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		INTRODUCTION



INTRODUCTION 
Decathlon product is one of the largest sports retailers in the world, with more than 1,600 stores in 69 different countries and regions. With the business philosophy of gathering all sports together under one roof, it sells high-quality products at low prices via self-service. After entering the Taiwan market in the 1990s, it has grown into the largest sports retailer in Taiwan, with more than 10 branches in major cities. Due to the rapid growth of Taiwan Decathlon’s e-commerce business, answering customers’ emails has gradually brought challenges to the customer service team for specialists need to spend more time replying to emails instead of responding to customers’ immediate needs.

 OBJECTIVES
 According to the study conducted, the objectives are
 - To study customer’s satisfaction level for Decathlon products.
 - To analyse whether all variety of sports products are available as per customer preference         which increases customer’s satisfaction.
 - To study whether budget friendly products attract customers.
 - To analyse whether low pricing affect the quality of the products.
- To analyse the percentage of customers satisfied and dissatisfied with the products. 

SCOPE OF THE STUDY
 This study is conducted to find the perception of the customers who are using products from decathlon. It enables us to know what the customers are looking for and to know their feedback on the products. This study helps to find the perception and brand awareness level of the selected customers.




METHODOLOGY USED IN STUDY
Considering the nature of study and keeping in mind the time constraint the study has been conducted by collecting the primary data from the sample of 105 respondents have been selected by using convenient sampling method that represent the true of the population. The population of study was individuals residing all around the world.

SOURCE OF DATA
Data collection is one of the important tasks in research of the basis of collected data analysis is done upon which take effective decision. Data can be collected in two ways, primary data and secondary data.
Primary data
To obtain primary data through questionnaires
Secondary data
It is the data that have been collected from websites and other e-journals etc.
Tools for analysis
Data collected through Google form has been classified and tabulated for proper analysis. Charts and diagrams used are also made out of these classified data for easy understanding of the facts.
SIGNIFICANCE
Decathlon is one of the world’s leading sports companies which fathoms to shine as bright as it logo providing Pleasure of Sports at Affordable Price. Customers are mostly drawn towards decathlon because of its unbeatable prices. They usually price 15- 20% cheaper than the equivalent stocked by the rival sports direct.
 As decathlon is selling their own brands, they can set its own prices. Decathlon is an innovative brand with a high product-quality relation that increases the customer satisfaction to a maximum extent.


 LIMITATIONS
 - The lack of funding necessary to carry out a survey.
 - Insecurity limiting access to the population of concern.
 - It is difficult to collect survey from senior citizens due to their lack of knowledge to use internet.
 - People who have less awareness of sports is one of the main drawback.
 - The researcher found it difficult to collect response from the various respondents, and this almost hampered the success of this study, and another problem is that to complete the study within the given time bound.
 - Most respondent may reluctant in filing questionnaire administered to them due to their busy schedule and nature of their work.

 
 

















CHAPTER 2

REVIEW OF LITERATURE



 












2.1 INTRODUCTION
 A literature review is a type of academic writing that provides an overview of existing knowledge in a particular field of research. A good literature review summary, analyses, evaluates and synthesises the relevant literature within a particular field of research. Customer satisfaction is basically the judgment a consumer makes in relation to his/her sense of fulfilment related to his/her choices about the purchase and use of specific products and services. The concept of satisfaction emerging from past research shares three recurrent elements: the fact of being a response to an evaluation process; the fact that such a response depends on a specific focus and the fact that it depends on the specific timing in which such a response takes place.
  Namita Kapoor (2001), Sporting events come with huge opportunities for encouraging sports activities and the development of regions where these events are held. Brand awareness, as one of the fundamental dimensions of brand equity, is often considered to be a prerequisite of consumers' buying decision, as it represents the main factor for including a brand in the consideration set. Decathlon is one of the worlds' leading sports companies which fathoms to shine as bright as it logo Providing Pleasure of Sports at Affordable Price'. It has created an edge over its counterparts by being a force to reckon with in its domain of services ranging from sports to clothes and catering every sports' need. The crux of this report is to study the fundamental ways of marketing by Decathlon, understand consumer perception and give recommendations for the same.  
Prof. Dr. Muhammad Ehsan Malik (1992), Brand Awareness and brand loyalty have strong positive association with purchase intention. 
 Dr. Hsin Kuang Chi (2004), and brand loyalty for purchase intention are significantly positive effect, (b) perceived quality has a positive effect on brand loyalty (c) perceived quality will meditate the effects between brand awareness and purchase intention, and (d) brand loyalty will mediate the effects between brand awareness and purchase intention. 
Hennig-Thurau& Klee (1997), Customer satisfaction has a very strong influence on the competitiveness of the product and, therefore, on the company, so it is also necessary to examine customer satisfaction within the context of competitiveness. "Customer satisfaction 
with a company's products or services is often seen as the key to a company's success and long-term competitiveness" 
Zeenat Ismail et al (2012), The study was conducted in order to determine the consumer preferences of global brands instead of local ones. There are a number of factors affect the consumer purchase decisions. The results suggest that most important factors that influence a consumer's final decision are the price and quality of the product.
 Rishabh Singh Bharaj and Sheefali Gupta (2010), Brand name, price, store name/image, and country of origin have also been identified by researchers as extrinsic cues to (quality) perceptions.
Parasuraman et al., (1988), Service quality has been recognized as one of the major factors that influence the long-term profitability of an organization 
 Spiteri & Dion, (2004), "The literature identifies two types of satisfactions: transactional and overall (or cumulative) satisfaction"
 Wangenheim, (2003), Transactional customer satisfaction can be defined as evaluating a specific purchase after its implementation. Transactional satisfaction is short-term, is based on the evaluation of one purchase, is narrowly focused on the purchased product and is subjective within the aforementioned definition of customer satisfaction. It also applies to new customers who, however, focus on different attributes compared with customers with repeated experience of a product.
 Johnson & Fornell(1991), Cumulative customer satisfaction can be defined as the overall experience with the purchase, with a purchase, known as general satisfaction. Cumulative satisfaction can be understood as long term and is based on repeated purchase and on the customers overall experience with a product, including an evaluation of the selling or providing parties.
 Aaker, (1991), Perceived quality can be defined as the customer's perception of the overall quality or superiority of a product or service in terms of its intended purpose relative to the alternatives. The perceived quality (consumers' overall quality evaluation) is both the result of the expected quality and the experienced quality.
 Zeithaml, (1988), Customer perceived value can be defined as the result of the personal comparison between perceived overall benefits and perceived sacrifices or costs paid by the 

