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Abstract
Now days, there has been a stiff competition in the modern retailing sector. This has
forced the retailers to pay considerable efforts to attract the consumers to their stores, has been
increasing the frequency and amount of purchase available. Therefore, the significance of
enabling store loyalty and developing innovative strategies towards this have been highlighted. In
this study it is aimed to determine the effect of the satisfaction, trust-value perception and store
image variables on the consumers’ retail store loyalty in Twin cities of Andhra Pradesh. Our
results show that the store image variables have effect on value and trust perception. Value-trust
perceptions have effect on satisfaction and store loyalty of the customers.
Keywords: Value Perception, Store’s loyalty factors, Retail store Image, Consumer Behavior.
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I. Introduction
Retailing plays significant roles to determine the consumption forms, manipulate the
preferences to contribute to social life increasing the life standards involved. Today, the power
balance is inclined towards the retailing rather than the producer. Increase in the number of the
competitor brands in the market has led the firms to concern of being able to obtain more shares
from the retail market. This situation has made the retailers highly advantageous. In addition to
this, the fact that these retailers create their own brands and offer them to the market with less cost
in comparison to the nation-wide brands have strengthened their position in the market. This
advantageous position of the sector has attracted new investors and increased competition in retail
sector. Today, due to increasing competition in modern retailing sector, retailers making
considerable efforts to commit more consumers to their stores, and have made increase the
frequency and amount of purchase available. Therefore, the importance of strengthening store
loyalty and developing new strategies towards this have been highlighted. In this study we aimed
to determine the effect of the satisfaction, trust, value perception and store image variables
(service quality, store atmosphere, comparative price perception, discount perception, retail store
opportunities, post purchase applications, product quality perception and retail store location) on
the consumers’ retail store loyalty in twin cities of Andhra Pradesh. The study consists of two
parts. In the first part, theoretical information about the store loyalty and the variables
determining this loyalty were given. In the second part, the variables that affect consumers’ retail
store loyalty were attempted to determine. Firstly it is determined whether the store image
variables are effective on value-trust perceptions. Later the effect of trust-value perception on
satisfaction and store loyalty are investigated.

II. Review of Literature

Today, attracting new customers has become so important in modern retailing in addition
to loyal to them and efforts have been paying in that perspective as known, the cost of keeping
consumers present is less than the cost of gaining new customers (Solomon, 2007). Moreover, it
is argued that the success of any firm, in long term, is dependent upon the number of regular
consumers rather than the number of the consumers who only purchase its products (Carpenter,
2003). Therefore, consumer loyalty has the key role for the success of a firm in the market.
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Loyalty is generally defined as the dependence of a costumer on a certain brand and the strong
attitude that leads him or her to sustain this relationship with this brand (Uncles, et al., 2003). As
for brand loyalty, however, there are some strong beliefs and attitudes that encourage these
repetitive purchases (Solomon, 2007). Through these definitions, loyalty is defined as the
tendency to buy the product and service again or becoming a patronage of it (Oliver, 1999). In
repetitive purchases towards more advantageous options, the direction of the purchase can
change. Considering these two features, the comprehensive definition of brand loyalty is given as
follows: the consumer’s having positive feeling toward the brand, buying the brand involved
more frequently in comparison with other brands, going on buying it, and using it in longer term
(Odabasi and Baris, 2002). There are close relationships between brand loyalty and store loyalty.
In case the consumers’ brand loyalty toward a certain brand is strong, and that the store offers to
sale this brand affects the store preference. Likewise, when the costumer does not have enough
information about the product or if it is risky, then the costumer firstly decides about the brand
and later determines the store where to buy this product. Sometimes, the brand of the retailer is
effective on the decision of the store (Assael, 1992).
III. Factors Affecting Store’s Loyalty
Store loyalty means the stability of repurchase of a certain brand, and to become patronage
of a certain retailer or service supplier (Jones and Reynolds, 2006).Dick and Basu (1994) define
loyalty as the relationship between the positive attitudes toward a product, brand, service, store,
seller and patronage behavior. Store loyalty is summarized as the dependence, which is developed
by the consumer, upon the stores that contain many brands. This loyalty includes the place in
which shopping is done rather than brands or product loyalty.

