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ABSTRACT
This paper is an effort in understanding the antecedents of brand loyalty in retail. A
structural questionnaire was used to collect data (n=840) from department store adult shoppers
in India. Latest tools like Exploratory Factor Analysis and Confirmatory Factor Analysis were
used to analyse data. Results of the research revealed that factors like merchandise, service
interaction, corporate citizenship and convenience play an important role in building store
image in retail. The implications for academicians and practitioners are discussed in the paper.
Keywords: Merchandise, Service Interaction, Store Image, Social Responsibility, Convenience,
Retail, Services.
INTRODUCTION
The first department store in USA, still in operation as Brooks Brothers, originated in
New York in April 1818 with the original name of H & D.H. Brooks & Co. It was popularly
known as men’s clothier initially but later sold from anything to everything. In Europe too during
the 19th and 20th century, shopping malls were gaining popularity and the emergence of the
concept of “retail therapy”. Oxford Street in London became a popular place to shop, while the
traders focussed on selling through marketplaces. Fairs were promoted and designed in order to
raise funds and were usually held around Easter so that consumers could buy goods and services.
These fairs quickly gained popularity and spread to the rest of the developed Western world. At
the end of the 19th century, shops in marketplaces and streets grew in numbers across USA and
Europe selling goods at fixed prices, delivering at homes and also accepting credit cards. Soon
the retailers realised that as customers spent more time at the stores, it was more likely that they
were to make purchases. In order to keep people engaged in stores for longer times, innovative
methods, salesmen, courteous and friendly staff, convenient shopping facilities like washrooms,
etc. and technology were used. The first modern escalator was installed at Harrods department
stores in 1895, which created a new sensation in the retail space and also differentiated the store
from others. This was particularly important in view of the fact that high production and
sustained demand of goods and services were insufficient to insure the fast and continuous
expansion of American economy in the mid of the 20th century and retailers played an important
role in selling more and more goods than ever before. Department stores became the landmark of
American urban life and elsewhere too. Hudson's employed around 12,000 employees and
attracted more than 100,000 shoppers a day by the middle of the 20th century. Increased
consumption of goods and services demanded the same level of efficiency in selling as it was in
producing them and the whole process from manufacturing to distribution and consumption
started to be spearheaded by advertising and high pressure selling. This in turn contributed to
enhancements in store image and reputation through innovative displays, mannequins and
attractive/elegant interiors. Frank Woolworth, the founder of F.W. Woolworth & Co. in USA
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introduced the concept of attracting customers through attractive window displays, window
dressing and made store openings as big events and went on to coin the adage ‘retail is detail’.
He remained focussed on putting his stores on top of customer’s mind. This strategy led to an
emphasis on attracting customers through consistent marketing efforts to enhance store image
and loyalty across the United States and elsewhere.
The ‘big box player’ burst onto the scene in 1970s to the 90s, with club stores, value
retailers and category killers flooding the retail sphere before the advent of multi-channel
retailing and the Amazon era in the late 20th Century. Wal-Mart became America's retail giant in
the late 20th century and it put sales staff under constant pressure to sell more and spend less in
order to succeed in its Every Day Low Prices policy. Retailers realised that customers relied on
their shopping experience and recall of their experience for future shopping decisions at the
retailer and thus started to improve their merchandise quality, visual merchandising and services
in order to build a unique and positive image about their stores. As competition was growing
across the globe due to globalisation, enhanced communication tools, increased mobility and
technological advancement, it became imperative that retailers build their own positive and
strong image in the minds of the consumers and design marketing strategies around the same in
order to improve long term sustainability and market share.
Store image is also an outcome in the process of positioning of the products and services
in the minds of the consumer through simultaneous comparison with other brands. Therefore,
research in this field shall facilitate in understanding and measuring a retailer’s image and enable
marketers to design appropriate marketing strategies. The relationship between reputation
(image) and competitive advantage is widely proven in literature (Fombrun and Shanley, 1990;
Hall, 1993; Roberts and Dowling, 2002). According to Gibson, Gonzales & Castanon (2006),
‘reputation is arguably the single most valued organizational asset’.
The construct of store image and its formation has been studied mainly by relying on data
collected post-shopping and also depending on customer recall. The purpose of this research is to
