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1.1 BACKGROUND OF THE STUDY 
 

Spencer Retail (India) Limited is India's leading retailer that operates multiple retail formats in 

both the value and lifestyle segment of the Indian consumer market. Spencer’s headquarter is 

in Kolkata. As of November 2013, there are 120 Spencer stores in 35 cities. 

The company’s leading formats include a chain of fashion outlets, Food Bazaar, the hyper-

market chain, blend the look, touch and feel of Indian bazaar with aspects of modern retail 

like choice, convenience and quality and central, a chain of seamless destination malls. The 

company also operates an online portal, Spencer retailers.com. As customers’ tastes and pref-

erences are changing, the market scenario is also changing from time to time.  
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It is the changing taste and preferences of customers which has brought in a change in the 

market. Income level of the people has changed. New generation people are no more depend-

ent on ‘haat’ market and far off department’s stores.  

Today we can see a new era in market with the opening up of many departments ‘stores. My 

study is based on a survey done on customers of a hypermarket named Spencer. Spencer is a 

new type of market which came into existence in India since 1863. It is owned by RP-Sanjeev 

Goenka Group. 

It is a type of market where various kinds of products are available under one roof. My study 

is on determining the customers buying behavior in Spencer and also the satisfaction level of 

customers in Spencer.  

My study will be to find out the current status of Spencer and determine where it stands in the 

current market. The market field survey will help in knowing the present customers taste and 

preferences. It will help me in estimating the customer’s future needs, wants and demand. 
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1.2 NEED OF THE STUDY 

 

          The Need of this study are as follows: 

 The Major Objective of this study is to present the (CRM) Customer Relationship 

Management position prevailing in Spencer.  

 This study is to present and to bring insight and deeper understanding into the objec-

tives, strategies and the expected benefits of CRM initiatives by organizations, with 

reference to Spencer. 

 Another basic objective of this study is to present the international as well as national 

scenario of (CRM) Customer Relationship Management. 

 This study is also objected with the purpose of throwing light in relation to the major 

benefits and drawbacks of CRM in connection with that of Spencer. 
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1.3 LITERATURE REVIEW 

 

Many researchers have conducted studies in measuring service quality in the past twenty 

years. In 1982, McCleary and Weaver indicated that good service is defined on the basis of 

identification of measurement behaviors that are important to customers.   

Zemke and Albrecht (1985) suggested that service plays an important role in defining a res-

taurant’s competitive strategies and identified systems and strategies for managing service.  

Consumer relationship management is recognized to be relatively new approach in managing 

sales and marketing activities of an organization. One of the reasons of its emergencies is 

business understanding of benefits of building effective relationship with customers to in-

crease profitability and stability.  

Although the subject CRM implementation may seem quite specific and narrow the approach-

es various authors followed are quite different and diverse. However, most of the discussions 

reveal commonalities such as discussion of certain theory based on empirical study and on 

one of the aspects of system implementation while appreciating equal importance of other 

perspective as well. 

Every business is a marketing business, as John Jantsch, author of “Duct Tape Marketing” 

says in his book. This is especially true for retail business. In a competitive business environ-

ment, starting a retail business is only half the job done.  

Retailers must constantly work towards getting customers to buy their products and convert 

potential customers into sales. Knowing and applying basic marketing techniques can boost 

the retail business and give it an edge over competitor. 

In 1988, Parasuraman, Zeithaml and Berry developed a multiple-item scale for measuring 

service quality called SERVQUAL. SERVQUAL is a generic instrument for measuring per-

ceived service quality that is viewed as the degree and direction of discrepancy between con-

sumers’ perceptions and expectations.  Thus, service quality, as perceived by consumers, 
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stems from a comparison of what they feel service providers should offer with their percep-

tions of the performance of service provided by service providers (Parasuraman, Zeithaml and 

Berry, 1988) 

A border question of how these articles address practical needs and answer commonly raised 

questions of CRM implementers in field was also discussed but still leaves place for the 

broader and more in depth research.  

Further research might also be directed at finding out which perspective of CRM implementa-

tion is of greater concern to a certain party involved in implementation ,be it software compa-

ny, front line users, strategic management or project manager. 