customer. The customer's perceived value represents an overall mental evaluation of particular goods or services.
 Dr. N. Chandrashekaran (2008), Investigated the wants of customer are carefully studied by conducting surveys on consumer behaviour. The study also helps to know various marketing variables such as price and product features. The study will help gain knowledge about the influences of consumer to prefer a particular brand and the problems faced by them using such brands.
 R. Nair Suja (2000), The success of the firm will be determined by how effective it has been in meeting the diverse customer needs and wants by treating each customer as unique and offering products and services to suit his/her needs.
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 3.1 THEORETICAL FRAMEWORK 

INTRODUCTION TO CUSTOMER SATISFACTION
 Decathlon is not focused on satisfaction, but rather, delighting the customer, the number one priority for the French brand, since its creation in 1976. We must always exceed our customers' expectations. Perceived service that exceeds expected service is the definition of customer success. 
CUSTOMER SATISFACTION
 Customer satisfaction consists of numerous factors that are important to stay on top of. Customer satisfaction is important because it determines many factors that impact your business. The first impact is whether someone will be a repeat customer. In addition, customer satisfaction has increased importance in the digital age with concern to what customers post online. 
The first step in improving the customer satisfaction is by understanding the factors that impact it, which is followed by learning how to act on those factors. The three major factors that affect modern customer satisfaction can be categorised as customer perceived quality, value, and service. By harnessing these factors, you are able to provide positive, consistent customer experiences and create true customer loyalty. 

FEW SUGGESTIONS TO IMPROVE CUSTOMER SATISFACTION
 • Offer customer feedback surveys
 • Train managers to handle dissatisfied customers
 • Incentivise the employees
 • Arm the employees with resource 
• Educate customers and provide answers
 • Make things easy to accomplish
 • Check out the competitors 

BENEFITS OF CUSTOMER SATISFACTION
 • AN INCREASE IN REVENUE
 Most buyers are willing to pay more for a great customer experience, which means happy customers will lead to more revenue. A satisfied customer turns into a repetitive customer for the company, which ultimately means higher revenue for company.
• AN INCREASE IN BRAND LOYALTY
 Customer satisfaction helps to build the reputation of a firm. Better satisfaction leads to better brand loyalty. A deeply satisfied customer means a lower churn rate, higher retention, and an increase in brand loyalty. The brand loyalty of one customer influences other customers to try the products of that particular company. 
• LESS NEGATIVE WORD OF MOUTH 
When brands fail their customers, word gets around quickly and can negatively affect brand reputation — that’s why it’s crucial to address every negative review with kindness and solutions. On the other side, if your customers are generally pleased, they’ll be more forgiving of a mistake here or there.
• MORE BRAND BUZZ
 Happy customers are a great resource for stimulating brand buzz. When the customers are ecstatic about a particular product/ brand, they won’t be able to stop themselves from singing praises. This means more positive reviews and more social media users bragging about the product/ brand.

  THE FOUR LEVELS OF CUSTOMER SATISFACTION:

 LEVEL ONE: MEETING CUSTOMER EXPECTATIONS
 The success of the firm lies in its ability to meet the expectations of the customers. This also helps to influences their loyalty towards that particular company. 
LEVEL TWO: SURPASSING CUSTOMER EXPECTATIONS
 A friendly and effective customer service that provides impromptu solutions, followed by regular feedback sessions helps to keep in check customer satisfaction and also to surpass the customer expectations in order to make them a regular customer of the company. Satisfaction for a customer means more than just subscribing to a company’s product.
 LEVEL THREE: DELIGHTING THE CUSTOMERS
 It is human tendency to fall for things that give them pamper and attention. The same principle goes for the customers too. Once they come and see the abode of love, respect, and dedication, the customers are assured to put a smile on their face. On the third level, a customer served here is indeed delighted.
 LEVEL FOUR : AMAZING THE CUSTOMERS
 In the final level, the major area of concern is to propel the business in financial ways. Some of the simple yet significant tactics include launching a revamped version of a product update that goes way beyond what they had expected. Freebies too are a great way to keep them amazed. Receiving regular customer feedback too is a good way to show them that you are listening and that their suggestions are truly welcome. This will aid in moving your business higher in the customer satisfaction hierarchy and strive to get more brand loyalty. 

INDUSTRY PROFILE
 Sports industry is a market in which people, activities, business and organisations involved in producing, facilitating, promoting or organising any activity, experience, or business enterprise focused on sports. It is the market in which businesses are products offered to its buyers are sports related and maybe goods, services, people, places or ideas.
 The donning and athletic products fabricating industry involves foundations basically occupied with assembling wearing and athletic merchandise, aside from attire and footwear. 
We've quite recently observed one of the greatest development time frames throughout the entire existence of the business, with development averaging at 4.3% since 2014. The sports business arrived at an estimation of almost US$488.5 billion of every 2018, is presently evaluated to be worth over $500 billion. The sports business is unbelievably assorted, enveloping any movement that gets salary from sports, including anything from TV appropriation, wellness, ticketing, wagering and promoting to sponsorship or product. 
The Business Research Company has quite recently discharged a broad research paper, investigating sports industry development from 2014 to now, and anticipating patterns for the coming two years. 