Image: I Big Bazaar at Ameerpet in Hyderabad
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Such a case occurs due to differences that the distribution phase provides rather than the
product features. Thus, such a difference can be made by means of the service, price, or the
closeness to the consumer (Salls, 2004). Several studies have been conducted to determine
customers’ reasons for retail store preferences, and store image perceptions and store loyalty in
Twin cities of Andhra Pradesh. In Uslu’s study (2005) attempting to determine the customers’
reasons of preferences for shopping centers, the following results were obtained: the approach of
the staff to the customers, contents of products, their packing, hygienic conditions, post purchase
services, product variety, product price, location convenience, the availability and diversity of
quality brands become prominent effective factors. Similarly, in another study, Yilmaz et al.
(2007) found that for customers, the location of the shopping mall, product price and quality,
physical appearance and attitudes of the staff were important shopping mall prefer reasons. In
Yalcin’s study (2005), it was found that the demographic features such as age, occupation,
number of children are effective on retail store loyalty.

Image: II Retail Store Internal Atmosphere
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Keeping the above studies in mind, the variables which are argued to be most studied and
the most effective variables on store prefer and loyalty are the variables of product quality
perception, location of the store, price perception, service quality, store atmosphere, image, and
in-store design. In the present study, among the factors affecting store loyalty, comparative price
perception, service quality perception, inner atmosphere, location of the store, discount
perception, market facilities, post purchase applications, product quality perception have been
determined as the variables of store image. The effects of the variables of the store image on
value perception, trust perception, satisfaction and store loyalty. The model of the research is
demonstrated in figure 1 below:

Figure 1: Research Model

Satisfaction

Supermarket
Loyalty

The excellence of retailer service generally deals with the general appearance of the staff
and enterprise involved the attentiveness, kindness and trust toward customers. Polite and
attentive attitudes of the staff, their experiences, safe shopping environment are some of the main
features of the service quality (Cronin et al., 2000). The scale of service quality (SERVQUAL)
developed by Parasuman-Zeithmal-Berry in 1988 was applied to many sectors. Atan et al. (2006)
attempted to determine the retail store customers’ service quality perception by using
SERVQUAL measure. In another study, Dabholkar et al. (1996) have used the service quality
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scale for the retailing sector. Sirohi et al. (1998), Caruana (2002), Wong and Sohal (2003) and
Miranda et al. (2005) have determined that service quality has important effects on loyalty.
Store atmosphere is another factor which affects the store loyalty , such as the inner plan,
easiness in reaching the shelf, product display, and if there are direction signs. (Sirohi et al., 1998;
Koo, 2003). In some studies, the store atmosphere was found to be effective on store loyalty and
repurchase behavior (Thang and Tan, 2003; Koo, 2003; Merrilees and Miller, 2001).
Customers consider price comparisons also in selecting the retailers (Zielke, 2006). As
well as the products’ real prices, these perceived prices also affect customers’ store preference.
Moore and Carpenter (2006), found that price perception affects the patronage behavior. Smith
and Sinha (2000) determined that price level has a considerable effect on store choice. In another
study, Gilbert and Jackaria (2002) found that discounts significantly affect customers’ purchase
behaviors.
Special discounts and promotions increase customers’ interest toward the store (Grewal et
al., 1998a). These discounts and promotions are considered as a financial sacrifice by the
business. This situation results in the perception of discount. Another factor that affects
customers’ store preference is the quality of the products offered by the retailer. While evaluating
the quality of the products that they purchase, customers use some clues. These are divided into
two groups such as internal and external. They indicate that internal clues can be exemplified as
the taste, color of the product, and the external clues consist of the price of and the brand of the
product (Duman and Yagci, 2006).

