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1. Background about Company 

HPN - Horse Power Nutrition Pvt Limited is a dynamic player in the healthcare industry with 

a specialized focus on nutrition. They have 48 branches, with headquarters in Smalkha, 

Panipat and mostly based in Northern part of India especially in Haryana, Delhi, Himachal, 

Rajasthan and Punjab. Their mission is to enhance the health and the wellbeing of individuals 

by providing innovative nutritional solutions that meet an individual’s unique needs. In a 

world where nutrition plays a pivotal role in overall health, HPN Pvt Limited stands out for 

its commitment to excellence and innovation in this field. They understand that proper 

nutrition is not just about eating; it's about nourishing the body with the right balance of 

nutrients to support optimal health and vitality. At HPN Pvt Limited, they offer a wide range 

of products and services designed to address various nutritional needs, from dietary 

supplements to specialized meal plans, and they mostly sell their products offline (whole and 

retail), social media platforms and through e-commerce website. Their team of experts, 

including nutritionists, dietitians, and food scientists, works tirelessly to develop high-

quality, science-backed solutions that empower individuals to take control of their health 

through nutrition. 

One of the core principles at HPN Pvt Limited is education .They think that information is 

power, particularly when it comes to choosing wisely when it comes to nutrition. That's why 

they provide resources and educational materials to help our customers understand the 

importance of balanced nutrition and make healthier choices for themselves and their 

families. 



In addition to our focus on individual wellness, HPN Pvt Limited also partners with 

healthcare institutions, schools, and other organizations to promote community health 

initiatives. Through these partnershipsthey work to establish a wellness culture that 

permeates the entire neighbourhood and goes beyond individual homes. 

As the socially responsible company, HPN Pvt Limited is committed to sustainability and 

ethical business practices. 

Table 1: Products of HPN with maximum retail price. 

Product MRP (₹) 

Hair grow combo 5,999.00 

Fat loss combo – horse power 4,999.00 

Weight gain combo 4,999.00 

Skin whitening combo 5,999.00 

Cordyceps sinensis 10 pcs 2,000.00 

Weight gain combo – HPN 4,999.00 

My fitness original peanut butter, 1.250 kg, 

crunchy 529.00 

HPN gain plus-60 tablets 2,000.00 

Height grow combo 4,000.00 

Hair growth combo 5,999.00 

Fast burn - stack fat burner 60 capsule 2,000.00 

 

 

 



2.Abstract: 

This research paper investigates the factors influencing repeat purchase behavior at HPN Pvt 

Limited, a prominent player in the healthcare and nutrition industry in Northern India. With 

48 branches and headquarters in Smalkha, Panipat, HPN Pvt Limited specializes in providing 

innovative nutritional solutions tailored to individual needs. The study focuses on 

understanding why customers repeatedly choose HPN Pvt Limited's products, aiming to 

enhance customer retention strategies through actionable insights. 

The literature review underscores the significance of factors such as client contentment, 

brand fidelity, product quality, pricing, and the general clientele's experience in shaping 

repeat purchase intentions. Insights from global research highlight the role of trust, 

transaction experience, and service quality as critical determinants influencing repeat 

purchases in similar industries. 

Methodologically, this research employs quantitative data collection methods including 

surveys to gather demographic details, purchase history, satisfaction levels, and factors 

influencing buying decisions from HPN Pvt Limited's customer base. By analyzing these 

data points, the study seeks to provide practical recommendations to HPN Pvt Limited for 

refining marketing strategies and strengthening customer loyalty. 

With implications for both theory and practice, the findings seek to add to the body of 

research already available on consumer behavior in the nutrition sector. 

Ultimately, this research endeavors to assist HPN Pvt Limited in fostering sustainable growth 

and competitive advantage through improved customer retention efforts. 



