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Introduction 

An enterprise can only be commercially successful if it succeeds in satisfying customers' needs thus 
resulting in repeated sales for its products or continuous demand for its services. An effective and 
efficient customer satisfaction management programme can be regarded as an important measure for 
maintaining existing customers and for winning new customers.  
 
Material and Methods 

Two diploma thesis carried out in 2006 at the University of Applied Sciences of Weihenstephan identified 
the needs, behaviour and motives of customers at different types of selling places for horticultural 
products. In addition differences between the Austrian and Bavarian customer structures in retail trade 
with horticultural products were extracted. A total of more than 1,500 customers of 25 different purchase 
outlets for horticultural products were asked about their purchase behaviours and their satisfaction with 
the performance of individual retail businesses in the two surveys. In order to get an adaptable analysis of 
the satisfaction rate, several categories of relevant buying criteria have to be evaluated by the customers. 
The criteria are representing the assortment and price policy of the retailers as well as the interaction with 
the customer and the design of the location. Since the scales of the two surveys were adjusted a direct 
comparison of the data sets can be accomplished. Furthermore, by including the assessment of the 
individual importance of the upraised buying criteria it is possible to calculate and compare the ‚global 
satisfaction’ in the different retailing shops. 
 
Results 

Managing customer satisfaction in horticultural firms can only be effective if meaningful retail 
performance indicators can be determined. Customer satisfaction significantly differs between garden 
centres, horticultural retail stores and DIY-stores and also between the Austrian and Bavarian customers 
of horticultural retail shops. 
In general the level of the satisfaction values of the different categories in the Austrian traditional 
gardening stores is higher than in the Bavarian comparable enterprises except in the categories ‘Plant 
quality’ and ‘Special offers’. The evaluation of the traditional gardening retail stores is evidently better 
compared to DIY-stores and garden centres in both countries, especially in the categories ‘Plant quality’, 
‘Assortment’, ‘Quality of consulting’ and the location design criteria. Only for the attribute ‘Special 
offering and activities’ there are advantages for the DIY-stores and garden centres. Concerning the 
attributes ‘Advertising and information’ and the ‘Price-performance-ration’ the satisfaction levels are 
quite equal - two categories, which are regarded in general as advantages for the non-traditional retail 
sector. 
The offsetting of all requested satisfaction values linked with their stated importance levels to a ‘global 
satisfaction indicator’ shows a high standard for all analysed retail types but also the discrepancy between 
the different distribution channels in the two countries. The value of 1.685 for the Austrian horticultural 
retail shops (for 1.000 is ‘very satisfied’ and 4.000 is ‘unsatisfied’) shows a marginal difference to the 
Bavarian traditional retailers (1.695). For the garden centres and DIY-stores the values for the ‘global 
satisfaction’ decrease considerably (1.816 and 1.838). 
 
Conclusion 

The customers of traditional horticulture retail stores were much more satisfied both in Austria and in 
Bavaria than the customers of DIY-stores and garden centres. Only ‘Special offers and events’ got a 
higher satisfaction rate in DIY-stores and garden centres compared to traditional gardening retail stores. 
The lead of the gardening retail stores particularly results from excellent consumer assessments of the 
plant quality and a better consultation of the employees. With the help of a calculated 'global satisfaction 
index' the value at the customers could be pointed out for all enterprises which have taken part in the 
survey. 


