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Monday, 20 April 2015 

‘The mighty South Aussies’ live up to their name in 
customer satisfaction stakes 

Rising prices, unclear food labelling, temperamental self-serve registers, trolley rage: 

supermarket shopping can be tough going for even the hardiest of grocery-buyers. And 

keeping customers satisfied amid challenges like these can be difficult for even the savviest 

of supermarkets. But one South Australian chain is currently showing the competition how 

it’s done: hands together for Foodland! 

Winner of the monthly Roy Morgan Customer Satisfaction Awards for January and February, 
Foodland has started the year on a high. In February, the supermarket achieved a 94% 
satisfaction rating, ahead of nearest rival (and winner of Supermarket of the Year for 2014) 
ALDI, at 92%.  

 

Coles came in third, satisfying just over 88% of its customers; followed by IGA and 
Woolworths/Safeway. 

 

Supermarket satisfaction: February 2015 

 
Source: Roy Morgan Single Source (Australia), September 2014-February 2015 (n=8,120). 

Not surprisingly, almost all of Foodland’s satisfied customers are from South Australia. Like all 
supermarkets measured in the Roy Morgan Customer Satisfaction Awards, the majority of its 
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customers are women – 96% of whom are satisfied with Foodland (compared with 92% of male 
customers).  

Satisfaction levels are also higher among female customers for IGA and Woolworths, while 
male customers are more satisfied than female shoppers with Coles and ALDI. 

Michele Levine, CEO, Roy Morgan Research, says: 

“Last week, we looked at the factors that Australians look for when choosing a 

supermarket. Whether a supermarket fulfils these criteria certainly contributes towards 

a customer’s overall satisfaction with their grocery-shopping experience. Foodland is 

clearly ticking a lot of boxes to achieve such an outstanding customer satisfaction 

rating. 

“Foodland is also setting an interesting example in light of the current debate about 

country-of-origin labelling for food: not only is 50% of their home-brand range produced 

in South Australia, but the remainder is Australian-made. With almost nine out of every 

10 Aussies saying they’d be more likely to buy food labelled ‘Made in Australia’, this is a 

savvy move on Foodland’s part. 

“There are more than 14 million main grocery buyers in Australia, and well over 8 

million of them are women. However, our data shows that female customers are not 

always the most satisfied: ALDI and Coles are currently scoring more brownie points 

with their male shoppers.  

“Updated every month, our Customer Satisfaction ratings are collected from Roy 

Morgan’s Single Source survey of approximately 50,000 Australians annually, the 

largest and most comprehensive survey of its kind in the world.” 

 

For comments or more information about Roy Morgan Research’s Customer Satisfaction 
and retail data, please contact: 

Vaishali Nagaratnam 
Office:  +61 (3) 9224 5309 
Vaishali.Nagaratnam@roymorgan.com 

Related research findings 

Find out more about the Roy Morgan Customer Satisfaction Awards. 

About Roy Morgan Research 

Roy Morgan Research is the largest independent Australian research company, with offices in each state 
of Australia, as well as in the United States and the United Kingdom. A full service research organisation 
specialising in omnibus and syndicated data, Roy Morgan Research has over 70 years’ experience in 
collecting objective, independent information on consumers. 

Margin of Error 

The margin of error to be allowed for in any estimate depends mainly on the number of interviews on 
which it is based. Margin of error gives indications of the likely range within which estimates would be 
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95% likely to fall, expressed as the number of percentage points above or below the actual estimate. 
Allowance for design effects (such as stratification and weighting) should be made as appropriate. 

Sample Size Percentage Estimate 

 40%-60% 25% or 75% 10% or 90% 5% or 95% 

5,000 ±1.4 ±1.2 ±0.8 ±0.6 

7,500 ±1.1 ±1.0 ±0.7 ±0.5 

10,000 ±1.0 ±0.9 ±0.6 ±0.4 

20,000 ±0.7 ±0.6 ±0.4 ±0.3 

50,000 ±0.4 ±0.4 ±0.3 ±0.2 
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