THE IMPLICATIONS OF SELF-SERVICE PRACTICES ON THE OPERATIONAL EFFICACY OF SUPERMARKETS
ABSTRACT
The purpose of this project is to examine the impacts of self service on the performance of supermarkets.  The study is divided into five chapters. In chapter one the impacts was introduced and a narrative meaning of self service and other key elements included in the topic were discussed. It went further to state the problem to be studies and why this study was being carried out, that is the purpose, the significance of the study, scope of the study, the hypothesis to be tested and the Definition of terms. Chapter two examined all other studies carried out on similar topic and their relevance to this study. There were mostly references, quotes adequate statements made by other authors who had handled similar topics. Chapter three dealt with the major part of the project which involves the method used in collecting relevant data, research instrument used, the population and the sample size. It also dealt on how the questionnaire were distributed and treatment of data. Chapter four dealt with the presentation, analysis and interpretation of data collected in chapter three, it also went further to test the hypothesis in chapter one. Finally, in chapter five, a conclusion of the whole findings was drawn and appropriate recommendations made for possible implementation. However, this study was not done without lapses and on this very platform, suggestions and further studies were sort. 
[bookmark: _GoBack]It as found that consumer have positive perception of self service; many of them prefer it because they use it as opportunity to select goods without interference. The study revealed that supermarkets that adopt self-services strategy perform better than their counterparts that do not adopt self service strategy. I also made some recommendations in chapter five. Such recommendations. Were that supermarket operators should train their employees on areas like customer service and public relations. Supermarket operations should also improve on the ways they display their goods since attractive display attract consumers to make purchase. Finally, I recommend that supermarket should be mare self service orientated since the advantages of this strategy has been shown. 


CHAPTER ONE 
INTRODUCTION 
1.1 BACKGROUND OF THE STUDY 
Prior to the advent of colonial influence, the practice of marketing in the Nigerian region primarily revolved around the utilisation of a barter system. In light of the ever-evolving nature of contemporary society and the increasingly intricate landscape of business operations, there has emerged a pressing demand for sophisticated marketing methodologies, including those applicable to the realm of supermarkets. 
The prevailing ideology or school of thought that has permeated cognition and propelled strategic choices and behaviours within the realm of marketing is none other than the marketing concepts. In essence, this notion posits that the paramount objective of any business endeavour is to prioritise the contentment and gratification of the consumer. This paradigm shift elevated the consumer to a position of utmost importance, assuming the role of a sovereign ruler, thereby becoming the focal point of all marketing endeavours. The majority of supermarkets employ this particular concept in conducting research within their establishments. 
This study aims to examine the impact of self-service and consumer satisfaction on the purchasing behaviour within Cyril supermarket. 
I shall also endeavour to scrutinise whether the perpetual failure and closure of numerous supermarkets in Nigeria can be attributed to a dearth in consumer contentment. 
Another aspect worthy of examination pertains to the supermarket proprietor in the context of economic variables, including elevated inflation rates, evolving customer tastes and preferences, buyer conduct, fierce market rivalry, and the rapid pace of economic transformation within Nigeria. 
In correlation with the aforementioned, individuals involved in the realm of supermarket commerce are faced with a multitude of choices that must be made in order to achieve prosperity in their enterprise. It is imperative to ensure the comprehensive execution of decisions, leaving no room for any potential gaps in implementation. Decisions of this nature encompass the discernment of the specific product assortment to be procured, the rationale behind its procurement, and the strategic determination of the optimal location for the establishment. Decisions of such nature necessitate a comprehensive analysis of the stocks to be undertaken. The supermarket industry presents itself as a formidable and precarious venture, thereby encompassing both a formidable challenge and a substantial risk. 
A supermarket that fails to acknowledge the veracity concealed beneath its outward appearance must bear responsibility for the eventual emergence of a calamitous event. 
Hence, in light of the fiercely competitive landscape of supermarkets, diverse marketing strategies are employed to garner the patronage of customers, encompassing self-service options.           
Therefore, the principal objective of this investigation is to examine the ramifications of self-service on the operational efficacy of supermarkets.
1.2 STATEMENT OF PROBLEM 
Presently, the number of corporate supermarkets operating in Abakaliki metropolis has increased tremendously, but has it resulted to a more effective and efficient rendering of service to customers? 
The underlying problem here is not just rendering of service but rendering them to make customers feel they are recognized. 
Traditional, customers are known to shop in the supermarket where they are most convenient. The convenient is derived from wide range of goods displayed in the shop, which make it possible for the customer to have easy access to the goods he wants to buy. 
A lot of challenges now face the corporate supermarkets to improve on their sales performance. One of such challenges is how well customers are being treated. 
The problems encountered from self service include shrinkage and deterioration of product because of customers handling. 
Survival of the fittest is now going on in corporate supermarket especially in Abakaliki urban. Were more supermarkets are spreading up and old ones expanding. For the fittest to survive they must employ those managements skill responsible for identifying, anticipating and satisfying customers which are at the fore-front of the corporate thinking while the techniques permit the concept to be successfully implemented.  
Recognizing the above attributes there exist some unsalted issues about self service in supermarkets. These are: 
1. That self service is not only a determinant factor in attracting customer to a particular supermarket. 
2. That other marketing activities or services like low prices, discounts, delivery, guarantees, credit, display contribute more to sales volume than self service operations. 
3. That the general arrangement of supermarket scare some customers who prefer to shops in the local markets. The consistence of customers handling of product deteriorate the quality of such products. 
 		Hence, it is very pertinent to carryout a research to verify how far the variables mentioned above affect self service strategy in supermarkets.    
1.3 OBJECTIVES OF THE STUDY 
The objectives of this study are as follows: 
1. To find out whether customers actually prefer self service strategy to the traditional haggling system. 
2. To determine whether self service strategy leads to increase in sales volume. 
3. To determine whether supermarket perform better than shops that do not adopt self service strategy. 
4. To determine whether supermarket in Abakaliki offer the same dynamic service as the foreign ones. 		
1.4 HYPOTHESIS 
The following hypothesis will be tested. 
Ho:	Consumers have no positive perception of self service offered by Cyril supermarket. 
Hi:	Consumers have positive perception of self service offered by Cyril supermarket. 
Ho:	Self service strategy adopted by Cyril supermarket does not impact positively on the sales volume of the shop. 
Hi:	Self service strategy adopted by Cyril supermarket impact positively on the sales volume of the shop.  
1.6	SIGNIFICANCE OF THE STUDY 
	It is a truism that in any field of human endeavour, improvement are achieved by learning about what people do, why they do them, with what impacts (negatively or positively) and if there is need for adjustment. The impact of self service on the sales performance of Cyril supermarket is no exception. 
	The findings of this study shall be useful in the successful marketing of goods and services by supermarkets that are involved. 
	The finding will also be of immense beneficial as a sources of knowledge to proprietors of supermarkets since not much work has been done in equating the amount of self service done in supermarket and the financial seduces achieve. 
	Usage of self service as a sales strategy has helped Cyril supermarket proprietors know to a certain extent the reasons behinds the rejection or acceptance of self service offered to their customers which ginger them towards satisfied or unsatisfied financial needs. 
	The benefit also extend to academicians and customers. The academicians will benefit because it will widen their horizon of knowledge regarding the motivating factors behind self service as the sales strategy of some particular supermarkets. 
This study is a complex, multidimensional one. It will add to the existing stock of knowledge in administrative science and literature  as regards self service in supermarkets to meet up with the trend of changes in marketing society. 
The researcher reason for embarking on this study is to help managers to know areas where there is need for improvement on the performance of supermarket in Ebonyi state and equally suggest ways for improvement. It shall also spot high the benefit of self service in the performance of supermarket. 
Moreover, the researcher will benefit immensely from embarking on the study due to the knowledge he will acquire from embarking in the project wrk. 
1.6	SCOPE OF THE STUDY 
The scope of this study is in all supermarket in Nigeria with Cyril supermarket as a case study. 
1.7	DEFINITION OF TERMS 
The following terms used in this study should be taken to mean the following. 
Marketing 
Marketing is a societal process by which individuals and groups obtain what they need and want through creating, offering and freely exchanging, products and service of value with others. (Kotler 2002: 9). 
Product 
A product is something that is viewed a being capable of satisfying needs and wants. 
Services
	Services is any act or performance that one party can offer to another that is essentially intangible and does not result in the ownership of anything. (Kotler 2002: 444). 

