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Abstract 
 

Authors: Rickard Neij and Sofia Mårtensson 

Tutor: Dr Mosad Zineldin 

Title: Customer loyalty across industries- a quantitative study in a Swedish retail 

setting on the impact of relationship marketing. 

Background: Relationship marketing is defined as the focus of marketing activities 

on establishing, developing, and maintaining, long- term relationships. Simply 

explained, key elements of relationship marketing strategies are to make customers 

satisfied and remain as customers. Some of the retail industry characteristics are that 

it is highly competitive and customers have a tendency to easily switch supplier, 

therefore knowing how to create long-lasting customer loyalty is key for a 

competitive position.  

Aim of this study: The aim of this study is to explain how the relationship marketing 

elements total quality, satisfaction, commitment, and trust impacts customer loyalty 

across industries, specifically grocery and clothing retail. Furthermore, to explain 

whether customers value retail store qualities differently depending on the industry. 

Method: This research was conducted with a deductive quantitative approach. The 

data was gathered with a questionnaire.    

Conclusion: This study has concluded that the relationship variables have to different 

extents varied impact on customer loyalty, dependent on the industry. Furthermore, 

quality dimensions are valued somewhat differently depending on the industry, as 

well as quality factors.  

Keywords: Relationship marketing, customer loyalty, quality, satisfaction, 

commitment, trust, retail.  
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1. Introduction 
In this chapter the background information that leads to an understanding of the 

chosen subject will be presented. It contains characteristics for clothing and grocery 

retailers as well as a problematization of the subject of interest and ends with the aim 

of the study.    

 

1.1 Introduction of the subject  

Marketing as a practice and intellectual development has been occupying humans 

since time immemorial. Philosophers and economic thinkers, ranging from Aristotle 

to Adam smith, have occupied their minds with the significance of marketing 

(Tamilia, 2011). Assumingly, there are marketing scholars that would oppose this 

conclusion and state that marketing is a relatively new science. But they would fairly 

not oppose the fact that the first scholars of marketing directed their reflections 

towards commodity exchange and distribution. The early role of marketing was to 

make goods available and facilitate the exchange of goods (Vargo & Lusch, 2004).    

 

Since the early role of marketing, the field have gained both more attention and 

complexity. In the early 1950s, marketing were shifted towards a decision-making 

process intended to fulfil consumer needs to a profit for the company (Vargo & 

Lusch, 2004). This approach to marketing has been labelled by scholars as 

transactional marketing (Morgan & Hunt, 1994; Grönroos, 1994). 

In the last decades relationships in a business context have gained more attention, 

both by scholars and practitioners (Webster, 1992; Verhoef, 2003). Academic 

scholars have even argued that the science of marketing is involved in a paradigm1 

shift. The shift is stated to develop from a transactional focus towards a relational 

focus (Morgan & Hunt, 1994; Grönroos, 1994). A significant amount of scholars have 

criticized theories typically associated with the transactional approach to marketing, 

especially the marketing mix (Zineldin & Philipsson, 2007). Were the 4Ps and the 

dimensions of it, price, place, promotion, and product, is argued to not adequately 

meet the evolving relational marketing paradigm (Gummesson, 2000).    

 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1 Paradigm is our worldview in any particular field. It tells us how we view understand and explain the 
world (Zineldin & Philipsson, 2007) 
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Classical marketing theories’ or transactional marketing emphasizes the transaction 

between a buyer and supplier with exchange of value for money, were marketers 

concentrate on individual sales and continuously attract new customers (Ravald and 

Grönroos, 1996). On the contrary relationship marketing (RM) is defined as the focus 

of marketing activities on establishing, developing, and maintaining, long- term 

relationships (Gummesson, 1998). The objectives for relationship development in an 

RM perspective has been defined in terms of customer satisfaction, share of customer, 

customer retention, and loyalty (Das, 2009). Boles, Barksdale and Johnson (1997) 

discuss the fact that building relationships between suppliers and customers are 

becoming one of the most discussed topics in the marketing literature. The value of 

relationships in a business to consumer (B2C) context is considered to constitute 

relationship marketing (Ravald & Grönroos, 1996). Research has shown that the 

average company, in a B2C context, spend 25 % of cost on mere planning and 

execution of transactions (Hougaard & Bjerre, 2004). On the contrary, a company that 

successfully implements a relationship focus towards their customers could increase 

the net present value2 by 35-95% by reducing the turnover rate to 5% (Hougaard & 

Bjerre, 2004).  