Key Words: repeat purchase behavior, HPN Pvt Limited, nutrition industry, customer 

satisfaction, brand loyalty, product quality, pricing, customer experience, trust, transaction 

experience, service quality, quantitative research, surveys, customer retention, marketing 

strategies 

 

3.Introduction 

Knowledgeable  marketers  gain insights into consumer behaviour to gauge their competition, 

differentiate and segment their audience, and forecast trends (Gupta et al., 2021). Repeat 

purchase behaviour reflects customer loyalty and satisfaction. When customers repeatedly 

choose a particular brand or product, it indicates their trust and positive experience with that 

company (Chen and Wang, 2017). 

For HPN Pvt Limited, comprehending the factors influencing repeat purchase behavior is 

crucial for maintaining customer retention. This research aims to understand why customers 

repeatedly purchase from HPN Pvt Limited. We will ask customers about their buying habits, 

preferences, and reasons for returning. Quantitative data will include demographic details, 

purchase history, satisfaction levels, and factors influencing their choices. By providing 

actionable insights, this study aims to help HPN Pvt Limited improve marketing strategies 

and enhance customer retention efforts. 

 

 

 



4.Literature Review 

Repeat purchase behavior is influenced by various factors, including customer satisfaction, 

brand loyalty, product quality, pricing, and overall customer experience.Businesses must 

comprehend these elements in order to create marketing plans that work. 

and enhance customer retention. 

In today’s era of globalization, understanding consumer behaviour is essential for businesses. 

Researchers often focus on variables such as customer loyalty, repeat purchases, and 

purchase interest. These factors play a pivotal role in shaping consumer behaviour. 

 

4.1. Repeat Purchases 

Repeat purchases occur when customers choose to buy from the same brand or company 

repeatedly. Understanding the determinants of repeat purchases is crucial for businesses. 

Several other factors also affect repeat purchase intention in e-commerce, including trust, 

transaction experience, perceived risk, they site quality, order fulfillment capability, product 

attributes, perceived price, and customer service quality (Chiu, C.-M., Fang, Y.-H., and 

Wang, E.T.G. (2012)). 

 

4.2. Literature Review on Consumer Behaviour 

Consumer behaviour encompasses the study of how individuals, groups, and organizations 

choose, buy, and use goods or services to meet their needs and desires. Key factors 

influencing consumer behaviour include: 

1. Cultural Factors: Culture shapes an individual’s values, perceptions, and customs. It 



influences daily activities, behaviour, and preferences. Cultural factors play a significant role 

in determining consumer choices. (Meena, B. S. (2023)) 

2. Social Factors: Social influences, such as family, friends, and reference groups, impact 

consumer behaviour. Social norms, peer pressure, and social identity contribute to purchasing 

decisions. (Jia, Q., Zhou, S., Liu, R., Zuo, Y., Pan, C., Chen, Y., Gong, Y., and Chen, 

R. (2023)). 

3. Personal factors: Personal characteristics including age, occupation, economic conditions 

and lifestyle, influence consumer behavior. For instance, a person’s life stage and economic 

level affect their preference and choices (MSG Content Team (2019)). Psychological Factors: 

Psychological aspects, such as motivation, perception, learning, and memory, play a crucial 

role. Understanding consumer psychology helps businesses tailor their marketing messages 

effectively. Consumer Behavior and the Buying Process (Harvard (2017) 

In review pane, please select ‘accept all changes’ and then you will not see these grey lines 

on the left. 

4.3. Repeat Purchase Tools 

Businesses strive to understand the determinants that drive customers to make repeat 

purchases, as it directly impacts customer retention and overall success (Chiu, C.-M., Fang, 

Y.-H., and Wang, E.T.G. (2012)).  This literature review explores key factors influencing 

repeat purchases and discusses international standardized tools for measuring customer 

repeat purchase behaviour. 

