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What did the client 
request?

The client commissioned us to 
solve several problems, including:

the assessment of its positions and 
brand awareness on the market

to test the hypothesis on the 
dependence of changes in 
purchase volume depending on 
the price of specific categories of 
goods 

“

“

How can a mere 10% increase in 
price affect sales and reduce the 
number of customers?

Tasks:

1. To analyze the popularity and 
frequency of shopping centers 
among families in cities where 
METRO stores are located.

2. To analyze customer satisfaction 
based on the following characteristics:

3. To conduct an assessment of 
consumer behavior in relation to key 
products sold in shopping centers 
when prices were increased or 
decreased by 10%.

stability and attractiveness of 
prices;

customer satisfaction with the 
price of key products;

satisfaction with the range of 
products;

discounts and promotions on offer.



We created a comprehensive project 
in which we conducted a study 
measuring the following:

Based on the research data, we also 
determined METRO’s position on the 
following parameters: Knowledge 
and Attendance, Attractive and 
Rejected supermarkets, Factors of 
attendance and choice, Satisfaction.

Shopping behavior in the 
supermarket;

Brand awareness;

Knowledge of supermarkets with 
a hint (by name);

Analysis of brand awareness and 
visits to supermarkets;

Analysis of brand awareness and 
visits to METRO in terms of cities;

Formation of a conversion model 
of supermarkets;

Creation of attraction and retention 
cards;
 
Determination of the choice of 
supermarket: reasons, important 
factors;

Identification of the preferred and 
rejected supermarkets;

Analysis of the perception of the 
price;

Assessment of the impact of 
positive and negative pricing 
policy.

What research did we do 
for the client?



What did the client get 
from us? 

“

“We developed and conducted a 
comprehensive design study to solve 
the problems of our client.

Value:

The threshold of price elasticity was 
defined.

Specific recommendations were 
provided for:

Additionally, hypotheses about the 
importance of price as a stimulating 
factor for different categories of 
customers were checked. 

As a result, METRO received 
recommendations from us on how 
to retain their customer base and 
about critical drivers for the growth 
of their customer base.

Pricing and categories;

Risks of outflow of consumers 
when prices change for specific 
products;

The perception of the brand and 
the structure of the loyalty of the 
customer base.


