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1.0 INTRODUCTION

1.1 Introduction

This chapter is made up of a number of sectionwlath section 1.2 describes the
background to the topic which explains the motatfor the choice of the research
topic, section 1.3 describes the statement of thblem. Section 1.4 explains the pur-
pose of the study, and section 1.5 states the mdsgaestions. Among other sections
are section 1.6 which briefly describes the reseanethod and materials used in the
study, and section 1.7 is about the limitations sempe of the study which explains the
parameters within which the study was conductedalRji, section 1.8 explains the sig-

nificance of the study.

1.2 Background of the study

Customers are the pivot of every business. Forydwasiness to be able to survive will
immensely depend on its potential customers. Assalt; it will be a flop for any busi-
ness which does not identify and retain its custsmBusinesses are springing up from
different corners in Finland thereby increasing #iwes of various industries. Busi-
nesses in one industry normally have a common ttapgrip of potential customers,
thus eventually, as the number of businesses inmahestry increases the competition
for customers and for that matter market sharernesdkeen.

A close survey shows that relationships betweenpaomes and customers are getting
weaker and weaker. Customers do not praise thgocate partners rather they express
sentiments about the stress, confusion, and matipeltransactions in which they find
themselves trapped and victimized. Ironically, neéeks are doing so many things to
establish strong relationships with customers, h@nemost of the things that they do
end up destroying those relationships (Berry, 2@0134).

One particular practice commonly seen with mosthaf retailing shops in Finland

which is used as a strategy to attract, identify atain their customers is the issuing of
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regular customer cards. Studies show that theravelteover two million of these cards
in use by the people in Finland (Boedeker, 1997)mharketing and in retailing most
especially, a customer card, loyalty card, rewaasl, points card, advantagard, or
club card is a plastic or paper card, visually Emio a credit card or debit card, that
identifies the card holder as a member in a loyatbgram. The basic purpose of giving
out these customer cards is to identify customgmmembers as well as promoting loyal

buying behaviourhttp://en.wikipedia.org/wiki/Loyalty programn

If owning a card of a company is enough to influeaccustomer to make all his pur-
chases from that particular shop or company, tleem\would such customer determine
where to make his purchases if he or she has twoooe cards of different competi-
tors? In such instance, there is the need to futdubich other factors come into play to
influence a customer in his buying decision. Thelgtwas conducted to determine how
customers and for that matter the potential buydrs own multiple regular customer

cards decide on where to buy their goods and s=svic

1.3 Statement of the Problem

Retailing shops especially have a challenge oftifyémg and retaining their customers.
In an attempt to curb these problems retailing shepue customer cards to customers
granting the customers with some benefits. Thestomer cards eventually end up
strengthening customer relationship and for thattendahe customer loyal buying be-
haviour. In recent years, almost every shop issus®mer cards which has resulted in
several customers owing two or more cards of shegbleng similar products. Such
situations raise a number of questions such ass“teebasic purpose of customer card
still hold, and how do customers with more cardsakon which shop they should buy

their goods from?”

1.4 Purpose of the study

Customer cards are issued to customers by sevajal shops as a marketing strategy

to strengthen customer relationship and for thatenéhe customer loyal buying behav-



iour. In view of such situation, the researcher t@drto find out which factors possibly

influence the buying behaviours of customers withitiple cards.

The main purpose of the study was to find outéf blasic idea of issuing customer cards
still holds in a situation where a customer owne tw more of such cards, and which

factors possibly influence the buying behaviouswéh customers.

1.5 Research Questions

The study answered the following questions:

1. Does the basic purpose of customer cards sifishin a situation where a customer

has two or more cards?

2. What factors influence the buying behaviour ustomers with multiple regular cus-

tomer cards?

1.6 Description of Materials and Method

In order for the researcher to get a clear vieiaofors which influence the buying be-
haviour of customers with two or more similar cagimntitative method seemed to be
more appropriate for the study.

The researcher conducted the research using sume#ilyod by distributing question-

naires to potential buyers between the ages ohdi81a.

This group of people was chosen because they vestereed to be price sensitive and
also strong to move from one place to the otherpaoing prices and products before
making final purchasing decisions. Again, mostha& people within this group are very
much willing to try new brands or products and rb@ycompelled to switch from one

shop to another.

The guestionnaires contained about fifteen differprestions which were potential to

solicit for answers directly related to the reshaguestions originally stated. Spaces
10



were also provided for customers to express thewy if they were not satisfied with
options provided on a particular question.

The researcher distributed the questionnaires ¢oyguotential buyer in a random man-
ner at various shopping centres, and different ehsities of Applied Sciences. How-
ever, the analysis and the final conclusion werdert@ased on the results from custom-
ers falling within the target group. The items @e guestionnaires which attracted the
highest positive response were considered as lagrfaaffecting consumers’ buying

behaviours.

1.7 Limitations and Scope

The study was basically on the buying behavioursustomers with two or more regu-
lar customer cards in Finland. Finland has a toedglulation of a little over five million
and Helsinki, the capital city, has the largestylaton of nearly six hundred thousand

people Kttp://www.finnfacts.fi/Facts-about-Finland/Finlaidbrief). Although the

study produced interesting and meaningful findingg, limitations and scope of the

study need to be discussed.

First, the study was conducted in Helsinki becabhsecity has the largest number of
different retailing shops making the competitioer than in other cities. Again, there
are quite a number of foreigners living in Helsimkiose opinions would make the re-
sult more reliable since they might not have anyotaite shops by virtue of any rea-
sons other than the tested factors.

Secondly, the target group for the study was betvwbe age of 18 and 40. Potential
buyers below 18 years are regarded as underagarandeemed incapable of taking
good decisions on their own. These buyers betweemges of 18 and 40 were chosen
because they were assumed to be sensitive to pttoag to be moving around corners,
and willing to try new things.

11



1.8 Significance of the study

This study “factors which influence the buying belbars of customers with two or
more regular customer cards” will serve as basiguidher studies for students who are
interested to find out more about consumers’ decisnaking. Furthermore, the out-
come of the research will give competitors insigihd how they could identify and re-
tain their customers. The result of this study wloalso help competitors to improve

upon their strategies of predicting their custorienying behaviour.

12



2.0 THEORETICAL FRAMEWORK

2.1 Introduction

The theoretical framework presented in this chasetivided into two parts. Firstly,
buyer behaviour is discussed, more specificallyddiails of customer decision-making
process. The second part deals with creating vdtuesustomers which entice custom-

ers to buy repeatedly from a particular shop (austoretention).

2.2 Buyer decision-making process

Research shows that customers go through a fige-stacision-making process in any
purchases made. The individual stages are summdaristhe diagram below followed
by brief explanations.

Need Recognition & Problem

Awareness

\ 4
Information Search

v

Evaluation of Alternatives

\4
Purchase

Y
Post-Purchase Evaluation

Figure 1: The buyer decision-making process

13



This model is very paramount for everyone who makasketing decisions. The model
compels marketers to consider the complete buyiaggss rather than just the purchas-
ing decision. The model shows that customers guutir five essential stages in every
purchase. However, in more frequent purchasespmigss sometimes skip some of the
stages. For example, someone who is buying a faealnnk would recognise the need
for thirst and go straight to the purchase decisgkipping information search and
evaluation. However, the model is very importanewlit comes to understanding any

purchase involving some detail considerations (éoli001, p 65).

2.2.1 Need recognition and problem awareness

The buying process begins with need recognitioproblem awareness. At this stage,
the customer, firstly, recognises a problem or nesdmple, | am thirsty, | need a new
clothe, | need a house) or attracted to an adeengst (example. you seeing a billboard

showing a chilled ice cream on scorching sunny .day)

2.2.2 Information search

After the buyer has recognised the need for somgtbr an existing problem, the cus-
tomer then moves on to the next stage; searchinghformation. An “aroused” cus-
tomer then needs to decide how much informatioanyf, is required. If the need or the
problem is so pressing and there is a productrercgeclose at hand that meets the need
or solves the problem, then a purchase decisionade immediately. If not, then the

process of searching for information begins.
There are several sources that a customer camabtarmation. For example;

« Personal sources: family, friends, neighbours
» Commercial sources: advertising, salespeoplailees, dealers, packaging, point-of-
sale displays

* Public sources: newspapers, radio, televisionsgmer organisations, specialist

14



magazines

« Experiential sources: handling, examining, ushmgproduct

The usefulness and influence of these sourcesfafmation will vary by product and
by customer. Research suggests that customers aatlieespect personal sources (the
influence of “word of mouth”) more than commercgdurces. The challenge for the
marketing team is to identify which information soes are most influential in their tar-

get markets.

2.2.3 Evaluation of alternatives

The next stage in the model is the evaluation stadpere the customer chooses be-

tween the alternative brands, products and services

The important factor which influences the extenewéluation is whether the customer
feels involved in the purchasing of the product:oliement here means the degree of
perceived relevance and personal importance thed gath the choice of a particular
brand (Jobber, 2001, p 65).

Highly involving purchase is where the customeriearout extensive evaluation. On

the other hand, the “low involving” purchase doesnequire extensive evaluation.

High-involvement purchasesare mostly those which involve high expenditurger-

sonal risk (for example buying a house or a car).

Under “high-involving” purchases, the buyer is ughced by a number of factors be-

fore the final purchase decision is made.

Personal Attitude
beliefs
Purchase Purchase
) . intentions
Normative Subjective
beliefs norms

Figure 2: Fishbein and Ajzen model of reasoned action
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This model supports the impression that an attitoderds a brand is subjected to a set
of beliefs concerning the qualities of the bramdpiher words the end result which the
buyer is expected to experience after buying tled(For example, the value relating

to the price, and durability).

These qualities are rated as good or bad depemuairiye level of satisfaction of the
consumer. Highly rated qualities serve as critésrathe consumer’s choice and they
have much influence on the formation of attitudéitdde is described as the degree to

which a consumer likes or dislikes a particulamidr&@Jobber, 2001, p 66).

Low involvement purchaseshave very simple evaluation processes. For exarbpie,

ing a soft drink, or choosing some breakfast cergathe supermarket.

Awareness Trial Repeat purchase

A 4
A 4

Figure 3: Ehrenberg and Goodhart repeat purchase model

This model simply shows that awareness is follogdrial, and if the consumer is sat-
isfied with the qualities of the brand the consunmvér surely buy the brand again (Job-
ber, 2001, p 66).