TRENDS IN INDUSTRY
 This industry incorporates organisations that make a differing exhibit of items for wellness and exercise, outdoors, angling, winter sports, for example, hockey, shooting, play area structures, and oceanic hardware, for example, pools. Organisations in the business run from little, specific organisations to broadened partnerships. What these organisations share, in any case, is the acknowledgment that brand reliability assumes a significant job in their prosperity. Canada is also home to R&D limit of significant hockey hardware producers. A few financial measures impact the market request in this industry. In the first place, donning and athletic merchandise are recreation items, and relaxation is essentially a matter of individual inclinations, subsequently showcase request is liable to changing tastes and well-known patterns. Moreover, the industry must go up against different businesses that additionally produce relaxation items, for example, music, books, and computer sports. At long last, monetary conditions, socioeconomics, climate conditions, and the estimating of substitute and reciprocal merchandise additionally influence advertise request.

ECONOMIC REVIEW 
The sporting and athletic goods manufacturing industry displayed sound growth in shipments, fuelled by enlarged domestic and export demand. Shipments expanded at a normal yearly pace of 7.3% since 2011, to a sum of $1.1 billion of every 2015. In a similar period, complete fares and evident household showcase expanded at normal yearly paces of 5.8% and 8.3% separately.
 Imports developed at yearly normal pace of 8.2% somewhere in the range of 2011 and 2015, surpassing change in sends out and bringing about an expanding negative exchange equalisation of $1.4 billion of every 2015. Somewhere in the range of 2010 and 2014, the complete number of foundations shrunk by around 9% or 27 foundations.

COMPETITORS OF DECATHLON
 1. Kitbag 
2. Early winters 
3. JD Sports

 KITBAG RETAIL SPORT INDUSTRY 
Kitbag Ltd. is a United Kingdom sports retailer. The organisation was bought by Fanatics Inc from Findel PLC in February 2016 for £11.5M, beforehand the organisation was bought by Findel PLC in October 2006 from European Home Retail plc. Kitbag Limited has the selective rights to work the authority online stores of Manchester United, Chelsea, Real Madrid, Everton, Celtic, Manchester City, Borussia Dortmund, British Lions (rugby), RFU (rugby), Le Tour, Wimbledon, Roland Garros, NBA, NFL, NHL, McLaren Motorsports, Formula 1 Store, Official TeamGB Olympic Store, Solheim Cup, Open Tour and European Golf Store. Kitbag runs a few retail locations in urban areas over the UK and UAE. 
Notwithstanding these on the web and retail locations, Kitbag runs the on the web and disconnected direct mailings/indexes, call focus tasks, and pick pack and dispatch package circulation and warehousing for sports organisations. It has also had involvement with running the official web retail destinations for different accomplices, for example, Nike, Reebok, Umbro, FIFA and UEFA through product understandings.
 Kitbag Ltd runs its own online sports store, with more than 10,000 sports items. The site is an authorised affiliate of football shirts, football boots and different sports clothing and hardware.

EARLY WINTERS 

Early Winters, Ltd. of Seattle, Washington, United States was established in 1972 by William S.Nicolai, who framed the organisation subsequent to making a tent called the Omnipotent. Early Winters was the main organisation to make and sell a buyer item made with Gore-Tex overlays created by W. L. Violence and Associates in Elk-ton, Maryland. The principal item made with Gore-Tex texture appeared in 1976 and was a smoothed out, two-man tent called The Light Dimension. The tent was made by Nicolai and William H.Edwards and was advertised by Ron Zimmerman.

JD SPORTS
 JD Sports Fashion plc, all the more normally known as just JD (adapted as JD), is a sports style retail organisation situated in Bury, Greater Manchester, England with shops all through the United Kingdom, and now has 25 stores in Ireland, subsequent to assuming control over Irish sports retailer Champion Sports, in January 2011.

Since October 1996, it has been recorded on the London Stock Exchange, and is a constituent of the FTSE 250 Index. JD Sports Fashion plc is also an auxiliary of the Pent-land Group.
 • Type: - Public constrained organisation
 • Traded as: - LSE: JD.
 • Industry: - Retail 
• Founded: - 1981
 • Headquarters: - Bury, Greater Manchester 
• Key individuals: - Peter Cowgill Chairman) PeterCowgill (CEO) 
• Products: - Clothing,Sportswear Accessories
 • Revenue: - £1,821.7 million (2019) 
• Operating salary: - €133.4 million (2020)
 • Net salary: - €100.6 million (2019)
 • Owner: -
 1. Pentland Group (58%)
 2. Sports Direct (6%) 
 3. Aberforth Partners (10%)
 4. Fidelity Management (5%)
 5. Peter Cowgill (CEO) (1%)
 6. Other Minor Shareholders (20%)




























3.2 COMPANY PROFILE
[image: Decathlon Logo, symbol, meaning, history, PNG, brand]
Decathlon is a French sporting goods retailer. As of May 2021, Decathlon operated 1,655 Decathlon stores worldwide in nearly 1,000 cities and 65 countries Founded by Michel Leclercg in 1976, Decathlon started with a store in Lille, France Its holding company was formerly known as Oxylane. The company expanded abroad a decade later: to Germany in 1986, Spain in 1992, Italy in 1993, Belgium in 1997, Portugal, the United Kingdom in 1999, Brazil in 2001, China in 2003, India in 2009, Turkey and Czech Republic in 2010, Taiwan in 2012, Hong Kong in 2013, Malaysia and Singapore in 2016, South Africa, Philippines and Indonesia in 2017 in South Korea and Australia in 2018, and Canada in 2019. The company employs more than 87,000 staff from 80 different nationalities. The retailer stocks a wide range of sporting goods, from tennis rackets to advanced scuba diving equipment, usually in large, bigbox superstores averaging 4,000m2 in size. Decathlon Group markets its products under more than 20 brands In India, Decathlon products may be purchased directly through their stores, subsequent to change in India's FDI policy and approval for Decathlon in February 2013. In addition to this, Decathlon products are also available online through their online resellers. 

