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Abgract
In this study, the reasons of customer defection of supermarket chains, where asignificant part of retail food salesare performed, wereanalyzed. The
dataanalyzed inthisstudy are collected viaface-to-face questionnaires applied to 400 consumers who shop at national and local supermarketsinthe
centre of Antalya province. It was found out in this study that the “change in supermarket choice” of consumersin one year of market period is
34.5%. Instability in the product and service quality, high prices and opening of new supermarket closer to the residence of consumersare found out
asthe primary reasons of “ changein supermarket choice” of consumers. In the study, findings obtained via chi-square analysisreveal ed that thereis
astatistical correlation between the number of supermarkets, monthly supermarket expenditure amounts and the rate of “change in supermarket

choice’.
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Introduction

Transition from traditional approach to modern approach
(organized, professiond, and institutionalized) in Turkish retailing
sector closely affects the society and the whole economy. In
retailing sector which hasnearly USD 137 billion global turnover,
thelargest portion belongsto food retailing sector with USD 72.3
billion salesvalueand 52.8% rate. The portion of modern retailing
sector, which includes hypermarket, supermarket and local chains,
shows an upward trend with itslevel of USD 16 billionin food
retailing sector. Especialy intherecent five years, there hasbeen
a remarkable rise in the number of supermarkets and discount
storesin Turkey. Currently, supermarkets have reached a 24.2%
market share?.

Itisobserved that marketing strategiesimplemented inretailing
food sector within the global competitive environment mainly
focus on gaining new markets and customers. It is seen that
retailers who focus on gaining new customers face significant
difficultiesin understanding changing needs and expectations of
current customers and this neglecting issue leads to increase in
customer defection 1. Certainly consumers are-when compared
with the past- more educated, more careful in buying goods and
spending money and they want to be compensated for what they
have bought”. It is certain that gaining new customersin retailing
market has a higher cost than keeping current customer. Besides
according to Harvard Business Review, it isdescribed that gaining
new customersisaprocessthat is5-10 timesmore expensive than
keeping the current ones. In aresearch carried out by Michigan
University itisexplained that, while every 1 dollar spent for gaining
new customers creates 5 dollar value, every 1 dollar spent for
current customers returns as 60 dollar income to the business.
According to aresearch made by aworld-wide consultancy firm
Bain, it is suggested that a 5% increase in the rate of current

customers can increase the profit of the retailer with 25%. This
result is the evidence of the potential power of keeping current
customers in the hand in terms of increasing sales. However,

retailing enterprises focus on the strategy of gaining new

customers when they are in regression in terms of the sales. In
such case, only 5% chance of theretailer in gaining new customers
isignored 3.

Customer defection or customer defection ratein food retailing
providesimportant information about the value and the activities
offered by retailersto their customers. Customer defectionanalysis
servesasaguidein detecting mistakesthat weremadein different
departments of modern retailing enterprises, detailed precautions
that should be taken on this issue and precautions that can be
taken to prevent repetition of similar problemsandin developing
efficient strategies. Steps taken in this way also constitute the
groundwork for effortsof retailersin termsof devel oping customer
loyalty . Inthelight of expressed evaluationswith thisstudy itis
aimed to search the factors causing customer defection in the
national and local supermarket chains, wheretheimportant portion
of retail food salesiscarried out, are searched within the scope of
asample based on urban districts of Antalya.

Materialsand M ethods
The main material of this study was based on the original data
obtained from the questionnaires applied by face-to-face survey
with consumers in the center of Antalya province in Turkey. In
addition, relevant literature was also used. Antalya province is
situated in the south of Turkey and it isthe most important city in
Turkey intermsof tourism and agricultureindicators. Therefore,
Antalyaprovinceisthe potential areafor food retailing. Sample
number sufficient for the representation of the research is
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considered as 400 questionnaires with 95% confidence interval

and 5% margin of error 3, Intheformulastated below nissample
volume, tisconfidenceinterval (95%), Pisrealization probability
of examined unit in the population (50%), Q is non-realization
chance of examined unit in the population (50%) and eis error
margin (5%). Inthe study P (therate of customers shopping from
supermarkets) and Q (therate of customerswho are not shopping
from supermarkets) values are accepted as 0.50 so asto achieve
maximum samplevolume.