As managers, whether brand-new to their positions or well established in the corporate hierar-

chy, can use a little brushing-up now and then. As customer loyalty is increasingly becomes a 

thing of the past, customer relationship management (CRM) has become one today's hottest 

topics, cited by Lakshman Jha, author of ‘Customer relationships management: A strategic 

approach.”  

CRM principles supplies easy-to-apply solutions to common CRM problems, including how 

to maximize impact from CRM technology, which data warehousing techniques are most ef-

fective and how to create and manage both short-and long -term relationships. 
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1.4 OBJECTIVES OF THE STUDY 

 

CRM, the technology, along with human resources of the company, enables the company to 

analyze the behavior of customers and their value. The objective of doing this project is to 

see: 

 Whether Spencer is providing better customer service. 

 How Spencer is discovering new customers. 

 Steps taken by Spencer to increase revenue. 

 Whether Spencer is selling products effectively or not. 
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1.5 RESEARCH METHODOLOGY 

 

Methodology adopted for study 

 Using presentation through bar charts and pie charts. 

 Discussion with the executives, managers, employees. 

 Visiting & surfing different websites of company. 

Area of study 

 The study is exclusively done based on the Spencer outlet at 375 Prince Anwar Shah Rd, 

South City Complex, Jadavpur, Kolkata, West Bengal 700068. It is a process requiring care, 

sophistication, experience, business judgment, and imagination for which there can be no me-

chanical substitutes. 

Sources of Data 

 Primary Source 

 Secondary Source 

Primary Source- The primary data was collected by means of a survey. Questionnaires were 

prepared and customers of the Spencer were approached to fill up the questionnaires. The 

questionnaire contains 15 questions which reflect on the type and quality of services provided 

by the Spencer to the customers there were 50 respondents. The survey was taken in Howrah 

district from 3 Pm to 5 Pm the response of the customer is recorded on a grade scale of out-

standing, excellent, good, average, and bad for each question.  

Secondary Source- In order to have a proper understanding of the customer service of Spen-

cer a depth study was done from the various sources such as books; a lot of data is also col-

lected from the official websites of the Spencer and the articles from various search engines 

like Google, yahoo search and answers.com.  
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1.6 LIMITATION OF STUDY 

 

The study is only for the Spencer confined to a particular location and a very small sample of 

respondents. Hence the findings cannot be treated as representative of the entire retail indus-

try. Data’s are secondary in nature and therefore collection and extraction are difficult. Pro-

cessing the data takes time, unnecessary time consumed which makes it cumbersome and 

lengthy. 

Respondents may give biased answers for the required data. Some of the respondents did not 

like to respond. Respondents tried to escape some statements by simply answering “average” 

to most of the statements. This was one of the most important limitations faced, as it was dif-

ficult to analyze and come at a right conclusion. A lot of money is spent in printing and visit-

ing internet cafes. 

In our study we have included 50 customers because of time limit. Time constraint and limita-

tion was a big hurdle in completion of the project. 
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      1.7 CHAPTER PLANNING 

 

      My project has been divided into 4 Chapters. 

 

 Chapter 1: Introduction. 

 Chapter 2 : Conceptual Framework / National / International Scenario 

 Chapter 3 : Presentation of Data, Analysis and Findings 

 Chapter 4 : Conclusion & Recommendations 
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 2.1 INTERNATIONAL SCENARIO 

 

In today’s competitive global economy, manufactures of all sizes are under increasing pres-

sure to improve the speed of decision making related to product life cycle, supply chains and 

demand management. Bob Parker, Group vice president of manufacturing insights an IDC 

company, discusses the market drives for customer relationship management (CRM) system 

in manufacturing as well as the features and functionality that manufacturers should look for 

in next-generation CRM platforms. 

Cost reduction will continue to be a key driver for customer care centers, while at the same 

time achieving greater customer intimacy through better service and responsiveness. Stephen 

Loynd, Research Manager of Contact Center Service for IDC, discusses key customer rela-

tionship management (CRM) processes and strategies and the steps services companies must 

take to ensure they can attract, retain, and grow customers over time. 

