
 
 
 
 
 

Consumer Expectations and Tendency for Food Retailing in Turkey:  

The Case of Supermarket  

 
 
 
 
 

Asst. Prof. M.Goksel AKPINAR1       
mgoksel@akdeniz.edu.tr 

 
 

Dr. Mevlut GUL2 
mgul@ziraat.sdu.edu.tr 

 
 

Asst. Prof. Erdal DAGISTAN3 
dagistan@mku.edu.tr 

 
 

Asst. Prof. Handan AKCAOZ1 

hvurus@akdeniz.edu.tr 
 
 

Dr. Besir KOC4 
besirkoc@yyu.edu.tr 

 
 
 
 
 

                                                 
1 Akdeniz University, Faculty of Agriculture, Department of Agricultural Economics, 07070- Antalya/TURKEY 
 
2 Suleyman Demirel University, Faculty of Agriculture,Department of Agricultural Economics,Isparta/TURKEY 
 
3 Mustafa Kemal University, Faculty of Agriculture, Department of Agricultural Economics, Hatay /TURKEY 
 
4 Yuzuncuyıl University, Faculty of Agriculture, Department of Agricultural Economics, Van /TURKEY 
 



Consumer Expectations and Tendency for Food Retailing in Turkey:  

The Case of Supermarket 

 
M.G. AKPINAR1       M. GUL2      E. DAGISTAN3      H. AKCAOZ1        B. KOC4 

 
 
Abstract: In this study, consumer expectations and tendencies in food retailing industry were 
examined. In the research, 400 consumers were selected by using random sampling in urban 
districts of Antalya. Consumers were interviewed with face to face survey technique to 
complete the questionnaire. According to results, consumer demand regarding to modern 
retailers concentrate on economic prices and promotion advantages, modern and hygienic 
store conditions, and easy availability of needed products and brands. The most important 
trends in the modern retailer preference on consumer markets include preferring nearest store 
to household location, and directing to different sales points for economic shopping. 
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1. INTRODUCTION 
Retailing shows a progress parallel to technological and social changes (German and 

Leed, 1992). Change in the consumers’ behavior is one of the major sources of improvement 
in retailing field and it reflects changes in demographic cycle, economic and social structure 
(Yurdakul and Koc, 1997). Achievement in a retail market, which develops towards more 
selective, well-informed and sensitive consumer portfolio, is directly related to accurate 
perception of the consumer needs and meeting their expectations (Boone and Kurtz, 1998) 
with high level of satisfaction (Kotler and Armstrong, 2003). As costs of acquiring new 
customers and keeping existing consumers are gradually rising. Therefore, retailers, 
recognizing need for different strategies, focus on evaluating customer behaviors from a 
multidimensional perspective. Learning the reasoning and ratio of consumers’ preference of 
the supply channels and preempting the market tendency for future forecast are topic that 
retail management considers seriously. 

Transition from traditional retailing to modern retailing (organized, professional, 
institutionalized) in Turkish retailing sector closely affects the society and the whole 
economy. In retailing sector which has nearly USD 137 billion global turnover, the largest 
portion belongs to food retailing sector with USD 72.3 billion sales value and 52,8% share. 
The portion of modern retailing sector, which covers hypermarket, supermarket and local 
chains, shows an upward trend with its level of USD 16 billion in food retailing sector.  
Especially in the recent five years, there has been a remarkable rise in the number of 
supermarkets and discount stores in Turkey. Currently, supermarkets have reached a 24.2% 
market share (AMPD, 2007). Antalya, the tourism center of Turkey, is one of the potential 
cities that several national and international retailing firms functioning in Turkey focused on. 
Especially, entrance of international retailer groups to Antalya and increased market 
penetration of national and local chain stores received attention in recent years. Increasing 
density and variety of stores makes competition stronger between firms, enriching consumers’ 
options for shopping. Increased presence of chains also, affects customers’ demands.  
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The main purpose of marketing is to meet and satisfy needs of targeted customers. In 
this perspective, at the “customer behaviors” stage taking place in the marketing management 
concept, it is examined how individuals, groups, and organizations make choices, purchasing 
decision made, the purchased goods and services utilized in order to satisfy their needs 
(Kotler, 1997). 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 preferences 
(Martin & Peel 2002). 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 expectation and value (Acuner, 2005). 