Questionnaire forms devel oped and tested according to theaim
of research were applied to the consumerswho residein the center
of Antalyaprovince, who shop from national and local supermarket
chainsand are chosen by convenient sampling method. Encoding
and transferring the questionnaire data of computer environment
and analysis and evaluation of these data are made with SPSS
program. Inthe study, the reasonswhy consumers change (leave)
the supermarket where they do shopping, and the rate of change
(leave of the supermarket) werefound in correlation with gender,
age and educational factors. Besides, hypothesis“H1: Thereisa
relation between customer leaving and supermarket
expenditure”’, and “H2: There is relation between customer
leaving and the number of supermarkets shopped from” were
tested with chi-square analysis.

Results

Supermarket chains (sample) consumer profile: In the study

some demographic and economic indications of consumers, to
whom the questionnaireswere applied to asasampl e of customer
population of nationa andlocal supermarket chains, wereexamined.
The datarelevant to the subject is helpful in retailing, especially
in leading market segmentation studies by identifying target

customer group and guiding devel opment of efficient marketing
strategies. According to the research findings of 400 consumers
who have participated in the research, 52% werefema esand 48%
males, respectively, and 29.5% of questionnaire participantswas
between 20 and 30 yearsold, 55.0% was between 31 and 50 years
old and 15.5% either 51 yearsor older. Intermsof the distribution
on educational level, 26.3% of consumersrepresent low (primary-
secondary), 40.6% middle (high school) and 33.1% high educational
level (college, university). Themarital statusof 74.5% wasmarried,
21.4% of them were singleand 4.1% divorced or widow. Whenwe
take a look into occupational grouping of participants, we see
that 33.9% worked for public or private sector, 33.4% were
craftsman or self-employed and 32.8% of them constituted the
group of unemployed people including housewives and retired
people. In the study, average household size was 3.40 people.

The single person households rate was 4.3%, the rate of two-

person households composed of spouses 18.0%, the rate of

household composed of 3-4 people 64.9% and the rate of

households consisting of more than 5 people was 12.9%. The
results obtained for household income distribution were asfollows:
monthly income <1001 Y TL is43.0%, between 1001-2000 Y TL
42.1% and more than 2000 Y TL and above 14.9%. In the study,
average money amount allocated from the budget of customersto
be spent in supermarket chainwas 284.140Y TL. With referenceto
the grouping of monthly expenditures madein the supermarkets,
there was a revenue transfer of < 151 YTL at 26.9% of the
consumer market, 150-300 Y TL at 46.0% of the market and 300
YTL and aboveat 27.1%.

Problems encountered in supermarket chains: Competitive
positive margins of marketing components should be considered
with reference to the best under the claim that “ marketing relies
on difference”’. Not only goods or services, price, distribution
and promotion but also their presentation asawholetoretailersis
important. In other words, they should bereached mutually, al in
one. The main principle of enterprises is “zero complaint and
lifelong consumer/customer satisfaction” 2. However, itisaredity
that in theimplementation, firms experience customer migration
and defection with changing rates according to the sectors.

Customer migration is defined as the silent decline of
relations with the enterprise without leaving the current
enterprise or seller®. In thissituation, customers haven't | eft
his/her enterprise entirely but thereis amood of reluctance,
unwillingness and possibility to breakaway at any time*.
Besides, according to many studies conducted while only
4% of customers express their complaints, 96% of the
customers make no complaints and 9.1% of them do not
express their complaints with the belief that nothing would
change. Inthisrespect, it isunderstood that people who make
complaintsintent to make business with the enterprise when
compared with those who don’t make any complaint. It is
stated that majority of customerswho complain can continue
shopping from that enterprise if their complaints are solved
(54-70%). It isalso clear that customerswho are satisfied or
whose problems are solved will tell their experiences at | east
to 3-5 people. Accordingly, it is necessary to satisfy 3-4 more
customer should be satisfied for every customer who is not
satisfied”.