The line between standard CRM application and case management for government agencies is 

blurry. What government employees might better focus on is the potential value added from 

solution that improves both government business processes and citizen satisfaction.Shawn 

McCarthy,research director for IDC Government insights, discusses special requirement for 

CRM in public sector implementation and whether government employees need to differenti-

ate between contract center solutions and pure CRM solutions. 
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2.1 NATIONAL SCENARIO 

 

After 1960, with the advent of motivational research for understanding consumers, organiza-

tions were compelled to shift their focus from the products to the costumers. Earlier marketers 

could sell any product produced without considering the needs, demands and preferences of 

customers. In present times, with new products flooding the market place, multiple players 

craving for market share and customers having highly unpredictable and constantly changing 

expectations, it is a war like situation to win a customer. The Indian markets is now seeing 

better accessibility and more variety of products, a change in demographic and psychographic 

profile of the consumer, and an increasing disposable of the consumers. India is have to set 

the maximum percentage of the world’s youngest population. This change will be a big oppor-

tunity and at the same time a challenge for the marketers. They will be juggling in understand-

ing and knowing their customers on the one hand and creating customer satisfaction to gener-

ate loyalties on the other. The youngergeneration tends to experiment more in product usage 

patterns, as they appreciate novelty, however loyalty among young customers is a tough chal-

lenge for the marketers, a trend that is being already witnessed in the current era and will only 

get tougher in times to come. 

Today, the Indian customers, in most product categories, are brand swingers instead of brand 

loyalists. They have no inhibitions in experimenting with new products in the current post lib-

eralized age. 
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2.2 COMPANY PROFILE 

 

 

 

Spencer is a chain of hypermarkets in India, with more than 100 stores in operation. It is a 

subsidiary of RP-Sanjeev Goenka Group. Facilities offered by Spencer Online shopping: 

Spencer has an official website, Spencer retail.com, which is one of the most favorite sites 

among people of India for online shopping. Spencer retail is an online business venture of RP-

Sanjeev Goenka Group, which sells an assortment of products such as fashion, which includes 

merchandise for men and women, mobile accessories, mobile handsets and electronics like 

home theatres, video cameras, digital camera, LCD TVs, kitchen appliances and many more.  

Discounts: ‘Hafte ka sabse saste din’ was introduced by the Spencer, wherein extra and spe-

cial discounts were offered on Wednesday every week, to attract the potential buyers into their 

store.  Security check: At each exit of Spencer, they use alarm systems or Electronic Article 

Surveillance system, which detects the products that has attached tags or not.  
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1. Spencer is a chain of hypermarket in India, which caters to every family’s needs and re-

quirements.  

2. Spencer has released the doors for the fashion world, general merchandise like sports 

goods, cutlery, crockery, utensils, and home furnishings etc. at best economical prices.  

3. Spencer group offers more than 100 stores all over the country with an amalgamation of 

Indian bazaars’ feel and touch with a convenience and choice of the modern retail facilities  

4. The worldwide country chain, Spencer, is formed by Charles Durrant & John William 

Spencer. Their basic attraction associated with reasonable prices is their Unique Selling Price. 

5. Spencer has become a massive hit with lower middle-class and middle class people as a 

major client base.  

6. Reflect the look and feel of Indian bazaars at their modern outlets 

GROUP VISION  

“To deliver Everything, Everywhere, Every time to Every Indian Consumer in the most prof-

itable manner.”  

GROUP MISSION  

1. We share the vision and belief that our customers and stakeholders shall be served only by 

creating and executing future scenarios in the consumption space leading to economic devel-

opment.  

2. We will be the trendsetters in evolving delivery formats, creating retail realty, making con-

sumption affordable for all customer segments – for classes and for masses.  

3. We shall infuse Indian brands with confused and renewed ambition  

4. We shall be efficient and cost-conscious and committed to quality in whatever we do.  

 

CORE VALUES 

1. Leadership: To be leader both in thoughts and business. 

 

2. Respect and Humanity: To respect every individual and be humble in our conduct. 
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3. We will be the trendsetters in evolving delivery formats, creating retail realty, making                         

consumption affordable for all customer segments – for classes and for masses. 