identify the main factors crucial in the study of building store image and various dimensions
soon after the visit has been made to the store. From the customers’ perspective a good image
brings in a feeling of satisfaction, ease and simplification of choice and minimising risk of
buying non-performing products/services (Cowles, 1994; Gremler and Brown, 1996) which may
help in maintaining long-term relationship with a service provider in turn leading to benefits like
personal recognition, friendship with the service provider and social support (Berry and
Gresham, 1995; Goodwin and Verhage, 1989).
The benefit of understanding store image is that the brand managers can formulate
strategies to enhance the strength of consumers’ positive attitude towards brands. Stores that
attract a high proportion of loyal customers may benefit from higher returns per customer,
increased share of wallet and from greater stability in their customer base. Also, customers with
positive brand image are less susceptible to negative information. In view of the intense
competition among various retail-shopping formats in India and elsewhere, retailers need to
understand the antecedents that are influencing the store patronage in order to maintain their
competitiveness. This is an empirical research in studying the antecedents of store image in
lifestyle retail to understand how these can be enhanced in order to build store image as it is an
extremely important outcome for retailers to maintain.
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THEORETICAL BACKGROUND AND HYPOTHESES
This section describes in detail the research model and the various proposed hypothesis.
Store Image
According to Martineau (1958), store image is the way in which the store is defined in
the shopper’s mind, partly by its functional qualities and partly by an aura of psychological
attributes. Brand image is a mental setup developed by the customer on the basis of few selected
impression from the particular branded product (Reynolds, 1965). The image which a customer
forms of a retail store is based on the affective perceptions of cues, internal and external to the
store, in addition to the actual physical qualities of the store (Mazursky and Jacoby, 1986). An
empirical survey carried out by Chiang, Zhang & Zhou, (2006) on small and community
discount stores identified three dimensions of store image namely accessibility (level of
convenience), store reputation and shopping environment. Bersitain and Zorilla (2011) described
store image dimensions as marketing image, strategic image and social image. Store image
dimensions are vital for a retailer to identify and explain in order to draw more and more
customers and to have competitive advantage with changing time. A positive store image has
been identified as a key determinant of store choice (Doyle and Fenwick, 1974). According to
Engel, Blackwell and Miniard (1990) “store image is a variable that consumers depend on in
their choice of stores.”
Antecedents of Store Image and Loyalty
For customers the key contact point with a retail organisation is the store-it is through
their experiences of the store and the interactions that take place within the store that customers
build relationships and form their perceptions of a retailer. Research has shown that ‘the moment
of truth,’ which occurs at the time when a customer interacts with a service provider like a
retailer, can be a critical factor in determining customer satisfaction and subsequently loyalty.
This can be used as an opportunity to build trust, reinforce quality and increase loyalty. Retailers
must ensure that each service encounter is a positive one if customers are to develop a positive
image of the services.
Lindquist (1974) gave a model of store image in which he described various (nine)
attributes of store image like merchandise selection, quality, pricing, styling, fashion and
assortment; retail service, convenience of location; physical facilities; clientele; store
atmosphere; institutional factors; post-purchase satisfaction and employee service as important
store image dimensions, wherein merchandise plays an important and role. The listing was
further modified by Hansen and Deutscher (1975) and Zimmer and Golden (1988) wherein a
distinction was made between tangible and intangible factors. Bearden (1977) suggested the
following characteristics of store image as “price, quality of the merchandise, atmosphere,
location, assortment, friendly personnel and parking facilities.” Store image is also treated as the
result of a multi-attribute model (Marks, 1976; James, Durand & Dreves, 1976). Store image is
expressed as a function of the salient attributes of a retail store and then the consumers weigh
these attributes against each other to arrive at a final image. An empirical study carried out by
Bloemer and Rutyer (1997) suggested that store image and satisfaction are important predictors
of loyalty in a retail setting. Bloemer and Ruyter (1997) defined store image as: “The complex of
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a consumer’s perceptions of a store on different (salient) attributes.” Houston and Nevin (1981)
had also given a similar definition of store image. Thang and Tan (2003) developed the ASOR
model and studied that store image and store appearance affects consumer’s preference for retail
stores. Consumers‟ preference is based on their post-visit ranking of the stores (Figure 1).