CHAPTER TWO 
LITERATURE REVIEW 
2.1 OVERVIEW OF SUPERMARKET 
A supermarket according to Kotler (2000: 536) is relatively large, low cost, low-margin high volume, self service operation designed to serve total needs for food, laundry and house hold products. 
Ifezue (1990: 93) also noted that supermarket is a large scale departmentalized retailing institution which offers a relatively wide variety and complete stock of merchandize (which includes fresh meats produce, diary products and groceries) supplement by a variety of convenience non food merchandise, featuring price appeal and some parking space. He explained that supermarkets earn an operating profit of about 1% their sales and 10% on their net worth. He pointed out that despite strong competition from new and innovative competitor like superstores and discount stores supermarkets remain frequently shopped type of retail business. 
It I important to note that the above descriptions given to supermarkets are often found in developed world and urban centers. However, what is branded a supermarket from the perspective of the developing world rural context may be very far from this. It may be better llied a mini shop. 
Moreover, Nwokoye (1998: 136) also believed that supermarket is a retail outlet that sells food items. It is like the food section in a retail store. Based on these definition, it could be right believed that the important of a supermarket cannot be over emphasized. It is generally believed by many authors and people that supermarkets sales more item at relatively low prices. And perform marketing function of providing time, place and possess in utilities to consumers at a reasonable price. 
There are other views expressed by other authors, Stapleton (1999; 101) for instance, gave divergent view in his definition instead of emphasizing on either merchandizing variety of minimum sales turn over, he defined supermarket on the area of store premises. He defined this a self service store more than 2000 square feed with a minimum of 2 to 3 check out points that specialize in the reported selling of goods that are advertised national and for which thee is a high regular demand.                 
Ifeze observed that there is no universally accepted definition of a supermarket. He said that some people refer to supermarket as a type of retail institution usually found in the grocery field in which most of stores are in the food field but through some carry drugs and woman appeal.
2.2 MODE OF OPERATION OF SUPERMARKET 
According to Kotler and Armstrong (2001: 478) They noted that supermarkets are large scale stores that carries a wide variety of food, louadary and household products. 
This means that supermarkets are usually operate on large scale buying from manufacturers or wholesaler who enjoy both cash and trade discount attached to bulk buying. 
Supermarket goods are neatly displayed on the counters for easy accessibility by the customers, windom displays are also done cash register and basket are provided while attendants are always at customers service. There is no room for haggling. The shop attendant helps the customer with the information they might need at the end of shopping. The goods in the basket are machined by the cashier and payment is made. To guard against pilfering the customers are made to show their receipt to the security men at the next door. 
The significant feature of a supermarket outlet as outlined by Aual and Eliezerrow (1999; 89) are as follows: 
1. Quantity        
2. Service 
3. Price 
4. Promotion 
5. Trading stamp 
6. Information 
Ifezue (1990: 93) enumerated the following importance of supermarkets. 
1) Bulk purchase: They can afford to buyer merchandise in large lots, which makes it possible for them to buy directly from manufacturers. Hence taking advantages of large scale buying. 
2) Self service: The fact of self service  implies that supermarket proprietors/retailer usually employ fewer service persons than retailer in other fields. Self service in the supermarket is the process in which customer walk into the store and choose the bread of goods they want. 
3) Variety Assortment: Merchandising is typically of supermarkets and it commonly carried five or ten times the number of individual items ground in the ordinary grocery stores.   
4) Higher average sales: Resulting from large numbers of merchandising items, mass display and quantity pricing. 
5) Lack of credit facilities: Suggest that losses due to bad debts can be avoided. 
6) With: They offer wide variety and complete stock of merchandise. 
Kalo (1990: 33 – 36) did a little survey towards an improved supermarket merchandising Nigeria. 
The study is probably the most recent study on the subject. The researcher made use of sample size of twenty five (25) supermarkets selet from various parts of Nigeria. the study among other things found out that the most important identified goal of a supermarket is to provide the buying public with the finest goods and services available and that the management of some supermarkets do not understand fully their merchandising strategies. 
Most of the time, the strategies are not well participated. There is a merchandising trend of increasing percentage of non food items in the total inventory carried by supermarkets in the country. The supermarket do not give much consideration to the needs and wants of the buying public while formulating their merchandising strategies, complaints frequently launched to the supermarket according to the customers were no prices, quantity of commodities, poor customer service and arrogant sales clerks.          
The findings may have been a different thing if a larger sample size was used. 
2.3 LOCATION OF SUPERMARKET 
Kotler (1989:46) said “supermarket most be carefully located near the greatest number of potential customers because of the importance of shopper convenience in store patronage. 
Brand (1992: 24) discussed in details the characteristics of layout of a supermarket from the customers point of view. To Brand what should influence the arrangement of the supermarket interior are the needs and expectations of the customer. Generally customers want an attractive place to shop in they require convenience of crowing. 
Planning the location of a modern supermarket is influenced by several factors. Adequate to Gillepie (1997: 47) stressed the importance of good location for a retail outlet like a supermarket. The location of a supermarket depends on its customers. What world be a primary spot for a self – service supervisor might be a poor one for a gift shop. He said that not minding size and type of customers, the following are the basic requirement in planning the location of a supermarket. 
· The location must be easy to reach by a sufficient number of customers who will buy the merchandise that is for sale. 
· The location must be economic in terms of cost, compared with sales volume.
· The location must be in a suitable shopping convincement.
The location must be easy to reach by sufficient number of customers who will like to buy the merchandise. It must be visible and should not be in a remote area where the customers would be put in great effort in order o buy goods that the supermarket carries. 
Therefore, the location of the store would be reach with all amount of case. This mean that the supermarket must be easily accessible. 
He further recommended that the supermarket management should choose a good trading area. It must be large as to have enough potential customer to make a store profitable to the owner and satisfactory to the customers. 
2.4 IMPACT OF PROMOTION ON SUPERMARKET 
Adiriak (1992: 62) defined promotion as one of the component of the marketing mix used by an organisation to inform, educate and persuade the market regarding the company’s offering.             
Generally promotion is a marketing too which seeks to inform and influence the target market to accept the company’s product this creating a relationship between the company and the market. 
Fulmer (1999: 10) identified the importance of promotion as follows: 
· To provide information: The First task of any promotion programme then is to provide information or communication and idea. 
· To create demand: Creating demand for the product is the objective of the information provided. 
· Development of repeat purchase buying through price off package or through coupons or special offer. 
As written by Ebue (1995: 182) sales promotion is that something extra that can arouse interest create a buying desire, spark an immediate reaction from customers middlemen or company’s sales force. He stated that sales promotion can be directed to consumers with such tools as (couponing, premiums, sample refunds price off, contest, demonstrations). Trade or dealer promotion with tools is/free goods, merchandise allowance, corporative adverts dealers contests/such other tools as (sales contest, special bonus, sales meeting are used for sales force promotions). 
The objective of sales promotion was identified by Ebue (1987: 8) journal of market as:       
· Shop and buy: This is to build that trail among non used and to create in the consumers the desire to purchase. 
· Buy bigger: Persuading customers to use the product and purchase of large quantity. 
· Repeat purchase: Persuading customers to return again. 
In regarding to the past, Nichel (1998: 21) said advertising, personal selling, public relations, publicity and sales promotion were only weres is the elements in the promotional strategies but today. It has becomes more aware of the fact that everything in individual or organisation does or say has promotional impact. 
Adirika, Ebue and Nnolim (1996: 88) stated that advertising is any paid from of non personal presentation medium. These mass media-radio, television, newspapers, magazine, outdoor displays (such as posters and signs) direct mail have the power to reach large number of target audience with a message. 
Advertising can be use by supermarket institution, with the aim of creating image and also increasing sales by informing the general public about the existence of the establishment (supermarket outlet). Advertisement placed by supermarkets in the newspapers and magazines are example of this. 