4. Openness: to be open and receptive to new ideas, knowledge and information. 

 

5. Valuing and Nurturing Relationships: to build long term relationships.  

 

6. Adaptability: to be flexible and adaptable, to meet challenges.  

 

7. Flow: to respect and understand the universal laws of nature.  
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EXECUTIVE BOARD 

1. Managing director 

 Mr. Mohit Kampani 

 Mr.Shaswant Goenka  

2. Deputy CEO 

 Vipin Bhandari 

3. Executive Director 

 Sandip Gautam 

SPENCER SUPER CENTER  

Spencer Hyper mart chain in India  

Outlet 120 Outlets 

Parent Group RP-Sanjiv Goenka Group 

Owner Sanjiv Goenka 

Founded 1990 

Head Quarter Kolkata, West Bengal 

Industry Retail 

Slogan Smart way to shop 
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OBJECTIVES OF SUPER CENTRE 

1. To analyze how the mix influence the customer satisfaction level.  

2. To determine the current status of Spencer.  

3. To study the satisfaction level of customers with regard of Spencer.  

4. To find out the buying behavior of the customers coming in to Spencer.  

IMPORTANCE OF STUDY  

 Its provide guideline for further research in area for organized retail. Research says about cus-

tomer buying behavior towards Spencer. The research is also important to identify Market 

size, growth and Market Potential of Spencer. The research shows future Scenario of Spencer-

in current perspective. The study shows Opportunities and challenges for Spencer respect of 

internal & external environment. Research says about main competitors in the field of orga-

nized retail sectors. The study provides guideline to further extension of Spencer. The study 

provides help to know the customers satisfaction with Spencer stores. 

 

SCOPE OF STUDY  

The scope of this research is to identify the buying behavior of customers of Spencer. This 

research is based on primary data and secondary data. This study only focuses on urban buy-

ing behavior of customers. The study does not say anything about rural buying behavior of 

customer because rural norms/status/attitude & acceptance of the rural customers differs with 

urban customers. It provides help to further the research for organized retail sector. It aims to 

understand the skill of the company in the area like technological advancement, competition 

in management.  
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MARKETING MIX 

4P’s of Spencer 

1. PRODUCT MIX 

APPARELS FOOD FARM PRO-

DUCE 

CHILL STA-

TION 

HOME AND 

PERSONAL 

CARE 

Denims &tea 

shirts 

Staples Fruits Soft drinks Shampoo 

Fabric and cut 

pieces 

Ready to eat Vegetables Packaged juices Detergents 

Formal wear Exported fruits Imported fruits Milk items Soaps 

Casual wear Spices Dairy products Frozen foods Liquid wash 

 

Party wear 

Imported bazaar  Ice creams  Creams 

Ethnic wear Tea & coffee   Deodorants 

Accessories    Home cleaners 

Under gar-

ments 

   Utensils 

SPENCE
R RETAIL

SECURE 
PAYMENT

PROMT 
CUSTPMER 
SUPPORT

GUARANTE
E DELIVERY 

MANUFACT
URE 

WARRENTY

7 DAYS 
RETURN 
POLICY
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Night wear    Plastics 

Dress materials    Crockery 

Sarees    Sundries 

 

 

 

 

2. PRICING  

The pricing objective at Spencer is to get ―Maximum Market Share. Pricing at Spencer is 

based on the following techniques:  

 Value Pricing (EDLP – Every Day Low pricing): Spencer promises consumers the 

lowest available price without coupon clipping, waiting for discount promotions, or 

comparison shopping.  

 Promotional Pricing: Spencer offers financing at low interest rate. The concept of psy-

chological discounting (Rs. 99, Rs. 49, etc.) is also used to attract customers. Spencer 

also caters on Special Event Pricing (Close to Diwali, GudiPadva, and Durga Puja).  

 Differentiated Pricing: Differentiated pricing i.e. difference in rate based on peak and 

non-peak hours or days of shopping is also a pricing technique used in Indian retail, 

which is aggressively used by Spencer. e.g. Wednesday Bazaar  

 Bundling: It refers to selling combo-packs and offering discount to customers. The 

combo-packs add value to customer and lead to increased sales. Spencer lays a lot of 

importance on bundling. e.g. 3 Good Day family packs at Rs 60(Price of 1 pack = Rs 

22)5kg oil + 5kg rice + 5kg sugar for Rs 599  
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3. PLACE MIX 

 Initially Identifies Future/Potential development areas.  