The opportunities of any retail store generally deal with safe parking, shuttle service, and
entertainment facilities for the kids (Davies et al., 2001). Post purchase applications include return
of defective products, refund or change of the product. It was find out that compensation of the
customer’s loss and polite attitudes toward the customer strengthen customer’s patronage
intention toward the store (Blodgett et al., 1995). The location of the store affects customers’
frequency of shopping by the store. This helps occurrence of store loyalty. It was seen that stores
easily reached are more preferred (Rhee and Bell, 2002). Moreover, Koo (2003) found that
location of store affects loyalty.
Assuming that the store image variables contribute to the development of store value
perception and trust perception, the research hypotheses are offered:
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Hypothesis 1a. Consumers’ service quality perception is
effective of trust perception
Hypothesis 1b. Consumers’ service quality perception is
effective on value perception
Hypothesis 2a. Consumers’ store atmosphere perception
is effective on trust perception
Hypothesis 2b. Consumers’ store atmosphere perception
is effective on value perception
Hypothesis 3a. Comparative price perception is effective
on trust perception
Hypothesis 3b.Perception of comparative price is
effective on value perception
Hypothesis 4a.Consumers’ discount perception is
effective on trust perception
Hypothesis 4b. Consumers’ discount perception is
effective on value perception
Hypothesis 5a. Consumers’ product quality perception is
effective on trust perception
Hypothesis 5b. Consumers’ product quality perception is
effective value perception
Hypothesis 6a. Retail store opportunities affect trust
perception
Hypothesis 6b. Retail store opportunities affect value
perception
Hypothesis 7a.Post purchase applications of the retail
stores affect trust perception
Hypothesis 7b. Post purchase applications of the retail
stores affect value perception
Hypothesis 8a. Retail store location perception affects
trust perception
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Hypothesis 8b. Retail store location perception affects
value perception
Hypothesis 9. Value perception of the customers is
effective on satisfaction.
Hypothesis 10.Trust perception of the customers is
effective on satisfaction
Hypothesis 11.Satisfaction is effective on store loyalty.

Perception of value is one of the most important indicators that affect thought and
intention of purchase (Grace and O’Cass, 2005). Value is the comparison of what customers
expect and obtain as a benefit (Grewal et al., 1998b). According to studies, the customers who
have high level of value perception toward to the store for their purchases seem to display higher
loyalty (Chen and Quester, 2006; Sirdeshmukh et al., 2002). Trust is generally defined as the
eagerness to depend on each other (Wulf and Oderken-Schöder, 2003). It refers to the belief that
customers have toward the retailer’s dependence and honesty (Morgan and Hunt, 1994). Trust is
seen to increase relational loyalty and positively affect loyalty (Beatty et al., 1996). Satisfaction
refers to the personal evaluation as a result of meeting needs or going beyond the expectations
(Bloemer and Ruyter, 1998). Satisfaction has been defined in several ways by different
researchers. In these definitions, there are three common important points. First consumer
satisfaction is a mental and emotional response. Second this response deals with expectations,
product, and consumption experiences etc. Finally this response occurs in different times such
post consumption and choice, and being dependent upon experience (Giese and Cote, 2000).
Bloemer and Ruyter (1998) and Grønholdt et al. (2000) concluded that store satisfaction affects
loyalty.

IV. Methodology and Tools of Analysis

Type of Research: Descriptive research
Population of the study: The population of the study consists of Twin cities of A. P
Sample size: Sample consisted of 400 respondents with their demographic profiles- sex, age,
education, profession and marital status.
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Sampling and research tool used: Convenient sampling method was adopted to fill the
questionnaire by personal interaction to the customers visiting to super markets
Data Analysis and interpretation: Data was analyzed using SPSS13.0 and Lisrel 8.7 statistical
package program.
In the present study, we aimed to determine the variables determining retail stores’ loyalty
of costumers in Hyderabad and Secundrabad in Andhra Pradesh. Six categories of retail stores are
considered for the study which is given in table 1. In twin cities, there are modern retail stores
(Central, Shoppers Stop, , Big Baazar, Apna Bazaar, Spencers, Reliance Fresh, Trinethra,
More. for you, Magna, Food World, Fresh @, Subhiksha etc), shopping centers, and discount
stores near to the grocery stores.

Table: 1.Types of Retail stores

S.No

1

2
3
4

5
6

Type of the
Retail Store

Area

Cash

Square

Register

Meters

Number

Larger than

Hypermarket

2500

Big
Supermarket
Supermarket
Small
Supermarket
Middle
market
Grocery store

Larger than 8

Other Features

Self service, Parking
land,ATM

1000-2499

Larger than 2

Self service

400-999

Larger than 2

Self service

100-399

2

Self service

50-99

1

On the main or side street

Less than 50

1

Self service

Calculations
In the present study, the variables of the store image, value perception, trust perception,
satisfaction and store loyalty factors measured using 5 point Likert-type scale (5 = strongly agree;
1 = strongly disagree).
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V. Findings
Participants’ demographic characteristics are shown in table 2: As seen in Table 2, 60% of
the participants are male, 40% is female, 73% is between 18-41 years old and most of them (75%)
seem married. Moreover, 35% of the participants graduated from high school, 38% of them are
official and 32% have five and more than five members in their families.

