cornacHa/ corjlaceH B OTHOLUEHME corsacHa/  He cornacHa
cornaceH KaKoM-TO He cornaceH /He
CTeneHu B KaKOM-TO cornaceH
CTENeHU

A nonyymna/nonyumn

[0CTaTO4HO MHMOPMALMK O ] ] ] ] ]

kny6e Club Tax-free

Kny6 Club Tax-free

COOTBETCTBYET MOMM ] ] ] ] ]

OXMAAHUAM

A nony4yato peasibHy BbIrogy [ [ [ [ [

OT YNIEHCTBa B KNy6e

KonnyectBo coobLeHmi ot [ [ [ [ [

KNy6a MeHA yaoBaeTBOpAeT

MpeanoxeHna Kayba BbIroAHbI n n n n n

U NpuBAEKaTe bHbI

A Mory nopekomeHaoBaTb [ [ [ [ [

ZAPY3bsIM YJIEHCTBO B Ky6e

A No/Ib3yoCb NpUBUAETMAMM U

CKMAKaMM, Ha KOTOpble MHe

JaeT nNpaBo Y/IEHCTBO B KNy6e

(nocTosHHAA CKMAKa ot ] ] ] ] ]

pa3mepa MOKYMNKW U CKMAKM Mo
KYNoHam*)

Mocne Moero BCTynieHWUA B

kny6 Club Tax-free s n n n n n
CTana/cran valle nocewartb

marasuHbl KappAhl

YpoBeHb NOCTOAHHbIX CKMAOK B

3aBMCMMOCTHM OT CTOMMOCTH

MOKYMKW MOXHO Ha3BaTb O O O O O
pasyMHbIM*

A1 6bl xXoTeNna/xoTen nosyyatb

60/1blle MHPOPMALMM O ] ] ] ] ]
HOBMHKax

fl 661 XoTENa/xoTen nonyyaTb

60/blUe MHPOPMALMK O

KaMnaHUsX M akumsax B O O O O O
marasmHax

7. Kakue CKMAKM M NpuBUIIermm YneHoB Kay6a asnawTca 418 Bac oco6eHHo BaXkHbIMM? OTMeTbTe
KPeCTUKOM A1 KaXKA0M CTPOKM, HAaCKOJIbKO BaxKHbIM A5 Bac aBnanach 6bl Kaxkaana M3 cieayowmx
npuBMNErum.



OyeHb
BaXKHO

BarkHo B
KaKoM-To
cTeneHu

HerTpanbHoe
OTHOLLEHWE
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He oyeHb
BaXKHO

CoBcemM
He BaXKHO

MocTosAHHO AEMCTBYIOLIAs CKMAKA
Ha TOBapbl, NpoAatoLMecsa no
HOpMa/lbHOM LieHe*

KynoHbl, Jatowme npaso Ha
CKMAKY /npeanoxenus,
NoJly4YeHHble MO 3/IEKTPOHHOM
noyTe

KynoHbl, Jaowye npaBo Ha
CKMAKY /npeanoxeHus
noJiy4YeHHble No SMS
MpeanoxeHua napTHepoB

CneumasnbHble NpeanoXeHna Ha
JEeHb POXeHMA

Kny6Hbie Beuepa/apyrue
MeponpuATUA

SKCK/II03UBHbIE MPEeA/IoKEHMA
[NA YNEHOB KJly6a B MarasuHax

[l

[

O O oo O

[l

[

O O oo O

[l

[

O O oo O

[l

[

O O oo O

[l

[

O O oo O

8. W3 nepeumcieHHbIX HUXKe NIbFOT U NpMBUIETMI BbiGepUTe, NOXKaayucTa, ABe Haubonee gnA

Bac BaxKHble, M 0OTMeTbTe uudpamu 1-Hanbonee BaxkHyI0, 2-BTOPYIO MO BaXKHOCTM JIblrOTY.