 Acquire such areas at an early phase before the real estate value booms.  

 Located at high traffic areas.  

 Design to look crowded.  

 

4. PROMOTION MIX  

Types of promotion Tools 

Below the line Coupons, Discount, more of the product at 

same price, gift with purchase, competition 

and prizes, money back offer, exchange offer, 

special occasion.  

 

Above the line  Advertisements in news papers, TV, Internet 

(Own Website which gives on line shopping 

service). Spencer sponsors various events and 

festivals, which Provides them valuable pro-

motion directed at strategic markets.  

 

The various promotion schemes used at Spencer include:  

 Saal ke sabse saste 3 din. 

 Hafte ka sabse sasta din ―Wednesday bazaar. 

 Exchange Offers ―Junk swap offer. 

 Future card(3% discount)  

 Shakti card. 

 Advertisement (print ad, TV ad, radio)  

 Brand endorsement by M.S Dhoni. 
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CUSTOMER SERVICES WITH REFERENCE TO SPENCER 

 

Customer service is the provision of services to customers before, during and after a purchase. 

According to Turban “Customer service is a series of activities designed to enhance the level 

of customer satisfaction – that is, the feeling that a product or service has met the customer 

expectation." Its importance varies by product, industry and customer; defective or broken 

merchandise can be exchanged, often only with a receipt and within a specified time frame. 

 

Spencer will often have a desk or counter devoted to dealing with returns, exchanges and 

complaints, or will perform related functions at the point of sale; the perceived success of 

such interactions being dependent on employees "who can adjust themselves to the personali-

ty of the guest," 

 

Customer service plays an important role in an organization's ability to generate income and 

revenue. From that perspective, customer service should be included as part of an overall ap-

proach to systematic improvement. A customer service experience can change the entire per-

ception a customer has of the organization. 
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Customer support is a range of customer services to assist customers in making cost effective 

and correct use of a product. It includes assistance in planning, installation, training, trouble 

shooting, maintenance, upgrading, and disposal of a product. 

 

A multi-task  position drawing on extensive CUSTOMER SERVICE experience to advance a 

proven track record for developing and maintaining key accounts and improving departmental 

efficiencies. 

 

Objectives of Customer Services  

 Provide customers and staff with clear standards and expectations. 

 Ensure all customer contact reaches an appropriate conclusion. 

 Minimize incidences of repeat contact. 

 Seek to provide a seamless service for customers. 

 Provide equal and easy access to our services at a time, place and channel that meet 

the needs of residents, businesses and other stakeholders. 

 Cater for customers’ needs irrespective of age, gender, physical or financial ability, 

ethnic origin, race, religion or geographical location. 

 Provide a prompt, courteous and knowledgeable response to all customer enquiries.  

 Equip our staff to provide customers with an excellent standard of service. 

 Enable our customers to provide feedback easily, through complaints, customer sur-

veys, etc. 

 Use customer compliments, comments and complaints to drive improvements to ser-

vice. 

 Improve the speed, quality and consistency of response to enquiries by having our in-

formation in a format that can be easily accessed. 
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Spencer uses 7 golden rules to deal with Customer Services.  

 Answer the phone.  

 Don’t make promise unless you will keep them.  

 Listen to your customer.  

 Deal with complaints.  

 Be helpful.  

 Train your staff to be always helpful, courteous and knowledgeable. Take the extra 

step. 

 Throw in something extra.  

Customer satisfaction in Spencer  

 The degree of customer satisfaction you deliver determines the level of long- term 

success you will achieve in business.”  

 

Customer satisfaction their top priority  

Don't just make sales. Create customers - satisfied customers. In addition to the 

Immediate profit they provide on the first sale, satisfied customers help you build 

Your business in 2 other important ways: 

1. They become a reservoir of repeat buyers. For some businesses that means repeat buyers 

for more of the same product or service. For every business, it means buyers for additional 

products and services.  

2. They automatically refer more business to you from their friends and business contacts. 

This is highly profitable business for you because it doesn't cost you any time or money to get 

it.  