1. Repeat Purchase Rate (RPR): - The repeat purchase rate quantifies the proportion of 

returning customers relative to the total customer base. A higher RPR signifies a strong base 

of loyal customers who consistently choose the same brand (Meena, B. S. (2023)). 

https://www.researchgate.net/publication/366432389_Literature_Review_of_Consumer_Behavior_Customer_Loyalty_Repeat_Purchase_and_Purchase_Interest/fulltext/63d2920be922c50e99c685d5/Literature-Review-of-Consumer-Behavior-Customer-Loyalty-Repeat-Purchase-and-Purchase-Interest.pdf
https://www.researchgate.net/publication/366432389_Literature_Review_of_Consumer_Behavior_Customer_Loyalty_Repeat_Purchase_and_Purchase_Interest/fulltext/63d2920be922c50e99c685d5/Literature-Review-of-Consumer-Behavior-Customer-Loyalty-Repeat-Purchase-and-Purchase-Interest.pdf
https://www.researchgate.net/publication/366432389_Literature_Review_of_Consumer_Behavior_Customer_Loyalty_Repeat_Purchase_and_Purchase_Interest/fulltext/63d2920be922c50e99c685d5/Literature-Review-of-Consumer-Behavior-Customer-Loyalty-Repeat-Purchase-and-Purchase-Interest.pdf
https://www.researchgate.net/publication/366432389_Literature_Review_of_Consumer_Behavior_Customer_Loyalty_Repeat_Purchase_and_Purchase_Interest/fulltext/63d2920be922c50e99c685d5/Literature-Review-of-Consumer-Behavior-Customer-Loyalty-Repeat-Purchase-and-Purchase-Interest.pdf
https://www.quingpublications.com/public/uploads/docs/cm230131003.pdf
https://www.quingpublications.com/public/uploads/docs/cm230131003.pdf


2. Purchase Frequency: - Purchase frequency complements the RPR by examining how often 

customers return to make additional purchases. Tracking purchase frequency reveals 

behavioural patterns over time (Meena, B. S. (2023)). 

3. Customer Satisfaction Score (CSAT: - CSAT assesses satisfaction based on specific 

interactions (e.g., after a purchase or customer service interaction). Customers rate their 

experience on a scale. - High CSAT scores correlate with satisfied customers who are likely 

to return (Meena, B. S. (2023)). 

 

4. Google Surveys and Feedback: - Google Surveys allow businesses to collect direct 

feedback from customers, enabling them to identify areas for improvement. 

 

5.Aim 

To analyze the factors influencing repeat purchase behavior among customers of HPN Pvt 

Limited 

 

6.Objective 

- Investigate the factors like socio-demographic profile of customers, product quality, brand 

perception, customer service, loyalty programs, promotions, and pricing that are known to 

influence repeat purchase behavior. 

- Provide actionable recommendations to HPN Pvt Limited to increase the pool of repeat 

purchase customers. 



 

7.Methodology 

Primary data such as customers’ age, gender, location, etc., will be collected from HPN Pvt 

Limited's customer database. A structured survey will be used to gather data on repeat 

purchase behavior of customers. The survey will be sent to 80 - 100 customers via WhatsApp. 

The survey will be sent to 80 – 100 customers. Inclusion criteria will include active 

engagement with the company's products or services within the past three months. Samples 

will be selected by random sampling technique to ensure representativeness. 

Descriptive analysis will include counts, proportions, and measures of central tendency. 

Responses to the 5-point Likert scale will be analyzed using mean scores and standard 

deviations. 

Ethical considerations will be prioritized, ensuring privacy, consent, and transparent 

communication. 

Contact Method: Customers will be contacted through multiple channels to maximize 

response rates: 

Email: A customized email with an explanation of the survey's goal and a link to the online 

form will be delivered. 

Phone: Nonrespondents will receive a follow-up call to encourage participation and offer 

assistance if needed. 

SMS: A brief text message will be sent as a reminder to those who haven't responded after 

the initial email. 



Selection Criteria: Customers who have made purchases within the last 3 months and 

purchase again during my training tenure will be targeted to ensure relevance and recency of 

data. Additionally, customers from diverse demographics and purchase patterns will be 

included to capture a comprehensive picture. 

 

8.Time Frame 

1. Preparation and Planning (Approx. 1 month): 

- Finalize research objective, methodology, and survey instruments. 

2. Data Collection (Approx. 1 month): 

- Collect data through the feedback of all the repeating visiting customers. 