Source: Oliver (1999)

FIGURE 1
EFFECT OF BRAND IMAGE BENEFITS ON CUSTOMER SATISFACTION
AND LOYALTY INTENTION
Jinfeng and Zhiling (2009) worked on the impact of selected store image dimensions and
their effect on loyalty and retailer equity. The model they proposed is an extension on the retailer
equity model given by Yoo & Chang, (2000). According to Jinfeng and Zhiling (2009), the
various store dimensions such as convenience, institutional factors, physical facilities, perceived
price and employee service affect brand equity by influencing brand loyalty first, which in turn is
related to retailer awareness, retailer associations and retailer perceived quality (Figure 2).
A quantitative research was carried out by Visser, Preez and Noordwyk (2006), on
identifying store image attributes in apparel stores. They conceptualised store image with
corporate personality, corporate identity and corporate image and emphasised that each company
has its corporate personality which is projected to its stakeholders (Figure 3).
The model can be shown as under:

Source: Jinfeng and Zhiling (2009)

FIGURE 2
EXTENSION ON THE RETAILER EQUITY MODEL
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Source: Thang and Tang (2003)

FIGURE 3
A S-O-R MODEL OF CONSUMER RETAIL PURCHASE BEHAVIOUR
The following Figure 4 reflects the image attributes from studies carried out in UK and
Spain.
Estelami and Bergstein (2006) suggested that consumers form an overall image of a retail
store through advertising, word-of-mouth and/or personal experience.
In one of the recent studies carried out by Ghosh (1990), store image is suggested to be
composed of the various elements of the retail marketing mix such as merchandise, store
location, price, store atmosphere, advertising, customer service, sales incentives and personal
selling of which store merchandise emerged as the most important retail mix element. A retailer
must ensure that the customer expectations are met so that they remain loyal to the store. In a
study carried out by Soderlund (2006), store loyalty was indicated by positive (WOM)
recommendation and repeat purchase behaviour.
Merchandise
The general definition of Merchandise used in retailing is “Goods and services to be
bought”. Retailers are in constant quest for improving the quality of the products offered which
is in line with the expectations of the customers. While this is good for the consumers, as they
are getting better choice of products and many options to choose from, it poses some difficulties
for the retailers as they have to continuously strive hard to maintain quality of merchandise that
the customers want and at the same time keep pace with other competitors. From a customer’s
point of view, some of the most widely researched elements of store merchandise are
merchandise selection, quality, pricing, styling, fashion and assortment. It is quite challenging
for a retailer to provide the right quality and variety of merchandise (number of different
merchandize categories) that customers want at any given point of time.
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Source: Burt and Carralero-Encina (2000)

FIGURE 4
PERCEPTIONS OF STORE IMAGE ATTRIBUTES
Merchandise and Store Image
Jacoby and Mazurksy (1984) studied the relationship between the merchandise image and
store image and found that store image could be improved if good branded merchandise was
offered to customers. Visser, Preez and Noordwyk, (2006) carried out a research in apparel
retailing and found that merchandise return policies, product selections, product sizes, were
important factors affecting store image. Retailers try to satisfy customers’ needs by providing the
right merchandise in the store at the right time by with respect to variety, depth and service levels
(Mantrala, 2009).
Thus we can propose and test that
H1: Merchandise has a direct and positive effect on Store Image.

Convenience
Convenience is at the heart of retailing services and it is understood to be one of the
fundamental roles of retailing. Consumers value their time, money and effort and since all the
three are limited and finite, retailers must make every effort to make the retailing experience a
memorable and convenient one. The two most cited aspects of convenience are ‘time’ and ‘effort
saving’ (Anderson, 1971; Brown, 1990). According to a recent research done on retail
convenience by Clulow and Reimers, (2009), there are 16 attributes which define a retail centre
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convenience namely parking availability, retail concentration, pedestrian areas, store
compatibility, parking close to desired stores, proximity to home/work, number of traffic lanes,
shopping services and facilities, extended trading hours, 1-stop shopping, types of traffic
controls, public transport, speed limits, enclosure, centre size and store visibility.
Convenience and Store Image
Jim and Kim (2003) studied the importance of convenience in discount store patronage
and found three types of conveniences namely facility convenience, service convenience and
shopping convenience affecting discount store patronage. The study carried out by Chang and
Polonsky (2012) advances the understanding of the role of convenience in service setting and
also its interaction with the outcome of service like behaviour intentions.
Thus we can hypotheses that:
H2: Convenience has a direct and positive effect on Store Image.