Products and Brands
 Decathlon is vertically integrated, designing and developing its own products and marketing under its more than 20 brands, with each sport and often subsports and sports groups-having their own:
Aptonia - Nutrition and Triathlon
Artengo - Tennis and Squash
B'Twin– Cycling
Caperlan– Fishing
Domyos - Fitness, Gym, Dance, [29] 
Forclaz– Trekking
Fouganza - Horse Riding
 FLX – Cricket
 Geologic - Target Sports such as Archery, Darts and Pétanque
Geonaute - Sports Electronics 
Inesis– Golf
Inovik - Cross-country skiing
Itiwit - paddle sports 
Kalenji – Running
Kimjaly - Yoga 
Kipsta - Team Sports
 KOROK - Field hockey Kuikma - Padel (sport)
Nabaiji - Swimming 
Newfeel - Sport Walking
 Offload – Rugby
Olaian - Surfing and Boardwalking
Opfeel– Squash
Orao - Kiting and Kitesurfing
Oroks - Ice hockey
Outshock - Combat Sports
Oxelo - Rollersports, Skating and Scooters
Decathlon gift cards
 Decathlon for schools
 Perfly– Badminton
 Quechua - Hiking, Camping
Rockrider - Mountain Biking
Sandever - Beach Tennis
Simond - Mountaineering 
Solognac - Hunting
Subea– Diving
Tarmak– Basketball
Triban - Cycling (Comfort-Oriented)
Tribord– Sailing
Urball - Pelota, One-wall handball/Wallball

Services
 Racket stringing service 
Cycle service 
Decathlon for corporate
 Decathlon for sports clubs
Installation and assembly services

ECONOMIC REVIEW 
Its success has greatly contributed to the decline of independent retailers in France, while the spread of its own brands has caused great difficulties for traditional manufacturers. 2008 was a record year for the company as the brand Decathlon had beaten all its competitors on three key points: margin, market share, and highest turnover per square meter of retail space. It is arguably the third at a global level.

FACTS ABOUT DECATHLON 
There have few brands which have come up all around and increased present expectations of games and wellness industry. We see demonstrate organisations like Nike, Puma and so on coming up on a worldwide level and advancing sportsmanship more than their item. There is one brand which has remained in all parts of games and wellness. Yes, we are discussing the unrivalled Decathlon. It is one of the world's biggest donning products retailers. It begun with a store in Lille, France in 1976, established by Michel Leclercq. When we discuss India, they have assumed a noteworthy part in developing the way individuals take a gander at games and wellness industry. Beginning from their client administration to their play field to every single item is no not as much as extraordinary. This is a tribute from our end to the ones who have assumed a noteworthy part in Indian games and wellness.

SOCIAL STANDARDS
 Decathlon claims to follow a strict policy when it comes to employee welfare and that all contractors working with Decathlon follow the Human Responsibility in Production (HRP) process in all activities. The HRP designates the management system and resources implemented by Decathlon relative to workplace conditions at production sites and with suppliers. 

ADVANTAGES
 Decathlon, the one stop shops for all sports goods! Decathlon brings the joy of sports to people across the world by developing innovative and affordably priced sportswear and sports equipment products.
1. Easy accessibility 
2. Innovative range of sports equipment products
 3. All shapes and sizes of products are available
 4. Affordable priced products
 5. Well informed and helpful customer service

 DISADVANTAGES
 1. Limited global presence as compared to leading global companies
 2. E- retailing is gaining importance but still company has limited presence on the same 

THE FIRM ORIGIN OF DECATHLON 
Decathlon is today one of the world's leading sporting goods retailers, with over 1,400 stores in more than 40 countries. Founded in 1976 in Lille, France, Decathlon today sells products catering to more than 100 sports. The company's unique value proposition is rooted in its capacity to design, manufacture and sell its own products belonging to more than 20 Decathlon brands dedicated to specific sports, including Quechua and BTWIN, Innovation as central to Decathlon's continuous drive to improve the experience of enthusiasts' ground the world and make sports accessible for all. The decathlon was started back in 1976 in the beautiful city of Lille, France by Michel Leclercq. They eventually started expanding overseas after a decade by opening their franchises in Germany, Spain, Portugal, Italy, UK, China, India and other nations. Astonishingly, they have 1500+ stores in 49 countries currently. The company employs more than 87000 staffs from 80 different nationalities. They own 20 brands under their belt which offers products in all variety of sports. Furthermore, Decathlon is the largest sports goods retailer in the world.

DECATHLON IN INDIA

 Decathlon initially settled their establishment in 2009 in Bengaluru. It was the principal substance to fuse a major configuration specialty retail chain in India. They before long extended their stores in Mumbai, Hyderabad, and Chandigarh which had an extraordinary reaction. It required some investment to count the initial investment in India. As of late, Decathlon intend to contribute a thundering 700 Crores INR to extend its business in India. Decathlon Sports India CEO, Steve Dykes said in a meeting, ‘India is a need nation. We dream to open 100 stores in India in five-years. Also, the organisation considers India to be a key market to extend their business as they named India to be their top worldwide market as far as stores. For the most part, Decathlon stores are immense rambling over at any rate 4000 square feet. In examination, different sports merchandise shops are modest in size. Not must has Decathlon opened vocation open doors for the sports aficionados in the nation, yet it has also assisted with moulding a donning environment in the nation. Decathlon as an association stresses item quality and they have 20 brands which spread 70 sports. The expense of the items is very conservative also. In India, individuals are famished for diversion past motion pictures, cafes, and shopping centres. Decathlon can possibly have given end of the week diversion options as they offer to rehearse indoor sports in their gigantic showrooms.