Customer services offered by Spencer  

   Online shopping: Spencer has an official website,Spencer retail.com, which is one of the 

most favorite sites among people of India for online shopping. Spencer retail.com  is an online 

business venture of RP-Sanjiv Goenka Group, which sells an assortment of products such as 

fashion, which includes merchandise for men and women, mobile accessories, mobile hand-
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sets and electronics like home theatres, video cameras, digital camera, LCD TVs, kitchen ap-

pliances and many more.  

Discounts: “Hafte ke sabse saste din was introduced by the Spencer, wherein extra and special 

discounts were offered on Wednesday every week, to attract the potential buyers into their 

store.  

Security check: At each exit of Spencer, they use alarm systems or Electronic Article Surveil-

lance system, which detects the products that has attached tags or not.  

 

 

Customer oriented Strategy  

 Attracting & retaining customers.  

 Uses Non- Traditional Strategy.  

 Moving demo-trolley.  

 Used young population as strategic blessing.  

 Attractive Design, interior & good atmosphere.  
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3.1 DATA ANALYSIS 

 

Question 1. How frequently do you visit Spencer? 

 

SCALE FREQUENCY 

Twice in a week 10 

Once in a week 17 

During Special offers 15 

Whenever the need arises 8 

 

 

 

ANALYSIS: 

This is aimed at understanding how frequently customer visit shops & buy their product or 

avail their services. The highest responses have been attributed to once a week shopping.  

FINDINGS: 

It is found that customer can be presumed to have high disposal income & may buy more dai-

ly &   fashion products. Whereas 15 of them visit during special offers, 8 when need arises, 10 

twice in a week.  

0
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Twice in a week Once in a week During Special
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Whenever the need
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How frequently do you visit Spencer.
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Question. 2 How do you find the shopper assistant behavior? 

 

Helping  27   54% 

Not Helping 15 30% 

Rude 8 16% 

 

 

 

 

  

ANALYSIS:  

It is analyzed that 54% of the customers finding the shopper assistant behavior 

helping. 30% of the customer are finding the shopper assistant behavior helping 

and 16% of the customer are finding it rude. 

 

FINDINGS:  

From the above table it is clear that most of the customers are satisfied with the 

service of Spencer because out of 50 customers 27 has given positive answer in 

favors of Spencer. 

54%
30%

16%

How do you find the shopper assistant 
behavior

Helping

Not Helping

Rude
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Question.3 Are you happy with the location of Spencer? 

 

SCALE FREQUENCY   PERCENTAGE 

Yes 35 70% 

No 15 30% 

 

 

 

 

 

ANALYSIS: 

It is analyzed that Spencer physical facilities are visually appealing.  

FINDINGS: 

I found that 35 out of 50 customers are happy with the location of Spencer as compare to         

other 15 customers. It means that Spencer is available at most preferred places. 

 

 

 

70%

30%

Are you happy with the location of 
Spencer

YES

NO
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Ques. 4 Staff showed knowledge of the products/services? 

 

 

 

ANALYSIS: 

Employees of Spencer understand specific needs and have great knowledge of all product & 

services.  

FINDINGS: 

With this statement most of the respondents were rate this statement good i.e.18 among the 

total respondents 10 respondents agreed with average and 13 for excellent, 6 for fair and 3 for 

poor. 

0 2 4 6 8 10 12 14 16 18

EXCELLENT

GOOD

AVERAGE

FAIR

POOR

Staff showed knowledge of the 
products/services

Scale FREQUENCY 

Excellent 13 

Good 18 

Average 10 

Fair  6 

Poor 3 
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Question. 5. Your shopping experience in Spencer is always- 

Scale Frequency 

Outstanding 1 

Excellent 12 

Good 24 

Average 10 

Bad 3 

 

 

ANALYSIS: 

Out of 50 customers, 24 have good shopping experience in Spencer, 10 has average and 12 

customers has excellent. 

FINDINGS: 

 But 1 has an outstanding shopping experience and 3 have bad shopping experience. Maxi-

mum number of customers has a better experience of shopping in Spencer. 
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                               Quests.6 Discount and offers served in Spencer: 

 

Scale Frequency 

Outstanding 3 

Excellent 16 

Good 17 

Average 12 

Bad 2 

 

 

 

ANALYSIS: 

Out of 50 customers, discount and offers served in Spencer is good by 17 customers, 16 feel it 

is excellent and only 3 feel outstanding.  

