ICM CONSUMER POLL COMET

Thinking about purchasing electrical products and white goods (eg, dishwasher,
fridge, washing machine), which of the following statements best reflects your
view of Comet?
Comet is the first place
I

I'd consider buying these
items from

Comet is among the
buying these items from

I wouldn’t consider
buying these items - 15%
from Comet

Comet is most commonly thought of alongside a variety of competitors when consumers are
thinking of buying electricals or white goods. The brand is more likely to be top of mind for C2
consumers (7%). Those that wouldn’t consider Comet do not vary much by demographic. Overall,
men are slightly more likely than women to dismiss the brand (17% vs 13%).

m How would you rate Comet’s customer service?

Very good - 13%

Quite good 35%

Average

Quite poor - 7%
Very poor - 6%

One in three consumers do not have any experience with Comet’s customer service.

Of those that can comment, almost half (48%) rate Comet’s customer service as good,
with only 13% rating it poorly. Women are significantly more likely to say the service is very
good (11%). ABs are significantly more likely to be nonplussed by the service — 45% score
it as average.

39%

m How would you rate Comet on value for money?

Very good - 8%
-

Very poor . 3%

Quite good

Average

Quite poor

Comet’s value for money is seen as average by four in 10 consumers. Women and older
consumers (over 45s) are significantly more positive about Comet’s value for money, with 40%
and 41% respectively scoring it as good. Consumers aged 25 to 34 are more harsh —12% think
the brand is poor value for money. Interestingly, the brand is also seen as poorer value for money
in Wales (13%).

m How would you rate Comet’s range of products to choose from?

utegood | :-:
Quite poor . 3%
Very poor I 1%
Scoring highest of the three measures tested, Comet’s product range is rated positively by 55%
of consumers. Furthermore, less than 5% describe the product range as poor. While there are
no gender differences in perception of range of products, 45- to 54-year-olds and consumers in

the Northwest are more positive about the product range, with 60% and 63% respectively scoring
it as good.

Methodology: ICM Research interviewed a random selection of 2,004 adults aged 18 and
over between November 11 and 13, 2011. Interviews were conducted online and the results
have been weighted to be nationally representative of the profile of all adults

For full results, visit www.icmresearch.co.uk or call Nathan Bartlett on 020 7845 8300