This presupposes that the marketer needs to uaddrdte customer evaluation process,
especially in the high-involvement situation, irder to provide the customer with a
good deal of information about the positive conseges of buying. The sales repre-
sentatives also need to emphasise on the impartertcteristics of the product, the
advantages as compared with other substitutes. tBoesethe customer could be en-
couraged to try free samples of the product withhibpe of getting the customer back
to make more purchases of such brand.

2.2.4 Post-purchase evaluation — Cognitive Dissonan  ce

The last stage is the post-purchase evaluatiomeofdecision. After the customer has
made the purchase, it is usually common for théoooer to deliberate on the purchase
decision. The customer, after buying the produay rieel that the alternative would

16



have been better. This situation arises from a@ginknown as “cognitive dissonance”.
In such situations the customer will not repurchlassend immediately, but will likely
try other brands next time. Dissonance mostly a®es in a situation whereby each of
the alternatives offers a unique attribute or biémvelich is not available with others.
Dissonance which arises in the post-purchase stagkel be managed or reduced by
encouraging the customers, through advertisementsochures, that they have made
the right decision (Jobber, 2001, p 67-69).

2.3 Creating Value for Customers/ Customer Retentio n

After a customer has been able to determine aisoltd his needs and wants, the next
line of action is where to visit for optimum semicto solve his problems. To make it
simple, service providers or retailers are expettedffer good measures that will en-

tice customers to visit their shops. Most impoltignthe retailers try to establish a

strong relationship with the customers such they thill continue to buy regularly from

their shops, instead of other competitors.

Successful retailers, in this regard, are very moghcern about customer retention.
Customer retention could be described as the activity that is perfalrog organisa-
tions to establish long-term relationships withtoogers in order to reduce customer
defections (Jobber, 2001, p 689).

When a customer is ready to make a buying decigmtividual retailers are expecting
to be chosen over other service providers. Howetber service providers will also be
ready to provide solutions to customers’ needsveauats. Therefore, what makes a cus-

tomer choose a particular retailer over others?

Why customers choose one shop over another is difiieult to determine. Customers
themselves do not have much idea. Most of thenofitke view that they visit a par-
ticular shop because the products or servicesedterpbbut, in reality, it is because they

trust the source which gave them the informatiooualthe shop.

Many factors determine why a customer will buy goad services from a particular
service provider rather than other competitors éiviss, 2008).
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Studies show that retailers who thoughtfully an@ctfvely operate around the follow-
ing five “pillars” end up, not only satisfying cushers but also retaining old customers
and attracting new ones (Berry, 2001, p 66).

2.3.1 Solve your customers’ problems

Companies emphasise on selling solutions rather phaducts or services. This simply
means customers usually buy for a reason: they hgw®blem or a need and the re-
tailer is expected to provide the solution. Sellimgh-quality items is not enough.
However, retailers must understand the needs ofctis¢domer and how these needs
could be solved better than other competitors (B&001, p 52; Debelak, 2006; Rust et
al, 1993, p 201).

2.3.2 Treat Customers with respect

Retailers should observe fair treatment of custsmmegardless of their age, gender,
race, appearance, or size of purchase. At the Saraetheir prices, and advertisements
should be transparent. There should not be anyehigdlicies with the view of exploit-
ing customers. Retailers should demonstrate competeand a high sense of respect
when interacting with customers (Berry, 2001, p. 83)stomers will not buy from you

if they entertain fears, and do not trust in yauhave ever had any bad past experience
(Debelak, 2006).

2.3.3 Connect with your customers’ emotion

Retailers should endeavour to get emotionally cotatewith consumers. It is a matter
of establishing feelings of closeness, affectiamj &ust with the potential customers
(Berry, 2001, p 58). Customers prefer buying freetaiters who share their emotions

with them. Retailers should connect emotionallyhvatistomers by making them feel at
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home, telling them the truth, impressing them, showing love and appreciation (De-
belak, 2006; Rust et al, 1993, p 201).

Customers feel more related to retailers who ekhie following qualities;
e Coaching skills or expert in the area of the bussne
» Friendly or Caring

* Have same goals as customers (customers wantdonvenced that your goal is

to help them solve their problems but not justrigkheir money)

* Relationship marketing (establish a sense of bealaged) (Debelak, 2006; Rust
et al, 1993, p 201).

Customers choose you over your competitors becguseare a good business to deal
with. You are friendly, approachable and offer ée#ervice than other service provid-
ers. You havehigher knowledge levels and expertis¢hat other competitors do not
seem to have. These put you on top or the bestypugrcompetitors (Chartrand, 2008).

2.3.4 Set the fairest prices

Customers mostly suffer from psychological coghéy get the impression that the re-
tailer is not fair with prices. Potential customelo not feel comfortable buying from a
shop which they anticipate possible prices reductioa few days ahead, or if they
doubt the authenticity of sale prices presenteaniradvertisement. Thoughtful retailers
endeavour to curb or reduce the psychological aobish go with manipulative pric-

ing. Building trust in customers through fair pngi has a positive long term effect
(Berry, 2001, p 60). Quality goes with price, louatjty with low price and high quality

with high price. Most customers seek “value pri€iegpecting to get the most value

for their money (Abrams, 2008)
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2.3.5 Save Your Customers’ Time

To be more attractive to customers, retailers roffst their customers with convenient
transaction in four ways. Retailers must ensureveoient retail locations and reliable
operating hours (access convenience).They musinppiaice good measures for con-
sumers to locate and pick up their desired prodeassly (search convenience). They
must have enough stock of products at any poitime, in order for customers to get
what they want, to avoid disappointment (possessavenience). And they need to
maintain enough space for consumers to be ablaydqy their selected items without
wasting much time (transaction convenience) (B&t®@1, p 63). Customers prefer vis-
iting shops where they will spend less money tatecwhere it could easily be seen by

passing cars, or with good signs for easy locaffdirams, 2008; Debelak, 2006; Rust
et al, 1993, p 201).
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3.0 REVIEW OF THE LITERATURE

3.1 Introduction

In this chapter, section 3.2 describes the backgtaypon which the study was carried
out, section 3.3 talks about customer relationsigpketing, section 3.4 is about loyalty
programmes, section 3.5 describes regular custocarels, section 3.6 discusses cus-
tomer satisfaction, and section 3.7 summarise®mestretention.

3.2 Background

Studies show that retailers are of the view their thusinesses could grow vigorously if
they relate better with customers through e-mailpley hidden cameras to learn how
customers make purchase decisions, among othevge\ldo, the key to thrive in any

business is to offer customers with better solgitmtheir problems, give them the due
respect, connect with them on emotional level,ratiem with fair prices, and making it

easy for customers to find what they need, paytfand move on without much delay
(Berry, 2001, p 51). If the above mentioned factme true, then why should retailers

iIssue customer cards instead of concentrating esetfactors?

Buying situation, personal influences, and socilllences are the three major factors
identified as other key factors that influence aonsrs buying behaviour (David Jobber
& Geoff Lancaster, 2000, p 40).

In today’s competitive retail environment, the iddaetaining customers is a tough
task. The successful ones are those who are abktdblish and maintain more com-
petitive advantages in their customers. Hence altipprogram is considered as one of
the reliable means of compelling potential custaersee their business partners on
top of others (http://www.vantagecard.com/giftcéstide_7.html. Accessed on
4/10/2011).

There are many theoretical reasons supportingetvard-based loyalty program as a
positive measure affecting both customer reterdioh customer share development.
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Firstly, psychological studies conducted by Lathand Locke, showed that rewards
could be very motivating (Peter C. 2003, p 35).desh also shows that people have a
strong drive to react in such a way necessary to game sort of future rewards
(Nicholls, 1989, p 96). According to Roehm, Pulliasd Roehm it is logical to assume
that in the event of loyalty program, a customeuldde motivated to buy the pro-
gramme sponsor’s brand repeatedly by awarding progre incentives (Peter C. 2003,
p 36).

Again, because the programme’s reward structurallysgepends on the past customer
behaviour, loyalty programs could prevent custonfien® switching to other competi-
tors. For example, if the reward structure depeamdthe length of the relationship, cus-
tomers would be reluctant to switch (because afna tag before the same level of re-
wards can be received from another supplier). Kienep Dick and Basu share the view
that switching costs are an important antecedecusfomer loyalty (Peter C. 2003, p
36).

In spite of the theoretical arguments in suppothefpositive effect of loyalty programs
on customer retention and customer share develapmeamny researchers like Dowling,
among others, have questioned this effect. In eshtBolton, and Rust have revealed
that loyalty programs have a significant, positafeect on customer retention (Peter C.
2003, p 36).

3.3 Customer Relationship Marketing

Gronroos describes customer relationship markedasghe process of identifying and
establishing, maintaining, and enhancing, and wiezressary also breaking up the rela-

tionships with customers and other stakeholders.

Relationship marketing, as described by Bennethudky and Wolf, and Halinen, ba-

sically emphasises on generating a continuousioekdtip between buyers and sellers,
not just attracting, but also retaining customard ather stakeholders in the market-
place, so that the ultimate goals of the stakemslohevolved are met. Such relationships

are in most cases long-term, as well as dynamiedBker, 1997).
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Bennett emphasises that bidirectional communicatesults in a strong relationship
satisfying the parties involved, which in the emdmotes loyalty (Boedeker, 1997).

3.4 Loyalty programmes

Competition in the retailing industry is intensedahis is increasingly evident as cus-
tomers seek for retailers that offer the best véueheir money. However, price is just
one of the factors that influence customer chditmommendations from friends, posi-
tive past experiences and a close relationship sathice providers can all lead to cus-

tomers coming back to a particular shop or retailer

There are several examples of programmes usedltbdustomer loyalty and retention
which include regular customer cards, mostly usedaily products retailers. Basically,
these programmes motivate customers and encounage tb repeat buying from the
same retailer. Loyalty programmes are implemeraeshtourage customers to establish
a long-term relationship with an organisation bfeohg customers with some benefits

for their regular visits (Barnett et al, 2000).

Godfrey Rooke, chairman of Hong Kong DMA, citedAinstralian Banking & Finance,
commented that “Most people think issuing cardd midke customers automatically
loyal ... it won’t. People tend to buy just to getliscount which is detrimental to many

businesses as it affects retail margins (Barnett, &000).