3. Data Analysis (Approx. 15 days): 

- Compile and analyze collected data. 

4. Report Writing (Approx. 10 days): 

- Draft dissertation report incorporating findings and conclusion. 

 

 

 

 

 

 



 

9.Outcome: 

 

Satisfaction and Repeat Purchase 

• Average and Standard Deviation: With a high average satisfaction of 4.26 and a 

relatively low standard deviation (0.66), the data suggests that most customers are 

satisfied with the products and services. 

• Impact: Given the significant coefficient (1.144) and p-value (0.013) from the 

regression analysis, satisfaction is a strong predictor of repeat purchase behavior. 

Higher satisfaction levels correlate with more frequent repeat purchases. 



Recommendation and Repeat Purchase 

Average and Standard Deviation : Customers are likely to recommend the product, as 

indicated by the average recommendation score of 4.24 with a standard deviation of 0.68. 

 

• Impact: The regression analysis showed a coefficient of 0.82 with a marginally 

significant p-value (0.06), suggesting that recommendations can potentially influence 

repeat purchases. Encouraging customers to recommend the product may lead to 

increased repeat purchase behavior, although this relationship is not as strong as 

satisfaction. 

Product Quality and Repeat Purchase 

• Average and Standard Deviation: Product quality has an average score of 4.29 and 

a standard deviation of 0.69. Customers generally perceive the product quality as 

high. 

• Impact: Despite the positive average, product quality's regression coefficient (0.574) 

was not statistically significant (p-value 0.176). This indicates that within this dataset, 

product quality alone does not significantly predict repeat purchase behavior. 

However, consistently high product quality may still contribute to overall satisfaction 

and other indirect factors influencing repeat purchases. 

• Average and Standard Deviation: Pricing scored an average of 4.24 with a standard 

deviation of 0.71. Customers generally find the pricing favorable. 

• Impact: Pricing was found to be a significant predictor of repeat purchase behavior 

with a strong coefficient (1.364) and a very low p-value (0.001). This suggests that 



competitive and favorable pricing directly encourages repeat purchases. Businesses 

should pay close attention to pricing strategies to maximize customer retention. 

Customer Service and Repeat Purchase 

• Average and Standard Deviation: Customer service has the highest average score 

(4.39) among the variables, with a standard deviation of 0.67, indicating excellent 

customer service. 

Impact: Despite high satisfaction with customer service, the regression analysis did not find 

it to be a statistically significant predictor of repeat purchase behavior (coefficient 0.778, p-

value 0.085). This implies that although providing excellent customer service is vital, it could 

not be the main motivator of repeat purchases in this context. However, maintaining high 

standards in customer service is crucial for overall customer satisfaction and brand loyalty. 

Purchase Frequency 

Average and Standard Deviation: With a standard deviation of 0.66 and an average buy 

frequency of 4.37, consumers clearly repurchase the product on a regular basis. 

• Impact: High purchase frequency suggests a strong customer base with frequent 

repeat purchases. This reinforces the importance of satisfaction and pricing as key 

factors influencing this behavior. 



 

Regression Analysis 

 

Satisfaction 

 

 

• F-statistic (0.3009) and Significance F (0.5845): 

The regression model's overall significance is gauged by the F-statistic. The whole 

model is not statistically significant, as indicated by an F-statistic of 0.3009 and a 

corresponding Significance F (p-value) of 0.5845. This shows that the model does 

not significantly explain the variation in Repeat Purchase when taking the 

Satisfaction variation into account. 



• Coefficient (1.144): The coefficient of 1.144 for satisfaction means that, under the 

assumption that all other variables stay constant, repeat purchase should rise by 1.144 

units for every unit increase in satisfaction. This positive correlation implies that there 

is a greater chance of repeat business when there is higher customer satisfaction. 

• t Stat (2.543) and P-value (0.013): 

A p-value of 0.013 and a t-statistic of 2.543 show that the satisfaction coefficient is 

statistically significant. We reject the null hypothesis, according to which the 

coefficient is zero, because the p-value is less than 0.05. This indicates that a strong 

predictor of repeat purchases is satisfaction. 