Adiriak, Ebue and Nnolim (1996: 164 – 165) postulate that personal selling is usually considered as the last bus – stop in the total promotional journey. Personal selling promotion is flexible and be tailored to the individual needs and behaviour of each customer with personal selling, customers reaction to a particular sales massage can be discovered and necessary adjustments made right to the spots. Moreover, personal selling is the intelligence machinery of a company (a company has an opportunity to receive feed back). 
Corey (1994: 25) views publicity as any news worthy information that is disseminated by the medias without charge to the sponsor. Usually publicity is solicited by the store. The appeal of publicity is based on distinct qualities. High creditability, off guards, dramatization. 
In the word of Nnolim (1994: 32) promotion is an important function through which markets communicate to information consumers and persuade the intended target market an all spects of what the firm has to offer in the area of need and wants satisfying product and services. The objective eventually is to get consumer to be favour of those products and services. 
2.5 MARKETING STRATEGIES
The term strategy is “militaristic”. It denotes a situation of war. In the commercial world the supermarkets and such other groups are in a war situation. As they try to compete each out of operation striving to create a monopolistic market this makes the competition militaristic.
Kotler (1990: 272) defined marketing strategy as a consistent, appropriate and feasible set of principles through which a company hopes to achieve its long run customer and profit objective in a competitive environment. 
The marketing strategies of a supermarket will take several factors into account. It has to take cognizance of her competitive size and position within the market. The resources objective and policies of the supermarket will be taken into account. Also to be considered is the buying behaviour of the target market. It should also consider seriously the marketing strategy of other supermarket around the same area and the general character of the economy.
Many managers of supermarkets are without any marketing experience. As such application of marketing strategies are virtually non existence where they tired to apply it, it is wrongly applied. They do not employ the services of trained markets to plan and execute the marketing strategies for them, since they do not know the strategy to apply and where they apply wrongly what they think they know, they detest the application of marketing strategy. The result is that they surrender the growth of their business to fate. 
In Nigeria, the alcoholic, food and beverage market is a good example where a firm cannot have a well articulated strategic defensive imitative to curb the incessant activities of ricers and challengers.                         
According to Okorie (1998: 27) in a study carried out in Nsukka Local government area he concluded that the problem of supermarket operation lies on the poor adoption of marketing strategies, lack of research and non-monitoring of changes in the environment.  
When the above conclusion is taking into consideration by supermarket managers it will help improve supermarkets operations. They should study their environment by using the swop analysis so as not to be brought down by their competitors. 
Good location is also one of the major strategies for improve supermarket operations. If the supermarkets are well located, they will make great sale due to increase in patronage. The supermarket should be accessible for good out reach. 
Kotle (1995: 231), noted that in any business however, there is nothing more important than to price a company set for its goods. A supermarket should set an attractive price for its item in order to attract more customers. This price setting is also another strategy use in attracting customers. 
2.6 MANAGEMENT OF SUPERMARKET 
Markins (1998: 210) pointed out that the primary responsibility of supermarket management is to develop and implement sound merchandising strategies. The supermarket management must develop comprehensive plan, which would enable the store to complete and operate effectively within its competitive environment. 
He said that the success or failure of a supermarket is to a large extent determine buy product – merchandised food lines. 
He stressed the combination of devices available to supermarket which will enable the firm to seek its desired objectives. 
He said that they could generally be found within give broad categories. 
1. Promotion policies and tactics  
2. Price policies or appeals 
3. Product policies 
4. Buying policies
5. Location. 
He pointed out some stores will attempt to maximize their competitive advantages through the five categories.    
2.7 THE NEED FOR SELF SERVICES IN THE PERFORMANCE OF SUPERMARKET 
This was the view of Duncan and Philip in their book retailing principles and method (1999: 108). 
General speaking, stores arranged on self service plan have encouraged circulation of customers and minimize congestion in customer traffic. 
Commenting further on this, they argued that self service stores seek to main or terlines, and easiness. There is nothing like customer traffic in supermarket because they are not waiting for the sales clerk to come and bring goods for them. 
It is on serve yourself basis and supermarket are arranged in a way that it is easy for every customer to walk around it without obstructions. 
They remarked that: 
	Many customers prefer self service because it enable them to examine merchandise in a leisurely and minute manner and to make selection upon their basis of their own judgment.
	Duncan and Philip (1998: 109) argues that self service helps customers to examine the goods very well and choose  that right product. it is good for customers to select the goods they want because it gives then the opportunity to make the right judgment. If the sales clerk had given it to them. they may not be able to look at it very well on getting to the house to use it, they recognize that it is not good, or inferior and this may lead to what we call cognitive dissonance. According to Women Wear Daily January 1, 1999. 
	When customers serve themselves there is a reduction in customer’s service. Few people are required to assist customers in serving themselves, selling expenses are therefore reduced and personal problems are minimized. Women wear daily showed that self – service helps in the profitability of supermarkets because it reduces selling expenses in that few sales people are require customer complaints about salespeople not being polite is reduced because they serve themselves. 
	David Wiggly (1990: 211) outlined some of the advantages of self services as follows: 
1. Self service arrangement make possible larger and better displays merchandise which in turn contributes to greater sales. 
2. Arrangement of a store on a self service plan brings recognition on the part of customer that management is alert and we bring development in merchandising        
3. Provision of more detailed receipt and generated valuable data. 
2.8	SALE PERFORMANCE INDICATED IN SUPERMARKETS 
	Okere (1995: 317) noted that customers have unique influence on the achievement of the organizational objectives. A customer is a sales clerk of a supermarket. A sale performance of Cyril super clearly depdns on effective and honest performance of all customers, and how the sales clerk and manager treat the customer. 
	Some analysts have described the supermarket as a departmentalized retail store that tell more in a variety of merchandise and in which the self service plays the major role. Supermarket have made satisfactory profit due to self service and quantity goods carried. Self service helps to reduce labour cost which we add to the profit. 
	Supermarkets are also upgrading their facilities and services to attract more customers, more expensive location, better architecture, delivery and even child care centers.  
	Okeke (1995: 319) also maintained that supermarkets managers are increasing their promotional strategy in order to sale more brands of goods such magazine, books, etc. which aim at maximizing profit. 
2.9	SELF SERVICE OPERATION AND ITS ATTENDANCE PROBLEM 
	Kotler and Armstrong (2001: 473) in their book “principles of marketing” maintained that self service retailers serve customer who are willing to perform their own “locate – compare-select” process to save money. Self service is the basis of all discount operations and is typically used by sellers of convenience goods (such as supermarket) and national branded fast moving shopping goods (such as best buy or service merchandise). 
	Despite the benefit derived from self service operation, there as been some problems of self-service operations identified by Duncan and Philip (1999: 110). In their views, some stores have such a large volume of business that during the much periods, it might be inconveniences for shop attendant to check customers that serve themselves, in this process, Pilferage takes place, merchandise is damaged, customers fatigues results and customer’s time is invoiced. 
	Moreover, where a supermarket is not properly arrangement it might be not be possible for all the shoppers to cart purchase to check-out points. 
	Pelly Bangart (1998: 151) in his own consideration outlined the following reasons that made check out to fail. 
1. It was inadequate to handle efficiently the large number of transaction on peaks bays. 
2. The high fashion level of much merchandise. 
3. The large share of “big ticket” items. 
Self service will depend mainly on the continued willingness of customers to serve themselves in return for savings they realize on their purchase improvement in fixture, display and package designs. The conviction of retail store management that these methods afford excellent opportunities to increase sales reduce expense, and alleviate some of their problem in the existing profit success. 