3.5 Regular customer cards

The regular customer cards have some kind of begsiems, which reward the cus-
tomer with some bonus points for being loyal to tnganization, or they entitle the
holder to enjoy different kinds of special offeichemed for these card holders. The
cards come in two different versions with differeises. However, the basic idea of the
cards is to function as a tool for customer refetiop marketing in order to promote

customer loyalty, cited in Korttitapahtumat (Boedgkl997).
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Long term relationship is one major objective oé tlegular customer cards (RCC).
However, in the case of daily products the functimay not be reliable, because switch-
ing to another retailer is quite easy in some #ihna. Jackson (1985) describes this
kind of situation the “always-a-share model”, whialeans a customer can easily switch

or move from one retailer to another and many more.

Kilpailjoiden explains that many companies and argations in Finland implement
what is called “regular customer programmes” toaattand retain customers. This im-
plies there have been different kinds of “regulastomer cards” implement in Finland
at a faster rate. In Finland, there are about kayrretailers in the daily product sector
which issue some kind of card systems to theirleegrustomers as a tool in practicing
customer relationship marketing. Among a populatba little over five million, there

are well over two million of these cards in use éBeker, 1997).

The objective of the retail shops which issue austocards is to tie the customers to
the shop so that the customers will concentratie pluechases from that particular shop.
Organizations may, to some extent, succeed indbjsctive but the assumption that
special offers or bonus points are the only obyeatif the customer may be too simplis-
tic. There is a vast amount of research on theestilof “why do people shop” (Boede-
ker, 1993) and the economic aspects are only amerdiion of the benefits for which

consumers expect. Therefore regular customer d¢ads only limited effect with this

aspect of relationship marketing (Boedeker, 199Hh)s raises the question on what

other factors influence customers to visit a palécshop.

3.6 Customer satisfaction

Customer satisfaction is very important when depielp a customer loyalty pro-
gramme. Satisfaction is a measure of how well #oooer’'s expectations are met while
customer loyalty is a measure of how likely a costois to repurchase and engage in
relationship activities. Loyalty is very weak anoutd easily be broken because even if
customers are well satisfied with the service thdylikely visit other service providers

if they sense they can get better value, converienayuality services. Knowledge of

business, academic, and the consulting communthaiscustomer satisfaction is a very
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important element and a backbone of total quadityd that, if it is met, the customer
will remain loyal (Lowenstein, 1995, p. 10).

Customer satisfaction is not a perfect indicatocugtomer loyalty. However, satisfac-
tion is very important but not enough to promotstomer loyalty. A customer may be
very satisfied with the services of a particulaoghbut will not necessarily visit that
shop again. Other elements which may have impadhercustomer’s choice include
price, location and convenience (Mcllroy & Barn&t00).

3.7 Customer retention

Customer retention could be described as the activity that is perfatrbg organisa-
tions to establish long-term relationships withtoogers in order to reduce customer
defections (Jobber, 2001, p 689). It is the exmkalémate result of relationship mar-
keting.

Vavra and Pruden are of the view that any orgaisizavhich is unable to establish
long-term relationships with customers, most of tinee, operates with one time off
transactions. It is stated again that “Discussmfinsustomer retention seem to be domi-
nated by loyalty programmes and customer discoBis.research shows that what
really drives repurchase is high-quality customenvise and well-managed, strategi-

cally delivered, formal and informal communicatid(icliroy & Barnett, 2000).

Morris and other researchers are of the view thatarners do not continue to buy from
a particular retailer just because of the bonusatdre offered to customers or the spe-
cial loyalty programme that is available. Howevany retailing shop which wants to
retain customers should “... enable customers ¢eive what they want, when they
want it (just-in-time), and a perfect delivery eauid every time with the desired levels

of service that appeal to the consumer” (Mcllroyé&rnett, 2000).
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4.0 RESEARCH METHODOLOGY

4.1 Introduction

Research is defined as an original investigatiaceted in order to add up to the exist-
ing knowledge and understanding in a particulacidime (Myers 2009, p 6). He fur-

ther stated that research is a creative activitichvbontributes to the production of new
knowledge. The knowledge could be said to be nexale the facts, the interpretation
of those facts, or the theories that are used ptagxthe findings might not have been

used in a certain way before in that particulacigi:e.

Concerning the reliability of research work, thest&ay to show that the research find-
ings are reliable and original is if those finding® subject to further scrutiny by ex-
perts in a specific field. If these experts, inuicrising the research, indicate that the
results are genuine and the findings are new tmttleen one can admit that the re-
search project represents an original contributioknowledge (Myers 2009, 7). By vir-

tue of reliability and for that matter dependapildf research findings, any research

study must be executed with the appropriate reseaathod.

This chapter describes the applied research melibgylramework which includes the
research strategy, and research approach. Thesathmge selection and the data collec-

tion methods are discussed, followed by the validitd reliability of this thesis.

4.2 Research strategy

Basically, there are five research strategies oias@cience: experiments, surveys, ar-
chival analysis, case studies and histories. Thgaisf any of these strategies depends
on what kind of research one is conducting (YirQ4,P 6). In this study, the researcher
Is trying to find out the effect of some variabtas the buying behaviour of customers.
Survey is mostly used to evaluate some conclusem#, this study the research strat-

egy selected by the researcher was survey.
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4.3 Research approach

Quantitative research approach was selected aggbarch approach of this thesis. The
reason is that the quantitative research approaaisés more on analysis of the differ-
ent variables and the relation between them. Thaidystries to find how some factors
actually contribute to one goal. It is more appiajerto use numbers to determine how
many customers share the same opinion than wotds piiocess of this research is to
review several existing theories, and then devealopsearch strategy to test the theory,
so this research is deductive in nature. Revievgiegeral existing studies provides a
better and deeper theoretical understanding ofptlmklem domain.

4.3.1 Quantitative research

Quantitative research was considered to be theopppte research approach for this
study. The method chosen for collecting the data gueestionnaire. Quantitative study
has a number of advantages. For instance, it i tealse administered, and simple to
code due to structured questionnaire. The dateeaaily be analysed using statistical
instruments and it facilitates comparison of selvpraducts. The weakness side of
guantitative approach is that, the study involvemynparticipants, and the responses
given by the research participants are not muatheiail. Answers have to be superfi-
cial, they are mostly controlled by the researcheelse the researcher will be supplied
with overwhelmed quantum of information that canaffectively be analysed (Metin
Kozak, 2004, p 138).

4.4 Data collection

Data collection can simply be described as thertigcie that is used to collect empirical
research data. It is, more or less, how researdftser their information. The six
common methods that are used for data collectienqaestionnaires, observation, in-

terviews, focus groups, tests, and secondary datdd{ie & Tashakkori, 2003, p 298).
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There are basically two types of data, the printata and the secondary data. The pri-
mary data are those which are collected afreshtfamihappen to be original in nature.
The secondary data, on the other hand, are thosxh Wwhve already been collected by
someone else and have been passed through somgcsigbrocess (Dhawan 2010, p
98).

The researcher in this study reviewed a numbeitevhture books, articles, and related
studies that have been done by other researchettse case of the primary data, the re-
searcher used guestionnaire.

Questionnaire seemed to be the most suitable meathdbis thesis because the re-
searcher was trying to find out the opinions ofteosers towards the contributions of
certain factors to customer retention. The quesagr has the ability to clearly show
these opinions in a numeric way.

QuestionnaireQuestionnaire is a way of asking questions withpmrsonal interaction.

It can be used for various situations in a reseprofect.

Questionnaires help the researcher to gather enofghmation from often large
groups of people, and are useful for generatingarioal data. Questionnaire provides a
good picture for the data collected and also makeasy to compare the individual re-
sults. Setbacks for questionnaires is that, itsakeonsiderable amount of time to de-

velop, they have to be piloted, and may need regibiefore they are finally used.

The questionnaire contained eighteen questionsfifdtehree questions were the basic
information of the respondent’s gender, age raagd,the number of regular customer
cards owned. Then each of the remaining questioesepts a factor that leads to cus-
tomer retention. For each question, a scale of dpmions were set from 1(strongly

disagree) to 5 (strongly agree). This makes itezdsir the respondents to understand
and have enough measurable choices to expressofhirions. A space was also pro-

vided, after the last question, for respondentst&be one major reason why they buy

regularly from a particular shop.
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4.5 Sample selection

In this study, the writer distributed the questiaimes directly to randomly selected re-
spondents from a number of shopping centres initkelsSome students from the Uni-
versities of Applied Sciences were also randomlgcied to complete samples of the
questionnaires. This method had the advantage safrieig that most of the question-
naires distributed were returned, and also it nadéiet the respondents to give quality

answers.

In this study, the writer distributed about 11Cesfionnaires. All the questionnaires
were received but only three of the respondent® wetow 18 years, 5 had only one

customer card, and 102 responds were declaredfealiie purpose of the study.

4.6 Validity and reliability

For any scientific research to be credible, ittfoalse valid and reliable.

Reliability can simply be described as the coneisteof the measurements and validity
as the accuracy of the measurements used in thg. Sthe quality of a research can be
tested using validity and reliability. The credityilof the research can be enhanced by
looking at the strengths and weaknesses of thands¢Ghauri & Gonhaug 2002, p
139).

The questions were designed in a way such thaegpmondents could understand with-
out difference. Some people were made to read &pladie to the researcher to make
sure there were no misunderstanding in the langaadéehe translation.

The questions did not contain any preference wirdscould lead the respondents to
certain answers. This structure ensured that thigorelents would answer these ques-
tions without any influences.

The questions were set based on the specified sttablem and on the aims, which
were given for this study. These questions wererdgiss for the study because they
were constructed based on the literature and taigs for the study.

The research advisor also checked the questiotigiguestionnaire to make sure the
guestions were relevant and would give the rightlts.

The sample group was general and chosen at random.
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5.0 EMPIRICAL FINDINGS AND DATA ANALYSIS

5.1 Introduction

The general objective of this empirical study wagind out the effectiveness of some
elements on the buying behaviours of customers witltiple customer cards. This
chapter shows the analyses of the real data gatifrera the survey questionnaire. Sec-
tion 5.2 gives the basic information of the respanid, section 5.3 looks at the influence
factors in relation to the general population, aedtion 5.4 looks at the extra sugges-
tions made by the respondents. Section 5.5 givese& description of the chi-square
goodness of fit test, and section 5.6 looks atthster analysis of the respondents.

The researcher sent out about 110 questionnairessaschools and shopping centres
whereby 102 were declared valid because 3 resptsdemne below 18 years and 5 had
only one customer card.

The data was analyzed by the researcher basecditetfature, theories and the use of
SPSS.

The questionnaire is divided into three sectior Tirst section looks at the basic in-
formation of the responder, the second sectionsdedh the questions about the influ-
encing factors, and the last section asks for éursluggestions.