Table: 2 Demographic profiles of selected customers

The traditional cultural values and patriarchal structure are dominant both in Hyderabad
and Secundrabad cities. This situation shows that male population is stronger to determine the
needs, give decision, and buy (Odabasi and Baris, 2002; Solomon, 2007; Koc, 2007). Moreover,
according to the data of 2006 family member labor force provided by Turkish Statistical Institute,
71% of the working population is male and 29% of them is female (TSI, 2006). These numbers
display that male members financially support family. Though spouses generally go shopping
together, the male are more effective than the female about decision making.

Therefore, that the number of the male participants is higher than the female ones matches
the socio-cultural structure of the region. In literature, considering the some local based studies, it
is seen that in retail store shopping the number of male customers are higher than female
customers (Cati, 2007; Akpinar, 2006). The store loyalty and store image factors’ descriptive
statistics are given in table 3.
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Table: 3 Calculations of store loyalty and store image variables

For testing scales reliability it is looked items’ Cronbach’s alphas. Acceptable minimum
Cronbach alpha level vas considered 0.70 (Hair, et al., 1998). Eliminating from scales 4 variables
(3 from retail store opportunities and 1 from loyalty) totally 68 variables were taken into account.
Later for determining variables affecting value and trust perception of consumers the theoretical
model was tested with the structural equation model. And it is found that retail store
opportunities, post purchase applications, retail store location, comparative price perception,
discount perception have no effect on both trust and value perception. The factors showing no
statistically significant at the modeling stage and the reason for their being taken out from the
model.After eliminating these factors research model retested with the path model. At the end of
the proposed odifications, index values of the scale became within acceptable values.
(Andreassen, 1995; Suh and Han; 2002; Schermelleh-Engel et al., 2003; Sharma et al., 2005). The
store image and loyalty factors’ t, R2, standard coefficients, error variances, research model
factors’standard coefficients and t value were calculated.

It is seen that location of retail store, post purchase applications and opportunities of the
retail store did not affect the retail store loyalty. The fact that retail store location didn’t affect
retail store loyalty might be because retail stores were located in city centre so that they were
easily accessible. The reason why post purchase applications were not significant might be
attributed to the fact that consumers consider these services essential but not an extra care. From
the diagram, satisfaction and value perception have direct effects and trust perception and product
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quality, store atmosphere, service quality, comparative price perception and discount perception
have indirect effects on retail store loyalty. Therefore, hypotheses H1a, H2a, H2b, H5b, H9, H10
and H11 have been accepted. Also, it is also seen that discount perception and comparable price
perception directly affect retail store satisfaction.

In retailing sector where competition is considerably common, the significance of store
image is well known in order to provide competition superiority among retailers. Therefore, in
our study, the scale developed to determine store image dimensions and their influences on store
image was tested. Our results show that the store image variables and value perception, trust
perception and satisfaction have certain effects on store loyalty of the customers in Hyderabad
city. In the study, it was assumed that the store variables had some effects on both value
perception and trust perception. At the end of the analysis, it is seen that store atmosphere and
product quality have certain effects on value perception. Besides, service quality was seen to be
effective on trust perception. Comparable price perception and discount perception have no effect
on trust and value perception which are two mediate variables. These variables have direct effects
on satisfaction. Likewise, value perception has certain direct effects on loyalty. In several
research studies, retail store atmosphere and product quality have been found to be the basic
determinants of customers’ value perception (Sirohi et al., 1998; Duman and Yagci, 2006).
Today, retail store atmosphere seems more important for the customers who particularly
find shopping a way of amusement. Inner lightening, shelf design, and settlement plan help
customers do shopping in a comfortable way. Considering the provinces having the weather
conditions such as in Hyderabad city, store atmosphere becomes much more important.
Moreover, the quality of the products in the retail stores is very effective for value perception. In
this case, store design, settlement design, product quality and diversity are influent in order that
customers receive the return of money, effort, and time that they spend. The elements affecting
customers’ trust perception are the service quality. Beatty et al. (1996) and Wong and Sohal
(2006) reached the similar results. According to the findings, service quality causes the customers
to trust the retail store. In other words, for a positive trust perception, clean and neat retail store
and personnel, attentiveness of the personnel, manner seems considerably effective. Trust and
value perception are meanwhile effective on retail store satisfaction. Koo (2003) and Gronholdt
(2000) found the similar results in their studies. The findings in our study support the case. The
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fact that customers’ trusting and to be pleasure from retail store, they think that they are saving
money and time. In addition to this, discount and comparable price perception affect the feeling of
satisfaction from the retail store. Those customers are pleased with the discounts and general
product price increases the retail store satisfaction. If retail store administrators attach importance
to the discounts then, the customers’ retail store loyalty can increase. And we can say that for
retailers’ low pricing strategy is a powerful weapon.
Customer satisfaction and value perception are other effective elements for retail store
loyalty. In some studies, similar results have been obtained (Sirohi et al., 1998; Bloemer and
Ruyter, 1998; Eskildsen et al., 2004; Chen and Quester, 2006). According to these results, to
become loyal to the retail store, customers’ receiving the refund and time and becoming satisfied
have important roles. Moreover, the value perception toward the retail store directly affects
loyalty. Through these results, it is seen that store atmosphere and product quality are the main
determinants about value perception of the retail stores, and the service quality is most effective
on trust perception. As for providing satisfaction, price and discount perceptions are the effective
factors. Therefore, it is seen that low price strategy is a very strong competition tool to create
satisfaction and loyalty.