CHAPTER THREE 
RESEARCH METHODOLOGY 
3.1	SOURCES OF DATA 
	In carrying out this research, both primary and secondary sources of information were use of, but more of the primary source because of factorial nature of the research. 
PRIMARY DATA 
	The study adopted the use of primary data collected through the use of questionnaire and personal interviews. 
	The questionnaire was constructed with reference to the hypothesis given in chapter one. This questionnaire was administered to all literature  member who could read and comprehend, while the same questionnaire was read and interpreted to the illiterates who could neither read nor comprehend the questions. 
SECONDARY DATA 
	Secondary data for this study were obtained from the following sources: 
1. Textbooks comprising various disciplines like marketing, management and economics. 
2. Various Nigeria dailies like 
a. Business times 
b. Business concord 
c. Financial times 
d. Articles from other daily newspapers.       
Enugu state university of science and technology, Enugu, University of Nigeria, Enugu campus. Enugu state Ministry of Trade and Commerce (Marketing Board). 
3.2	RESEARCH INSTRUMENT 	
	In order to provide the study with enough relevant information, the research instrument adopted consist mainly of questionnaire designed in such a way that they provided adequate search into self – service system. 
3.3	QUESTIONNAIRE DESIGN 
	The questionnaire design for the research was made to accommodate the opinion of customers who actually made purchase at the supermarket. The design of the questionnaire administered was done using the following principles. 
a) Multiple choice questions: Respondents under this method were allowed to choose from the alternatives provided and not to make any further suggestions. The alternatives in the questionnaire however ranged from two to five options. The respondents were allowed to pick only of these answer provided. The advantages of  this multiple choice questions is that respondents were exposed to the score field of study and were helped to understand more of what they were doing and it was all about. 
b) Dichotomous questions: This is where the respondent is being presented with Yes or No types of questions. The use of dichotomous question done not give room for much basis answered questionnaire.   
Similarly, the whole questions were organized in logical sequences, beginning with introductory question that are simple to understand towards more difficult and mind searching questions pertaining to self service strategy.     
3.4	POPULATION OF STUDY 
	The population for this study was made up of customers and staff of the supermarket used as a case study. The areas where most of the customers that shop at the supermarket were interviewed were divided into two zones for easier and better representatives. The zones include. 
a. Ogoja road area (Ogoja road, New – Market raod, Givining Road, all in Abakaliki) with a population of one hundred and fifty people 150). 
b. New Layout areas (water – works road, Udemeuz street, liberty street, Abuolowo Street) with a population of one hundred and seven people (107). 
3.5	SAMPLE SIZE 
	According to the words of Anderson and Celdich in a business course in statistics, population ordinary occupy territory, this territory may be subdivided into smaller areas, cash precisely containing a small number of total population within each randomly selected areas where it is possible either to interview all persons or to prepare a list and then randomly sample people. 
	Furthermore, as far as it is known today, this sample procedure effectively solves the problem of random sampling. 
	To this end, every customer in the chosen area of study is automatically a member of the population in as much as he or she has once made a purchase from the supermarket that cover the areas. When no list or flame of ultimate unit to sample exist, the population of the area of study as ascertained from the statistics divisions, ministry of finance and economic planning, Abakaliki was based on late 70’s figures on which in actual fact, is not appropriate for this research. This the researcher conducted a pilot survey at ‘fstima park” as sampling center.            
	In the course of the exercise, 70 respondents accepted the fact that self – service strategy brings about customers satisfaction by allowing them to pick the products they want without undue influence from sellers, and this attracts customers patronage which in turn effect the survey while the remaining 30 respondent went against the idea representing 30%. 
	In view of this, the researcher applied the following “Topman’s” formular to determine the number of the sample size to be used for this population. 
Topman’s formula 
When 	n 	=	(Z)2 
		(e)2 (p) (1 – P)
	n	=	the designed sample size 
	z	=	confidence limit of 1.9% 
	p	=	probability of sources 	= -7 
   (1 – P) 	=	probability of failures 	= 30% 
	e	=	error margin 		= 0.05 
	