Service Interaction
Mattson (1982) suggested that staff attention and interaction inside a retailer were
important attributes of store image. Surprenant and Solomon (1987) suggested that interpersonal
interactions that take place during service delivery often have the greatest effect on overall
service quality. Research in the past has revealed that interactions have been identified as the
employee-customer interface (Hartline and Ferrell, 1996). According to Comer, Drollinger and
Warrington (1999) highly empathetic salespeople get more customer attention than less because
empathy stimulates interaction. Hunt and Price (2002) described courteous behaviour of retail
staff in terms of greetings, smiling at customers, polite behaviour, concern and thanksgiving for
loyalty.
Service Interaction and Store Image
Mattson (1982) studied the importance of sales personnel attention in building a good
store image. According to Rattanaphan and Mat (2012), image is the overall result of an
interaction between people in an organisation on levels like feelings, beliefs, ideas and
impressions.
After literature review we can hypotheses that:
H3: Service interaction has a direct and positive effect on Store Image.

Social Responsibility
CSR dates back to the early 1930s and since then the concept has evolved and developed
with changing time, awareness and regulations. Carroll (1998) described four faces (aspects) of
corporate citizenship as economic (be profitable), legal (obey the law), ethical (responsive to
ethical duties and philanthropic (corporate contributions). According to Naylor (1999), social
responsibility (corporate citizenship) is defined as the “obligation of managers to choose and act
in ways that benefit both the interests of the organization and those of society as a whole”. Also
described as ‘practices seen as good actions’ (Lavorata and Pontier, 2005). Tan and Komaran
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(2006) carried out research in Singapore to find out how CSR activities of companies are
perceived by consumers and found that aspects like environmental friendliness, legal
responsibility and ethical responsibility scored highly in the research outcome. Wall Mart, Body
Shop, Marks and Spencer, Tesco and numerous other retailers are making an effort to be greener,
fairer and more involved in “social” issues.
Social Responsibility and Store Image
Socially responsible behaviour can play an important role in brand commitment and
purchase intention as shown by researchers like Brown and Dacin (1997); Lichtenstein (2004)
and Mohr and Webb (2005). According to Wagner (2008), retailers frequently make an effort to
demonstrate socially responsible behaviours to be perceived as good corporate citizens.
Corporate social responsibility is a tool which is used by organisations to establish their
corporate image (Rattanaphan and Mat, 2012).
To test whether corporate citizenship is an important antecedent of customer loyalty in
retail, this research was carried out with the following hypothesis:
H4: Social responsibility has a direct and positive effect on Store Image.

The proposed model of antecedent variables building Store Image and leading to loyalty
is shown as under (Figure 5):

FIGURE 5
RESEARCH MODEL
Research Model
There are a number of studies in literature wherein the importance of various antecedent
variables on customer loyalty have been established. Most of the studies show satisfaction as a
mediating variable between some of the antecedent variables and customer loyalty. However, a
limited research has been carried out to show how some of the factors like corporate citizenship,
8
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merchandise, image, service interaction and convenience affect customer loyalty directly. This
research is an effort to further the body of knowledge which establishes a direct relationship
between these variables and the end result customer loyalty. As a consequence of this research, it
is established that these factors affect attitudinal loyalty and behavioural loyalty of customers. As
depicted in Figure 3, we are proposing the following Hypothesis:
H1: Merchandise has a direct and positive effect on Store Image.
H2: Convenience has a direct and positive effect on Store Image.
H3: Service interaction has a direct and positive effect on Store Image.
H4: Corporate Citizenship has a direct and positive effect on Store Image.
H5: Store Image is mediating between its antecedent variables and Loyalty.