VI. Limitations and Suggestion for Further Research

In the present study, the effects of store image variables, value perception, trust perception
and satisfaction on store loyalty were examined. The investigation was conducted in retail stores,
Twin cities of Andhra Pradesh.
However, this investigation is suggested to be carried out in different cities and regions
where geographical and demographical variable are considered to affect the variables that
determine the store loyalty. Therefore in the studies on the shopping malls and the department
stores, the variables of store loyalty can show differences. In our study, some effective variables
about store loyalty or patronage behavior such as, social expectations, the social responsibility of
the store, the cultural structure of customers were not included. For further studies, it is suggested
that these variables be taken into consideration.

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
Indexed & Listed at: Ulrich's Periodicals Directory ©, U.S.A., Open J-Gage, India as well as in Cabell’s Directories of Publishing Opportunities, U.S.A.

International Journal of Marketing and Technology
http://www.ijmra.us
250

July
2012

IJMT

ISSN: 2249-1058

Volume 2, Issue 7

__________________________________________________________
References
[1] Akdogan, M. S., K. Gullu, and S. Babayigit, 2005, “A Study of Consumers' Perceptions Retail
store,”

Erciyes University Journal of the Institute Social Sciences, 19:37-70.

[2] Sawmong, S. and O. Omar, 2004, “The Store of the UK’s Retail Consumer,” Journal of
Academy of Business, 5:503-515.
[3] Andreassen, T. W., 1995, “(Dis) Satisfaction with

Public Services: the Case of Public

Transportation,” The Journal of Services Marketing, 9:30-41.
[4] Arnold, S. J., J. Handelman, and D. J. Tigert, 1996, “Organizational Legitimacy and Store
Patronage,” Journal of Business Research, 35:229-239.
[5] Assael, H., 1992, Consumer Behavior and Marketing Action, Pws-Kent Publishing Company,
Boston.
[6] Rhee, H. and D. R. Bell, 2002, “The Inter-store Mobility of Retail store Shoppers,” Journal of
Retailing,

78:225-237.

[7]Baker, J., A. Parasuraman, D. Grewal, and B.V. Glenn, 2002, “The Influence of Multiple Store
Cues on Perceived Merchandise Value and Patronage Intentions,” Journal of Marketing,
66:120-141.
[8] Bearden, W. O., 1977, “Determinant Attributes of Store Patronage-downtown versus Outlying
Shopping Centers,” Journal of Retailing, 53:15-26.
[9] Beatty, S. E., J. E. Coleman., K. E. Reynolds, and J. Lee, 1996, “Customer-sales Associate
Retail Relationships,” Journal of Retailing, 72:223-247.
[10] Blodgett, K., L. Wakefield, and H. Barnes, 1995, “The Effects of Customer Service on
Consumer Complaining Behavior,” Journal of Services Marketing, 9:31-42.
[11]Bloemer, J. and K.D. Ruyter, 1998, “On the Relationship between Store Image, Store
Satisfaction and Store Loyalty,” European Journal of Marketing, 32: 499-513.
[12]Carpenter, L. M., 2003, “An Examination of the Relationships between Consumer Benefits,
Satisfaction and Loyalty in the Purchase of Retail Store Branded Products,” Ph.D. Thesis, the
University of Tennessee, Knoxville.
[13]Caruana, A., 2002, “Service Loyalty: the Effect of Service Quality Role of Customer
Satisfaction,” European Journal of Marketing, 36:811-825.
[14]Cati, K., 2007, “A Research on Determine Factors That Effect Preferences of Retail stores,”
Journal of Electronic Social Sciences, 6:150-168.
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
Indexed & Listed at: Ulrich's Periodicals Directory ©, U.S.A., Open J-Gage, India as well as in Cabell’s Directories of Publishing Opportunities, U.S.A.