According to theory of customer, store reputation and distance of store are two 
important factors to get customers (Meulenberg, 1993). The factors that affect the store 
reputation are pricing policy, quality and differentiation of products, customer services and 
store atmosphere. Therefore, customer satisfaction and perception depend on the factors like 
quality and price of products, easiness, and services (Dawson, 1993). The review of the retail 
and service quality literatures and the findings from a qualitative study conducted by the 
authors reveal that service quality in retail companies adopting the commercial format of 
supermarkets has a four factor structure (physical aspects, reliability, personal interaction and 
policies) (Vázquez et al., 2001).  

The research question for this study is ‘What kind of services do consumers require 
from supermarket management in the process providing better satisfaction?’ The main 
purpose of this research is to search about the customer expectations’ from supermarket 
management and tendencies towards modern retailer markets in Antalya province.  

 
2. MATERIAL AND METHOD 

The main material of this study is based on the original data obtained from the 
questionnaires applied by face-to-face survey with households in the center of Antalya 
province. In addition, relevant literature is also used. Sample number sufficient for the 
representation of the research is considered as 400 questionnaires with 95 % confidence 
interval and 5 % margin of error. The below formula was used to find the adequate sample 
size representing the efficiency of the study. In the study P (the rate of customers shopping 
from supermarkets) and Q (the rate of customers who are not shopping from supermarkets) 
values are accepted as 0.50 so as to achieve maximum sample volume (Collins, 1986); 

 
( ) ( )[ ] 22 /102.01 eqpbtn ××−×+=    

     (1) 
n : Sample size 
t : t value at 95% significant level (1.96) 
b : Sampling stage (b=1 since one stage sampling technique used.) 
P : Probability of having success   (%50) 
Q : Probability of not having success  %50 (q=1-p) 
e : Error term (5%) 

 
Since b = 1 Equation 1 becomes 

( ) qpetn ××= 2/  
Using this formula, sample size is,  



( ) ( )50.050.005.0/96.1 2 ××=n  
 

 
Figure 1. The Study Area, Antalya Region of Turkey 
 
Questionnaire forms developed and tested according to the aim of research are applied 

to the consumers who reside in the center of Antalya province, who shop from national and 
local supermarket chains and who are chosen by simple random sampling method. Encoding 
and transferring the questionnaire data of computer environment and analysis and evaluation 
of these data are made with SPSS 9.0 for Windows.  

 
 
3. RESEARCH RESULTS 

3.1. Consumer Profiles  
Consumer is the most important variable for marketing that can not be controlled. That 

is why consumers are affected by environmental factors and the scope of the effect can not be 
determined a priori (Islamoglu, 2000). The changes in purchasing patterns and attitude 
differentiation in market segments require using different tools towards different consumer 
groups. At this point, demographic and economic data about the target consumers becomes 
directive in marketing strategies. Profiles of the samples contributing to the survey are 
represented with some indicators. 

In this study, 52% of participants were female, and 48% of them were male. Age 
group between 20 and 30 constituted 29.5 % of sample, 27.0 % of the sample was between 
31-40 ages, 28.0 % of them were between 41-50 years old. 15.5 % of the sample had an age 
over 50. Married participants in terms of marital status dominated the survey with 74.5 %, 
singles and divorced people came second and third with 21.5 % and 4.0 %, respectively. 40.6 
% of samples were high school graduates, and 29.3 % of them were college graduates and 
highest education level represented with 3.8 %. In the study, consumers with lowest education 
level represented with 15.5 %. Profession, one of the major criteria, affects consumption and 
purchasing patterns. One out of every 5 person was working in private sector. Percentage of 
public-sector workers were 12.3%, the second important profession group self-employed and 
housewives represented 18.1% and 18.8%, respectively.  