FINDINGS: 

 12 customers have an average satisfaction and 2 have a bad satisfaction by discounts and   

offers served in the Spencer. 
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                                     Question.7 Product display in the store: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

ANALYSIS: 

Product display in the store is highly satisfactory according to 22 of the customers is good and 

18 feel its excellent and 1 feel its product display is outstanding. But 8 customers feel its aver-

age and only 1 feel the product display is bad. 

FINDINGS: 

22 of the customers is good and 18 feel it’s excellent and 1 feel its product display is outstand-

ing. But 8 customers feel its average and only 1 feel the product display is bad.  
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Question.8 Your complaints are constructively handled? 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

ANALYSIS: 

When you have a problem, Spencer shows little interest in solving it. They are solving the 

problems with much patience. 

FINDINGS: 

 After analyzing this statement I found that 16 customers had an average rating and 10 good 

and 12 excellent. Also found that 8 customers rated it bad. But 4 of the customers feel it is 

outstanding. Hence Spencer needs little improvement.  

 

 

Scale Frequency 

Outstanding 4 

Excellent 12 

Good 10 

Average 16 

Bad 8 
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Question .9 In offer days the shopping experience in the store: 

 

Scale Frequency 

Outstanding 1 

Excellent 15 

Good 18 

Average 15 

Bad 1 

 

 

 

 

 

 

 

 

 

 

 

ANALYSIS: 

Out of 50 customers, 18 customers have good shopping experience in Spencer, 15 has average 

and 15 has excellent. 

FINDINGS: 

 2 have outstanding shopping experience and 2 have bad shopping experience. Maximum 

number of people has a better experience of shopping in offers days.  
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Question. 10. The parking facility in Spencer: 

 

Scale Frequency 

Outstanding 6 

Excellent 16 

Good 19 

Average 6 

Bad 3 

 

 

 

 

INTERPRETATION 

19 customers have good satisfaction with the parking facility of Spencer and 16 customers 

have excellent satisfaction and 6 have outstanding satisfaction.  

FINDINGS: 

Customers have bad satisfaction and 6 have average satisfaction with the parking facility of 

Spencer. Maximum customers are satisfied with the parking facility in Spencer.  
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              Question.11. The cleanliness and hygiene maintained in the store: 

 

Scale Frequency 

Outstanding 7 

Excellent 18 

Good 15 

Average 8 

Bad 2 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

INTERPRETATION 

According to maximum customers Spencer maintains cleanliness and hygiene in the store.  

FINDINGS: 

Out of 50 customers 15 rated it good and 18 rated it excellent and 7 have rated it outstanding. 

But 2 have rated it bad and 8 have rated it average. 
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Question. 12. Are you satisfied with the billing facility at the store? 

 

Scale Frequency          PERCENTAGE 

Yes 34 68% 

No 16 32%             

 

 

 

ANALYSIS: 

 

34 customers are satisfied by the billing facility in the store rest 16 customers are not satisfied.  

FINDINGS: 

Some customers are not satisfied by the billing facility especially in offers day and rush hours. 
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Question.13. What comes to your mind when you think about Spencer? 

 

Discount 15 

Product Variety 13 

Brand 3 

Quality 4 

Offers 12 

Others 3 

 

 

 

 

ANALYSIS: 

 

From the above table we can analyze why consumers choose Spencer than other.  

FINDINGS/: 

Customers choose Spencer because of its discount, products variety and offers. 
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Question. 14. Is it easy to move with the trolley in the store? 

 

Yes 34 68% 

No 16 32% 

 

 

 

ANALYSIS: 

 

According to 34 of the customers it is easy to move in the store with the trolley.  

FINDINGS: 

16 said it is not so convenient. The space management in the store is up to the mark. 
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Question. 15. Do you feel that shopping in Spencer has made you a more knowledgeable 

conscious and aware customer? 

 

Yes 29 58% 

No 21 42% 

 

 

 

ANALYSIS: 

According to 29 customers shopping in Spencer has made them a more knowledgeable con-

scious and aware customer. Out of which 21 customer do not agree with it. 