METHODOLOGY
Survey Instrument and Measurement
The Survey instrument used in data collection included measurement scale items adapted
from various existing studies in the related field.
Individuals of the population sample used in this survey were intercepted at shopping
malls who had purchased in retail stores such as Pantaloons, Lifestyle, Shoppers Stop and
Westside.
ANALYSIS
The analysis is carried out in three steps. The first step involves the confirmation of the
factor structure of all the measurement items and to establish model reliability using various
reliability tests. The second step is to establish the importance of each dimension in the proposed
model. The last step in analysis is to establish the role each predictor variable play in influencing
the outcome variables.
Validity and Reliability Check
Confirmatory Factor Analysis (CFA) proceeded by Exploratory Factor Analysis (EFA)
was carried out in order to establish measurement reliability and model validity. The research
instrument used in this study used modified validated measurement scales from previous studies
and these scales were adapted to suit the lifestyle retailing context. These modifications in the
measurement scales were based on interviews taken form the shoppers of lifestyle retailers for
better suitability of scale. A 7 point Likert Scale (1-7) was used to rate all the items on the scale.
The EFA was carried out using Principal Component Axis and Varimax Rotation. For a factor
loading to be significant, it needs to have a value greater than 0.50 (Hair, 2009). To validate the
structure statistically, first-order and second-order Confirmatory Factor Analysis (CFA) was
performed. An exploratory factor analysis was conducted using Principal Component Analysis
(PCA) and Varimax rotation. The Kaiser-Meyer-Olkin measure of sampling adequacy was 0.904
(exceeding the recommended value of 0.6.) demonstrating sampling adequacy. Hair, (1998)
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consider values above 0.50 appropriate. Likewise, the Bartlett’s Test of Sphericity is considered
appropriate for factor analysis with any significant value (p<0.05).
Confirmatory Factor analysis (CFA) was conducted using AMOS 18 on each dimension
of all constructs to ascertain whether the measurement items of each of the
dimensions/constructs were appropriate to represent it.
To provide further evidence of construct validity, the degree to which the proposed
measurement model fit the data was evaluated by global fit indices like NFI, CFI and RMSEA.
For the ratio of chi-square to the degrees of freedom researchers have recommended
using ratios as low as 2 or as high as 5 to indicate a reasonable fit (Marsh and Hocevar, 1985).
The other global fit indices also provide ample evidence of model fit. RMSEA values between
0.03 and 0.08 with 95% confidence are considered good (Hair, 2006). Other global fit indices
like CFI values greater than 0.90 are considered to be good (Byrne, 2010), GFI generally
accepted values of 0.90 or greater indicate well-fitting models (Hooper, 2008).
Service Interaction
Service interaction was a second order 17 items construct originating from Brady and
Cronin Jr. (2001) and Lindquist (1974) scale and later adopted by Srivastava and Kaul (2014).
The three dimensions of Service interaction namely Appearance (3 items) adopted from
Lindquist (1974), Attitude (12 items) and Expertise (2 items) adopted from Brady and Cronin Jr.
(2001) were used.
Service interaction emerged as a 14 items construct generating four uncorrelated or
orthogonal first-order factors. The loading values of the items in their respective factors ranged
from 0.505 to 0.788. A total of four factors that explain 64.50 percent of the total variability with
an Eigen value greater than 1 were extracted and labelled as ‘Proactive’, ‘Attitude’, ‘Courtesy
and ‘Concern’.
Convergent validity was assessed by computing the AVE scores for the proposed
constructs (Fornell & Larcker, 1981). The AVE scores ranged from 0.34 to 0.60 which illustrated
the presence of convergent validity among all the constructs of satisfaction. Discriminant validity
was assessed and the shared variance between pairs of constructs was found to be lower than
corresponding AVE, hence Discriminant validity is established. To provide further evidence of
construct validity, the degree to which the proposed measurement model fit the data was
evaluated by global fit indices like GFI, NFI, CFI and RMSEA.
Convenience
Convenience emerged as a 10 items construct was measured using 13 items adopted from
Clulow and Reimers (2009), generating three uncorrelated or orthogonal first-order factors
(location, relaxation and facility). The loading values of the items in their respective factors
ranged from 0.514 to 0.844. A total of three factors that explain 63.99 percent of the total
variability with an Eigen value greater than 1 was extracted and the labelled as ‘Relaxation’,
‘Location’ and ‘Utility’. Convergent validity was assessed by the AVE scores which ranged from
0.349 to 0.554 illustrating the presence of convergent validity among all the constructs of
Convenience.
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Store Image
Store Image was measured using 4 items mostly adopted from Beristain and Zorrilla
(2011). Store Image emerged as 4 items construct. The loading values of the items in their
respective factors ranged from 0.717 to 0.819. The AVE scores illustrated the presence of
convergent validity among all the items of store image. The results do not support this
measurement to be fit for 2nd order factor, hence this construct is emerging as a first order
construct.
Social Responsibility
An initial listing of 3 items to measure social responsibility was compiled from literature,
mostly from Beristain and Zorrilla (2011). Social responsibility emerged as 3 items construct
generating and the loading values of the items ranged from 0.811 to 0.833. It emerged as a single
factor that explained 70.348 percent of the total variability with an Eigen value greater than 1
was extracted. Convergent validity was assessed by computing the AVE scores for the proposed
constructs (Fornell & Larcker, 1981).
Merchandise
Merchandise was measured using 8 items mostly adopted from Jin and Kim (2003) and
Reddy and Azeem (2011). Merchandise emerged as 8 items construct generating two
uncorrelated or orthogonal first-order factors (Quality and Variety). The loading values of the
items in their respective factors ranged from 0.675 and 0.837. A total of two factors that explain
61.310 percent of the total variability with an Eigen value greater than 1 were extracted and the
labelled as ‘Quality ’and ‘Variety’. The AVE scores ranged from 0.37 to 0.49 which illustrated
the presence of convergent validity among all the constructs of satisfaction. Discriminant validity
was assessed and the shared variance between pairs of constructs was found to be lower than
corresponding.
RESULTS
The measurement results (Table 1) indicate that all the variables like service interaction,
merchandise, corporate citizenship, convenience and store image are relevant to the study and
have measurable properties. The multidimensionality of some of the constructs used in the study
like merchandise, convenience and service interaction is well supported in literature and also in
the data collected. The emergence of second order constructs showed that the model developed
and tested at the end of the study is a robust one and empirically tested (Table 2).
Table 1
GLOBAL FIT INDICES OF ALL THE CONSTRUCTS CAN BE SUMMARISED AS UNDER
Construct