• 95% Confidence Interval: [0.252, 2.037]: 

The absence of zero in the satisfaction coefficient's confidence interval supports the 

statistical significance of satisfaction as a predictor. According to this interval, we 

have a 95% confidence level that the true coefficient, which indicates that satisfaction 

has a positive influence on repeat purchases, is between 0.252 and 2.037. 



Recommend 

 

• F-statistic (1.789) and Significance F (0.1841): significance F of 0.1841 and an F-

statistic of 1.789 show that the model with recommend as the independent variable is 

not statistically significant overall. The high p-value suggests that recommend does 

not significantly explain the variance in Repeat Purchase. 

• Coefficient (0.82):The value of 0.82 indicates that there is a favourable correlation 

between repeat Purchase, implying that higher likelihood of recommending the 

product is associated with increased repeat purchases. 

• t Stat (1.903) and P-value (0.06): The p-value of 0.06 is just above the 0.05 criterion 

for significance, and the t-statistic of 1.903 is near the crucial value of 2. This suggests 

that the recommendation coefficient is marginally insignificant, indicating that it has 

too little of an impact on repeat purchases to be regarded as statistically significant at 

the 5% level. 



• 95% Confidence Interval: [-0.035, 1.674]:The predictor's significance is 

questionable, as indicated by the confidence interval's 0 value. The genuine impact 

of recommendations on repeat purchases may vary somewhat from zero to positive, 

according to this interval, but it is not clearly distinct from zero. 

Product Quality 

 

• F-statistic (3.838) and Significance F (0.0528): The model is on the verge of 

statistical significance, according to the F-statistic of 3.838 and the Significance F of 

0.0528. Given that the p-value is so near to 0.05, it is possible that Product Quality 

influences Repeat Purchase in a way that is just slightly significant. 

• Coefficient (0.574): The correlation of 0.574 shows that repeat purchase and product 

quality are positively correlated. Increased recurring sales are correlated with higher 

product quality. 

 



• t Stat (1.363) and P-value (0.176): 

There is no statistically significant relationship between the coefficient for product 

quality and the critical value of 2, as indicated by the t-statistic of 1.363 being below 

it and the p-value of 0.176 being above it. This implies that, at the 5% level, the 

relationship between Product Quality and Repeat Purchase is not significant enough 

to be statistically significant. 

• 95% Confidence Interval: [-0.261, 1.409]: The fact that the confidence interval 

contains 0 confirms that Product Quality is not a significant predictor. The genuine 

relationship between Product Quality and Repeat Purchase may be zero, positive, or 

negative, according to this interval. 

Pricing 

 

 



• F-statistic (0.0035) and Significance F (0.9531): 

The model with pricing as the independent variable is not statistically significant 

overall, as indicated by an F-statistic of 0.0035 and a Significance F of 0.9531. 

According to the high p-value, pricing does not, in this model's context, meaningfully 

explain the variance in repeat purchase. 

• Coefficient (1.364): 

Pricing and Repeat Purchase have a high positive association, as seen by the 

coefficient of 1.364. This implies that effective pricing techniques are linked to a 

notable rise in repeat business. 

• t Stat (3.268) and P-value (0.001): 

The coefficient for pricing is extremely statistically significant, as evidenced by the 

t-statistic of 3.268, which is much above the crucial value of 2, and the p-value of 

0.001, which is significantly less than 0.05. This indicates that pricing is a highly 

reliable indicator of repeat purchases. 

• 95% Confidence Interval: [0.536, 2.192]: 

The absence of zero in the confidence interval attests to the importance of pricing as 

a predictor. This interval confirms the positive relationship between pricing and 

repeat purchase, with a 95% confidence interval spanning from 0.536 to 2.192. 



Customer Service 

 

• F-statistic (1.911) and Significance F (0.17): 

The model that uses customer service as the independent variable is not statistically 

significant overall, according to the F-statistic of 1.911 and the Significance F of 0.17. 