FINDINGS: 

Most of the people think shopping in Spencer has made customers a more knowledgeable 

conscious and aware custoer.  
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4.1 CONCLUSION 

 

 As most of the retail industries did market research before entering into market. Same 

thing was done by Spencer. Location, market, consumer perception analysis was done 

by Spencer. In one year, much more diversification was done in it. And to retain cus-

tomers they use many loyalty programs & IT techniques. Spencer, a part of future 

group is a hypermarket offering a huge array of goods of good quality for all at afford-

able prices.  

 Spencer with over 140 outlets in different part of India is present in both the metro cit-

ies as well as in small towns. Spencer can attract more customers by different variety 

and assortments. They can improve customer satisfaction by providing home delivery 

services. 

 The study concludes that majority of the customers prefer shopping at big-bazaar, be-

cause of product variety, quality, service facility, reasonable prices which make 

the customers feel more comfortable in visiting the store again & again. 

 

 Considering the fact that there are a lot middle class families in India, Spencer has had 

a huge impact on the middle class section of India, the prices, quality and sales strate-

gy has helped in getting the middle income groups getting attracted towards Spencer. 

 

 We can conclude that Spencer has one of the major retail industries in India. Working 

environment is good and also the various facilities is provided to increase the customer 

services. There exist a healthy & strong relationship between employees and manag-

ers. The employees accept their responsibility wholeheartedly and perform the services 

in well manner that satisfied the customers. 
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                                                 4.2 RECOMMENDATIONS 

 

 Advertising is the basic and most prominent tool to increase the awareness of product. 

So, Spencer should use this tool to increase their share in the market. Retail business is 

successful only when they have a good customer services. Customer loyalty can only 

be gain by providing good or satisfied services to the customers.  

 Most respondents take on the spot decision of buying different products because of the 

various attractive products displays. So pretty combination with good services should 

be done to retain customers. Quality plays a major role because most respondent said 

that they want a quality product and that’s also the one of the reason for most of the 

respondents sticking to particular brand. 

 Customers are very price conscious they are having many options in the market. The 

following steps should opted should follow more of high low pricing rather than eve-

ryday low pricing. Should go for a weekly coupon system as it holds more of the loyal 

customers. Should provide good customer services so that customer likes to visit 

again.  

 There should be a proper assortment of various product categories. Proper training 

should be provided to the customer so that they can deal with customer efficiently. 

Various offers can be provided to them to attract new customers. Quality in product 

should be reached up to mark.  
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QUESTIONAIRE ON CUSTOMER RELATIONSHIP MANAGEMENT 

IN RETAIL SECTOR (SPENCER) 

  CUSTOMER BASED SURVEY 

Ques.1 How frequently do you visit Spencer? 

Twice in a week  Once in a week  During Special offers  

Whenever the need arises 

Ques.2 How do you find the shopper assistant behavior? 

Helping  Not Helping  Rude 

 

Ques.3 Are you happy with the location of Spencer? 

Yes  No 

 

Ques.4 Staff showed knowledge of the products/services? 

Excellent  Good  Average  Fair  Poor 

 

Ques.5 Your shopping experience in Spencer is always________ 

Outstanding  Excellent  Good  Average  Bad 

 

Ques.6 Discount and offers served in Spencer: 

Outstanding  Excellent  Good  Average  Bad 

 

Ques.7 Product display in the store: 

Outstanding  Excellent  Good  Average  Bad 

 

Ques.8 Your complaints are constructively handled? 

Outstanding  Excellent  Good  Average  Bad 

 

Ques.9 In offer days the shopping experience in the store: 
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Outstanding  Excellent  Good  Average  Bad 

 

Ques.10 The parking facility in Spencer: 

Outstanding  Excellent  Good  Average  Bad 

 

Ques.11 The cleanliness and hygiene maintained in the store: 

Outstanding  Excellent  Good  Average  Bad 

 

Ques.12 Are you satisfied with the billing facility at the store? 

Yes  No 

 

Ques.13 What comes to your mind when you think about Spencer? 

Discount  Product Variety Brand  Quality Offers  Others 

 

Ques.14 Is it easy to move with the trolley in the store? 

Yes  No  

 

Ques.15 Do you feel that shopping in Spencer has made you a more knowledgeable con-

scious and aware customer? 

Yes  No  
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