	n	=	(Z)2
	(e)2 (p) (1 – P)
=	(1.96)2 (-7) (-3)
		 (0.05)2
	=	3.8416  x –21 	=	8066736 
		      0.0025 			 0.0025
=	322 
3.6	SAMPLE SIZE FOR STAFF AND ARRANGEMENT  
	The researcher interviewed five members of the staff of Cyril supermarket Abakaliki. Those interviewed were the manager and another four members of the staff. Questionnaire were given out to them which they fill by ticking Yes or No in the appropriate space provided for that. 
3.7	QUESTIONNAIRE DISTRIBUTION AND COLLECTION 
	A total number of 317 questionnaire were distributed to all categories of customers in the two zones mapped out by the researcher, also 5 questionnaire were sent to the staff of the supermarket, this made the total number to rise to 3222 questionnaire designed and distributed.
	The distribution and collection of the questionnaire in the two zones are shown in the table below. 
Table 3.1 
	Distribution and collection of questionnaire in the zones are: 
	Respondent areas/zones 
	No of ques. Distributed 
	No of Ques. Returned 
	% of no returned 
	No of ques. Not returned 
	% of not returned 

	Ogoja road 
	159
	150
	47%
	9
	3%

	New layout 
	158
	107
	33%
	51
	16%

	Total 
	317
	257
	80%
	60
	19%


     	
Meanwhile, 5 questionnaire were sent to the members of staff and managers bring the number of questionnaire to 322. 
3.8	TREATMENT OF DATA 
	In this research, the researcher will use the following statistical methods in analyzing the questionnaire from the primary sources of data. 
1. Simple percentage (%) method 
2. Pie –chart graphical method 
3. Bar-chart graphical method 
In the hypothesis testing, the researcher wishes to test 911 three (3) hypothesis using the statistical tool of pie-chart and percentage method of analysis for testing the hypothesis formulated. 
3.9	LIMITATION OF STUDY 
	This study is a crucial and complete one and is limited to an investment on the impact of self-service on the sales performance of Cyril supermarket. 
Time constraint
	The researcher had not unlimited time for himself. During this period, he was expected to attend lectures, with other papers, test himself in other areas and also prepare for examination. 
	There were few journals and books in the libraries consulted by the researcher. The researcher has to make use of them. The limitation place on final years student by institution authority allowing them only one day in a week for research had a bearing on this study. 
	Another factor was the non-regular presence, on the part of supermarket’s proprietors/mangers to answer oral questions at time of need and those needed to fill up the questionnaire were relevant in filling up the questionnaire.        
  
  

CHAPTER FOUR 
PRESENTATION ANALYSIS AND INTERPRETATION OF DATA 
4.1	DATA ANALYSIS 
	The analysis of data in this research will help the researcher to extract every relevant and meaningful information from the collected data and in addition serve as an instrument for proving the hypothesis under study. 
	The researcher designed questionnaire to find out from consumers, the impacts of self service on the sales performance of supermarkets. 
	However, analysis was carried out on the number of questionnaire distributed and the number that were returned to the researcher. 
	Analysis on the number of questionnaire distributed and the number returned. 
	Respondent areas/zones 
	No of ques. Distributed 
	No of Ques. Returned 
	No of ques. Not returned 
	% of no returned 
	% of not returned 

	Ogoja road 
	159
	150
	9
	47%
	3%

	New layout 
	158
	107
	51
	33%
	16%

	MGT/Staff 
	5
	5
	-
	2%
	

	Total 
	322
	262
	60
	82%
	16%



PERCENTAGE OF RETURNED QUESTIONNAIRE 
Ogoja Road Areas      	 
150 x 100 	
322	1 	=	47%
New layout areas 
107 x 100 	
322	1 	=	33%
MGT & Staff 
  5   x 100 	
322	1 	=	2%
PERCENTAGE OF QUESTIONNAIRE NOT RETURNED 
Ogoja Road Areas      	 
 9   x 100 	
322	1 	=	3%
New layout areas 
  51   x 100 	
322	1 	=	16%
Also analysis was carried out on those very questions that have direct connection with the topic and the hypothesis stated  in chapter one of this research. 
The questionnaire tried to find out whether consumers actually buy from the big supermarkets question one (1). 
Do you buy goods from big supermarket? The response gather was shown in the able below. 
Table 4.1 
	Response as to whether consumers buy from Big supermarkets. 
	Options 
	No of response 
	% of response 

	Yes 
	246 
	94%

	No 
	16
	6%

	Total 
	262
	100%


	  
Percentage of response 
	246 x 100 
	262      1 	=	94%
	15   x 100 
	262      1 	=	6%
	From the table 4,1, the survey showed that 246 or 94% of the respondents strongly agreed that they buy from the big supermarkets, 16 or 6% of the respondent indicated that they do not buy from big supermarkets. the reasons they gave included that the arrangement in the store are too formal for their likely. Secondly, the products in the shelves all have price tags and as such do not given them right to haggle. 
	This data has also been represented in pie chart below so as to make the analysis more concise. 
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Consumers who buy from supermarket 



Consumer who do not buy from supermarket 









Fig 4.1 pie chart depicting the response of the respondent as to whether they buy from supermarket or not.   
Option 	A 	246 x 360 
			262	1	=	3380
Option 	B 	16 x 360 
			262	1	=	220
	The researcher also tried to find out whether consumers select goods personally from shelves without interference from the shop attendants. 
Table 4.2 
	Response as to whether consumer select goods/items without interference 
	Options 
	No of response 
	% of response 

	Yes 
	134
	51%

	No 
	128
	49%

	Total 
	262
	100%


	  
Percentage of response 
Yes	134 x 100 
	262      1 	=	51%
No	128  x 100 
	262      1 	=	49%

	The findings of questions (2) as analyzed on table 4.2 reveal that out of 262 respondent that buy from big supermarket 134 representing 51% declared that they choose and select goods without interference from shop attendants, while 128 representation 49% declared that they are influence due to interference from the shop attendants. 
	The above analysis has shown that the interference has hindered on which self service is based on. And this in turn causes consumers dissonance. 
	The researcher also went further to find out how often the consumers buy from big supermarkets. Thus question (3) was asked on this. How often do you buy from supermarkets? 
	The result gathered was shown in the table 4.3 
Consumers response on how often they buy from supermarkets. 
	Options/Available  
	No of response 
	% of response 