The English version of the questionnaire and itsish version are in the appendices |
and Il respectively.

5.2 Basic information of the respondents

The first three questions are Gender, age rangeth@ennumber of regular customer
cards own by the responder. The purpose of thesgtiqus is to determine which re-

sponder qualifies for the purpose of the study.

Table 1: Basic information of respondents

Males| Females 0-18 (yrs)| 18- 45 (yrs)| 45+ (yrs)| 0| 1 | 2+

Gender 43 67

Age Range 3 107 0

Number of cards 0|51 105
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5.3 Influencing factors

There are 15 questions in this section about fadtmat influence the buying behaviour
of customers. Based on these questions the faatarh influence the buying behav-

iours of customers can be determined.

Using the formula P £ Zc*SQRT (P*(1-P)/N), wherasPthe percentage of the sample
which agree or disagree with the tested variabteisZhe confidence interval, and N is
the sample size, estimates were made to show toergages of the general population

which agree or disagree with the questions.

P — Zc*SQRT (P*(1-P)/N) gives the lowest value &d Zc*SQRT (P*(1-P)/N) also
gives the highest or upper value for the estimation

Those who chose “do not know” were not considerethe estimation of the general

population.

N is 102, and Zc (confidence interval) at 95% B61.
Save your customer’s time
Question: | buy mostly from the shop which is closest to fikeis question links to ac-

cess convenience which eventually saves custoriers The aim is to find out if cus-
tomers consider the distances from their destinatto shops when going out for shop-

ping.
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m Strongly disagree
m Disagree

® Don'tknow

W Agree

m Strongly agree

Figure 4: The effect of closeness location of shiogustomer’s buying decision

The result of this question shows that 70 of tlepoadents which constitute 68% agree
that they buy mostly from the shop which is clogesthem. On the other hand, 26 re-
spondents who constitute 26% do not buy mostly feoshop just because it is closer to
them.

10 (10%) out of the 102 respondents do not knoweffext of the closeness of a shop

on their buying decisions.

Using the formula P + Zc*SQRT (P*(1-P)/N), N= 1(=1.96.

26% of the sample population disagree (P=26.0@kexefore between 17.49% and

34.51% of the general population disagree.

68% of the sample population agree (P=68.00%), Hetween 58.95% and 77.05% of

the general population agree.

Comparatively, the upper value of disagreed pomra34.51%) is below the lower
value of the agreed population (58.95%) which mehadactor has a strong influence

on customers’ buying behaviours.
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Question: | buy mostly from the shop which is located wheensportation or transit-
Ing is easier (access convenience). The aim ismtbdut if customers consider which
shop they can transport their goods back home witivasting time.

0%

m Strongly disagree
m Disagree

® Don'tknow

W Agree

m Strongly agree

Figure 5: The effect of easy transportation on costr's buying decision

Out of the 102 respondents, 76 of them which ctuisti7’4% agree that they mostly buy
from shops which are located in places where tramisyg and or transiting of their
goods back home is easier. 16 (16%) out of theré®@ondents disagree to the fact that
easy access to transportation is a factor to bsidered when thinking of which shop to

visit.

Using the formula P + Zc*SQRT (P*(1-P)/N), N= 1(,=1.96.

16% of the sample population disagree (P= 16.0a#@refore between 8.89% and

23.11% of the general population disagree.

74% of the sample population agree (P= 74.00%)etbee between 65.49% and

82.51% of the general population agree.

Comparatively, the upper value of disagreed pomngR3.11%) is far below the lower
value of the agreed population (65.49%) which meéhedactor has a very strong influ-

ence on customers’ buying behaviours.

33



Question: | buy mostly from the shop where the needed itears easily be located
(search convenience). This question is to findifoeuistomers consider which shop they

can easily find what they need without wasting mtiicte.

0%

m Strongly disagree
m Disagree

® Don'tknow

W Agree

m Strongly agree

Figure 6: The effect of finding the needed itemswsiomer’s buying decision

The result shows that 75 of the respondents whictstdtute 73% agree that they buy
mostly from the shop where the needed items caly éesobtained on time.

On the other hand, 17 respondents who constitu¥#e d@ not buy mostly from a shop
just because the needed items can easily be located

10 (10%) out of 102 respondents do not know thecefdf easy location of the needed

items on their buying decisions.

Using the formula P + Zc*SQRT (P*(1-P)/N), N= 1Q2;,=1.96.

17% of the sample population disagree (P= 17.00k&refore between 9.71% and
24.29% of the general population disagree.

73% of the sample population agree (P= 73.00%)etbee between 64.38% and

81.62% of the general population agree.

Comparatively, the upper value of disagreed pomngR4.29%) is far below the lower
value of the agreed population (64.38%) which mehadactor has a strong influence
on customers’ buying behaviours.
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Question: | buy mostly from the shop where | spend less timey transaction (trans-
action convenience). This question is to find dwustomers think of which shop they

can pick what they want and pay for it as quicldypassible.

m Strongly disagree
m Disagree

® Don'tknow

W Agree

m Strongly agree

Figure 7: The effect of easy transaction on custésriying decision

From the result, it shows that 35 of the resporsleritich constitute 34% disagree that
spending less time in transaction affect their bgydecision on which shop to buy their
goods and services from.

On the other hand, 29 respondents who constituie 29y mostly from a shop where
they can pick and pay for what they want as quiedyossible.

As much as 38 (37%) out of 102 do not know thecefté spending less time in a trans-

action on their buying decisions.

Using the formula P + Zc*SQRT (P*(1-P)/N), N= 1Q2;=1.96.

34% of the sample population disagree (P= 34.0@P&xefore between 24.81% and
43.19% of the population disagree.

29% of the sample population agree (P= 29.00%)etbee between 20.19% and
37.81% of the general population agree.
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Comparatively, the upper value of disagreed pomriat43.19%) is above the upper
value of the agreed population (37.81%) which mdaesfactor has no influence on

customers’ buying behaviours.

Fair Prices

Question: | buy mostly from the shop which offers low pricd#is question is to de-
termine if customers look for shops which offer lpvices irrespective of the nature of

the goods.

m Strongly disagree
m Disagree

® Don'tknow

W Agree

m Strongly agree

Figure 8: The effect of low prices on customer’sibgylecision

The result indicates that 52 of the respondentghvbonstitute 51% agree that they buy
from shops which offer low prices for their gooda&laervices. This shows that custom-
ers compare prices of goods sold in various shogdiaally choose to buy from shops
which offer low prices for their goods and services

On the other hand, 32 respondents who constitu¥ @4 not buy mostly from a shop
because it offers low prices for goods and servitéss indicates that low prices for
goods and services do not influence their decigdsuy mostly from such shop.

As much as 18 (18%) out of 102 do not know theotféd low prices of goods and ser-

vices on their buying decisions.
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Using the formula P + Zc*SQRT (P*(1-P)/N), N= 1(,=1.96.

31% of the sample population disagree (P= 31.0@Pe)efore between 22.02% and
39.98% of the population disagree.

51% of the sample population agree (P= 51.00%)etbee between 41.30% and
60.70% of the general population agree.

Comparatively, the upper value of disagreed pomra39.98%) is below the lower
value of the agreed population (41.30%) which mehadactor has a strong influence

on customers’ buying behaviours.

Question: | buy mostly from the shop which offers fair pisc@ow prices for goods of
low quality and high prices for goods of high qtigli The aim is to find out if custom-
ers visit shops which offer fair prices for theoogls.

m Strongly disagree
m Disagree

® Don'tknow

W Agree

m Strongly agree

Figure 9: The effect of fair prices on customens/ing decision

The outcome of this question indicates that 6Ghefrespondents which constitute 62%
agree that they buy mostly from shops which ofter prices for their goods and ser-
vices. This implies customers compare prices ofigasmld in various shops and finally
choose to buy from shops which offer low prices doods of low quality and high
prices for goods of high quality.
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On the other hand, 27 respondents who constitu¥#e @& not buy mostly from a shop
because it offers fair prices for goods and sesviddnis indicates that fair prices for
goods and services do not influence their decigidsuy mostly from such shops.

Out of 102, 12 (12%) of the respondents do not ktiwaveffect of fair prices of goods

and services on their buying decisions.

Using the formula P + Zc*SQRT (P*(1-P)/N), N= 1Q2;,=1.96.

26% of the sample population disagree (P= 26.0@P&xefore between 17.49% and
34.51% of the general population disagree.

62% of the sample population agree (P= 62.00%)etbee between 52.58% and
71.42% of the general population agree.

Comparatively, the upper value of disagreed pomra34.51%) is below the lower
value of the agreed population (52.58%) which mehadactor has a strong influence

on customers’ buying behaviours.

Treat customers with respect

Question: | buy mostly from the shop where | am treated wibpect. This question is

to determine if customers think of which shops tasg/treated with respect.

B Strangly disagres
m Disagree

B Dan't know

W Apree

m Strongly agree

Figure 10: The effect of treating customers withpees on customer’s buying decision
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From the result, as many as 67 (66%) out of 10@amdents agree that they buy mostly
from shops where they are treated with respect.

On the other hand, 10 respondents who constitu¥e dO not buy repeatedly from a
particular shop because they are treated with mesjbect.

Out of 102, as many as 25 (24%) of the responddnmtsot know the effect of how they
are treated by shop attendants on their buyingsabes.

Using the formula P + Zc*SQRT (P*(1-P)/N), N= 1Q2;=1.96.

10% of the sample population disagree (P= 10.0a#@refore between 4.18% and

15.82% of the general population disagree.

66% of the sample population agree (P= 66.00%)etbee between 56.81% and

75.19% of the general population agree.

Comparatively, the upper value of disagreed pomnafl5.82%) is below the lower
value of the agreed population (56.81%) which mehadactor has a strong influence
on customers’ buying behaviours. This implies cors are influenced by how they
are treated by the attendants when deciding onhatop that they should buy their
goods and services. Customers prefer buying regigateom shops where they are
given the due respect irrespective of how much #reybuying, age, gender, and race.

Solve customer’s problem

Question: | buy mostly from the shop where the attendargseaperts in the area of the
business. The aim is to find out if customers #éir@aeted to shops where the attendants
have enough knowledge in their areas of businedscan help them solve their prob-

lems.

39



m Strongly disagree
m Disagree

m Don't know

W Apree

m Strongly agree

Figure 11: The effect of expert shop attendantsusiomer’s buying decision

About 54% (55/102) respondents agree that theyntastly from shops where the sales
personnel have credible knowledge in their areghefbusiness. On the contrary, 29
(29%) of the respondents disagree with the fadtghap attendants who are experts in
their area of the business influence their decigidouy repeatedly from the shop.