 Values
 Decathlon has a committed group for Research and Development of sporting gear and products. With a committed item improvement and configuration group, they experience different models of tests and build up the most recent creative structures, enrolling up to 40 licenses for each year. Each brand speaks to an alternate sport or gathering of sports. Decathlon's fundamental strategic to make sport open to each individual on the planet as they accept, the sports has the ability to change the globe. As an organisation, they foresee to help, rouse and control through fluctuated wearing encounters. The retailer stocks a wide scope of outdoor supplies, from tennis rackets to cutting edge scuba plunging gear, for the most part in enormous superstores which are measured at a normal of 4000 square metres. Decathlon Group also possesses 20 brands, with innovative work offices all over France to build up the most recent inventive structures, enrolling upto 40 licenses for every year. Each brand speaks to an alternate sport or gathering of sports, with a devoted item advancement and configuration group. With the productive joining to Decathlon data frameworks and new advances like RFID, portable instalments, and the utilisation of Open bravo Web POS in Decathlon stores truly helps our staff as far as registration process proficiency and lessens time spent on staff preparing. On account of its B/S engineering, it makes numerous chances to reconsider the registration procedure in stores. We accept this inventive arrangement will assist us with the advanced change of our business. As of January 2020, there are 1,647 Decathlon stores worldwide in about 1,000 urban communities of 57 countries. Online conveyance has been presented in Taiwan, Belgium, Bulgaria, France, Netherlands, Poland, Czech Republic, Hungry, United Kingdom, Germany, Turkey, Hong Kong, India, Japan, Italy, Singapore, Spain, Brazil, Portugal, Romania, Ireland, Mexico, Australia, and as of late, Malaysia, Egypt , Vietnam and Thailand. In India, Decathlon items can be purchased legitimately through their stores resulting to change in India's FDI strategy and endorsement for Decathlon in February 2013, also. Decathlon items are additionally accessible online through their online affiliates. In late 2019, an online just conveyance administration was presented in Tunisia in arrangement of the opening in Tunes of its first store. The principal store opened in November 2020 in Tunis City business focus in Tunis. A subsequent area opened in April 2008 in the nation arranged in La Marsa. In February 2009, they opened the primary store in Bogota, Colombia in the shopping centre Paraque La Colina. In July 2020, Decathlon had made its ways for the Filipino individuals situated at Festival Mall in Filinvest Corporate City, Alabang, Muntinlupa, and in Tiendesitas, Pasig City, Philippines. Their first Australian store opened in Tempe, Sydney, NSW, in December 2019.
 After two years in the Australian market, the reasonability of the Australian business is under inquiry in the wake of posting and exchanging laws of $19,563,819 and in only 2 years of exchanging. In August 2018, the organisation reported it would open its first Canadian store in Brossard, Quebec throughout the spring of 2018. In April 2018, the organisation declared it would open its first store in Kiev, Ukraine in the primary long periods of 2019. In January 2019, the organisation reported it would open 9 stores in Ireland, beginning in Ballymun, north Dublin with highlights will incorporate a rollerblading track, bicycle circuit and astroturf pitch. In April 2019, the organisation opened its first store in Hanoi, Vietnam. Another store was opened in Ho Chi Minh City in May 2019. In October 2019, the retail mammoth opened its first store in Qormi, Malta. In December 2019, Decathlon showed up in Serbia opening its first store in Belgrade.

VISION & MISSION
As a non-profit organisation, we aim to inspire students of all achievement levels to work together to learn more than they ever thought possible. Our mission is to promote learning and academic excellence among students of varying achievement levels by developing and providing multidisciplinary academic competitions using Academic Decathlon curricula. Our vision is to provide all students the opportunity to excel academically through technical competition.
Our core values include:
 • The academic growth of students.
 • Challenging multidisciplinary learning.
 • Teamwork as a means to achieve self-knowledge and life skills.
 • Providing equal opportunities for students of different achievement levels.
 • The importance of inclusivity and diversity to learning and the human experience. 
• High standards of honesty and integrity.
 • Transparency in our relations and interactions with all of our stakeholders.
 • Excellence in our programs, services and activities.
 • Respect for diverse points of view.

DELIVERY AND LOGISTICS
Decathlon Sports has been present in India for more than 10 years and our first cash and carry flagship store was set up in May 2009 at Sarjapur in Bangalore. As of September 26th 2018, Decathlon are at 65 stores spread across India with further expansion plans.
Decathlon is fully aware that contact with the Customer does not end when the order is placed. The experience of personal delivery and receipt has a key impact on subsequent purchases and the desire to recommend the brand. Courtesy of the supplier, punctuality of the order, Customer Support quality in case of trouble and conformity of the goods with the description all affect the image of the brand. As part of delivery experiences and purchasing processes at Decathlon.pl, we carry out several separate projects tailored to the appropriate shipping methods:
• Courier
• Parcel lockers
• Store pickup
• Returns and complaints
• E-reservation
Thanks to constant monitoring of satisfaction at all these points of contact Decathlon gets a clear view of the logistics condition and customer satisfaction after completing the entire purchasing process. We use data collected for further analysis related to revisits and repeated purchases at Decathlon.pl to determine which factors have the greatest impact on willingness to return. In addition to that, data is complemented by revenue sensitivity analysis and their real impact on sales.
Continuous monitoring allows for identifying problems and determining the scale of their impact on satisfaction. With this approach, Decathlon is able to respond reasonably to current problems. 