Chi-square

df

Chi-Sq/df

NFI

CFI

Merchandise

96.737

19

5.0

0.968

0.958

Social Responsibility

40.20

9

4.46

0.852

0.840

11

RMSEA
0.07
0.39
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Table 1
GLOBAL FIT INDICES OF ALL THE CONSTRUCTS CAN BE SUMMARISED AS UNDER
Store Image

50.58

18

2.81

0.859

0.859

0.30

Convenience

151.65

32

4.74

0.944

0.955

0.067

Service Interaction

193.023

50

3.86

0.949

0.961

0.058

Table 2
EFA RESULTS OF ALL THE CONSTRUCTS IN THE MODEL CAN BE SUMMARISED AS
UNDER
Kaiser-MeyerOlkin(KMO)
0.904
0.827
0.861
0.679
0.696
0.820

Construct
Service Interaction
Loyalty
Merchandise
Social Responsibility
Store Image
Convenience

Cronbach alpha
coefficient
0.895
0.849
0.755
0.785
0.775
0.799

Guttman Split-Half
Coefficient
0.814
0.724
0.647
0.662
0.670
0.717

Structural Model and Hypothesis Testing
All the five hypotheses relationships in this study are estimated using Structural Equation
Modelling (SEM). The structural model was estimated using AMOS18 with maximum
likelihood estimation. The results show that the model fits the data well as shown in the results
provided in Table 3 given under. The results indicate that all the predictor variables like
merchandise, service interaction and corporate citizenship have a direct and positive effect on the
outcome variable Store Image (Figure 6).
Table 3
MODEL FIT INDICES OF CONSTRUCTS
Chi-sq
3011.4

df
582

Chi-sq/df
5.1

NFI
0.754

RMSEA
0.072

CFI
0.788

DISCUSSION
It is clear from this research that variables like Service interaction, Convenience,
Merchandise and Corporate citizenship are significant predictors of Store Image. This study is in
line with the findings of many researchers. A positive store image has been identified as a key
determinant of store choice (Doyle and Fenwick, 1974; Schiffman, Dash & Dillon, 1977; Burns,
1992). Vazquez-Carrasco and Foxall (2006) said that brand image has significant impact on
customer repurchase intention. Service interaction which includes the interaction of customers
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with the staff has been studied as a predictor of building store image. Puccinelli (2009)
established the importance of staff interaction.
Yavas (2003) also found convenient trading hours to be among the more salient
influences on retail patronage. This means that having flexible working hours for customers
could affect consumers’ choice of stores. Good locations have been instrumental in bringing
success to retailers and also in having advantage over competitors. Also because location
decisions are long term in nature and cannot be easily changed, it is important to understand how
and to what extent it affects consumer decisions. This study is a step towards establishing
convenience as an important predictor of store loyalty. Berry, Seiders & Grewal (2002)
suggested that with the growing awareness among the customers they expect and demand
convenience, respect and integrity during transactions (Tables 4-7).
Table 4
CFA TABLE OF THE FINAL MODEL SHOWING PARAMETER ESTIMATES, CRITICAL
RATIOS, AVERAGE VARIANCE EXTRACTED AND CONSTRUCT VALIDITY
Factor

Estimate

S.E.

C.R.

