
Customer Centricity, the 
opportunity for Supermarket 
Industry



Value Proposition

Enabling Customer Centricity, 
one transaction at a time, 
one customer at a time, 
one employee at a time.



Our Offering

A Customer 
Feedback 
platform

that converts 
customer 
feedback 

to actions, insights
and 

better reputation



Customer 
Portfolio

● >3m questionnaires per 
month 

● 4 Countries (GR,CY,BG,RO)

● 7 Retail Industries 
(Omnichannel, Food, Travel, 
Banking, Insurance, Energy, 
Automotive)



Customer Centricity as an 
opportunity





The view of an investor

Source: https://media.bain.com/customer-value/home/



Question

What customer 
loyalty related 
metrics do you 
include in fiscal 

year review?

● Statement 1 - “We are growing our loyal customer base”

○ # of new members of the loyalty program 

● Statement 2 - “We keep our customers”

○ % of the loyalty program members that made at 
least X purchases during the past year

● Statement 3 - “We Create Revenue from customers”

○ Annual revenue per customer - loyalty member



Make Business Customer Centric

You know how much you sell, but... 
do you know how good you serve?

Sales Experience



NPS online Grocery vs eCommerce Market



What can I do to improve NPS in an 
(online) Supermarket



Importance + Performance = Impact



Key Impact Map Report 

FOCUS
Improvement Area

PROMOTE
Money-making Area

MONITOR
Keep-an-eye-on Area

MAINTAIN
Minor-strengths AreaIm
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Performance

Metrics that have a determining 
role on NPS,  but are poorly rated. 

Metrics that have a significant role on 
NPS and are highly rated.

Metrics that are not important for 
your customers and are poorly rated.

 Don’t affect to a great extent NPS, but 
you have to pay attention just in case.

Metrics that don’t have a significant 
impact on NPS, but you perform well.

Keep them at the same level, you don’t 
need to invest more on them.

Importance 
+ 

Performance 
= 

Impact



eGrocery Market Checkout Impact Map
Online 

experience 
still needs to 

be fixed in 
the industry

Shipping 
and 

payment 
work fine!



Order Delivery Key Impact Map

It seems what we do 
is right 

But still, we miss 
something 



Dig into comments



Confirm Hypothesis



OK, so where is 
the opportunity?



Problem
We need to work on 

after delivery product availability issues!

Opportunity
We can differentiate by working on product 
availability and by solving issues proactively!



Segmenting in Real Time

Διαθεσιμότητα 
προϊόντων 



Customer feedback calls 
for action, this is what 
our alerts panel is doing, 
converts feedback to 
tickets 

Configurable status 
to track progress

Notes are taken where 
each ticket is managed

Segments are marking 
each ticket for better 

prioritizing

Engaging the 
frontline



Outro



Customer 
Centricity 
beats price and 
product



e-satisfaction.com



Opportunities

1. Your industry is rich in Loyalty Data, use them!

2. The frontline in your stores are aware of what customer experience means, 
let THEM do the job of exciting the customer, even after the service

3. Measure to get insights that lead to customer facing actions



The experience of a consumer



Cases

Discovered 12k customer 
recovery opportunities and 
decentralized recovery 
efforts to stores, with each 
store having to manage no 
more than 75 recovery 
cases per month.

Improved Google maps 
score by 20% in less than 5 
months, without giving any 
incentive to customers 
when they leave a review.

Recruited 700 of new iQOS 
users as interviewees for 
additional information 
about the device, marking 
an amazing 
30%acceptance rate to the 
request for interview.



Customer Centricity 
Leaders do better...

Loyalty leaders grow 
revenues roughly 2.5 
times as fast as their 

industry peers, delivery 
2 to 5 times the 

shareholders returns 
over the next 10 years.