In all, 18 (17%) of the respondents do not knowdffect of expert shop attendants on

their buying decisions.

Using the formula P + Zc*SQRT (P*(1-P)/N), N= 1(,=1.96.

29% of the sample population disagree (P= 29.0@P&xefore between 20.19% and

37.81% of the general population disagree.

54% of the sample population agree (P= 54.00%)etbee between 44.33% and
63.67% of the population agree.

Comparatively, the upper value of disagreed pomria37.81%) is below the lower
value of the agreed population (44.33%) which mehadactor has a strong influence
on customers’ buying behaviours. The result in@gdhat customers prefer buying re-
peatedly from shops where the attendants havebteekinowledge in their area of the
business. The implication is that customers feelensatisfied when they are served by
expert attendants, and by so doing they are infleérto buy repeatedly from such
shops.
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Question: | buy mostly from the shop which offers additiorsa@rvices for free. The
question aims to find out if customers visit sheygere they can enjoy extra services

for free.

W Strongly disagree
m Disagree

m Don't know

W Agree

m Strongly agree

Figure 12: The effect of free additional servicesooistomer’s buying decision

About 43% (44/102) respondents agree that theyrbagtly from shops where addi-
tional services are offered for free. On the cawgtras many as 31 (31%) of the respon-
dents disagree with the fact that enjoying extraises for free influence their decisions
to buy repeatedly from such shops.

Surprisingly, 27 (26%) of the respondents do naivkithe effect of free extra services

on their buying decisions.

Using the formula P + Zc*SQRT (P*(1-P)/N), N= 1(,=1.96.

31% of the sample population disagree (P= 31.0@Pe)efore between 22.02% and

39.98% of the general population disagree.

43% of the sample population agree (P= 43.00%)etbee between 33.39% and
52.61% of the population agree.

Comparatively, the upper value of disagreed pomriat39.98%) is above the lower
value of the agreed population (33.39%) and belog upper value (52.61%) which
means the factor has little influence on customienging behaviours. It is obvious from
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the result that shops which offer free extra sewito their customers end up attracting
and retaining more customers. Again, customersepfediying repeatedly from shops
which give surprises in the form of extra servitiest cannot be obtained from other

service providers for free.

Question: | buy mostly from the shop which sells current dashionable or trendy
goods. The question aims to find out if customeesadtracted to visit shops where they

can find new goods that fit the new life style.

B Strangly disagres
m Disagree

B Dan't know

B Agres

m Strongly agree

Figure 13: The effect of current and trendy goodsostomer’s buying decision

Looking at this result, about 43% (44/102) of tkeepondents accept that shops which
sell current and trendy goods influence them to tostly from such shops. On the
contrary, 39% (40/102) of the respondents do nmewith this fact.

Finally, as many as 18% (18/102) of the respondeotsot know the effect of the type

of goods and services offered by shops on theimigugecisions.

Using the formula P + Zc*SQRT (P*(1-P)/N), N= 1Q2;=1.96.

39% of the sample population disagree (P= 39.0QB&xefore between 29.53% and

48.47% of the general population disagree.
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43% of the sample population agree (P= 43.00%)efoe between 33.39% and
52.61% of the general population agree.

Comparatively, the upper value of disagreed pommra48.47%) is above the lower
value of the agreed population (33.39%) and belog upper value (52.61%) which
means the factor has little influence on custombtg/ing behaviours. This indicates
that the factor is not very strong to influence toosers to decide which shop they
should visit mostly. Despite the strength of thastbr, the result means customers are
influenced to buy repeatedly from a particular shaped on the fact that the goods sold

are current, fashionable or trendy.
Connect to customer’s emotion
Question: | buy mostly from the shop where attendants shomcern about my prob-

lems. This question is to determine if customeriafiesenced to visit shops where the

attendants show a sense of love, care, and coabeut their problems.

m Strongly disagree
m Disagree

m Don't know

W Apree

m Strongly agree

Figure 14: The effect of shop attendants’ emotiaaaé on customer’s buying decision

The result of this question shows that 53 (52%poadents agree that they prefer buy-
ing from shops where the attendants show much cora®ut their problems.

27 (27%) out of 102 respondents disagree with dlea ithat they are attracted to buy
mostly from shops where the attendants show emaltmoncern about their problems.
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The remaining 22 (21%) of the respondents do notwkthe effect of shop attendants’

emotional care on their buying decisions.

Using the formula P + Zc*SQRT (P*(1-P)/N), N= 1Q2;=1.96.

27% of the sample population disagree (P= 27.0@P&xefore between 18.38% and
35.62% of the general population disagree.

52% of the sample population agree (P= 52.00%)etbee between 43.31% and
62.69% of the general population agree.

Comparatively, the upper value of disagreed pomra35.62%) is below the lower

value of the agreed population (43.31%) which meahadactor has a strong influence
on customers’ buying behaviours. In effect, theitaadicates that customers are influ-
enced to buy repeatedly from shops where the atgadlemonstrate emotional con-
cern about their problems. This kind of attitudeosts customers’ confidence in the
shop attendants, and, as a result, the customémgpefeeling satisfied with the services

obtained from them.

Motivating customers

Question: | buy mostly from the shop which offers regulalesgoromotion. This is to

find out if customers are influenced to visit shegsch offer regular sales promotion.
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m Strongly disagree
m Disagree

m Don't know

W Apree

m Strongly agree

Figure 15: The effect of regular sales promotioncoistomer’s buying decision

The result of this question shows that 52 (51%paadents agree that they prefer buy-
ing from shops which offer regular sales promotidd.(29%) out of 102 respondents
disagree with the idea that they are attractedutporhostly from a particular shop be-
cause it offers regular sales promotion.

The remaining 20 (20%) of the respondents do nowkiine effect of regular sales pro-

motion on their buying decisions.

Using the formula P + Zc*SQRT (P*(1-P)/N), N= 1(,=1.96.

29% of the sample population disagree (P= 29.0@P&xefore between 20.19% and
37.81% of the general population disagree.

51% of the sample population agree (P= 51.00%)etbee between 41.30% and

60.70% of the general population agree.

Comparatively, the upper value of disagreed pomria37.81%) is below the lower

value of the agreed population (44.30%) which mehadactor has a strong influence
on customers’ buying behaviours. The result finatiplies customers are influenced to
buy repeatedly from a particular shop which offegular sales promotion. This, in ef-
fect, shows that customers are price sensitiveaswl prefer enjoying instant benefit

from their transactions.
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Question: | buy mostly from the shop which has the best rewdor loyal customers.
This question is to find out if customers are iefleed to visit shops which give their

loyal customers the best reward packages.

W Strongly disagree
m Disagree

m Don't know

W Agree

m Strongly agree

Figure 16: The effect of best rewards on custontarigng decision

29% (30/102) of the respondents agree that thegpoelying from shops which grants
the best rewards to loyal customers. 25 (25%) 6408 respondents disagree with the
idea that they are attracted to buy mostly fromadigqular shop because it offers the
best rewards to loyal customers.

Surprisingly as many as 47 (46%) of the respondaéntsot know the effect of the best

rewards to customers on their buying decisions.

Using the formula P + Zc*SQRT (P*(1-P)/N), N= 1(=1.96.

25% of the sample population disagree (P= 25.0@P&refore between 16.60% and
33.40% of the general population disagree.

29% of the sample population agree (P= 29.00%jydx 20.19% and 37.81% of the

general population agree.

Comparatively, the upper value of disagreed pomriat33.40%) is above the lower
value of the agreed population (20.19%) and belog upper value (37.81%) which
means the factor has little influence on customleuying behaviours. Based on the re-
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sult, it shows that customers are influenced toogt of the time from the shop which
grants the best rewards to loyal customers. Thdigatn is that if customers know
how much rewards or benefits granted by a particsh@p, then, comparatively, they
are influenced to buy repeatedly from the shop tigants the best rewards or bene-
fits.

Looking at the grand rate (46%) of respondents kitic not know the effect of this
fact, the reason may be due to the fact that cum®ado not know how much rewards or

benefits granted to loyal customers by the varghaps.

Question: | buy mostly from the shop which granted me wiik first card. This ques-
tion is to determine if customers are influencedt®y/conditions of the customer cards.

m Strongly disagree
m Disagree

m Don't know

W Apree

m Strongly agree

Figure 17: The effect of first customer card ontooger’s buying decision

From the result, 72% (74/102) of the respondentsi@oaccept the fact that they are
influenced to buy repeatedly from a particular shepause the shop offered them with
their first regular customer cards. Only 14% (12)16f the respondents are of the view
that they are influenced to buy mostly from thephdich granted them with their first
customer cards.

The remaining 14% (14/102) of the respondents ddknow the effect of first regular

customer card on their buying decisions.
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Using the formula P + Zc*SQRT (P*(1-P)/N), N= 1(,=1.96.

72% of the sample population disagree (P= 72.0@P&refore between 63.29% and
80.71% of the general population disagree.

14% of the sample population agree (P= 14.00%jetbee between 7.27% and 20.73%
of the general population agree.

Comparatively, the upper value of disagreed porgB0.71%) is far above the upper
value of the agreed population (20.73%) which mabhadactor has no influence at all
on customers’ buying behaviours. The result imptiestomers do not buy from a par-
ticular shop because that shop granted them wiir first regular customer cards.
Moreover, how long a particular card has been witustomer has no positive effect on
the customer’s decision to buy repeatedly from siaps.

Question: | buy mostly from shops which have granted me wiilstomer cards. The
qguestion is to find out if customers are influenbgdhe customer cards on where to go
for their shopping.

m Strongly disagree

m Disagree
V B Don'tknow
W Agree
m Strongly agree

Figure 18: The effect of regular customer cardscastomer’s buying decision

With regard to the result of the question, 65% 162) of the respondents do not accept
the fact that they are influenced to buy repeatdédyn a particular shop because the
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shop has offered them with regular customer c&@% (30/102) of the respondents are
of the view that they are influenced to buy mostym the shops which have granted
them with regular customer cards.

The remaining 5% (5/102) of the respondents doknotv the effect of regular cus-

tomer cards on their buying decisions.

Using the formula P + Zc*SQRT (P*(1-P)/N), N= 1Q2;,=1.96.

65% of the sample population disagree (P= 65.0@P&xefore between 55.74% and

74.26% of the general population disagree.

