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CityU Hong Kong Consumer
Satisfaction Index (CityU-HKCSI)

CityU Hong Kong Consumer Satisfaction Index (CityU-HKCSI)
is a performance indicator for Hong Kong businesses,
measuring the satisfaction level of Hong Kong consumers
toward the quality of most locally-sold products (goods and
services). It is constructed from over 150,000 consumer
interviews in the past twelve years from 1997 to 2010, with
more than 13,000 successful consumer interviews completed
in the third quarter each year.

Coverage of the CityU-HKCSI

CityU-HKCSI covers 68 products in the local market, which
make up more than 75% of local household expenditures as
measured by the weightings in the Hong Kong composite
consumer price index (CPI). All the 68 products involved in
the CityU-HKSCI are grouped into six “daily life” categories to
facilitate analysis:

= (Clothing and Personal Care,

= Food and Drink,

= Housing and Related Items,

= Transport,

= |nformation and Enterainment,

= Non-CPI Items

Methodologby of the CityU-HKCSI

CityU-HKCSI allows for direct comparison of satisfaction
levels of different consumers with different products through
an advanced statistical modeling methodology, which,
together with the large sample base, We can provide reliable
measure to monitor the quality of the good and service
available in the HK market quality of almost .
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CityU-HKCSI Model
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Six Sub-HKSCIs at these product category levels and an
overall CityU-HKCSI are then produced by aggregating the
relevant products’ CSls using their weights in the composite

CPI.

CityU-HKCSI Trend
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CityU-HKCSI 2010 Component Scores od Product Categorie
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CityU-HKCSI for Companies

Although CityU-HKCSI is currently product-based, CSls at
company level are also constructible and, in fact, every year
we do compile CSls for certain local companies. According to
internal resources and external requirements, we hope to
produce separate CSI scores for more companies and
organizations in the future.

However, before consumer satisfaction can be improved, it
must be appropriately measured. The CityU-HKCSI model can
provide companies with a reliable way to measure and
manage consumer satisfaction.
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The HKCSI 2010 full report is available for download

HKCSI website I K &i& H & & im = 15 BlA8 A