The process of improvement of customer satisfaction and
loyalty infood retailing is closely related with the rapid and
objective detection of the problems of retailing and the
performance of correcting these problems. In this perspective,
it is stated that the most important three problems that
customers encounter in supermarket shopping are “long
waiting time in the cash desk, non-existence of department
staff who could informin case of need and non-existence of
preferred brand in the selves”. Nonetheless, 12.5% of
customers stated that there is disorder in price labels in
supermarkets, 11.8% stated that cashier is careless and have
slow actions, 11.5% stated that they have problemsin parking
due to the inadequate park places. On the other hand, it was
found out in the consumer evaluation that 9 customers out of
every 100 customers have complaints about the inconsistency
of department and cash desk labels and selling of goods
whose shelf-life is close to expire and 8 customers have
complaints about disinterest and formality of personnel (Fig.
1). These results show that the problems and negativities
which cause consumer dissatisfaction in supermarket chains
focus on the category and human resources management.

Thereasons of customer defection in supermarket chains: For
the successful implementation of CRM (Customer Relations
Management) in retailing, enterprises should firstly learn who
their customers are, where they are and why they purchase.
Thereafter, they should make various categorizations and find
out how they can build good relations in relation with each
department. Enterprises could design and present their goods or
services by listening customers and understanding their

Journal of Food, Agriculture & Environment, VVol.7 (3&4), July-October 2009 19



10 83

Negativies*

111.5

111.8

1125
1135
]15.5

[\S] w B W =)} - oo el
I

—_

137.8

needs are fulfilled, the priorities of the customer were
misunderstood or were not met even if understood . In
many of the researches conducted, the reasons for the
|eave of customers 515 2; the effect of product quality
and customer satisfaction on the leave of customer *7;
the process of re-gaining customer (of loyal customers)
continuity by solving the customer problems1* ° are
examined.

Inretailing food sector, the development in the store
format and density isinfavor of customer. Thisprocess
eases the access to goods by increasing the choice
opportunities of the customers on one hand and
provides more flexibility to the customer on the other.
Intheincreased market competition, the cost of gaining
new customers, keeping the current customers and
making them loyal increases. Various measurable and
immeasurable variables can be considered on the

‘ customer decision to leave the store. According to the

0 10 20 30

Figure 1. Problems observed in the supermarket chains (%).
Note: Multiple Responses Accepted.

. *Long waiting time in cash desk.

40 research findings, 68.3% of the reasons of changing
the supermarket istheinstability inthe quality of goods,
47% is the prices offered higher than the other
supermarkets, 20.8% isthedecreasein the servicequality
and 18.5% isthe opening of new supermarket closer to

. Inexistence of department staff who could inform the customer in case of need. own residence. Besides, nearly 16 out of every 100

1
2
3. Inexistence of preferred brands.

4. Disorder of price labels.

5. Careless and slow actions of cashier.

6. Parking problem.

7. Inconsistency of department and cashier labels (prices).
8. Selling of goods whose shelf-life is close to expire.

9. Not selling the goods wanted.

10. Disinterest and formality of personnel.

11. Spoilt goods.

12. Goods with expired shelf-life.

13. Non-clean and non-hygienic store.

14. Not taking complaints and proposals of customers into the consideration.

15. Negative situation in case of the restitution of goods.

preferences™. In addition, it is necessary that enterprises should
listen to their customers and understand what kind of goods/
services customers expect and how these goods/services are
expected to be presented to them. A CRM strategy implemented
efficiently can bring higher customer value and minimize the
customer defection ™.

It is stated that generally 10 to 30% of customers leave the
enterprises annually 6. Leave of customer means that customer
leaves the goods or services he/she purchases or the enterprise
or seller that he/she makes shopping from and purchase other
goods/services or makes shopping from other enterprises or
sellers. Leave of customer does not occur abruptly but slowly
and throughout time. In this process, enterprisescan’t realizethe
change in the attitudes and behaviours of customers thus they
aremistaken®.