	










CHAPTER 4

DATA ANALYSIS & INTERPRETATION













  4.1 CLASSIFICATION ON THE BASIS OF AGE
                                                     
 Table 4.1
	CATEGORY
	NO. OF RESPONDANTS

	PERCENTAGE

	Below 20
	13
	12

	20-30
	82
	78

	30-40
	2
	2

	Above 40
	8
	8

	Total
	105
	100


	SOURCE: PRIMARY DATA
GRAPH 4.1
			
[image: ]
INTERPRETATION:  The table 4.1 shows that 12% are of below the age 20, 78% belongs to 20-30 age category, 2% belongs to 30-40 age category and 8% above 40 age categories. 


 4.2 CLASSIFICATION ON THE BASIS OF GENDER

TABLE 4.2
	CATEGORY
	NO. OF RESPONDANTS
	PERCENTAGE

	Male
	27
	26

	Female
	78
	74

	Transgender
	0
	0

	Total
	105
	100


SOURCE: PRIMARY DATA
	
GRAPH 4.2
[image: ]
	
INTERPRETATION: From the table 4.2, it is clear that out of the total 105 respondents, 74% was female and only 26% was male.



 4. 3. CLASSIFICATION ON THE BASIS OF BUYING EXPERIENCE

TABLE 4.3
	CATEGORY
	NO. Of
RESPONDANTS
	PERCENTAGE

	Excellent
	31
	29

	Good
	68
	65

	Average
	6
	6

	Poor
	0
	0

	Total
	105
	100


SOURCE: PRIMARY DATA
GRAPH 4.3
[image: ]
[bookmark: _1fob9te]INTERPRETATION: From the table 4.3, it is clear that the buying experience of 29% of the respondents are excellent, 65% have a good buying experience, 6% says that they have a fair buying experience.


4.4. CLASSIFICATION ON THE BASIS OF FIRST HERAINGABOUT DECATHLON

TABLE 4.4
	CATEGORY
	NO. OF
RESPONDANTS
	PERCENTAGE

	Advertisement
	10
	9

	Internet
	6
	6

	Friends
	59
	56

	Decathlon Store
	30
	29

	Total
	105
	100


SOURCE: PRIMARY DATA

GRAPH 4.4
[image: ]
INTERPRETATION: It is clear from the table 4.4 that 56% of people came to know about Decathlon from their friends, 29% get to by directly seeing the store and the 9% and 6% came to know about Decathlon from advertisement and internet.


 4. 5. CLASSIFICATION ON THE BASIS OF VISITING DECATHLON
TABLE 4.5
	CATEGORY
	NO. OF RESPONDANTS
	PERCENTAGE

	Once in a week
	2
	2

	Once in a month
	20
	19

	Leisure time
	70
	67

	Never visits
	13
	12

	Total
	105
	100


 SOURCE: PRIMARY DATA

GRAPH 4.5
[image: ]
INTERPRETATION: From the above table, it is clear that only 2% respondents visit Decathlon once in a week, 19% respondents visits once in a month, 67% respondents visit when they are free and 12% respondents never visits the Decathlon store.



 4.6. CLASSIFICATION ON THE BASIS OF SPENDING FOR AN AVERAGE SHOPPING

TABLE 4.6
	
	CATEGORY
	NO. OF RESPONDANTS
	PERCENTAGE

	Below 500
	13
	12

	500-1000
	51
	49

	1000-2000
	30
	29

	Above 2000
	11
	10

	Total
	105
	100


 SOURCE: PRIMARY DATA                 
     GRAPH 4.6
	

[image: ]
[bookmark: _3znysh7]INTERPRETATION: From the above table, it is clear that out of the total respondents, 12% spend less than 500, 49% of the respondents spent between 500-1000, 29% of the respondents spend between 1000-2000 and only 10% of the respondents spent above 2000.

  4.7. CLASSIFICATION ON THE BASIS OF EXPECTATION OF DECATHLON PRODUCTS
TABLE 4.7
	CATEGORY
	NO. OF RESPONDANTS
	PERCENTAGE

	High quality
	12
	11

	Worth of price
	43
	41

	Ease of availability
	6
	6

	All of the above
	44
	42

	Total
	105
	100


SOURCE: PRIMARY DATA

GRAPH 4.7
[image: ]

INTERPRETATION: It is clear from the table 4.7 that 11% of respondents expect that the product of Decathlon is of high quality, 41% of respondents think that the products are worth the price and 6% expect that the product are very easily available. The rest of them agree to all the mentioned items.


   
  4. 8. CLASSIFICATION ON THE BASIS OFUSING DECATHLON PRODUCTS
TABLE 4.8
	
	CATEGORY
	NO. OF RESPONDANTS
	PERCENTAGE

	Highly Satisfied
	25
	24

	Satisfied
	62
	59

	Average
	18
	17

	Dissatisfied
	0
	0

	[bookmark: _2et92p0]Highly Dissatisfied
	0
	0

	Total
	105
	100


 SOURCE: PRIMARY DATA
                                                      
GRAPH 4.8
[image: ]

INTERPRETATION: From the above table, we can understand 24% are highly satisfied in using Decathlon product, 59% of respondents were satisfied and 17% were not too satisfied in using Decathlon products.



 4.9. CLASSIFICATION ON THE BASIS OF REASON FOR SATISFACTION

TABLE 4.9


	CATEGORY
	NO. OF RESPONDENTS
	PERCENTAGE

	High quality
	20
	20

	Worth of price
	23
	22

	Ease of availability
	20
	20

	All of the above
	39
	38

	Total
	105
	100


SOURCE: PRIMARY DATA

GRAPH 4.9
[image: ]
INTERPRETAION: From the above table, we can understand 20% are highly satisfied because of the quality of the product, only 22% are satisfied due to the price worthiness, 20% are satisfied in the availability of the product and 38% accept all the reasons.