International Journal of Marketing and Technology
http://www.ijmra.us
251

July
2012

IJMT

Volume 2, Issue 7

ISSN: 2249-1058

__________________________________________________________
[15]Cortiňas, M., M. Elorz, and M. L. Villanueva, 2004, “Retail Store Loyalty Management via
an Analysis of Heterogeneity of the Service Elements,” International Review of Retail,
Distribution and Customer Research, 14:407-436.
[16]Cronin, J., Jr. Joseph, M. K. Brady, G. Hult, and M. Tomas, 2000, “Assessing the Effect of
Quality, Value and Customer Satisfaction on Consumer Behavioral Intentions in Service
Environments,” Journal of Retailing, 76:193-218.
[17]Dabholkar, P. A., D. I. Thorpe, and J. O. Rentz, 1996, “A Measure of Service Quality for
Retail Store: Scale Development and Validation”Journal of the Academy of Marketing Science,
24:3-16.
[18]Davies, F L M. Goode, A. Moutinho, and E. Ogbonna, 2001, “Critical Factors in Consumer
Retail store Shopping Behavior: a Neural Network Approach,” Journal of Consumer Behavior,
1:35- 49
[19]Dick, A. S. and K. Basu, 1994, “Customer Loyalty: towards an Integrated Framework,”
Journal of the Academy of Marketing Science, 22:99-113.
[20]Duman, T. and M. İ. Yagci, 2006, “On Factors affecting Continuous Purchase Intentions of
Supermarke Customers: an Attempt at Modeling,”METU Studies Development, 33:87-116.
[21]Eskildsen, J., K. Kristensen, H. T. Juhl, and P. Østergaard, 2004, “The Drivers of Customer
Satisfaction and Loyalty: the Case of Denmark 2000-2002,” Total Quality Management, 15:
859-868.
[22]Fisk G., 1961-1962, “A Conceptual Model for Studying Customer Image,” Journal of
Retailing, 37:9-16.
[23]Giese, J. L. and J. A. Cote, 2000, “Defining Consumer Satisfaction,” Academy of Marketing
Science Review, 20:1-27.
[24]Gilbert, D. C. and N. Jackaria, 2002, “The Efficacy of Sales Promotions in U.K. Retail stores:
a Consumer View,” International Journal of Retail and Distribution Management, 30:315-332.
[25]Gilmore, R., W. Margulis, and R. A. Rauch, 2001, “Consumer’s Attitude and Retailers’
Images in Creating Sore Choice: a study of Two Different Sides of the Same Story,”
International Journal of Value-Based Management, 14:205-221.
[26]Gracee, D. and A. O’cass, 2005, “An Examination of the Antecedents of Repatronage
Intentions across Different Retail Store Formats,” Journal of Retailing and Consumer Services,
12:227-243.
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
Indexed & Listed at: Ulrich's Periodicals Directory ©, U.S.A., Open J-Gage, India as well as in Cabell’s Directories of Publishing Opportunities, U.S.A.