Generally the reason which leads the customer to leave the
enterpriseisthe sense of dissatisfaction of customer. At the end,
customer feels that this dissatisfaction feeling he/she puts up
with causes a higher cost and leaves the enterprise or the seller
concerned. Therate of the customersleaving an enterprise without
an exact reason isabout 68% °. It isdoubtlessthat dissatisfaction
isthe result of misunderstanding of the enterprise about what is
important for customers. In such acase, although genera customer

people leave the supermarket they are shopping from
due to the disinterest and formality of the sales
personnel, 15 of them due to the price reduction and
promotion offers of other supermarkets, 6 of them due
to unsolved problems and complaints and 3 of them
due to the negative situations faced during the
restitution of goods (Fig. 2). In the light of this
information, we can conclude that service-product
concept iseffective on theleave of customershby 89.1%
and economic factorsby 62.0%.
Inthe study, the reasons of changing the supermarket
and rates of customer defection are associated with
gender, age and educational factors. According to data obtained,
inaone-year period, itisfound out that nearly 345 out of every
1000 customers in the urban area of Antalya province leave the
supermarket chain that he/she goes or change it due to various
reasons. According to this, it can be stated that in the supermarket
market 34.5% of customers are reactive and have a flexible
approach. In astudy carried out in England, it is stated that the
annual rate of changing supermarket by the customers is about
20-25%°. A closerelation between theincreasein modern retailing
density and store changing rate in a residence area can be
mentioned. Thus, inacity in USA, after the number of supermarkets
doubled, the measured supermarket changing rate in one month
has been about 50% 2.

According to consumer findings, customer leaving rete is higher
for women. It isfound out that according to age groups, supermarket
changing rate is relatively high in teenagers consisted of peoplein
age of 20-30years. Similarly, inastudy carried out in England it is
stated that supermarket changing rate is lower in the old age group
with high loydty ®. It isfound out that customer leaving rateisthe
highest with 44.3%for the peoplegraduated from collegeor university,
according to educational factor (Table 1). According to these data,
we can say that customer defection rate in a national and local
supermarket chain isin a negative relation with age and positive
relationwith education.
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Figure 2. Thereasons of supermarket leaving of consumers (%).
Note: Multiple Responses Accepted.

1. *Decrease in the quality of products.

2. Relatively more rise in the prices compared to other supermarkets.
3. Decrease in the service quality.

4. New supermarket opened in a closer neighbourhood.

5. Negativities resulting from the personnel (apathy, discussion).

6. Promotions and price reduction offers of other supermarkets.

7. Failure to consider problems and complaints.
8. Opening of new supermarket which renders better service.
9

. Having problems in the restitution of goods.

Table 1. Thereasonsfor and rates of supermarket change according to

Whenthereasonsof supermarket |eaving of customersareexamined
intermsof gender, age and educational factors, clear differencesare
noticed. According tothedataretrieved, women reection tothefactors
suchasdeclinein product quality, increasein the prices, thenegative
and unconcerned attitude of the personnel and failure to consider
the problemsand complaintsisreatively higher. However, itisfound
out that men are more sensible to issues such as service qudlity,
closenessof thesupermarket, level of pricereduction and promotiona
offersof other supermarkets and product restitution. When welook
at the reasons of customer defection of supermarketsintermsof age;
for the people between 20-30 years higher increase in the prices
compared to other markets, a store opened at a closer distance and
failureof the supermarket to consider the problemsand complaintsin
product restitution are the reasons of changing the supermarket;
while for people between 31-50 years the reasons are negative
attitudesof personnel and opening of new supermarket which renders
abetter serviceand for peoplewho are51years and abovethe reasons
areingtability inpricesand quality, advantageousof pricesreduction
and promationa sales of other supermarkets. When we consider
educetional factor, the effect of economic and personnel factorshave
higher rate in store change for the low-educated consumer group.
However, for the highly-educated group, sensibility to product and
the total service qudity of the supermarket is rédatively high
(Tablel).