Target consumer’s profile for modern retailers is evaluated on an income-spending 
axis. It was found that major part at the consumers earn between 500-1.500 YTL/month. In 
this study, monthly consumption to the modern retailer from consumer budget was between 
101-300 YTL/month, consumers with the lowest income level spend less than 101 
YTL/month at modern retailer stores. And they account 13.1% of total sample size. 

On the other hand, 14% of the consumers have monthly income higher than 2.000 
YTL, The percentage of consumers who has supermarket expenditures over 400 YTL is 



determined as 12 %. As it is seen, as wages increase, the expenses at modern retailers also 
increases absolutely but at a decreasing rate. 
 

Table 1. Consumer (Sample) Profiles 

 n=400 %  %  % 
 
Gender: 
Female 
Male 
  
Age: 
20-30 
31-40 
41-50 
51+ 
 
Marital Status: 
Single 
Married 
Divorced/Widowed 

 
 

52.0 
48.0 

 
 

29.5 
27.0 
28.0 
15.5 

 
 

21.5 
74.5 
  4.0 

 
Education Level: 
Primary school 
Secondary school 
High school 
University 
Master-Doctorate 
 
Occupation: 
Public employee 
Private employee 
Tradesman 
Self employed 
Retired  
Housewife 

 
 

15.5 
10.8 
40.6 
29.3 
  3.8 

 
   
12.3 
21.6 
15.2 
18.1 
14.0 
18.8 

 
Income (YTL/month): 
<501  
501-1000  
1001-1500  
1501-2000  
2000<  
 
Expenses at supermarket  
(YTL/month): 
<101 
101-200 
201-300 
301-400 

  400< 

 
  
 9.5 
33.5 
28.3 
14.7 
14.0 
 
   
 
13.1 
29.1 
30.7 
15.1 
12.0 
 

 

3.2. Consumer Expectations Regarding Modern Retailers 

Shopping and consumption are one of the main activities in our lives. Shopping is not 
just an activity to meet our physiological needs but also determines our lifestyles (Schiffman 
and Kanuk, 2000). Retailers’ preference levels in food purchasing change according to the 
product categories and sub-product groups. The share of modern retailers like super and 
hypermarkets that offer many advantages to consumers like collective shopping has been 
increasing in food marketing. Product portfolio being purchased from modern retailers both 
change in the supply chains and according to market segments. Similarly, the targeted 
customers of stores, portfolios and ordering of preferences diverge within the market 
segments. In this scope, consumers’ demand for modern retailers in the retail market was 
studied. 

Consumer expectations could be related to the performance of organized retail chains 
from the point of modern retailing. According to the findings, two-third of the consumers 
demands shopping at more appropriate prices and advantages level. In other words, there is a 
customer dissatisfaction regarding high price level, inadequacy of discounts and promotional 
activities of modern retailers. The withdrawn result is there is high customer sensitivity on 
modern retailer selection. 

Half of the consumers expect to go shopping in modern and hygienic stores. A third 
expectation is related with the availability of products and valued brands. Each three of four 
interviewees declared that the desired products and brands need to be placed in the store 
shelves. 15.8 % of consumers require employment of educated, well-informed and attentive 
sales agents.  

Another important factor is the times spend in the cash registers process. In other 
words, 10 % of consumers desire spending less time to pay at cashiers. Consumer demand a 
new store located in close neighborhood constitute 18.5 % of the participants. In the study, the 
demand on improvement in parking possibilities and improvement of after-sale services is at 
very low percentages (Graphic 1). 
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             Graphic 1. Consumer Expectation at Super-Hypermarkets  
(Note: Multiple Responses Accepted) 

 
*1: Reasonable prices, promotion and discount 
  2: Modern and clean stores, quality products 
  3: Availability of demanded brand 
  4: Educated, informed and attentive sales person 
  5: Reduction in time spend in cashier queues 
  6: Better labeled 
  7: New store opened in the close neighborhood 
  8: Increasing availability of service quality–consumers focused serving 
  9: Costumer satisfaction after sales (packaging, service etc.) 
10: Increasing availability of parking lands 