The p-value indicates that the variation in Repeat Purchase is not significantly 

explained by Customer Service. 

• Coefficient (0.778): 

The coefficient of 0.778 indicates that there is a positive correlation between customer 

service and repeat business, meaning that higher levels of customer service are linked 

to more repeat business. 

 



• t Stat (1.74) and P-value (0.085): 

The Customer Service coefficient is not statistically significant, as shown by the t-

statistic of 1.74, which is below the crucial value of 2, and the p-value of 0.085, which 

is above 0.05. This indicates that, at the 5% level, the relationship between Customer 

Service and Repeat Purchase is not substantial enough to be statistically significant. 

• 95% Confidence Interval: [-0.109, 1.664]: 

The predictor's significance is questionable, as indicated by the confidence interval's 

0 value. The genuine impact of customer service on repeat purchases may be 

marginally negative, slightly positive, or zero, according to this interval. 

Learnings from the Analysis 

1. Importance of Satisfaction and Pricing: 

• Satisfaction: 

Customer satisfaction is a significant driver of repeat purchases. Aims to increase customer 

satisfaction include raising the caliber of products, offering top-notch customer support, and 

ensuring positive customer experiences, are likely to lead to increased repeat purchases. 

• Actionable Insight: Companies should invest in customer feedback systems, 

regularly assess satisfaction levels, and implement changes based on customer 

feedback to improve satisfaction continuously. 

 



 

Pricing: 

o Competitive and favorable pricing has a strong positive impact on repeat purchases. 

This implies that customers are highly sensitive to pricing when deciding to make 

repeat purchases. 

o Actionable Insight: Businesses should analyze their pricing strategies to ensure they 

are competitive and perceived as offering good value. Regular price comparisons with 

competitors and dynamic pricing strategies could be beneficial. 

2. Potential Impact of Recommendations: 

Although the recommendation variable (Recommend) was marginally significant, with a p-

value of 0.06, but not statistically significant at the 5% level. This implies that there might 

be a beneficial connection between customers recommending the product and their likelihood 

of making repeat purchases. 

Actionable Insight: Businesses could gain by promoting word-of-mouth advertising and 

offering rewards for referrals. Creating shareable content, offering loyalty benefits for 

referrals, and implementing referral programs could all aid in utilizing recommendations to 

encourage recurring business. 

3. Limited Influence of Product Quality and Customer Service: 

• Despite positive coefficients, neither product quality nor customer service were 

statistically significant predictors of repeat purchases in this dataset. 

• Actionable Insight: Although these are conventionally significant, their impact may 

vary depending on the situation or be overshadowed by other variables that are not 



part of the model. Businesses should still maintain high standards for product quality 

and customer service but may need to explore additional factors influencing repeat 

purchases. 

4. Low Model Fit and Unexplained Variance: 

• The models' independent variables only partially account for the variance in repeat 

purchases, as indicated by the low R-square values. This shows that recurrent 

purchase behavior may be influenced by additional factors not included in this 

analysis. 

• Actionable Insight: Further research is needed to identify additional variables that 

may impact repeat purchases. These could include factors such as brand loyalty, 

marketing effectiveness, product availability, customer demographics, and broader 

economic conditions. 

5. Holistic Approach to Enhancing Repeat Purchases: 

• While focusing on significant predictors like satisfaction and pricing is essential, a 

holistic approach considering multiple factors is likely to be more effective in driving 

repeat purchases. 

• Actionable Insight: Businesses should adopt a multi-faceted strategy that includes 

improving satisfaction and pricing while exploring other potential influencers of 

repeat purchase behavior. Regular data collection and analysis can help in identifying 

and adapting to these factors over time. 



6. Statistical and Practical Relevance: 

• The distinction between statistical significance and practical relevance is crucial. 

Factors that are not statistically significant in this analysis may still hold practical 

importance for specific customer segments or under different conditions. 

• Actionable Insight: Companies should not solely rely on statistical significance but 

also consider the practical relevance of various factors. Implementing small-scale 

pilot programs or A/B testing can provide insights into the practical impact of 

different strategies on repeat purchases. 