Eigen Value

AVE

Construct Validity

1.94

0.49

0.790

1.47

0.37

0.687

0.57

0.795

1.88

0.47

0.778

2.22

0.55

0.831

Quality
MER5_1

0.62

MER4_1

0.694

0.067

15.386

MER3_1

0.749

0.072

16.11

MER2_1

0.718

0.07

15.721
Variety

MER11_1

0.35

MER10_1

0.705

0.11

8.699

MER9_1

0.651

0.115

8.555

MER8_1

0.65

0.1

8.551

Social Responsibility
IMAGEMI5_1

0.67

0.064

16.791

IMAGEMI6_1

0.885

0.077

16.505

IMAGEMI7_1

0.688

1.71
Store Image

IMAGEMI8_1

0.635

0.053

15.581

IMAGEMI9_1

0.762

0.06

17.312

IMAGEMI10_1

0.738

IMAGEMI11_1

0.592

0.054

14.673
Location

CON6_1

0.628

CON7_1

0.775

0.064

17.502

CON8_1

0.831

0.07

18.156

CON9_1

0.728

0.065

16.784
13
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Table 4
CFA TABLE OF THE FINAL MODEL SHOWING PARAMETER ESTIMATES, CRITICAL
RATIOS, AVERAGE VARIANCE EXTRACTED AND CONSTRUCT VALIDITY
Relaxation
CON11_1

0.766

CON12_1

0.838

0.061

17.921

CON13_1

0.587

0.051

15.334

1.63

0.54

0.778

1.05

0.35

0.606

1.81

0.60

0.819

1.71

0.57

0.799

1.52

0.51

0.744

1.03

0.34

0.602

Utility
CON1_1

0.475

CON2_1

0.747

0.088

10.484

CON3_1

0.512

0.082

9.457
Proactive

SOC2_1

0.761

0.053

19.963

SOC3_1

0.837

0.056

21.217

SOC4_1

0.727
Concern

SOC6_1

0.708

SOC7_1

0.813

0.05

19.753

SOC8_1

0.742

0.051

18.653

SOC11_1

0.817

SOC12_1

0.805

0.048

21.165

SOC10_1

0.453

0.049

12.302

Attitude

Courtesy
SOC14_1

0.641

0.06

14.088

SOC15_1

0.411

0.087

9.848

SOC16_1

0.674

Table 5
CONSTRUCTS AND THEIR ESTIMATES, E.V., AVE AND C.V.
Factor

Construct

Estimate

S.E.
0.231

C.R.

variety

<---

merchandise

0.926

quality

<---

merchandise

0.779

location

<---

convenience

0.756

relaxation

<---

convenience

0.445

0.109

8.184

utility

<---

convenience

0.722

0.140

8.231

proactive

<---

sinteraction

0.776

14

Eigen
Value

AVE

Construct Validity

1.460

0.730

0.844

1.595

0.532

0.766

6.020

1528-2678-22-3-169

Academy of Marketing Studies Journal

Volume 22, Issue 3, 2018

Table 5
CONSTRUCTS AND THEIR ESTIMATES, E.V., AVE AND C.V.
concern

<---

sinteraction

0.793

0.087

13.009

attitude

<---

sinteraction

0.811

0.085

14.013

courtesy

<---

sinteraction

0.860

0.088

12.588

2.594

0.648

0.976

Table 6
ITEMS WITH STATEMENTS
Factor

Statements
Service Interaction

SOC10_1:
SOC11_1:
SOC12_1:

Attitude
The service staff did not spend much time in dealing with my issues
The service staff put a lot of effort into any issues or requests that I had
The staff are ready to find custom solutions

SOC15_1:
SOC14_1:
SOC16_1

Courtesy
Sales people do not make me feel as if they are doing me a favour
Are quick to investigate and correct billing error
Store staff greet me as soon as I walk in
Proactive

SOC2_1
SOC3_1
SOC4_1

The service staff/employees looked classy/elegant
Sales and service staff were attractive
Staff is Positive and proactive

SOC6_1
SOC7_1
SOC8_1

Concern
Willingly exchange merchandise or refund money if customer is dissatisfied
The store would be honest and sincere in addressing my concerns
The store would compensate me in some way for the problem with the product
Convenience

CON6_1
CON7_1
CON8_1
CON9_1
CON11_1
CON12_1
CON13_1
CON1_1
CON2_1
CON3_1

Location
Public transport is easily available near the store
The store has good visibility
The store is easy to get to
Easy to find my way around
Relaxation
Variety of places to eat
Safe place for kids to play
Places to rest
Utility
Rest rooms are kept neat and clean
Floor and carpets leading to the store are kept neat and clean
Can park close to the desired store
Store Image

