








Austria

The latest edition of the Austrian Food Retailing Monitor
(GfK LEH-Monitor) has been published. GfK Shopper
Insights Solutions helps marketers develop winning
brand and retail strategies.

The battle in the Austrian food retail market continues.
GfK Austria’s retail team has been continuously moni-
toring customer satisfaction with respect to Austrian re-
tail chains since 1992 in order to find out the main levers
for building customer loyalty.

The Key Driver Analysis reveals the main strengths and
weaknesses of the retailers and provides many insights
on how to improve strengths and reduce weaknesses.
The Austrian Food Retailing Monitor provides answers
on the following topics:

Have discount stores managed to improve their per-
formance again after some quite successful years?

Is Billa’s high impact »common sense« campaign the
key to improved customer loyalty?

Overall, what are the main drivers for satisfaction and
dissatisfaction in the Austrian food retail market?

For more information on the Austrian Food Retailing Moni-
tor please contact: Key Account
Manager GfK Austria. A short presentation in German
about the Austrian Food Retailing Monitor is available

from your GfK representative or as a free download file.
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Serbia

Insights on Serbian shoppers

The retail sector in Serbia is following the same de-
velopmental trends that have been observed over
past years, becoming more concentrated. The mar-
ket share of the top 10 accounts in Serbia is increa-
sing continuously, reaching almost 30 % in 2007.

GfK's unique way of tracking customer satisfaction and
loyalty has also been introduced successfully abroad:
The methodology has now been used by GfK Slovenia
for Spar Slovenia d.o.o. for measuring customer satis-
faction on the Slovenian food retailing market.



Slovak Republic

Which factors are important for Slovak consumers?
Freshness and quality of goods!

This is the most important criterion which Slovaks
take into consideration when shopping for food,
with as many as 85 percent of customers regarding
this factor to be very important. The second most
important criterion is price, with the residents of
smaller municipalities being particularly price-
sensitive.

[»] read more (pdf)

Slovenia

The majority of Slovenians possess retailers' loyalty cards

For some time now it has been possible to observe quite
a battle for the consumers among Slovene retailers of
everyday goods (FMCG). One of the weapons the retailers
use in their campaign is the loyalty scheme, which has al-
ready »conquered« the Slovene consumers.

[»] read more (pdf)
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Ukraine

Kyiv residents go shopping to supermarkets
and hypermarkets

The vast majority of Kyiv residents (70 %) prefer to do
their shopping in supermarkets and hypermarkets. The
Silpo chain of supermarkets enjoys the greatest populari-
ty, with 26 % of people in Kiev considering them to be
their main place for shopping.

Amongst the main reasons given by Kyiv residents for the
choice of their main shopping venue are the proximity to
home or work, the wide range of products and acceptab-
le price levels.

[>] read more (pdf)

Comments

If you would like to make any comments about our Newsletter
or if any other colleagues in your company are interested in
our E-Mail News please let us know.

m cee_newsletter@gfk.com

GfK CEE-Newsletter is published for registered subscribers. This
is not a spam mail. If you want to unsubscribe this newsletter,
go to 3] unsubscribe.
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