 

Simply explained, key elements of relationship marketing strategies are to make 

customers satisfied and remain as customers (Berry, 2002; Morgan & Hunt, 1994). 

This conclusion implies the maintenance or retention of relationships as one out of 

several critical success factors, which enables companies to create competitive 

advantages and enhance its performances (Grönroos, 1997; Ravald & Gronroos, 

1996). Research has shown that companies with loyal customers have larger market 

shares and profitability. Which is gained through increased revenue, decreased cost of 

attracting customers (including costs from marketing activities), lower price 

sensitivity, and reduced service costs (Hallowell, 1996). Fierce competition, evolving 

from global markets and the ease of entry, has intensified the rivalry for customers 

(Jensen & Hansen, 2006; Hallowell, 1996; Hougaard & Bjerre, 2004). Which has lead 

to an increased adaptation of relationship marketing and emphasis on creating loyal 

customers from marketing practitioners (Hougaard & Bjerre, 2004), especially in 

Scandinavian countries (Zineldin & Philipsson, 2007). Where companies increasingly 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
2 Net present value (NPV), could be described as the sum of all future cash flows, both incoming and 
outgoing (White, Sondi, Fried, 2003).   
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implement loyalty programs into their marketing activities with the intention of 

creating loyal customers (Jensen & Hansen, 2006). Loyalty have been defined by 

Hallowell (1996 p.28) as “behaviours including relationship continuance, increased 

scale and scope of relationship, and recommendation (word of mouth advertising) 

result from customer’s belief that quantity of value from one supplier is greater than 

that available from other suppliers”.    

 

1.2 The retailing industry 
The Global industry classification standard (GICS) explains retailers as companies 

involved in the acquisition, development, ownership, management and operation of 

shopping malls, outlet malls, and neighbourhood shopping centres (www.msci.com). 

Retailers can further be classified into several retail segments, with differentiated 

characteristics. In a consumer perspective, Ruiz-Molina, Gil-Saura, and Berenguer-

Contrí (2009) identified retailers characterized with both high and low involvement 

by customers in the purchasing phase, where grocery and clothing is considered to 

need low involvement by customers. On the contrary, electronics and furniture is 

considered to need high involvement from customers in a purchasing process. This 

study will emphasize grocery and clothing retailers, which offers two kinds of 

frequently purchased products more known as personal consumer goods (Ruiz-Molina 

& Gil-Saura, 2008). The retailing industry has been described as highly competitive. 

And consumer knowledge of existing alternatives might lead to behaviours that 

reflects variety seeking and ultimately, switching supplier (Ruiz-Molina & Gil-Saura, 

2008). 

 

1.3 Problem discussion 

It is widely accepted in marketing literature that it is more cost efficient to retain 

customers, than attracting new customers (Henning Thurau et al., 2002; Boles et al, 

1997).	  Hence, relationship marketing (RM) could be one way to gain a competitive 

advantage, especially in dynamic and competitive market environments. (Álvarez et 

al., 2011) The retailing sector has been described to possess the before mentioned 

market characteristics, dynamic and competitive (Anderson et al., 2007). Reicheld 

(1993) have emphasized that retail is especially suitable for relational strategies due to 

operating advantages gained through loyal customers in a competitive environment. 
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Hence, relational strategies could be seen as a tool to gain competitive advantages for 

businesses operating in retail (Anderson et al., 2007; Reicheld, 1993). However, this 

universal view of the retailing sector have been criticized by researchers, arguing that 

the effectiveness of relational strategies differs among industries, products, services, 

and customer needs (Hallowell, 1996; Egan, 2000; Chang et al., 2009). And in order 

to understand customer loyalty it is crucial to understand the evaluations, attitudes, 

and intentions that affect behaviour (Oliver, 1999; Morgan & Hunt, 1994).  

 

However, customer loyalty is a complex phenomenon that does not emerge on its 

own, and there are several variables that could affect loyalty. Commitment, trust and 

satisfaction, are seen as the global mediators of relationship quality, which can when 

positive, facilitate repeat purchasing and recommendations from customers and create 

loyalty (Palmatier et al., 2006; Morgan & Hunt, 1994).  