[] MocTosHHO AeMCTBYIOIAsA CKMAKA Ha TOBapbl, NPOaLLMecs Mo HOPManbHOM LieHe*

[] KynoHbl, aaollpe NpaBo Ha CKUAKY /NPefoKeHUs, NoydYeHHbIE Mo 3/1IeKTPOHHOM noyTe
[ ] KynoHsbl, Jatoume npaBo Ha CKMAKY /NpeaoxeHns nosiydeHHble no SMS

] NpeanoxeHusa napTHepoB

[ ] CneumanbHble NpeanoXeHUs Ha JeHb POXAeHMs

] Kny6Hble Beuepa/apyrve Meponpmatus

] IKCK/M03UBHbIE NMPEAJIOKEHUA 418 YIEHOB K/y6a B MarasmHax

9. MNony4anu nu Bl coo6weHna ot KappAhl? (MoxeTe BbiGpaTb HECKO/IbKO BapMaHTOB OTBETA)

] Aa, no 31eKTpOHHOM nouyTe
[] Jda, coobiieHnem SMS

[] Hert, a He nonyyana/nony4an HUKaKMX COOBLIEHUI A8 YIEHOB Kay6a

10. Kak Bbl xoTuTe nony4atb coobleHuna ot Kny6a KappAhl? (Moxkanyicra, BbibepuTte oauH

BapMaHT)

] Mo aneKTpoHHOM nouTe
[ ] CoobuieHmem SMS

] A He xouy nosiyyaTb oT KappAhl HMKaKMX KyGHbIX COOBLLEHMI

11. Kak 4acTo Bbl xoTenm 6bl nony4yatb coobueHnsa ot Kny6a KappAhl? (MoxkanyicTa, BbibepuTte

OAWH BapuaHT)

] OamH pa3s B Heaento

] OamH nnm aBa pasa B Mecsl
[ ] Kaskapbivi BTOpor mecs,

[] Pexe, yem pa3 B ABa MecAula

[] A He xouy noJsiyyaTb COOBILEHUI ANA YNEHOB Kay6a oT KappAhl

12. B KaKoM Hanpas/sieHu1, No Bawemy MHEHUIO, HaM HYXKHO pa3BuBaTb cucTemy Club Tax-free?
Moxkanyicra, HanuwKTe, YTO Bbl AYMaeTe o KNy6e, B UeM ero MnoJIoKMUTesIbHble
npeuMMmyLiecTBa, U Yero eMy, no Bawemy MHeHuIo, He xBaTaeT. Ham o4eHb MHTEpPECHO M BaXXHO

y3HaTb Bawe MHeHMe.
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13. Korga Bbl Bctynuau B kny6 Club Tax-free?

] Anpenb
[ ] Man

[] UtoHb

[ ] Uonb

[ ] Aeryct
[] CeHTa6pb
[ ] OKTa6pb
[] Hos6pb
[ ] Aekabpb

14. Mon

] MyxumHa
[ ] eHumHa

15. Bospacrt

16. CKoNbKO 4YenoBeK }XuBeT ¢ Bamu

[] Bbl kMBeTE 0AHM

[ ] Basoem

[ ] Bac Tpoe

[] Bac 4eTBepo

[ ] Bac 5 yenosek u 6onee

17. Topop, rae Bbl Xunsete

18. Kak yacTto Bbl nocewaete OuHnauguio?

[ ] Kaxkayto Hegento

[ ] Kaskapin mecau,

[ ] Kaskaple 2-3 mecsaua

[] OamH pa3 B noaroja

] OaHu pa3 B roa mam pesxe

19. Kak yacto Bbl nocewaete marasmHbl cetu KappAhl?

[ ] Kaxkayto Hegento

[ ] Kasxkapin mecau,

[] Kaskaple 2-3 Mecaua
[] OamH pas B noaroja



[] Oaxu pas B rog unm pexe
20. Kak1m BMaom TpaHcnopTta Bbl 06bI4HO npuesxkaete B PuHAAHLMIO?