International Journal of Marketing and Technology
http://www.ijmra.us
252

July
2012

IJMT

Volume 2, Issue 7

ISSN: 2249-1058

__________________________________________________________
[27]Grawel, D., K. B. Monroe, and R. Krishnan, 1998b, “The Effect of Price-comparison
advertising on Buyers’Perceptions of Acquisition Value, Transaction Value and Behavioral
Intentions,” Journal of Marketing 62:46- 59.
[28] Grewal, D., R. Krishnan, J. Baker, and N. Borin, 1998a, “The Effect of Store Name, Brand
Name and Price Discounts on Consumers’ Evaluations and Purchase Intentions,” Journal of
Retailing, 74:331-352.
[29] Grønholdt, L., A. Martensen, and K. Kristensen, 2000, “The Relationship between Customer
Satisfaction a Loyalty: Cross-industry Differences,” Total Quality Management, 11:509-514.
[30] Gustafsson, A. D. and M. Johnson, 2004, “Determining Attribute Importance in a Service
Satisfaction Model,” Journal of Service Research, 7:124-141.
[31] Hair, J. F., R. E. Anderson, R. L. Tatham, and W. C. Black, 1998, Multivariate Data (29)
Analysis with Readings, Fifth Edition,Prentice-Hall, New Jersey.
[32] Huddleston, P., J. Whipple, and A. Van Auken, 2004, “Food Store Loyalty: Application of
Consumer Loyalty Framework,” Journal of Targeting, Measu-rement and Analysis for
Marketing, 12:213-230.
[33] Jones, M. A. and K. E. Reynolds, 2006, “The Role of Interest on Shopping Behavior,”
Journal of Retailing, 12:115-126.
[34] Juhl, H. J., K. Kristensen, and P. Ostergaard, 2002, “Customer Satisfaction in European Food
Retailing,” Journal of Retailing and Consumer, 9:327-334.
[35] Kelloway, E. K., 1998, Using LISREL for Structural Equation Modeling, Sage Publications,
California.
[36] Koc, A. A., and T. Dolekoglu, 1998, “The Determination Factors of Retail store Image,”
Cukurova University Journal of Social Sciences Instutite, 5:253-266.
[37] Yeniceri, T., 2005, “Relations between Store Image and Store Image Constructs,” Journal of
Institute of Business Administration-Management, 16:22-46
[38] Koo, D. M., 2003, “Inter-relationships among Store Images, Store Satisfaction and Store
Loyalty among Korea Discount Retail Patrons,” Asia Pacific Journal of Marketing and
Logistic, 15:42-71.
[39]Linquist, J., 1974-1975, “Meaning of Image,” Journal of Retailing, 50:29-38.
[40] Macintosh, G. and L. S. Lockshin, 1997, “Retail Relationships and Store Loyalty: a Multilevel Perspective,” International Journal of Research in Marketing, 14:487-497.
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
Indexed & Listed at: Ulrich's Periodicals Directory ©, U.S.A., Open J-Gage, India as well as in Cabell’s Directories of Publishing Opportunities, U.S.A.

International Journal of Marketing and Technology
http://www.ijmra.us
253

July
2012

IJMT

Volume 2, Issue 7

ISSN: 2249-1058

__________________________________________________________
[41]Mazursky, D. and J. Jacoby, 1986, “Exploring the Development of Store Images,” Journal of
Retailing, 62:145-165.
[42] Merrilees, B. and D. Miller, 2001, “Superstore Interactivity: a New Self-service Paradigm of
Retail Service,” International Journal of Retail and Distribution Management, 29:379-389.
[43] Merrilees, B., B. McKenzie, and D. Miller, 2007, “Culture and Marketing Strategy in
Discount Retailing,” Journal of Business Research, 60:215-221.
[44] Miranda, M. J., L. Kónya, and I. Havrıka, 2005, “Shoppers’ Satisfaction Levels Are Not the
only Key to Store Loyalty,” Marketing Intelligence and Planning, 23:220-232.
[45] Moore, M. and J. Carpenter, 2006, “The Effect of Price as a Marketplace Cue on Retail
Patronage,” Journal of Product and Brand Management, 15:265-271.
[46] Morgan, R. M. and S. D. Hunt, 1994, “The Commitment Theory of Relationship Marketing,”
Journal of Marketing, 58:20-38.
[47] Mowen, J. C., 1990, Consumer Behavior, MacMillan Publishing Company, New York,
USA.
[48] Oderken-Schroder, G., D. K. Wulf, H. Kasper, M. Kleijnen, JJ Hoekstra, and H.
Commendeur, 2001, The Impact of Quality on Store Loyalty: Contingency Approach, Total
Quality Management, 12:307-322.
[49] Oliver, R. L., 1999, “Whence Consumer Loyalty?” Journal of Marketing, 63:33-44.
[50] Osman, M. Z., 1993, “A Conceptual Model of Retail Image Influences on Loyalty Patronage
Behaviour,” The International Review of Retail Distribution and Consumer Research, 3:133148. Research Online, 8:23-74

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
Indexed & Listed at: Ulrich's Periodicals Directory ©, U.S.A., Open J-Gage, India as well as in Cabell’s Directories of Publishing Opportunities, U.S.A.

International Journal of Marketing and Technology
http://www.ijmra.us
254