15
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Table 6
ITEMS WITH STATEMENTS
IMAGEMI8_1
IMAGEMI9_1
IMAGEMI10_1
IMAGEMI11_1

The retailer is very experienced and renowned
It respects and adapts to local culture and customs
The retailer has a future (growing and making alliances etc.)
It makes an effort to launch new products and services

IMAGEMI5_1
IMAGEMI6_1
IMAGEMI7_1

Social Responsibility
It makes a commitment to society( donations, social campaigns etc)
It behaves ethically and honestly
It is concerned with the health and well-being of consumers (healthy environment)
Merchandise

Mer2_1
Mer3_1
Mer4_1
Mer5_1

Quality
Has a wide selection of Merchandise
Merchandise is of high quality
Merchandise is up-to date
Has a good supply of branded merchandise

Mer8_1
Mer9_1
Mer10_1
Mer11_1

Variety
Has a wide selection of attractive items
Has a good supply of own brands
Has a lot of variety under each category of merchandise
Has a good depth of merchandise

Table 7
STANDARD REGRESSION WEIGHTS, C.R. VALUES AND RESULTS
HYPOTHESIS

Estimate

S.E.

C.R.

p

Results

H1

Store
image

<---

merchandise

0.387

0.054

7.18
8

***

Supported

H2

Store
image

<--

convenience

0.833

0.055

10.1
4

***

Supported

H3

Store
image

<--

Service
interaction

0.191

0.038

4.65
9

***

Supported

<--

Social
responsibility

0.345

0.032

7.71
8

***

Supported

Store
image
*P<0.001 significance
H4
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FIGURE 6
STANDARDISED LOADING OF THE MEASUREMENT MODEL AND STRUCTURAL
MODEL
CONCLUSION
This study is an important one which establishes the importance of store image and its
role in building loyalty in the long run for retailers. As suggested in literature, “The image of a
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store directly affects store loyalty” (Matineau, 1958). A positive store image has been identified
as a key determinant of store choice (Doyle and Fenwick, 1974). Sirgy and Samli (1985)
suggested that image is directly related to store loyalty. In view of the intense competition among
various retail-shopping formats in India and elsewhere, retailers need to understand the
antecedents that are influencing the store patronage in order to maintain their competitiveness.
According to Engel, Blackwell and Miniard (1990) “store image is a variable that consumers
depend on in their choice of stores”. Osman (1993) found that the customers perceived past
purchase experiences and store image as determinants of customer loyalty. In one of the studies
carried out on an upmarket department store by Rosenberger (2004), store image proved to be a
strong influence on building loyalty, which is similar to Andreassen and Lindestad (1998) model
as tested in the Australian department store context as well as this study carried out in Indian
context. Oliver (1999) suggested that there are many benefits of a brand image namely
functional, social, symbolic; experiential and appearance enhances which may influence
customer loyalty intention.
Many researchers have empirically tested and suggested that a favourable image (of a
store or brand) leads to customer loyalty (Kandampully and Suhartanto, 2000; Koo, 2003;
Nguyen & LeBlanc, 1998). Thus, there was a need for this construct to be tested empirically in
lifestyle retail setting to help to understand its effect in India.
MANAGERIAL IMPLICATION
Establishing a base of loyal customers has benefits both for the service provider and also
for the customers. For the service organisation, it is much cheaper and cost effective to retaining
an already existing customer than making efforts in acquiring new customers. Customers who
have a positive and friendly personal relationship with the service provider do not consider
alternatives (Goodwin and Gremler, 1996). Creating loyalty must be at the core of all retail
strategies and to achieve this, practitioners must ensure that they understand the various
antecedents of customer loyalty and target their efforts towards enhancing loyalty towards the
service provider. The retail marketing strategy needs to be updated regularly while matching
with the changing needs and wants of customers. In the process of improving loyalty, the service
provider needs to enhance its capabilities and the offerings, which will ultimately need to its
long-term sustainability in the market. In addition to this, loyal customers can go up the loyalty
pyramid and may become advocates and partners of the service providers in the long-run.
LIMITATION AND SCOPE FOR FURTHER RESEARCH
The framework developed through this study applies mainly to lifestyle retailing. Future
researchers need to test the framework in other retail formats and services organisations. The
study includes limited number of variables whereas future studies could include other variables.
Also an empirical study on the effects of store image in building loyalty can be explored in
future.
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