For thetesting of hypothesis of research chi- square analysis
havebeen carried out. According to theresultsof thisanalysis, Pearson
chi-sguare value has been estimated as 20.221 for the number of
supermarketswith degrees of freedom 3 and level of significanceas
0.000. Accordingly, the hypothesis suggesting that “thereisa
rel ation between customer leaving and supermarket number”

demographic variables (%). isnot rejected. Sincethe Pearson chi-square cal cul ated for the
Reason Gender Age, years Education** monthly supermarket expendituresof consumersis8.203 with
Female Male |20-30 31-50 >51 | Low  Middle High degreesof freedom 2 and level of significance as 0.017, the
- I3 AT R T o e 3 hypothesis su'ggeii ng that “there is a rgl ation between
2 486 464 483 477 452 524 470 45, customer leaving and supermarket expenditure” is dso not
3 173 24.5 16.9 214 258 14.8 19.0 28.8 I’q&t&j (Teble 2).The%re&“tSIndlCthh&thG’ElS&SI&lﬂlCd
4 16.8 203 237 159 177 208 2238 114 relation betweenthenumber of supermarketswhere consumers
5 16.3 41127 173 129 190 136 144 dg shopping, monthly total shopping amount and shopping
6 8.7 208 102 159 177 191 181 6.1
7 87 11 76 6.4 L6 48 61 6.8 changerate. If we accept the number of supermarkets where
3 3.4 42 3.4 4.1 32 19 31 6.1 shoppingisdone regularly asasign of thelevel of customer
9 2.4 2.6 3.4 2.3 1.6 12 1.9 45  loydlty, apodtive relation arises between store loyalty level
CLR* 383 309 359 352 N 531~1 221 354 443 and supermarket changerate. However, itisseen that thereis

*CLR Therate of consumers to have changed the supermarket he/she is shopping fromin the | ast one year (Customer

leaving rate). **Low Primary-Secondary, Middle High school, High University.

Table 2. Test of Hypothesis1 and 2.

customer leaving in absolute storeloyalty aswell. Thus, inthe
study the annual supermarket change for the consumers who
make shopping from aunique supermarket chainisat thelevel
of 16.7%.

Variables Customer leaving (%)

Chi-square test

Number of supermarkets where
consumers do shopping

Hypothesis I: The relation between customer leaving and the
number of supermarkets where consumers do shopping

1 16.7
2 349 Pearson chi-square 20.221
3 47.1 df 3
4 57.1 Asymp.sig. 0.000
Supermarket expenditure Hypothesis 2: The relation between customer leaving and
(month) supermarket expenditure
>151 YTL 23.6 Pearson chi-square 8.203
151-300 YTL 36.9 df2
301 YTL + 40.1 Asymp.sig. 0.017
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Discusson and Conclusons

According to resultsof study inwhichwehave examined thereasons
of customer defection were examined in supermarket chainsinfood
retailing, reasonslikeinefficiency and negligenceinrendering services
or products by retail ers affect customer satisfaction negatively, thus
consumer tends to shop at aternative stores. The primary issuesto
which consumersreact arethewaiting timeinfront of the cash desk,
inexistence of personnel which can giveinformation andinexistence
of preferred products in the shelves. The reasons which lead

consumersto changethe supermarket choiceareingtability of product
and service quality and the sensibility torisein prices. Theseresults
reved theneed of efficient category and human resourcesmanagement
inretailing. Zero customer defectionisunlikely to be achieved dueto
reasons such as the stores opened at a closer distance to residence
area or the change of supermarket due to the change of residence
area. Then, the success of the supermarket chains will be the
minimization of customer defection. In this respect, it is suggested
that customer satisfaction and continuity programs should be
implemented by the retailers. With the assumption that one of the
most important ways of successful competition isto go beyond the
customer expectations, it shouldn’t beignored that supermarket
chains can keep their customersonly if they continuously follow
and understand the changing needs and sensibilities of target

customer market and fulfil these needsin abetter way than their
opponents.
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