[ ] Ha aBTomo6ue
[] Ha noe3ae

[ ] Ha aBTO6YCE

[ ] B coctaBe rpynnbi
] Apyrvm crnoco6om

bnaropgapum 3a Bawe BpemMsA U 3a oTBeThI!
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Appendix 5: Introductory letter in English and Russian

Dear KappAhl Club Tax-free member,

Each member of the Club Tax-free is important to KappAhl. Therefore KappAhl wants to im-
prove its operations to better suit the needs of Club Tax-free members. To achieve this, we
would appreciate if you could answer a few questions about the Club. The purpose of this
survey is to map how the Club members experience the Club currently and how the members
would like to see it developed.

This survey is conducted in cooperation with KappAhl by two students from Laurea University
of Applied Sciences as a part of their thesis. The responses will be handled confidentially and
all the information will be reported to KappAhl anonymously.

Answering this survey is easy and only takes a few minutes. Participating in this survey is to-
tally voluntary but every response is important to us.

After you have answered all questions, please return the survey to the cashier.

As a thank you for your responses, you will receive a coupon that entitles you to a 20% dis-
count from your next purchase.

Thank you for your cooperation,

KappAhl Oy, Tiia Lahtinen and Suvi Juvonen

YBaxkaeMbll unieH kny6a KappAhl Club Tax-free!

[nsa mMarasuHa KappAhl oueHb BaxeH Kax bl YneH kny6a Club Tax-free. Moatomy cdmpma
KappAhl npogonkaeT ynyylaTb U pa3BmMBaTb CBOK AeATE/IbHOCTb A5 Hanbosiee NosHOro
yZI0BNETBOPEHMA NoTpe6HOCTEN YneHoB Kayba Club Tax-free. Jna aToro Ham HEO6X0AUMO,
YTO6bI Bbl OTBETM/IM HA HECKOJIbKO BOMPOCOB 0 Knybe. Llenbio aToro onpoca Asnsetca
uccneoBaHWE MHEHMSA YJIEHOB O CErOAHALWHEM COCTOAHMM KNy6a, U KelaHWe y3HaTb B KAKOM
HamnpaBJ/ieHWM, MO MHEHMIO YIEHOB K/yba, HaM HY}XHO pa3BMBaTb CBOK AeATE/IbHOCTb.

JTO UccneaoBaHMe NpoBOAMTCA Npu coTpyaHMyecTBe KappAhl ¢ AByMA acnMpaHTKamm
YHuBepcuTeTa NpUKAaaHbIX HayK Jlaypea. MccnenoBaHme ABNAETCA YacTbio MX AMcCepTaLmm.
Bce oTBeThl 6yayT 06pabaTbiBaTbCs KOHOUAEHUMANIBHO, U BCA MHpOpMauma byaeT
npeaocrtasneHa B KappAhl aHOHWMHO.

OTBeT Ha BOMPOCHI 3TOr0 MCC/IeJ0BaHUA He 3alMMeT Y Bac MHOrO BpeMeHM, BCEro HECKO/bKO
MMHYT. YyacTue B UCCNeA0BaHMM A06POBOJIBHOE, HO KaX bl OTBET OYEHb BaKEH /1A Hac.

Mocsie Toro, Kak Bbl 0TBETMTE Ha BCe BOMPOCHI aHKETbI, MOXKaslyiCTa, BEPHUTE ee NpoAasLy.

B 6n1arogapHocTb 3a Bawm oTBeTbl Bbl NoslyymTe KyrnoH, Aarolmii npaBo Ha 20% CKMAKY Ha Bawy
C/leayroLLyo 0HOPa30BYHO MOKYMKY.

3apaHee 6n1arogapum Bac 3a coTpyaHUYeCTBO,

AO «KappAhl», Tuna JlaxtmHeH 1 Cyeu tOBoHEH



Appendix 6: Incentive coupon

GLYE

YBaxaemMbin Bnagenei,
KapTekl Club Tax Free!