 

Studies have shown that there are more factors to consider that could explain 

customer loyalty, although in an indirect effect. Customer satisfaction is to a high 

degree dependent on customer’s expectations of the product or service quality 

(Grönroos, 2007; Henning-Thurau & Klee, 1997; Zineldin, 2006). If a customer gets 

satisfied with the product or service quality, then there is a probability of repeat 

purchase behaviour as well as a willingness to recommend the company or its 

products to others (Chang et al., 2009). Further, Grönroos (2000) explains that quality 

is considered a critical determinant of firm competitiveness and long-term 

profitability of both service and manufacturing organizations. However, which 

qualities to emphasize can be hard to find out. Zineldin (2005) argues that companies 

should view quality as a product and service package, when companies offer a high 

total quality the level of satisfied customers intensifies. Quality can add tangible and 

intangible elements to the core product and enhance the product surroundings and 

ensure the fulfilment of customer requirements (Zineldin, 2005)  

 

Zineldin (2006) argues that total quality can be measured trough five different quality 

dimensions, i.e. quality of object, processes, interaction, infrastructure and 

atmosphere, also referred to as the 5Q model. The 5Q model can measure customer 

value and satisfaction with a particular organisation. It provides companies with 



	   	   	  

	   11	  

needed quality improvements from the customer perspective by using these 

dimensions of perceived quality that affect satisfaction (Zineldin, 2006). 

 

The majority of studies within the Relationship Marketing field have emphasized on 

Business-to-Business (B2B) and/or plain service markets (Too, Souchon & Thirkell, 

2001; Coviello & Brodie, 1998). Scholars have emphasized the need for more 

research in the relationship marketing field, particularly in the retail sector (Too et al., 

2001; Ruiz-Molina, Gil-Saura & Berenguer-Contrí, 2009; Ruiz-Molina & Gil-Saura, 

2008). Recent research has, engaged in a first step to show differences of costumer 

value across segments in the retailing sector (Ruiz-Molina et al., 2009; Ruiz-Molina 

& Gil-Saura, 2008). However, there is still research lacking when it comes to 

customer loyalty. In accordance with Ruiz-Molina et al. (2009), the next step should 

be to assess the relationship between antecedents that leads to loyalty across a retail 

setting. This study also aims to explain the role of quality, since previous studies has 

shown a mediating relationship with satisfaction.  

 

As before mentioned, research has concluded that quality, satisfaction, trust, and 

commitment have some impact on customer loyalty. However, research cannot 

pinpoint exactly how these variables affect loyalty or if there are any differences 

across retail segments. Scandinavian companies do have a larger focal point on 

relationship marketing than other European or American countries (Zineldin & 

Philipsson, 2007), considering this, a Scandinavian country like Sweden is a good 

base to apply studies concerning customer loyalty. The retailing sector is stated to be 

highly competitive, therefore Swedish retail managers could benefit from awareness 

in how relational variables affect relational performance, particularly, in a Swedish 

retail setting. 

 

1.4 Aim of the study 
	  
The aim of this study is to explain how the relationship marketing elements total 

quality, satisfaction, commitment, and trust impacts customer loyalty across 

industries, specifically grocery and clothing retail. Furthermore, to explain whether 

customers value retail store qualities differently depending on the industry. 
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2. Theoretical framework  
This chapter provides the reader with relevant theory concerning the chosen subject 

within relationship marketing. The literature review is the basis for the six hypotheses 

stated at the end of this chapter, furthermore the chapter ends with a display of the 

research model, which is the foundation of this study.   

