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Fast efficient service
Premises are clean, well cared for
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the maximum benefit from the data.
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What is the shopping behavior of my customers in Have food I like

supermarkets and convenience stores? 4. Total consumption repertoire:

*  Comprehensive measurement of all food

consumed, including beverages, snacks and Head Office: 401 Collins Street Melbourne VIC 3000

confectionery, meats, bakery and frui and Phone: +61 3 9629 6888 Fax: +61 3 9224 5387
vegetables. Includes food preferences such

as soups, bagels, health food, vegetarian,

How many of my customers go to cafes, hotels, or
restaurants (licensed or BYO) for a meal or a snack?

Who are my loyal customers, what else do they spend

Email: gst@roymorgan.com www.roymorgan.com
money on and how are they different from the rest?
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