30% of the sample population agree (P= 30.00%)etbee between 21.11% and

38.89% of the general population agree.

Comparatively, the upper value of disagreed pouig74.26%) is far above the upper
value of the agreed population (38.89%) which mdaesfactor has no influence on

customers’ buying behaviours.

The implication of the result is that customersndd buy from a particular shop just be-
cause that shop has granted them with regular mgstoards. Again, it shows that own-

ing a regular customer card of a particular shapr@apositive effect on the customer’s
decision to buy repeatedly from such shops.

However, 30% of the respondents agree that theyrdgiiarly from a shop which has

offered them with a regular customer card. Thismsgaat owning a customer card has

some amount of positive effect on customers’ buylegision.

5.4 Extra question

In this section, the respondents were asked te sta@ major reason why they buy re-

peatedly from a particular shop.

Question: Give one major reason why you buy mostly from digalar shop.

Among the reasons given, the most common factorthatscustomers buy repeatedly

from a particular shop because they could easily What they need. Among others are:
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“because | get fair prices”
“because the shop is closer to me and | spenditess, and

“because the shop sells quality goods”

5.5 Chi-Square Goodness of Fit Test

Chi-square goodness of fit test was performed sigificance level of 0.05 to deter-
mine the manner in which the males and the fenaiews/ered the various questions.

Hypotheses:

Ho: the manner in which the females and the malewenes the question is unrelated
(independent)

H,: the manner in which the females and the malesenes! the question is related (de-

pendent)

Significance level
a=0.05

Critical value and rejection level

Reject the null hypothesis if p-valged.05

Table 2: Chi-square goodness of fit test for resizors
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Statements/ Factors Chi- Degrees of | p- Remarks

square | freedom value

(df)

| buy mostly from the shop which is close$.961 4 0.138| Not signifi-
to me * Gender cance
I buy mostly from the shop which offers | 22.750 | 4 0.000 Significance
fair prices (low prices for goods of low
guality and high prices for goods of high
guality) * Gender
| buy mostly from the shop which offers | 9.938 4 0.041] Significance
low prices * Gender
| buy mostly from the shop which sells cur8.897 4 0.064| Not signifi-
rent and fashionable or trendy goods * cance
Gender
| buy mostly from the shop where am | 4.943 4 0.293| Not signifi-
treated with respect * Gender cance
| buy mostly from the shop where atten- | 7.451 4 0.114| Not signifi-
dants show concern about my problem * cance
Gender
I buy mostly from the shop where | spentd25.698 | 4 0.000 Significance
less time in my transaction * Gender
| buy mostly from the shop which is lo- | 23.802 | 3 0.000  Significance
cated where transportation or transiting is
easier * Gender
| buy mostly from the shop where the at-| 10.408 | 4 0.034 Significance
tendants are experts in the area of business
* Gender
| buy mostly from the shop which offers | 8.307 4 0.081 Not signifi-
additional services for free * Gender cance
| buy mostly from the shop which offers | 12.071 | 4 0.017| Significance
regular sales promotion * Gender
| buy mostly from the shop which has the 11.117 | 4 0.025| Significance
best rewards for loyal customers * Gender
| buy mostly from the shop which granted 17.956 | 4 0.001] Significance
me with the first card * Gender
| buy mostly from the shop where the 3.998 3 0.262| Not signifi-
needed items can easily be located * Gen- cance
der
I buy mostly from shops which have 14.639 | 4 0.006| Significance
granted me with customer cards * Gender
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5.6 Cluster Analysis

Cluster analysis was performed to classify the fgeoypo various groups of consumers

with similar buying behaviours.

In the first step, a hierarchical method was useddssify the respondents into groups
of 3, 4, and 5. Three of the statements or factee skipped because there were no
differences in how the respondents answered thosstigns. Each of these statements
had a sig-value of more than 0.05 in the ANOVA.ekfthat a non-hierarchical text was
performed with k-means of 5 on the remaining stat@swhich had a sig-value of less
than or equal to 0.05. K=5 because 5 clustersarhtérarchical text seemed to be given

a clear distinction among the groups.

Table 3: Final Cluster Centres

Cluster

2

3

4

| buy mostly from the shop which is closest to me

| buy mostly from the shop which offers low prices

| buy mostly from the shop which sells current dash-
ionable or trendy goods

| buy mostly from the shop which offers fair pricgsw
prices for goods of low quality and high prices fmodg
of high quality)

| buy mostly from the shop where | am treated wéh
spect

| buy mostly from the shop where attendants shomw
cern about my problem

| buy mostly from the shop where | spend less iimmay
transaction

| buy mostly from the shop which offers additiorsair-
vices for free

| buy mostly from the shop which has the best reis
for loyal customers

| buy mostly from the shop which granted me witke
first card

| buy mostly from the shop where the needed itears
easily be located

| buy mostly from shops which have granted me
customer cards

4,54
3,96
3,00

2,96

3,79

3,82

3,00

3,25

3,11

3,18

3,79

2,75

1,00| 3,29
3,00(3,13
1,25|2,68

1,00(4,00

3,00(3,74

2,00(3,71

4,00(3,35

1,00(3,61

1,00( 3,26

1,00/1,48

3,00(4,32

1,00( 3,68

4,19
2,78
3,69

3,97

4,22

2,75

2,66

2,53

3,09

1,66

3,66

1,66

1,86
3,14
2,14

2,00

1,86

1,57

1,71

4,00

3,43

2,43

2,29

1,14
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Table 4: ANOVA

ANOVA
Cluster Error
Mean Mean

Square [ df | Square | df F Sig.
| buy mostly from the shop which 21,308 4 1,104{ 97| 19,301 ,000
closest to me
| buy mostly from the shop which offg 5,525 4 1,039 97| 5,318| ,001
low prices
| buy mostly from the shop which seg 8,933 4 1,147 97| 7,789 ,000
current and fashionable or trendy goo{
| buy mostly from the shop which offq 15,830 4 ,742] 97| 21,347 ,000
fair prices (low prices for goods of Ig
guality and high prices for goods of hi|

quality)

| buy mostly from the shop where | § 8,599 4 ,690| 97| 12,454 ,000
treated with respect

| buy mostly from the shop where att4 12,401 4 ,786| 97| 15,785 ,000
dants show concern about my problen

| buy mostly from the shop where 5,753 4 ,884| 97| 6,508| ,000
spend less time in my transaction

| buy mostly fromthe shop which offer] 10,612 4 ,789( 97| 13,442 ,000

additional services for free
| buy mostly from the shop which hf  4,790| 4 ,856( 97| 5,594 ,000
the best rewards for loyal customers

| buy mostly from the shop whiq 13,993 4 ,833| 97| 16,802 ,000
granted me with the first card
| buy mostly from the shop where 6,919 4 ,682| 97| 10,149 ,000

needed items can easily be located
| buy mostly from shops which ha] 22,348 4 ,970( 97| 23,034 ,000
granted me with customer cards
The F tests should be used only fesdriptive purposes because the clusters have
chosen to maximize the differences among casesfferaht clusters. The observ:
significance levels are not corrected for this #mgs cannot be interpreted as tests of
the hypothesis that the cluster means are equal.
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Table 5: Number of Cases in each

Cluster

Cluster 1 28,000
2 4,000

3 31,000

4 32,000

5 7,000

Valid 102,000
Missing ,000

The five (5) groups of customers which were deteedifrom the sample population
and the factors which influence the buying behasdaif each group have been summa-
rised in the table below. The groups were nameddas the factors which positively
influence their buying behaviours.
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Table 6: Summary of Five groups of customers

Group| Proportion| Influence Factors Mean Name
Score
1 27,5% a) shop which is closest to me 4,54 Low-pricing
(28/102) | b) shop which offers low prices 3,96 customers
c) shop where | am treated witl3,79
respect
d) shop where attendants sho®,82
concern about my problem
e) shop which offers additionaB,25
services for free
f) shop where the needed items ¢&)79
easily be located
2 3,9% a) shop where | spend less time| #h,00 Quick-
(4/102) my transaction transaction
Customers
3 30,4% a) shop which is closest to me 3,29 Hobby shop-
(31/102) | b) shop which offers fair prices 4,00 ping customers
c) shop where | am treated witl3,74
respect
d) shop where attendants sho®,71
concern about my problem
e) shop where | spend less time| i8,35
my transaction
f) shop which offers additional ser3,61
vices for free
g) shop which has the best reward26
for loyal customers
h) shop where the needed items cd32
easily be located
1) shops which have granted m8,68
with customer cards
4 31,4% a) shop which is closest to me 4,19 Ideal custom-
(32/102) | b) shop which sells current an@®,69 ers
fashionable or trendy goods
c) shop which offers fair prices 3,97
d) shop where | am treated witi4,22
respect
e) shop where the needed items c8r66
easily be located
5 6,8% a) shop which offers additiona,00 Discount/ Ops
(7/102) services for free portunistic
b) shop which has the best rewar®43 customers

for loyal customers
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The output of the “final cluster centres” shows hibve buying behaviours of the indi-
vidual groups are affected by the tested factorscdre less than 3 (<3) means disagree
or not influenced by the factor, and a score graai@n 3 (>3) means agree or is influ-
enced by the factor.

Five groups were chosen as the ideal number ofpgrthat can be drawn from the cus-
tomers. From the results it shows that the buyielgaliours of groups 1 (Low-pricing
customers), 3 (Hobby shopping customers), and da(ldustomers) are much influ-
enced by most of the factors. For instance, grdufiow-pricing customers), 3 (Hobby
shopping customers), and 4 (Ideal customers) sqoyeds 4.54, 3.29, and 4.19 respec-
tively for the factor of “shops that are closestm@.” The implication is that these
groups of customers agree to the fact that theynbostly from shops which are closest
to them. On the other hand, groups 2 (Quick tramsacustomers), and 5 (Discount
customers) scored points 1.00 and 1.86 respectieelthe same factor indicating that
their buying behaviours are not influenced by thetdr of “shops that are closest.”

Therefore, based on the result, if any retailert&vém attract more customers then locat-
ing the shop very close to the customers is higaggpmmended. Similar implications
go with all other factors with a score greater tBaf»3). On the contrary, factors with
scores less than 3 (<3) has no positive effectaardnot recommended for the corre-

sponding groups.
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6.0 DISCUSSIONS AND CONCLUSIONS

6.1 Introduction

The second section in this chapter looks at thailéetdiscussions of the results about
the research questions and final conclusion. Téteskection of this chapter discusses the

limitation of the study.