MNpeabABUB 3TOT KYNOH
BO BpemsA cneayulero
noceLeHna Halero
marasuHa, Bel nony4ute

CKMIOKY

-20%

Ha ToBaphkl ANA XeHLWWH,
MYH4MH M OeTen,
npogaklnecs No HopMankHOW
ueHe. Bocnonesoeartkca
CKMOKOW MOMXHO OOWH pas.

2087010000012

Cragra, Ha KOTORYHD OAET Npang 3ToT KyNoH, HEé pacnpocTpaHAcTCA Ha
YUEHEHHEE ToBaps. Bosspar Hanora no cactese Tax Free Ha Boe Nokyn-
ki B, kaw obeMuo, nonydere Ha ramosHe. MNpegnoxeste DefcTEMTENLHD
oo 31.5.2010. He zabyasre npegeRAEMTE HA K3CCE KApPTY “reHa knyba Club
Tax Free. JaHHyk cirgy HENbEA 0BbeUHIUTE © ApYTIAMK NPSONOREHARMEA W
CHRMOKEMM,
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Appendix 7: Spearman’s rho: general satisfaction, size of household, frequency of visiting

Finland, frequency of visiting KappAhl, age

General satisfaction

Size of house-

Frequency of

Frequency of

of Club Tax-free hold visiting Finland | visiting KappAhl | agel41C
Spearman's General Correlation
1,000 -,199 ,119 ,105 -,090
rho satisfaction Coefficient
of Club Tax- Sig. (2-
free ,162 414 AT71 ,537
tailed)
N 53 51 49 49 49
Size of Correlation . .
-,199 1,000 -,278 -,280 ,137
household  Coefficient
Sig. (2-
,162 ,040 ,038 ,320]
tailed)
N 51 57 55 55 55
Frequency Correlation . -
,119 -,278 1,000 ,931 ,101
of visiting Coefficient
Finland Sig. (2-
414 ,040 ,000 471
tailed)
N 49 55 55 55 53
Frequency Correlation . "
,105 -,280 ,931 1,000 ,052
of visiting ~ Coefficient
KappAhl Sig. (2-
471 ,038 ,000 ,710]
tailed)
N 49 55 55 55 53
agel4lC Correlation
-,090 ,137 ,101 ,052 1,000]
Coefficient
Sig. (2-
,537 ,320 471 ,710
tailed)
N 49 55 53 53 55




Appendix 8: Cronbach’s Alpha: question number 1

Question number 1: How important are the following issues to you, when you visit a clothing store?

Cronbach's Al-
pha

N of Items

,849

13

Iltem-Total Statistics

Cronbach's Al-
Scale Mean if |Scale Variance if| Corrected Item- | pha if Item De-
Item Deleted Item Deleted |Total Correlation leted
Customer service 22,84 50,323,471 ,841
Sufficient amount of staff 22,77 49,017(,580 ,835
Helpfullness of staff 22,59 46,201|,611 831
Expertise of staff 22,64 47,027],633 ,830
Friendliness of staff 23,14 53,144(,329 ,848
Personal service 22,11 45,033,576 ,833
\Welcome on arrival 21,75 45,448(,549 ,835
Russian language skills 22,41 51,829(,197 ,857
Presentation of clothing 21,45 47,137],432 ,845
Clear display of prices 22,95 48,789(,558 ,836
Tidiness of store 22,82 47,129,742 ,826
Air conditioning 22,45 47,277(,480 ,840
Pleasant background music 21,89 43,917(,583 ,833
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Appendix 9: Cronbach’s Alpha: question number 2

83

Question number 2: How satisfied are you with the following aspects when you visit the KappAhl Lappeenranta store?