 4.10. CLASSIFICTION ON THE BASIS OF REASON FOR DISSATISFACTION

TABLE 4.10

	CATEGORY
	NO. OF RESPONDENTS
	PERCENTAGE

	Over pricing
	10
	18

	Shortage of product in size
	31
	57

	Damage in short time
	10
	19

	High maintenance cost
	3
	6

	Total
	105
	100


SOURCE: PRIMARY DATA
	
GRAPH 4.10
[image: ]
INTERPRETATION: 18% of respondents are dissatisfied in over pricing, 57% of respondents are dissatisfied in the shortage of products of their size, 19% are dissatisfied due to the damage of product within short period, remaining 6% are dissatisfied because of the high maintaining cost.
 

 4.11. CLASSSIFICATION ON THE BASIS OF MOST PREFERRING ITEM

TABLE 4.11
	CATEGORY
	NO. OF RESPONDENTS
	PERCENTAGE

	Clothing
	38
	36

	Sports Products
	48
	46

	Cycles
	4
	4

	Fitness product
	15
	14

	Total
	105
	100


 SOURCE: PRIMARY DATA

	
GRAPH 4.11
[image: ]
	
INTERPRETATION: From the table 4.11, we can understand 36% of respondents mostly prefer clothing, major part of the respondents, i.e., 46% prefers sports products. 4% of respondents prefer cycling and 14% prefer fitness products.

4.12. CLASSIFICATION ON THE BASIS OF FEATURES TO BE ADDED TO THEIR              APP 
TABLE 4.12
	CATEGORY
	NO. OF RESPONDENTS
	PERCENTAGE

	Fixing bugs
	19
	18

	Homepage more attractive
	12
	11

	User interface more friendly
	26
	25

	Enquires of offers
	32
	31

	[bookmark: _tyjcwt]Services enquires
	16
	15

	Total
	105
	100


SOURCE: PRIMARY DATA
GRAPH 4.12
[image: ]
INTERPRETATION: Table 4.12 shows that 18% of the respondents suggests that features to be added is bug fixing, 11% says homepage should be more attractive, 25% of respondents says that the user interface should be more user friendly, 31% of respondents says that enquires of offers should be added as a feature and 15% says that service enquiry should be added as a feature.

4.13. CLASSIFICATION ON THE BASIS OF PERCEPTION TOWARDS DECATHLON

TABLE 4.13
	CATEGORY
	NO. OF RESPONDENTS
	PERCENTAGE

	Quality of products
	36
	34

	Wide range of products
	53
	51

	Friendly staff
	12
	11

	Hassle free billing
	4
	4

	Total
	105
	100


 SOURCE: PRIMARY DATA

GRAPH 4.13
[image: ]
	
INTERPRETATION: From the above table, 34% of respondents prefers the quality of products, 51% prefers the wide range of products, 11% of respondents prefer the friendly staffs and the remaining 4% prefers the hassle-free billing over there.


4.14. CLASSIFICATION ON THE BASIS OF AVAILABILITY OF PRODUCT YOUR LOOKING

TABLE 4.14
	CATEGORY
	NO. OF RESPONDENTS
	PERCENTAGE

	Yes
	98
	93

	No
	7
	7

	Total
	105
	100


SOURCE: PRIMARY DATA

GRAPH 4.14

	[image: ]


INTERPRETATION: From the table it is clear that 93% of respondents are getting the product that they are looking for and only 7% of respondents are not getting the products they are looking for.

4.15. CLASSIFICATION ON THE BASIS OF CHANGE IN PRODUCT ACCORDING TO FASHION

TABLE 4.15

	CATEGORY
	NO. OF RESPONDENTS
	PERCENTAGE

	Yes
	48
	46

	No
	8
	8

	Sometimes
	49
	46

	Total
	105
	100


SOURCE: PRIMARY DATA
GRAPH 4.15
[image: ]
	

INTERPRETATION: It is clear that 46% of respondents suggest that Decathlon makes changes according to market trend, 8% tells that they are not changing according to the trend and 46% of respondents are not sure about it.

4.16. CLASSIFICATION ON THE BASIS OF OFFERS MOST PREFFERED FROM DECATHLON

TABLE 4.16
	CATEGORY
	NO. OF RESPONDENTS
	PERCENTAGE

	Buy one get one
	27
	26

	Discount
	72
	68

	Not interested in offers
	6
	6

	Total
	105
	100


SOURCE: PRIMARY DATA

GRAPH 4.16

[image: ]

INTERPRETATION: It is clear from the table 4.16 that, 26% of respondents prefer buy one get one offers, 68 % prefer discount and only 6% of respondents are not interested in offers. 


4.17. CLASSIFICATION ON THE BASIS OF REFERRENCE

TABLE 4.17
	CATEGORY
	NO. OF RESPONDENTS
	PERCENTAGE

	Yes
	97
	92

	No
	8
	8

	Total
	105
	100


SOURCE: PRIMARY DATA

GRAPH 4.17
[image: ]

INTERPRETATION: From the above table, 92% of respondents will refer Decathlon and only 8% of respondents will not refer them.
	



4.18. CLASSIFICATION ON THE BASIS WHEN DECATHLON WINDS UP

TABLE 4.18

	CATEGORY
	NO. OF RESPONDENTS
	PERCENTAGE

	Choose any other similar brand
	58
	55

	Choose another brand
	27
	26

	Enquire with the customer service of Decathlon
	17
	16

	Cancel the purchase
	3
	3

	Total
	105
	100


SOURCE: PRIMARY DATA
GRAPH 4.18
[image: ]
INTERPRETATION: It is clear from the table the 55% of respondents will choose similar store, 26% choose other brand, 16% of respondents will enquire with the customer service of Decathlon and only 3% will cancel the purchase.