6.2 Discussions

The framework concept of this study is designed thtee aspects: constructs, factors,
and goal.

The constructs are the theoretical items whichuerite the goal. The goal is customer
retention or the concept of attracting and retgjraastomers with multiple regular cus-
tomer cards to buy repeatedly from a particulapsbver other competitors.

The constructs are six in numbers: Save custontiens, Price, Treat customers with
respect, Solve customer’s problem, Connect to ousts emotionally, and Motivating
customers.

The factors are the operational items which coatelio the positive effect of the indi-
vidual constructs. In all, there are fifteen (1&tbrs which are grouped under the six

constructs depending on the basic relationship éetvhem.

In the study, customers were asked about how tlaesers influence them in deciding
on which shop they should visit repeatedly overeptervice providers. Most of these
factors have a very positive impact on the consdruc

THE CONSTRUCTS

1) Save your customer’s time

a) shop which is closest to me (access convenier@io

b) where transportation or transiting is easiecéas convenience) +74%

c) where the needed items can easily be locatadcfseonvenience) +73%
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d) where | spend less time in my transaction (&atisn convenience) -34%

With regard to the factors which affect “saving tousers’ time”, three of them had a
high positive rate. The highest positive rate i%7dy the factor of “shops which are
located where transportation or transiting is edsiéhis implies customers with multi-
ple cards choose to buy frequently from the shojzhvis located where customers can
transport their purchased goods back home with@sting much time. The next factor
is “shops where the needed item can easily bedd¢atvith a score of 73%. The impli-
cation is that customers do not want to waste ntued to find solutions to their needs.
They prefer visiting the shop where the neededstean easily be located so that they
will not be frustrated for spending more time gonogind in searching for what they
need. The remaining factor is “shops located clégethe customer” with a score of
68%, which implies customers prefer visiting shtipet are closer to their homes and

work places.

On the other hand, the fourth factor which was pshewhere customers spend less time
in paying for their goods” had a high negative rate84%. This means customers do
not see the time spent at counters for paymengsfastor which influences their deci-
sions on which shop that they should visit.

In a nutshell, the result confirms the fact thattomers with multiple cards are attracted
to buy repeatedly from shops which save custonter® in three ways: shops which
are located where transportation or transitingasies, shops where the needed item can
easily be located, and shops located closer toctistomer (Berry, 2001, p 51-63).
Again, it confirms that Customers prefer visitingops where they will spend less
money to locate, where it could easily be seendssing cars, or with good signs for
easy location (Abrams, 2008; Debelak, 2006).

2) Prices
a) shop which offers low prices. +51%

b) shop which offers fair prices (low prices forogis of low quality and high prices for
goods of high quality) +62%
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All the factors which affect “Price” had a high jtoge rate. The highest positive rate is
62% by the factor of “shop which offers fair priceShis shows that customers with
multiple cards choose to buy mostly from shops Wwiuffer low prices for goods of low

quality and high prices for goods of high qualitye other factor is “shop which offers
low prices” with a score of 51%. This means cust@anage attracted to buy from shops
which offer low prices for goods which could beaasesult of the location of the shop,

the nature of the goods, among others.

The result confirms the fact that customers masilfer from psychological cost if they
get the impression that the retailer is not faithwprices. Therefore, building trust in
customers through fair pricing has a positive ldagn effect (Berry, 2001, p 60).
Again, most customers seek “value pricing” expertio get the most value for their
money (Abrams, 2008). This means that potentiatocnsrs feel comfortable buying
from a shop which they are optimistic about théhanticity of sale prices presented in

an advertisement.

3) Treat Customers with Respect

a) shop where | am treated with respect. +66%

The only factor which was tested for the constfiiceating Customers with Respect”
was “shop where | am treated with respect” whicth &dnigh positive rate of 66%. The
implication is that customers prefer buying repdigtérom shops where they are given
the due respect, irrespective of how much theyayeng, age, gender, and race.

The result finally confirms the fact that retailetsould demonstrate competence, and a
high sense of respect when interacting with custer(ieerry, 2001, pg 53). Customers
will not buy from you if they entertain fears, add not trust in you, or have ever had
any bad past experience (Debelak, 2006). Therefoteracting with customers in a
high sense of respect has a positive influenceustomers as they tend to buy from you

over other competitors.

59



4) Solve customer’s problem

a) shop where the attendants are experts in trearda the business. +54%
b) shop which offers additional services for fre€3%

c¢) shop which sells current and fashionable ordyegoods. +43%

d) where the needed items can easily be locate@o+73

In the case of all the factors which affect “Sotyicustomer’s problem”, each of them
had the highest positive rate. The highest amoeaddtr factors tested is “shops where
the needed items can easily be located,” with aesocb73%. This means shops where
customers can easily find the needed items asui@oko their problems influence cus-
tomers to buy repeatedly from such shops. Bestledayout of the shop such that cus-
tomers can easily locate what they need also inflegheir buying from such shops.
The next factor is “shop where the attendants aperts in their area of the business”
with a score of 54%. Shop attendants with crediblewledge in their area of the busi-
ness help customers to solve their problems, wieiatis to a high satisfaction on behalf
of the customer. Having higher knowledge leveld arpertise that other competitors
do not seem to have, will make you on top or thst beer your competitors (Chartrand,
2008).

For example, service expertise is very importarthi case of electrical gadgets. Cus-
tomers feel very relieved if there are such experto install the product or give pieces
of advice on how to use the product effectively afitciently. A customer might be

interested in a product but might not have enougiwkedge beside the basic functions
of the product. In such situation, the service etgpeould educate the customer on the
additional functions of the product, thereby hefpthe customer to gain more insight
into the product and realize full benefits and eaflor the product. These additional ser-
vices will influence the customer to show up agany time there is the need to buy

something.

Each of the other two factors being “shop whiclerdfadditional services for free” and
“shop which sells current and fashionable or tregdgds” had a score of 43%. Shops

emphasise on selling solutions rather than prodoictervices. However, the products
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and the services intend to solve the problems @fctistomers must meet the expecta-
tions and satisfactions of the customer.

The result confirms the fact that customers usually for a reason; they have a prob-
lem or a need and are expecting retailers to peotheém with the solution. Therefore,
retailers must understand the needs of the custamérhow these needs could be
solved better than other competitors (Berry, 2@@52; Debelak, 2006).

5) Connect to customer’s emotion
a) the shop where attendants show concern aboptaiem. +52%
b) shop where | am treated with respect. +66%

The two factors tested for the effect of “Connegtin customer’s emotion” had a high
positive rate. The highest positive rate is 66%they factor of “shop where customers
are treated with respect.” Customers feel moretgélto retailers who are friendly or
caring. The other factor is “shop attendants shgwioncern about the problems of the
customers.” Customers want to be convinced that goal is to help them solve their

problems but not just taking their money.

The result supports the fact that retailers sheualdeavour to get emotionally connected
with consumers as a way of establishing feelingslageness, affection, and trust with
the potential customers (Berry, 2001, p 58). Custsmprefer buying from retailers who

share their emotions with them.

6) Motivating customers

a) shop which offers regular sales promotion. +51%

b) shop which has the best rewards for loyal custsm+29% against 26%
c) shop which granted me with the first card. -72%

d) shops which have granted me with customer ca68%6

With regard to the effect of “motivating customérgur factors were tested but only

two of them had positive rates and the other twibtigh negative rates.

The first factor with the highest positive rate'adfering regular sales promotion” with

a score of 51%, followed by “offering best rewaodcustomers” with a score of 29%.
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These confirm the psychological studies revealed.d&typam and Locke, that rewards
could be very motivating compelling customers to bapeatedly from a particular
shop. The score further confirms the statement rbgdeullins, and Roehm that in the
event of loyalty program, a customer could be natéd to buy repeatedly by awarding
programme incentives. The implication is that costos with multiple regular cards are
influenced to buy repeatedly from a particular slifofney are motivated by offering

regular sales promotion and offering best rewarcligiomers (Peter C. 2003, P 36).

The other two factors which had high negative raies“first to grant customers with
card” with a score of -72% and “granting customaith cards” with a score of -65%.
The former implies the fact that the first cardgreinted by a particular shop does not
influence the customer to buy mostly from that ipatar shop. Finally, the latter also
implies that customers are not very much influenteduy from a particular shop
which has granted them with regular customer cartiese confirm the studies which
revealed that regular customer cards had onlyéuanéffect with the aspect of relation-
ship marketing (Boedeker, 1997). Furthermore, #silt confirms the statement made
by Godfrey Rooke, chairman of Hong Kong DMA, in Aasian Banking & Finance,
who commented that “Most people think issuing camilk make customers automati-
cally loyal ... it won't. People tend to buy justdet a discount which is detrimental to

many businesses as it affects retail margins (Baebhal, 2000).

In a nutshell, the result means that, only the fis® factors: offering regular sales pro-
motion and offering best reward to customers, vptisitive rates can be applied to
achieve the objective of motivating customers. @ndther hand, the other two factors:
first to grant customers with cards, and grantingtemers with cards, with negative
rates do not have much effect on the grounds aéwgicly customer motivation which is

eventually expected to influence customers to lepgatedly from a particular shop.

6.3 Conclusion

Based on the outcomes of all the constructs andlig®ission above, the following
conclusion can be made concerning factors whicluente the buying behaviour of

customers with multiple regular customer cards.
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The buying behaviour of customers with multipledsais influenced by

a) Saving customer’s time
* locating the shop closer to the customer (accesgervence)

« locating the shop where transportation or trangitneasier (access conven-

ience)

* convenient layout such that the needed items csitydx located (search con-

venience)

b) Price

» offering low prices which may be as a result & tfature of the goods or where

the shop is located

» offering fair prices (low prices for goods of Iaality and high prices for

goods of high quality)

c) Treating Customers with Respect

» Treat customers with respect by being fair to aitomers

d) Solve customer’s problem

Customers can easily find what they need

shop attendants are experts in their area of thimbss

offer additional services for free

sell current and fashionable or trendy goods

e) Connect with customers emotionally

e treat customers with respect by being fair
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* shop attendants showing concern about customestsgms

f) Motivating customers
» offering regular sales promotion
» offering the best rewards for loyal customers hyrgj a clear description about

the rules of the rewards

Finally, the basic idea of issuing regular custorends; to function as a tool for cus-
tomer relationship marketing in order to promotstomer loyalty, cited in Korttitapah-
tumat (Boedeker, 1997), does not seem to be vechrefiective.