Cronbach's Al-
pha

N of ltems

,819

13|

Item-Total Statistics

Cronbach's Al-
Scale Mean if |Scale Variance if| Corrected Iltem- | pha if ltem De-
Item Deleted Item Deleted |Total Correlation leted
Customer service 17,17 20,014(,563 ,804
Sufficient amount of staff 17,04 19,820(,456 ,808
Helpfullness of staff 17,09 19,326,593 ,799
Expertise of staff 17,07 19,618(,512 ,804
Friendliness of staff 17,20 20,339/,494 ,808
Personal service 16,83 16,680(,586 797
\Welcome on arrival 16,65 18,499,461 ,807
Russian language skills 16,70 19,461(,302 ,822
Presentation of clothing 16,30 16,261|,577 ,800
Clear display of prices 17,13 19,316(,515 ,803
Tidiness of store 17,30 20,839,567 ,811
Airconditioning 16,98 19,800(,369 ,813
Pleasant background music 16,98 19,577],448 ,808




Appendix 10: Cronbach’s Alpha: question number 5

Question number 5: How satisfied are you with the following aspects Club Tax-free?

Cronbach's Al-
pha

N of Items

,865

ltem-Total Statistics

Cronbach's Al-
Scale Mean if |Scale Variance if| Corrected Item- | pha if Item De-
Iltem Deleted Item Deleted [Total Correlation leted
Continuous benefit from
) ) 8,46 8,842|,429 ,889
normal priced items
Amount of club mailings via
) 7,65 6,819/,648 ,848
e-malil
Amount of club mailings via
7,62 6,320,860 , 790
sms
Content of club mailings 7,73 6,201,831 , 797
Amount of information re-
7,92 6,896/,685 ,837
ceived about the club
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Appendix 11: Cronbach’s Alpha: question number 6

Question number 6: List of claims (about Club Tax-free)

Cronbach's Alpha N of Iltems

871

11

ltem-Total Statistics

Scale Mean if tem | Scale Variance if | Corrected Iltem- | Cronbach's Alpha
Deleted Item Deleted Total Correlation if Item Deleted

I have received enough informa-

15,89 26,365(,630 ,856
tion about the Club Tax-free
The Club Tax-free has lived up

15,91 25,293|,757 ,847
to my expectations
| have benefitted from being a

16,04 25,206|,788 ,845
club member
The amount of club mail | re-

15,59 26,850(,404 ,873
ceive is sufficient
The club offers are attractive 16,00 26,151(,677 ,853
| could the recommend the club

16,20 28,354(,440 ,868
to a friend
| have taken advantage of club
benefits (either the continuous 16,17 27,575(,601 ,860
benefit or coupon benefits)
After joining the Club Tax-free |
have visited KappAhl stores 16,00 26,868(,477 ,866
more frequently
The discount levels of the con-

15,91 25,293,727 ,849
tinuous benefit are reasonable
| would like to receive more

15,76 25,809,478 ,869
information about new products
| would like to receive more
information about campaigns in 15,91 25,595,507 ,867
stores
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Appendix 12: Cronbach’s Alpha: question number 7

Question number 7: Regarding loyalty programs how important are the following benefits to you?

Cronbach's Al-

pha N of Items

,841

Item-Total Statistics

members in stores

Cronbach's Al-
Scale Mean if |Scale Variance if| Corrected Item- | pha if Item De-
Item Deleted Item Deleted |Total Correlation leted
Continuous benefit from
) ) 11,06 19,208,394 ,845
normal priced items
Discount coupons/offers via
] 10,79 15,591|,717 ,800
e-malil
Discount coupons/offers via
10,60 15,552(,656 ,809
sms
Offers from affiliates 10,57 15,289(,730 , 797
Special offers on birthday's 10,83 17,374(,452 ,839
Club evenings/events 9,83 15,298,580 ,823
Exclusive offers for club
10,58 14,632,661 ,809
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Appendix 13:

tions
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Correlations between overall satisfaction questions and other satisfaction ques-
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