2.1 Relationship marketing 
It is frequently stated in the marketing theory that it cost less to retain loyal customers 

than to attract new (Henning-Thurau, 2002), hence relationship marketing (RM) could 

be one way to gain a competitive advantage (Álvarez et al., 2011). Grönroos (1996) 

mean that the objectives for RM are to identify and establish, maintain and enhance 

relationships. RM researches accept that if a company implement efforts to RM, it 

might produce long-term relationships, which in turn would increase the company’s 

sales growth, share and profit (Palmatier et al., 2006). Furthermore, trust, 

commitment, relationship quality, relationship satisfaction and customer loyalty are 

all relational outcomes that are affected from implementing RM efforts (Palmatier et 

al., 2006; Zineldin, 2006; Álvarez et al., 2011; Henning-Thurau et al., 2002; Morgan 

& Hunt, 1994). Having that said it is not clear which of the relational variables that 

affects relational performance the most (Palmatier et al., 2006; Henning-Thurau, 

2002). Within the relationship research, trust and commitment are two frequently 

mentioned aspects (Palmatier et al., 2006; Morgan & Hunt, 1994; Parasuraman et al., 

1985), also commitment and trust seems to be synonymous with credibility (Palmatier 

et al., 2006). Commitment, trust and satisfaction, are seen as the overall global 

mediators of relationship quality and loyalty (Palmatier et al., 2006). 

   

Lacey (2007) has another view to it, meaning that it is economic, social and resource 

bonds that bring the firm and customers together, where financial bonds are seen as 

the most important. There is a connection between Lacey’s (2007) resource bond and 

Palmatier et al. (2007) expertise, as both mean that the customer cannot receive that 

valuable resource anywhere else. Lacey (2007) emphasize that the more a company 

strengthen economic, social and resource drivers, the more successful will the 

company become in building customer relationships. What drives a customer 

to engage in a relationship varies; it could be benefits in form of a discounts, to save 

time, convenience or companionship (Morgan & Hunt, 1994; Palmatier et al., 2006). 
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2.1.1 Relationship marketing in retail   

Relationship marketing has gained a substantial widespread within the retail sector. Egan 

(2000) argues the cause to be unsurprising, managers tend to intuitively suggest that the 

closer the retailer get to the end consumer the better they can provide the service the 

customer seeks. Reicheld (1993) suggest that relational strategies are especially 

significant in a retail and distribution sector, with arguments such as operating advantages 

due to customer loyalty. However, this universal view of the retailing sector have been 

criticized by researcher that argue that the effectiveness of relational strategies differs 

among industries, products, services, and customer needs (Hallowell, 1996; Egan, 2000; 

Chang et al., 2009). Anderson et al. (2007) argues that the retailing sector is a dynamic 

and competitive market and relationship marketing is therefore seen as tool to gain 

competitive advantages. A customer centric view is a prerequisite to stay competitive in a 

retail environment and can provide companies with the ability to react to changing 

customer needs and wants. Knowledge about the customer needs and wants has been 

shown to increase the overall satisfaction level with the customer (Anderson et al., 2007). 

 

2.2 Loyalty   

Loyalty have been defined by Hallowell (1996 p.28) as “behaviours including 

relationship continuance, increased scale and scope of relationship, and 

recommendation (word of mouth advertising) result from customer’s belief that 

quantity of value from one supplier is greater than that available from other 

suppliers”. Customer retention can be seen as loyalty from the perspective of the 

customer and is an achievement of continued purchases from a customer (Aspinall, 

Nancarrow, Stone, 2001). Research concerning customer retention within the 

relationship-marketing field has been done by many scholars (Aspinall et al., 2001; 

Gustafsson, Johnson, Roos, 2005; Morgan & Hunt, 1994), though some pieces in the 

understanding is still lacking when it comes to practice (Aspinall et al., 2001). 

Loyalty is explained as the customer’s perspective of retention (Hougaard & Bjerre, 

2004; Gustafsson, Johnson, Roos, 2005). Loyalty is described as the circle of repeat 

purchasing (Tellis, 1988), and Keiningham et al. (2007) mention that customer’s 

loyalty-based behaviors are multidimensional. As mentioned before loyalty does not 

only take form in one way, Söderlund (2006) explains some of the ways loyalty can 

take form, such as: repatronage (repeat purchase) intentions, intentions to deal with 
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the same salesperson again, preference for one particular retailer and word-of-mouth 

intentions. 

 

Oliver (1999) explains that loyalty and satisfaction have a connection, meaning that 

loyal costumers tend to typically be satisfied. Furthermore Oliver (1999) a 

combination of supreme product satisfaction, commitment (as personal fortitude), and 

trust (as social bonding) creates loyalty. In order to understand customer loyalty it is 

crucial to understand the evaluations, attitudes, and intentions that affect behaviour 

(Oliver, 1999; Morgan and Hunt, 1994).  