10. Conclusion: 

The regression analysis's findings offer insightful information about the variables affecting 

consumers' propensity for repeat purchases. 

While customer satisfaction and recommendation likelihood demonstrate weaker 

associations with repeat purchase, product quality and customer service emerge as key 

drivers. Businesses should prioritize efforts to enhance product quality and customer service 

experiences to foster repeat purchases and long-term customer loyalty. 

Furthermore, the negligible impact of pricing on repeat purchase behavior suggests that in 

making judgments about what to buy, customers can give more weight to aspects like quality 

and service than pricing. This underscores the need for businesses to focus on delivering 

value beyond pricing, including superior product features and exceptional customer support. 

 

The study's findings highlight the complexity of repeat purchase behavior and the 

significance of comprehensive client experiences in fostering recurring business. 



By understanding and addressing the factors that influence repeat purchases, businesses can 

cultivate lasting relationships with customers and achieve sustainable growth in competitive 

markets. Further research is warranted to explore additional factors and validate the findings 

across different industries and consumer segments. 
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12.Annexure 

Questionnaire Design: The questionnaire will be structured to gather information on various 

aspects of the customer experience, satisfaction, and preferences. Questions will be: 

1. What is your gender? 

a. Male 

b. Female 

c. Non-binary/Third gender 

d. Prefer not to say 

2. What is your age group? 

a. Under 18 

b. 18-24 

c. 25-34 

d. 35-44 

e. 45 and above 

3. Primary mode of purchase? 

a. Online 

b. In-store 

c. Both Equally 



4. On a scale from 1 to 5, how satisfied are you with HPN Pvt Limited's 

products/services? 

a. Highly Dissatisfied 

b. Dissatisfied 

c. Neutral 

d. Satisfied 

e. Highly satisfied 

5. How likely are you to recommend HPN Pvt Limited to others, on a scale from 1 

to 5? 

a. Very likely 

b. Likely 

c. Neutral 

d. Unlikely 

e. Very unlikely 

6. How satisfied are you with  the product quality of HPN Pvt Limited on a scale 

from 1 to 5. 

a. Highly Dissatisfied 

b. Dissatisfied 

c. Neutral 

d. satisfied 

e. Highly satisfied 

7. How would you rate the pricing of HPN Pvt Limited's products/services, from 1 

to 5? 

a. Highly Dissatisfied 

b. Dissatisfied 



c. Neutral 

d. satisfied 

e. Highly satisfied 

8. On a scale from 1 to 5, how satisfied are you with the customer service provided 

by HPN Pvt Limited? 

9. Highly Dissatisfied 

a. Dissatisfied 

b. Neutral 

c. Satisfied 

d. Highly satisfied 

10. How frequently do you make purchases from HPN Pvt Limited? Please rate on a 

scale from 1 to 5? 

a. Very unlikely 

b. Unlikely 

c. Neutral 

d. Likely 

e. Very likely 

11. What improvements or additional products/services would you like to see from 

HPN Pvt Limited? 

12. Were you informed regularly about the product restocking and addition of new 

products? Yes/no 

 

 

 



13.   Consent Form for Participation in Customer Repeat Purchase Behaviour Survey 

HPN Pvt . Ltd. is conducting a survey to understand customer repeat purchase behaviour. 

The survey aims to gather feedback to help improve our products, services, and overall 

customer experience. Your responses will be kept confidential and anonymous. We will not 

collect personally identifiable information, and your responses will be combined with those 

of other participants for analysis. 

The data collected from this survey will be used to identify trends and areas for improvement 

within HPN Pvt . Ltd. The results may be shared with the management and relevant 

departments in aggregated form but will not include any identifying information. The data 

may also be used for internal research and planning purposes. 

● You have the right to choose whether to participate in the survey. 

● There are no significant risks associated with participating in the survey, but we encourage 

you to please participate and give an honest response. 

By participating, you agree that you have read and understood this information and consent 

to take part in the survey. Thank you for your valuable input. 

 