	Very often 
	162
	62%

	Often 
	79
	30%

	Seldom 
	21
	85%

	Total 
	262
	100%


	  
	The finding of question (3) as analyzed in table 4.3 show that out of 262 respondents rerecorded, 162 representing 62% declared that very often they do buy while, 79 of the respondents in their own case declared that often they do buy while 21 respondents declared that they seldom buy from supermarket but also they do their buying from the local markets. 
In order to know the view of respondents concerning self service system, in violation to other buying techniques, question 4 was asked as this ‘as you have been buying from supermarket and other retail outlets, what is your perception of self service strategy”. 
The response gathered was shown in the table 4.4 
Table 4.4 
	Consumers response on their perception of self service strategy. 
	Options/Available  
	No of response 
	% of response 

	Positive 
	207
	79%

	Negative 
	21
	8%

	Neutral 
	31
	13%

	Total 
	262
	100%



	The finding of question (4) as anslysed on table 4.4 showed that out of a total 262 respondents recorded, 207 represent approximately 79% have positive perception of self service strategy, while 34 representing 13% of the respondents have a neutral view of the concept. On the other hand, 21 representing 8% of the respondents indicated  extremely that they do not like self service strategy. 
	On the whole, the majority number of those who have a positive perception means that the strategy was an acceptable concept in the retail outlet, which proved why self service is spreading readily also over the place. Consequently, in order to find out how respondents feel after buying from self service store, hence, question (5) was asked as thus. 
	“Are you more satisfied when you choose and select goods from supermarkets than buying from market”? 
	The response gathered is shown in the table below table 4.5 
Response as to whether consumers are satisfied after buying from self service stores. 
	Options/Available  
	No of response 
	% of response 

	Always 
	165
	63%

	Not always 
	71
	27%

	Not at all 
	26
	10%

	Total 
	262
	100%


     
Percentage of response 
A	=	Always 	=	165 x 100 
					262     1	=	63%
B	=	Not Always 	=	71 x 100 
					262     1	=	27%
C	=	Not at all  	=	26 x 100 
					262     1	=	10%
   	From the findings in question (4) it was noticed from the table 4.5 that 165 or 63% are always satisfied when ever they make purchase from self – service store. While 71 representing 27% indicated that they are not always satisfied while 16 representing 10% indicated that not at all are they satisfied after buying from self service stores. 
	According to them, this consumer dissonance sters from under influence, interference, high price etc to further analysis the impact of self service strategy  on consumers, question (5) was asked which stated as follows: 
	How do you like the fact, that you choose and select goods yourself in supermarkets. Therefore to this question is shown in the table below. 
Table 4.6 
	Response as to how much consumer liked the fact that they choose and select goods themselves. 
	Options/Available  
	No of response 
	% of response 

	High Always 
	178
	68%

	Average 
	63
	24%

	Low 
	21
	8%

	Total 
	262
	100%


    
Percentage of response 
A	=	High 	 	=	178 x 100 
					262     1	=	68%
B	=	Average  	=	63 x 100 
					262     1	=	24%
C	=	low	  	=	21 x 100 
					262     1	=	8%
	Valuably, it was noticed from the table 178 consumers or 68% will continue to patronize self service stores, while 63 consumers representing 24% declared discordance on self – service system and were not satisfied on other things that linge it success. The remaining 21 respondents representing 8% were not rightly satisfied on self-service system. 
	To further analyse the impact of self service on the purchase of goods from big supermarkets questionnaire were also sent to owners of supermarket for better understanding and detailed analysis of the research. Thus, question (6) on part two of questionnaire was as follows: “How does the fact that customers choose and select goods themselves effect their purchase in your stall?       
	The response gathered was analysed in the table below. 
Table 4.7 
	Response as to impact of self service strategy on supermarkets. 
	Options/Available  
	No of response 
	% of response 

	Very high 
	87
	37%

	High 
	81
	31%

	Average 
	63
	24%

	Low 
	13
	5%

	Very low 
	8
	3%

	Total 
	262
	100%


     
Percentage of response 
A	=	very high 	=	97 x 100 
					262     1	=	37%
B	=	high 	 	=	81 x 100 
					262     1	=	31%
C	=	average   	=	63 x 100 
					262     1	=	24%
D	=	low 	 	=	13 x 100 
					262     1	=	5%

E	=	very low   	=	  8   x 100 
					262     1	=	3%
	From the finding on question (6) it was noticed from table (4.7) that self service system big supermarkets. This data has also been represented in pie chart so as to make the analysis more concise. 
Very high 
High 
Average 
Very low 
Low 
1130
1120
860
180
110







    


Fig 4.2 pie chart depicting the response on the impacts of selecting and choosing from stall levies 

Option 	A 	97 x 360 
			262     1	=	1330
Option 	B 	81 x 360 
			262     1	=	1120   
Option 	C 	63 x 360 
			262     1	=	870
Option 	D 	8 x 360 
			262     1	=	110
Option 	E 	13 x 360 
			262     1	=	180
     	Consequently, to find out whether self service system has an impact on other sales policies, the following question (7) was asked “in choosing and selecting goods personally by customers in your stall in self service the basic strategy on which good stall sales policy are linged.
	The table below showed the analysis of the result gathered. 
Table 4.8 
	Response as to whether self service strategy affect other sale policies. 
	Options 
	No of response 
	% of response 

	Yes 
	10
	4%

	No 
	252
	96%

	Total 
	262
	100%


	  
Percentage of response 
A 	Yes 	10 x 100 
		262      1 	=	4%
B 	No 	252   x 100 
	262      1 	=	96%
	From the table 4.8 there was no doubt self strategy is well accepted and improved the sales performance of supermarkets. The insignificant no of those who said ‘No’ may have aroused because they do not actually understand cannot differentiate the impacts of self service system from other sales policies. 
	To find out actually low they benefited from self service, question (8) was asked as thus. 
	How do you benefit from self service. the response gathered was analyzed in the table below. 
Table 4.8 
	Response as to the extent shop benefit as a result of self service utilization. 
     
	Options
	No of response 
	% of response 

	Very high 
	89
	34%

	High 
	84
	32%

	Moderately 
	79
	30%

	Low 
	10
	4%

	Total 
	262
	100%


     
Percentage of response 
A	=	very high 	=	89 x 100 
					262     1	=	34%
B	=	high 	 	=	84 x 100 
					262     1	=	32%
C	=	Moderately  	=	79 x 100 
					262     1	=	30%
D	=	low 	 	=	10 x 100 
					262     1	=	4%
	The researcher ascertained from the finding analysed in table 4.8 that supermarkets benefit very high. 
	Also some respondents said that the staffs benefits high representing 84 or 32% while others declared that the staffs benefit moderately high 15 I result of self service system 79 response representing 30% declared that the staff benefit low as a result of self service strategy. 
	The following question intends to find out if there was correction between self service and sales volumes. 
	Question (9) was asked as thus:	To what extent does self – service contribute to increase in your sales volume?
	The response gathered in the table below. 
Table 4.9 
	Response as to extent self service contribute to increase in sales volume. 
	Option
	No of response 
	% of response 