CHAPTER 5

FINDINGS, SUGGESTIONS & CONCLUSION





	



FINDINGS

• The active users of decathlon products belong to age group of 20-30 categories.
 • Most of the respondents belonged to female category
 • We get to know from the study that must of the respondents were excellently satisfied in their buying experience from decathlon, only 6% of respondents have fair buying experience. 
• Out of the 105 respondents 56% gets information about decathlon from their friends.
 • Among the 105 respondents mostly 66% used to visit decathlon whenever they are free.
 • Major part of the respondents spent an amount between 500 - 1000 rupees on their purchase from Decathlon. 
• Most of the respondents have expected the product to be worth the price.
 • Most of the respondents are satisfied customers of decathlon because of the high quality, price worthiness and ease of availability of the products. 
• Mostly the respondents are dissatisfied because of the shortage of products of the required size. 
• From the study major part of respondents are satisfied in using decathlon products.
 • The analysis shows that majority of the customers are interested in sports items. 
• The study shows that 93% of respondents are getting all the products that they are looking for. 
• And 47% suggests that decathlon is not making changes in their product according to fashion.
 • 55% of customer are willing to choose any other similar store to decathlon in case decathlon winds up. 
• 30% of respondents wanted decathlon to provide more enquiries of offers in their app for a smooth functioning.


SUGGESTIONS

 •  Each and every updated information about product and service offered by decathlon should be published.
 • Conduct different awareness programmes among individuals to familiarise them about various products and services provided by decathlon.
 • Performance of decathlon app can be improved through providing enquiries of offers.
 • Decathlon should ensure the quality of service.
 • Make available of products of all size required for customers.
 • Some special discounts should be given to regular customers.
 • Approach the first customer in a way that they feel comfort from the side of staff. 
• The perception towards Decathlon comes with a positive note on wide range of products and quality of products availability but the store should work on the remaining perspectives.
 • Some of the respondents feels like it's far from their place so they don't visit often so decathlon should conduct sports events very frequently so that they can attract the customers towards these events and through this they can be promoted to purchase these products. 
• An open-ended question should be asked to the customers who visits to collect proper feedback which may help to overcome the problems.








	


CONCLUSION

Decathlon is one of the world’s leading sports companies which fathoms to Sire as bright as it logo providing Pleasure of Sports at Affordable Price. It has created an edge over its counterparts by being a force to reckon with in its domain of services ranging from sports to clothes and catering every sports needed. The perception of the consumers lies on the staff knowledge and how they orient to purchase the product and also the wide range of products availability makes them feel to purchase Sport's marketing also includes marketing through sports. It's been discovered that, consumers have different ideas or perception on the product quality based on their ages, income levels, and, educational background and this goes a long way to influence them on the criteria used in determining the quality of product when making a purchase. From this we understand respondents mostly prefer item in sports. Decathlon must try to meet the need of customers according to fashion trend. People are satisfied because high quality, worth of price and ease of availability of the products and dissatisfied because of the shortage of products of the required size. Consumer Perception depends upon the wide range of products, quality of products and friendly staff and the awareness can be made through advertisement through the events conducted by Decathlon.







	
















ANNEXURE










QUESTIONNAIRE

1. Name:

 2. Age
 a) Below 20
 b) 20-30
 c) 30-40
 d) Above 40

 3. Gender 
a) Male 
b) Female 
c) Transgender

 4. Have u heard of Decathlon?
 a) Yes
 b)  No

 5. How would you describe the buying experience from decathlon? 
 a) Excellent 
 b) Very good 
 c) Bad 
 d) Very bad

 6. Do you practice any sports? 
a) Hiking
b) Football 
c) Badminton
d) Cricket 
e) Fitness
f) Basketball
 g) Swimming
 h)  Running
 i)  Cycling 

7. Where did you first hear about decathlon?
 a) Advertisement
 b) Internet
 c) Friends
 d) Seeing the store 

8. How often you visit decathlon store?
 a) Once in a week
 b) Once in a month
 c) Whenever I am free 
 d) Never used to visit 

9. Why do you use these brands? 
a) Low price 
b) After sales service
c) Better Quality
 d) Product availability
 e) Warrantee 

10. How much would you spend for an average shopping? 
a) Below- 3000 
b) 3000-6000
c) 6000-12000 
d) 12000 above 

11. What is your expectation about decathlon products? 
a) High quality
 b) Worth of price
 c) Ease of availability 
d) All of the above

 12. Are you satisfied in using decathlon products?
 a) Highly satisfied
 b) Satisfied
 c) Not too much satisfied
 d) Dissatisfied

 13. If yes what are the reason for satisfaction?
 a) High quality
 b) Worth of price
 c)﻿﻿﻿ Ease of availability
 d) All of the above

14. If dissatisfied what would be the reason? 
a) Over pricing
 b) Shortage of products of our size
 c) Damaging with in short period of time
 d) High maintain cost


 15. What is the most preferring item/product? 
a) Clothing
 b) Sports equipment
 c) Cycles
 d)  Fitness products

16. What features should be added by decathlon for their app? 
a) Fix bugs
 b) Homepage more attractive 
c) User interface more friendly
 d) All of the above

 17. What is your main purpose of using decathlon app?
 a) Online shopping
 b) Online payment
 c) Enquiries of offers
 d) Service enquiries

18. What is your perception toward decathlon?
 a) Quality of products
 b) Wide range of products
 c) Friendly staff 
d) Hassle free billing 

19. Are you able to find the products you are looking for?
 a) Yes
 b) No

 20. Do decathlon make changes in their product according to fashion?
a) Yes
 b)﻿﻿﻿No
 c) Sometimes

 21. Which type of offers you prefer most from decathlon? 
a) Buy one get one
 b) Discount
 c) Not interested in offers 

22. Do you refer decathlon to anyone? 
a) Yes 
b)﻿﻿﻿ No

 23. What if decathlon windup?
 a) Choose any other store similar to decathlon
 b)﻿﻿﻿ Choose another brand
c)﻿﻿﻿ Enquire with the customer service of Decathlon
 d) ﻿﻿﻿Cancel the purchase
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