Again, the event of saving customers’ time by é¢ngati convenient layout such that it
will be easier for customer to pay for their go@dsearly as possible (transaction con-
venience), does not seem to have much positivagnfle on customers’ buying deci-
sion. However, any shop or retailer which efficlgm@tpplies the model discussed above
will eventually increase in its customer retentiorgrket share, and profits.

6.4 Limitations of the study

This study was successfully carried out but nohaut limitations. The first limitation
was that, the sampling could not cover most ofctiomers from the shopping centres
since there were no convenient places for respaademnswer the questionnaires.

Secondly, the questions in the questionnaire cbeldesigned more skilfully.
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7.0 CONCLUSION

This chapter briefly describes the topic of thesthewhy the researcher chose this topic
(why is it an interesting topic?), how the studysvearried out (method), the main find-
ings, and final suggestions for further research.

The topic of this study was “Factors which influertbe buying behaviours of custom-
ers with multiple regular customer cards”. The sgwas to find out about how cus-
tomers with multiple regular customer cards deadevhich shop (among those which
have issued the customer cards) they should makephrchases in Finland, and possi-
bly, how the findings can be applied in future ngprove the effectiveness of the cus-
tomer retention aspect of the retailing business.

Interestingly, most of the retailing shops in Fhdaadopt the common practice of issu-
ing regular customer cards to their customers. Bdsc idea behind the issuance of
these cards is to establish a long term relatignghih these customers, which will
eventually result in customer retention and fort timatter customer loyalty, cited in
Korttitapahtumat, 1995 (Boedeker, 1997). In effecte customer will end up owning
two or more of such cards. In such circumstancesqgtestion that one could ask is
“which shop is to be chosen over which?” then, “iMiaators influence the buying deci-
sion of the customer at this point?” this critipaint is very crucial and it is very impor-
tant to find out how a customer in this situatiatides on which shop to make his or
her purchases. It is by virtue of this crucial aiton that the researcher deemed it inter-

esting to find out about what factors influence blging decision of such customers.

By the nature of the topic, a number of literatbhomks and articles of relating topics
were reviewed in the secondary research. A survethod was used for the primary
research where some constructs (elements) weesdtastfind out the degree to which
they influence the buying decision of customershwitultiple regular customer cards.
Questionnaire of fifteen questions (factors), mgkup the constructs, were tested to

find out how they affect the constructs.

By the end of the study, it was confirmed that cosdrs choose to make their purchases
from a shop where much time is not wasted to fioldt®ns to their needs (for exam-
ple, locating the shop very close to the custongeshop which offers fair prices, a shop
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which treats customers with respect, a shop whodhes customers problem, a shop
where the sales personnel connect emotionally guttomers, and a shop which moti-
vates the customers (for example, offering regsiédes promotion). On the other hand,
the effectiveness of a card on the buying behawdar customer was discovered to be
very limited. Therefore, the researcher will likesuggest that retailing shops in Finland
should concentrate on improving the elements meaticabove in order to entice cus-

tomers to make their regular purchases from thetimowt relegating the cards.

Suggestion for Further studies
In the event of the research process some integesgsearch area came out.
* How regular customer cards can be improved to émibe the buying decisions

of customers.
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APPENDICES

Appendix |
Please, Answer The Following Questions As ThorcagRossible.
How Do You Decide On Which Shop To Buy Your Goods #d Services?

1. I buy mostly from the shop which is closest t®e.m

a) Strongly disagre] | b) disag{ | c)don'tknow [ | d)agrd |
strongly agrel':l

2. | buy mostly from the shop which offers low @$c

a) Strongly disagrd | b) disagf{ | c)dontknow [ | d)agrd |
strongly agret|

3. I buy mostly from the shop which sells curremdl &ashionable or trendy goods.

a) Strongly disagrd | b) disag{ | c)don'tknow[ | d)agrd |
strongly agret|

e)

4. | buy mostly from the shop which offers fairqes (low prices for goods of low qual-

ity and high prices for goods of high quality).

a) Strongly disagrd | b) disagf{ | c)dontknow[ | d)agrd ]
strongly agret|

5. I buy mostly from the shop where | am treatethwespect.

a) Strongly disagrd | b) disagrl_ ]| c)dontknow [ | d)agre ]
strongly agret|

6. | buy mostly from the shop where attendants sbamcern about my problem.

a) Strongly disagrd | b) disagrl ] c)dontknow | | d)agrd ]
strongly agrel':l

e)



7. 1 buy mostly from the shop where | spend les®tin my transaction.

a) Strongly disagrd | b) disag{ | c)don'tknow [ | d)agrd | e)
strongly agrel':l

8. | buy mostly from the shop which is located whansportation or transiting is eas-
ier.

a) Strongly disagrd | b) disagr ]| c)don'tknow [ | d)agrd | e)
strongly agrel':l

9. | buy mostly from the shop where the attendargsexperts in the area of business.

a) Strongly disagrq | b) disag]{ | c)don'tknow [ | d)agrqd | e)
strongly agrer:l

10. I buy mostly from the shop which offers addiabservices for free.

a) Strongly disagre] ] b) disagr] | c)don'tknow [ | d)agrd | e)
strongly agrel':l

11. I buy mostly from the shop which offers regidales promotion.

a) Strongly disagre{ | b) disagr{ | c)dontknow [ | d)agre ] e)
strongly agrer:l

12. 1 buy mostly from the shop which has the bestards for loyal customers.

a) Strongly disagrd | b) disagf{ | c)don'tknow [ | d)agrd | e)
strongly agretl

13. I buy mostly from the shop which granted mehwiite first card.

a) Strongly disagrd | b) disagr{ | c)dontknow [ | d)agrd ] e)
strongly agrer:l

14. 1 buy mostly from the shop where the needeadstean easily be located.



a) Strongly disagrd | b) disag]{ | c)don'tknow [ | d)agrqd ] e)
strongly agretl

15. I buy mostly from shops which have granted nite sustomer cards.

a) Strongly disagr{ | b) disagf{ | c)dontknow[ | d)agrd | e)
strongly agretl

Give one major reason why you buy mostly from a tipalar shop.

1. Gender: Mal__] Fen[ ]

2.Age:  0-1[ ] 18 ] 45 ]

3. How many regular customer cards do you have| | [ ] [ ]
Thank you!

Appendix Il

Ole Ystavéallinen Ja Vastaa Alla Oleviin Kysymykshitahdollisimman Tasmallisesti.
Kuinka paatat mista liikkeesta ostat tavarat ja pavelut?

1.Asioin paasaantoisesti minua lahinna sijaitsevikeessa.
a) Taysin erimielt{ |  b) Erimigd ] c)En osaasand ] d) Samaa mi{_}
e)Taysin samaa miel{ |

2.Asioin paasaantoisesti liikkkeessa jolla on habagmh hinnat.

a) Taysinerimielf | b)Erimid__| c)Enosaasand | d)Samaami{ |

e)Taysin samaa mielf ]

3.Asioin paasaantoisesti liikkeessa joka tarjodeyaikaisia uutuuksia ja muodikkaita
tuotteita.

a) Taysinerimielt{ | b)Erimie]l | c)Enosaasano] | d)Samaamid ]
e)Taysin samaa mielt] |



4. Asioin paasaantoisesti liikkeessa jonka hinwvat oikeudenmukaiset (alhaiset hinnat
huonolaatuisille tuotteille ja korkeat hinnat kaakaatuisille tuotteille).

a) Taysinerimielf | b)Erimid__|] c)Enosaasand__| d)Samaami{ |

e)Taysin samaa mielf |

5.Asioin paasaantoisesti liikkeessa jossa minuaéidean kunnioittaen.
a) Taysinerimielf | b)Erimid ]| c)Enosaasand | d)Samaami{ ]

e)Taysin samaa mielf ]

6.Asioin paasaantoisesti liikkeessa joissa myygdittévat tarpeistani.
a) Taysinerimiel{ | b)Erimid_| c)Enosaasand | d)Samaami{__]
e)Taysin samaa miel{ ]

7.Asioin paasaantoisesti liikkeessa joissa asiomtnopeaa.
a) Taysinerimielf | b)Erimie[ | c)Enosaasand |  d)Samaami{ |
e)Taysin samaa mieID

8.Asioin paasaantoisesti liikkeessa joka sijaitspaen kulkuyhteyksien varrella.

a) Taysinerimielf | b)Erimig ]| c)Enosaasanq | d) Samaami{ ]

e)Taysin samaa mielf ]

9.Asioin paasaantoisesti liikkeessa jonka myyjét@lansa asiantuntijoita.
a) Taysinerimiel{ ]  b)Erimid__] c)Enosaasand__]|  d) Samaami{__]

e)Taysin samaa miel{ |

10.Asioin paasaantoisesti liikkeessa joka tarjoa&suttomia oheistuotteita ja —
palveluita.

a) Taysinerimiel{ ] b)Erimid__| c)Enosaasand ]| d)Samaa mi{__]
e)Taysin samaa miel{ ]

11.Asioin paasaantoisesti liikkeessa jolla on sabisesti erikoistarjouksia.

a) Taysinerimiel{f | b)Erimid | c)Enosaasand | d)Samaami{ ]

e)Taysin samaa miel{ |

12.Asioin paasaantoisesti liikkeessa joilla on patltkanta-asiakasedut.

a) Taysinerimielf ] b)Erimid__| c)Enosaasand | d)Samaami{ |
e)Taysin samaa mielf |

13.Asioin paasaantoisesti liikkeessa joka myonsiutie ensimmaisené kanta-
asiakaskortin.
a) Taysin eri mielt[” ] b) Eri mi_ ] c) En osaasang | d) Samaa mid_ ]

e)Taysin samaa mielq:|



14.Asioin paasaantoisesti liikkeessa jossa tamvisse tuotteet ovat helposti
|6ydettavissa.

a) Taysinerimiel{ | b)Erimiel__| c)Enosaasand | d)Samaami{ ]
e)Taysin samaa miel{ ]

15.Asioin paasaantoisesti liikkeissa jotka ovat mgdeet minulle kanta-asiakaskortin.

a) Taysin eri miel{ ] b) Eim[ ] c)Enosaasa] | d) Samaa[ |lta
e)Taysin samaa miel{” ]

Nimea yksi tarkea syy miksi asioit paasaantoisgstessa liikkeessa.

1. Sukupuoli: Mie[ ]  Naine[ ]

2. Ika: 0-1{ ] aB[ | 47 ]

3. Kuinka monta kanta-asiakaskorttia omistat?|:p |:| 1:|

Kiitos!