	To great extent 
	194
	74%

	To a moderate extent 
	52
	20%

	No contribution at all 
	16
	6%

	Total 
	262
	100%


     
Percentage of response 
A	=	to a great extent 	=	194 x 100 
						262     1	=	74%
B	=	to a moderate extent =	52 x 100 
						262     1	=	20%
C	=	no contribution at all =	16 x 100 						262     1	=	6%
	The findings of question (9) as analysed on table 4.9 shows that out of a total of 262 respondents recoded, 194 contributed very high to sales volumes. 
	While 52 or 20% of the respondents indicated that self service moderately contribute to sales volume while remaining 16 representing 6% of the respondent did not agree that self service made any contribution at all. In order to find out if self service concept of non –interference of customers is practice by store owners, question (10) was put a follows. “Do customers select and choose all the goods they want without any interference from anybody in your store”.  
	The response  gathered is show in the table below 

Table 4.10. 
	Response as to whether customers select and choose goods without interference. 
	Options 
	No of response 
	% of response 

	Yes 
	149
	57%

	No 
	113
	43%

	Total 
	262
	100%


	  
Percentage of response 
A 	Yes 	149 x 100 
		262      1 	=	57%
B 	No 	113  x 100 
	262      1 	=	43%
	The researcher ascertained from the finding analyzed in table 4.10 that customers were not disturbed when making their purchase, rather they are supervised or aided when called to do son. Those who attested to this totaled 149 respondents representing 57% on the other hand, 113 representing 43% declared that customer were distributed and or influence when making their purchase. Consequently, to find out whether those store that are self serviced service profitable than those that do not. 
	The following question (11) was asked to the respondents. 
What is your response to the fact that self service store do better than those that do not? The response gathered is show in the table below. 
Table 4.11 
	Response as to whether self service stores do better than other variety store. 
	Option
	No of response 
	% of response 

	Excellent customer service 
	52
	20%

	Freedom of choice and selection 
	68
	26%

	Low price offered 
	47
	18%

	All of the above 
	94
	36%

	Total 
	262
	100%


     
Percentage of response 
Excellent customer service 	=	52 x 100 
						262     1	=	20%
freedom of choice and selection  =	68 x 100 
						262     1	=	26%
low prices offered 			 =	42 x 100 
						262     1	=	18%
all of the above 			 =	94 x 100 
						262     1	=	36%
	The finding of question (11) as anlaysed on table 4.11 shows that out of 262 respondents recorded, 52 representing 20% of the respondents declared that it was due to excellent customer services that self service store service, while 52 or 20% indicated that it was solely freedom of choice and selection that make self service profitability than those who do not practice the strategy.    
	On the other hand 47 respondent or 18% declared that low price offers in absence of other cost incurring contributed to profitable survival of self service store, while the remaining 94 respondents or 36% strongly affirmed that it was as a result of the above variables that make self service system a unique and profitable strategy, that make those stores who practices it survive more than those who do not.    

Note: 
	The formular used in calculating the percentage of response of he relevant question selected relations to the researcher topic in the questionnaire are as follows. 

4.2	TESTING OF HYPOTHESIS 
	Hypothesis One 
Step I 	Ho: 	Consumers have no positive perception of self service 
offered by Cyril supermarket. 
		Hi: 	Consumers have positive perception of self service 
offered by Cyril supermarket.
Step II: 	The level of significance is given as 5% error and 95% 
confidence. 
Step III: 	The degree of freedom is given as K – 1 = 4 – 1 = 3. 
Step IV: 	The test statistics is 
		X2 	=	(O – E)2
				    E 
Step V: 	Critical value X2 = 7.37776 
Step VI: 	Computation of the test statistics. 
	Alternative response 
	Observed frequency 
	Expected frequency 

	Strongly agree 
	85
	65.5

	Agree 
	82
	65.5

	Strongly disagree 
	43
	65.5

	Disagree 
	52
	65.5

	Total 
	262
	262


 
X2 	=	(85 - 65.5)2 + (82 - 65.5)2 + (43 - 65.5)2 + (52 - 65.5)2
		   65.5		        65.5                 65.5  		    65.5
	=	5.80 + 4.15 + 7.72 + 2.78 
X2 	=	20.45 
Comparing calculated chi- square (X2)  with critical value 
7.37776 	20.45
DECISION 
	Since the calculated chi- square (X2)  is greater than the critical value, the null hypothesis was rejected. We therefore conclude that consumers have positive perception of self service offered by Cyril supermarket. 
Hypothesis Two 
Step I 	Ho: 	Self service strategy adopted by Cyril supermarket does 
not impact positively on the sales volume of the shop.  
 	Hi: 	Self service strategy adopted by Cyril supermarket 
impact positively on the sales volume of the shop.  
Step II: 	The level of significance is given as 5% error and 95% 
confidence. 
Step III: 	The degree of freedom is given as K – 1 = 4 – 1 = 3. 
Step IV: 	The test statistics is 
		X2 	=	(O – E)2
				    E 
Step V: 	Critical value X2 = 7.37776 
Step VI: 	Computation of the test statistics. 
	Alternative response 
	Observed frequency 
	Expected frequency 

	Strongly agree 
	75
	65.5

	Agree 
	92
	65.5

	Strongly disagree 
	55
	65.5

	Disagree 
	40
	65.5

	Total 
	262
	262


X2 	=	(75 - 65.5)2 + (92 - 65.5)2 + (55 - 65.5)2 + (40 - 65.5)2
		   65.5		        65.5                 65.5  		    65.5
	=	1.37 + 10.72+ 1.68 + 9.92
X2 	=	23.69
Comparing calculated chi- square (X2)  with critical value 
7.37776 	23.69
DECISION 
	Since the critical value is less than the calculated chi- square (X2), the null hypothesis was rejected. We therefore conclude that self service strategy adopted by Cyril supermarket impact positively on the sales volume of the shop. 