 

Loyalty can be built by focusing on trust and commitment (Sun and Lin, 2010). 

Although, Prasad and Aryasri (2008) states that commitment were found to as the 

most independently important factor. Sun and Lin (2010) also found in their research 

that you must first gain the customers trust before you are able to make them loyal, 

not that commitment was the most important factor but just trust.  

 

2.3 Quality 

2.3.1 Quality in a retail    

Quality is considered a critical determinant of firm competitiveness and long-term 

profitability of both service and manufacturing organizations. It is a complicated and 

indistinct concept and there is no single universal definition of quality in the literature 

(Grönroos, 2007). Grönroos (2007) argues that quality cannot be viewed as one single 

dimension. Instead, the product and service together constitutes the total quality from the 

costumer perspective. This is supported by Zineldin’s (2005) statement that customers do 

not just buy a physical product, there is always a service connected with the purchase of a 

product. Zineldin (2005) mentions the importance of product and service package, when 

companies offer a high quality of the product and service package the level of satisfied 

and loyal customers intensifies. Where quality is viewed as a key way to build a 

competitive position (Zineldin, 2005), it can add tangible and intangible elements to the 

core product and therefore enhance the product surroundings and therefore affect the 

customer’s level of satisfaction. Quality is the link to satisfaction and the tool to ensure 

the fulfilment of customer requirements (Zineldin, 2005). A considerable amount of 

scholars have tried to figure out what it is that constitutes both product and service quality 
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from the customer perspective (Parasuraman, Zeithaml, & Berry, 1988; Zeithaml, 1988; 

Sweeney, Soutar & Johnson. 1999; Yoo, Park & MacInnis, 1998). 

 

Product quality has been defined broadly as superiority or excellence (Zeithaml, 

1988), Zeithaml, (1988) argues that products perceived quality could be defined as the 

consumer's judgment about a product's overall excellence or superiority. However, 

Sweeney et al. (1999) argue that a customer’s perception of value should be 

considered as an appropriate mediator of the quality, which reflects that customer’s 

willingness to purchase a product. This since perceived value for money is a critical 

factor when it comes to the relationship between perceived performance, financial 

risk, and willingness to purchase the product. Further, arguing that price works as a 

mediator for how to perceive quality (Sweeney et al., 1999). Store cleanliness can be 

seen as a quality factor, which affect customer perception of higher quality (Gomez, 

McLaughlin, & Wittink, 2004). Furthermore, Yoo et al. (1998) found in their research 

that specific store characteristics such as product assortment, updated products, 

price/quality, location, service quality, and store atmosphere, have an effect on 

consumers’ evaluations and choice of stores. Yoo et al. (1998) found for example, 

that pleasure resulting from exposure to store atmosphere influenced such in-store 

behaviours as spending levels, amount of time spent in the store, and willingness to 

visit again. There are numerous characteristics of the store’s atmosphere and facilities 

such as its, design, space, parking, layout and lighting that can affect customers (Yoo 

et al., 1998).  

 

Parasuraman et al. (1988 p. 16) defined service quality as “a global judgement, or 

attitude, relating the superiority of the service”. Arguing that it is the customer’s 

subjective perception, or how the customers perceives, the service that creates service 

quality. To be able to investigate which factors that affect customers perception of the 

service quality with businesses in service and retail markets Parasuraman et al. (1985; 

1988) developed several determents of service quality that affect satisfaction. 

Responsiveness: concerns the willingness of employees to offer their services. For 

example provide the customer with fast answers. Competence: concerns the knowledge 

and skill of the employees. For example provide the customer with accurate information. 

Access: the ability the customer has to contact employees. For example waiting time and 
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hours of operation. Courtesy: concerns the politeness, respect, consideration, and 

friendliness of the employees, for example consideration for costumer’s privacy. 

Credibility: it involves having the customer's best interests at heart. Things that contribute 

to credibility are company reputation, personal characteristics of the employees. 