 
3.3 Consumers Tendencies in Modern Retailer Preferences 

Retailing sector is improving from little independent stores to modern store chains. In 
this process, the rivalry between traditional and modern retailers is focused on modern retail 
formats (Lowry, 1997). In retailing sector, because of the decline in difference between 
performances of organized retailers, consumers started to perceive most stores to have the 
same quality (Hyde and Davidson, 1985). As the difference of quality perception decreases, it 
is seen that chain stores focus on competition based on prices which led consumers to be 
sensitive to the prices rather than demonstrating loyalty to the stores. Capturing attention and 
interest of costumers, who get thousands of messages in a day, has become harder. Especially 
in store formation, retailers display many similarities about color, size, style, shape and 
product brand portfolio. Strategies centered on being able to be different are getting important 
everyday. With the adoption of the term “the essence of marketing is to be different”, 
organized retail chains are in the search of having a conceived brand concept, satisfying 
costumer in hand with services, and attracting new costumers. Costumers, also turn towards 
the stores selling the best value and providing better services. 

According to the findings, costumers differentiate markets from each other on the 
basis of economical variables. 51.8 % of costumers signify that economical criterion is the 



most important factor that differs among the stores. General price level, sequence of sales 
with discounts, product portfolio, brands and advantages offered to consumer’s payment 
possibilities could be interpreted as primary causes of consumer preference. Another 
important criterion is the timely presentation of goods in store. In other words, 20.8 % of 
consumers think that an important factor that makes the store more preferable is the advantage 
of time consumption. Especially, distance of the store, location, transportation conditions, 
parking possibilities and cash register process affect to time spent in stores. Sensitivity of 
costumers towards physical conditions of markets is also high (20.2 %). Every one person out 
of five thinks that a retailer with more product option and brand portfolio has a difference in 
the market. Percentage of consumers that think physical aspect of shopping, such as, 
atmosphere of stores, quality of service, and communication ability of the staff has primary 
importance on store preference is 7.2% (Graphic 2). 
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Graphic 2. Consumer Criteria to Differentiate Chain Store   

 
Costumer’s trend regarding retailer preference is important for the new and current 

investment strategies. Especially to improve new concepts, information about customer 
tendencies and preferences is very important.  

Based on results, the most important trend in modern retailer market is the tendency to 
prefer stores closer to the customer. The second most important trend, with 34.4 %, is to 
desire to do more economic shopping. In addition, the two important trends about 
supermarket preference of consumers could attributed to “proximity and being economical”. 
On the other hand, 14.4 % of the costumers prefer retailers that are in more central areas. 11.6 
% of consumer prefers bigger places, like mega stores, for shopping. Small sized 
supermarkets are preferred by 2.3 % of consumers (Graphic 3). 
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Graphic 3. Consumer Trends to Choose Chain Stores 
 

4. CONCLUSIONS  

This research examined consumers’ tendencies and expectations from retailers, 
specifically from supermarkets. Data was collected from urban districts of Antalya. In general 
consumers’ expectations from retailers are economical prices, hygienic store atmosphere and 
quality products and availability of products and desirable brands. Consumers’ decisions are 
based on economic shopping and minimizing the time spent in the stores. However, location 
of stores to potential costumers is also another important criterion for shopping preferences.  

The process of improvement of customer satisfaction and loyalty in food retailing is 
closely related with the rapid and objective detection of problems of retailing and 
performance in correcting these problems. It is understood that among alternative supply 
channels, sales points that provide more satisfactory services are more likely to be preferred.   

Reasoning for economic focus of consumer tendencies and expectations towards 
services provided in supermarkets can be related with life standards and economic conditions 
of consumers. Also consumer sensitivity about factors of the time concepts related with 
women participation in life and regarding shopping time reduction requirements.  

As a final result, in modern retailing, price-product category-human resource 
management is important to increase productivity and penetration to the market. It is also 
important to respect customer sensitivity towards hygienic product and store conditions in 
today’s world, where food security is gaining importance. 
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