CHAPTER FIVE 
SUMMARY OF FINDINGS, RECOMMENDATIONS AND CONCLUSION 
5.1 SUMMARY OF FINDINGS 
Through a careful systematic collection, recording analysis and reporting of data, contained in the various response of the consumers to whom the instrument applied on. Important revelation and observation has been made  regarding the impact of self service on the sales performance of supermarket. 
It has been reveal through analyzing questions in the questionnaire that consumers have positive perception of self service, the researcher found out that many customers prefer self service, because it enables them to examine merchandize before selection. More so, delay of customer at traffic are eliminated where there is self service oriented supermarket. 
Through the analysis of question 4, 7 and 12 the researcher was able to determine the relationship between self service and sales volume. This relationship is positive because self service stores sell their products at special prices, which increased customers patronage resulting in increase in sales volume. The ability of self service stores to sell at special price is due to the fact that cost of employing workers to do the service for the customers are eliminated. 
The relationship between self service and sales volume is most note from impulse buying, also the order and ease of purchase all add up to customers patronage.              
Above all, the researcher could also maintain that it was due to these considerations that supermarket operating the self service strategy do better than those that do not. The finding was revealed through the very high percentage of supermarket operators who attested to this, the freedom to select goods from the store without interference, availability of variety goods, special prices and impulse buying all account for customer patronage. The result is high turnover and increase profitability which enhance the growth and survival of  the supermarkets. Thus, customers self service has a relationship to the growth and survival of corporate supermarkets. 
5.2 RECOMMENDATION 
Since this study would be of immense benefit  to marketing firms, supermarket operators, policy makers and other who might like to make use of this work for better formulation of policies in their organisation. 
The writer wishes to make the following recommendations. 
1. Supermarket operators should identify the potential needs and wants of the buying, public and be able to use it as basic for formulating their merchandising strategies, like self service method, quality of commodities etc. 
2. Supermarket manager should recognizes the fact that consumers are kings and can buy from the supermarket or store, they feel they have met the conditions they want. So their policies should be flexible as to suit customers wants. 
3. Supermarket managers must develop comprehensive plan which would enable the store to complete and operate effectively in its environment. 
4. Supermarket managers should strive to portray a favourable image of their supermarkets and make it a point of duty to provide unique and qualitative service to suit customers purchasing habits. 
5. Corporate supermarket managers should train their employees on such areas as customers services, and also good public relation that will attract customers. 
6. Corporate supermarket managers should adopts proper display of their product on sale. This helps their customers to have easy access to the goods they want to buy 
7. Finally, I strongly recommend that all supermarket should be self service oriented because evidence has shown that supermarket operating self service are far better than those who do not. 
5.3 CONCLUSION 
What brings customers to supermarkets is actually to make purchase. Apart from other factors like high quality of goods, variety of items guarantees which are common to the consumers, self service strategy is still fairly now. Even where it is partially practiced, customers complain that they are still influence or not allowed to do their purchases by store operators. 
From the finding made, it is obvious that no matter how illiterate the consumer may be in respect of purchase situation, he or she still want not to be influence in the buying process. Hence, customers want free choice of picking items from the variety goods displayed, moreover, the less they influenced the less consumer dissonance and the more satisfaction gained. But certainly, supermarket operators/employee believe that influencing the customers will make them buy more items or picking other items, if wanted items are not in the store. 
Many store owners tend to forget the fact, that consumers dissonance is not good attribute to a particular shop or supermarket. Customers keep away from stores where such dissatisfaction arose from. 
Thus, store keeper should keep away from customers when picking their items especially where self service strategy is practiced. They can only assist the customers only when they are needed. 
This conclusion was drawn from the review of all the investigations and evidence collected through questionnaire and personal interview held. 
5.4	SUGGESTION FOR FURTHER STUDY                
	Due to the limitation listed in chapter one of this study the researcher could not conduct a more detailed and comprehensive study on this topic. Self service concept just like any other business concept adopted in Nigeria, still required buying system. Therefore, the researcher recommends a more detailed study. Therefore, the researcher recommends that a more detailed and comprehensive study be conducted on this topic. 
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QUESTIONNAIRE FOR CUSTOMERS
	Please complete this questionnaire by ticking (   ) in the appropriate  column for each.  
1.	Sex: 	(a)	Male 	[	]	(b) 	Female 	[	]
2.	Education qualification: 
	a) 	WAEC 	[	]	(b) 	NCE 	[	]
	c) 	BSc		[	]	(d) 	BA	[	]
3.	Do you buy foods from big supermarket? 
	a) 	Yes 	[	]	(b) 	No 	[	] 
4.	If your answer to No 3 above is yes. Do you choose and select goods personally from shelves without interference from the shop attendants? 
	a) 	Yes 	[	]	(b) 	No 	[	]  	
5.	How often do you buy from supermarkets? 
	a)	Very often 	[	]	(b) Often 	[	]	
	c)	Seldom 	[	] 
6.	As you have been buying from supermarkets and other retail outlets, what is your perception of self service system? 
	a) 	Positive 	[	]	(b) 	Negative 	[	]
	c)	Neutral 	[	] 
7.	Are you satisfied when you choose and select goods from supermarkets than buying from local markets? 
	a) 	Yes 	[	]	(b) 	No 	[	]
8.	How do you like the fact that you choose and select goods yourself in supermarket? 
	a) 	Satisfied 	[	]	(b) 	Not satisfied 	[	] 
9.	From your own observations, does supermarket perform better than other shops that do not operate self service strategy? 
	a) 	Yes 	[	]	(b) 	No 	[	]
QUESTIONNAIRE FOR MANAGEMENT AND STAFF 
1.	How does the fact that customers choose and select goods affect the purchase in your shop? 
	a) 	Very high 	[	]	(b) 	High  	[	]	
	c)	Average 	[	]	(d) 	low 	[	] 
	e) 	Very low 	[	] 
2.	In choosing and selection goods personally by customers in your shop, is it the basic strategy adopted by the management of your supermarket. 
	a) 	Yes 	[	]	(b) 	No 	[	] 
3.	Does self service strategy adopted by your supermarket impact positively on the profitability of your shop? 
    	a) 	Yes 	[	]	(b) 	No 	[	]
4.	If yes to question (3) above, to what extend does self service impact positively on the profitability of your shop? 
a) To a great extent [	]	b) To a moderate 	[	]
c) No contribution 	[	] 
5.	Do customers select and choose goods they want without any interference from anybody in your store. 
	a) 	Yes 	[	]	(b) 	No 	[	]
6.	Does the food store, spoil or deteriorate as a result of customers touching them always, whether they are buying or not? 
	a) 	Yes 	[	]	(b) 	No 	[	]
7.	If your answer to question (7) above is Yes, do you minimize this rate of handling them? 
	a) 	Yes 	[	]	(b) 	No 	[	]  
8.	If he question above is Yes, how do you intend accomplishing it? 
	a) Through posters	[	]	(b) other specify.................................  
9.	What is your response to the fact, that self service store perform better than shops that do not operate self service strategy. 
	a) 	Excellent customer services		[	]
	b)	Freedom of choice and selection 	[	] 
	c) 	Low price offered 				[	]
	d) 	All of the above 				[	]
10.	Do you agree to the view that the fact that customer select and choose goods themselves make the supermarket to survive?	
	a) 	Yes 	[	]	(b) 	No 	[	]  
11.	Does the fact that customers choose and select goods themselves in your store enhance their patronage. 
	a) 	Yes 	[	]	(b) 	No 	[	]
12.	If your answer to question (11) above is No, what is your opinion in regard to what make them patronize your store? 
	a)	Price of goods 		[	]	
	b) 	Availability of variety of goods 	[	] 
	c) 	High quality of goods 	[	] 
	d) 	Long hours of operation 	[	]
	e)	Good image of your shop	[	]
	f)	Others specify.............................................................
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