Tangibles: concerns the physical evidence of the service. For example the company’s 

facilities, appearance of personnel, equipment used to provide the service, or other 

customers in the service facility. (Parasuraman et al., 1988; 1985) 

 

2.3.3 5Qs model 

In order for a company to stay competitive and in turn make profit it is important to 

pay careful attention to the customers wants and needs. Given that, customer 

satisfaction and loyalty is to some extent dependent on how well a product or service 

measures up to the customer’s perception of quality. (Zineldin, 2006) 

In the literature scholars have argued about different tools to measure quality and how 

quality is perceived by customers (Grönroos, 1984; 2000; Zineldin, 2006). Grönroos 

(1984) argues that there are two quality dimensions that a customer perceives when 

purchasing a product or service. First there is the technical quality, which has to do 

with what the customer actually gets and whether the service fulfils its technical 

specifications and standards. Then there is the functional quality, which has to do with 

how the customer receives the product or service. Whilst Grönroos (2000) divided 

total quality of a product/service into technical and functional quality, Zineldin (2006) 

extended the technical-functional quality dimensions, when creating the 5Q model, 

arguing that the significance of providing quality products and services is more 

critical than the functional and technical quality. The 5Q model is more 

comprehensive and introduces three additional attributes: infrastructure, atmosphere 

and interaction. (Zineldin, Akdag & Belal, 2012)  
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Figure 1: demonstration of the 5Qs dimension adopted from Zineldin (2006) 

 

Q1 measures the technical quality (what customer receives). It measures the core 

product /service itself, i.e. quality of object. 

Q2 measures the functional quality (how the product/service provider provides the 

core product/service (the technical). It can be used to identify problems in service 

delivery and to suggest particular solutions, i.e. quality of process.  

Q3 measures the key resources that are required to execute the product/service 

services: the quality of the internal competence and skills, experience, know-how, 

technology, internal relationships, motivation, attitudes, internal resources and 

activities, and how these activities are managed, co-operated and co-ordinated, i.e. 

quality of infrastructure. 

Q4 measures the quality of information exchange, financial exchange and social 

exchange, etc, i.e. quality of interaction. 

Q5 measures the relationship and interaction process between the customer-company 

is influenced by the quality of the atmosphere in a specific environment where they 

operate. The atmosphere indicators should be considered very critical and important 

because of the belief that lack of frankly and friendly atmosphere explains poor 

quality and less loyalty, i.e. quality of atmosphere.  

According to Zineldin (2006) each single quality dimension impacts the perception of 

total quality which in turn impacts the level of customer satisfaction.  

As a result of the discussion above the following hypothesis is proposed:  

H1. A higher perception of total quality (TQ) has a positive impact on customer 

satisfaction.      

Q1 

Q2 

Q3 

Q4 

Q5 

	  
TQ 
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2.4 Satisfaction  

Anderson, Fornell & Lehmann (1994) mention that it is hard to put a definition on 

customer satisfaction, however other researchers argues that satisfaction can be 

defined as a customer’s overall valuation of the performance of any offering 

(Gustafson et al., 2005). Customer satisfaction could also be described as a 

psychological response or an evaluation of emotions from the customer, according to 

Chang et al. (2009). Furthermore, it is the customers pre-knowledge, experience and 

the customer’s expectation versus the actual experience that is the basis for the 

creation of satisfaction (Chang et al., 2009, Gronholdt et al, 2000). Gronholdt et al. 

(2000) and Garbarino and Johnson (1999) explain that satisfaction is an outcome or 

evaluation of what the person initially expected and what the person actually 

experienced. Also overall satisfaction could possibly be leading to customer loyalty 

intentions such as repeating purchases and positive recommendations (Gustafson et 

al., 2005). On the other hand, Jonsson and Zineldin (2003) explain that it is also 

possible to reach a high satisfaction level among customers without having a high 

level of trust and commitment. Having that in mind, Caruana (2002) mentions that 

there is a lower probability that loyal customers switches between companies, and this 

is due to the higher levels of satisfaction. Furthermore, both satisfaction and trust are 

somewhat positively related to customer loyalty (Ranaweera and Prabhu, 2003). 

Henning-Thurau and Klee (1997) demonstrates that the relationship between 

satisfaction and customer retention is moderated by the relationship quality construct, 

which has to do with the satisfaction towards a product purchase, the customer’s trust, 

and his or her relationship commitment. However, Caceres and Paparoidamis (2007) 

argue about a gap in the relationship marketing field. Most research have emphasized 

that commitment and trust are key variables in impact of loyalty and Caceres and 

Paparoidamis (2007) found that satisfaction does not only affect loyalty as a part of 

the relationship quality construct, but satisfaction does also have a mediating effect on 

both customer trust and customer commitment.  

  

Providing the customer high-quality products and services is often of high relevance 

when the goal is to achieve customer satisfaction and loyalty (Anderson et al., 1994). 

Oliver (1981) mentions that the decisive factor that could create repeat purchase 

behaviour is how satisfied the customer is with the service and product quality. 
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Decreased price elasticity, increased customer loyalty, decreased future transactions 

costs, reduced charges obligatory on attracting new customers and an improved 

reputation of the company, all of the above mentioned is benefits a company could 

receive from satisfied customers (Anderson et al., 1994). Furthermore, customer 

satisfaction can be broken down into two different parts, which is: transaction specific 

or cumulative customer satisfaction (Anderson et al., 1994). Cumulative customer 

satisfaction is explained as a process that encompasses the customer’s point of view 

concerning the total experience and evaluation of the service or product (Anderson et 

al., 1994). Hence, it is likely that customer satisfaction is affected by elements that are 

current in the recurring transactions (Anderson et al., 1994). Regarding the above 

discussion the following hypothesis can be proposed: 

H2. Customer satisfaction has a positive impact on commitment. 

H3. Customer satisfaction has a positive impact on trust. 

H4 Customer satisfaction has a positive impact on loyalty. 

 

2.5 Commitment  

According to Morgan and Hunt (1994) commitment could be described as a 

multifaceted construct, however the marketing discipline has defined commitment in 

numerous ways. Although a reoccurring definition would be that commitment is a 

desire to maintain a relationship (Morgan & Hunt, 1994). Marketing scholars have 

documented that relationships can be built upon multiple forms of commitment 

(Kwon & Suh, 2004). Further Gustafson et al. (2005) argues that commitment and 

satisfaction does not necessarily have a positive correlation, meaning there are 

numerous reasons that can make a customer committed to a company without being 

satisfied. The reasons might be some kind of undertaking to continuity between 

parties, nonexistence competitive offerings or the potential sacrifice if the relationship 

ends (Gustafson, 2005). Morgan and Hunt (1994) argue that customer commitment is 

the main driver of consumer loyalty. Social bonding can be a contributing factor of a 

potential emersion of trust and commitment, although the impact of social bonding 

might differ depending on the customer segment (Lin et al., 2003). According to 

Garbarino and Johnson (1999) commitment is a desire to maintain a valued 

relationship, and can be based on many facets. These facets can be personal 

identification with the organization, psychological attachment, concern for the future 
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welfare of the organization, and loyalty (Garbarino & Johnson, 1999). However 

Cullen, Johnson and Sakano (2000) mention that commitment might be of a bigger 

importance when the goal is long-term relationship. Kwon and Suh (2004) argue that 

a company could achieve trust and commitment by having transparent relationships 

and being honest. Commitment can be distinguished between two major components, 

which are affective commitment and continuance commitment (Gustafson et al., 

2005).  

 

Gundlach et al. (1995) describe affective commitment as a somewhat multifaceted 

combination of attitudinal loyalty, involvement and attachment. When talking about 

affective commitment, social bonds between the company and the costumer is often 

the first phase of the development of commitment in the marketing relationship 

context (Berry, 1995).  Affective commitment can immerse from the feeling of 

belonging to a certain organization or company (Achrol, 1997) as well as customers 

would maintain a relationship since they identify themselves or like a certain 

company or organization (Gundlach et al., 1995). Continuance commitment is when 

one part in a relationship continues the relationship on the basis that the benefits that 

it receives from its partner are not simply replaceable from other potential exchange 

partners, or if the party faces concrete switching costs (Gundlach et al., 1995). This 

description is further explained as a psychological situation, which can immerse from 

a perceived lack of choice or perceived switching costs (Fullerton, 2003). Once a 

relationship is built on continuance commitment, customers remain loyal to the 

company since they feel bound to that relational partner (Fullerton, 2003). 

The following hypothesis is therefore proposed: 

H5. Commitment has a positive impact on loyalty  

 

2.6 Trust  

In literature trust is referred to as one significant factor when companies wishes to 

achieve long-term relationship (Morgan & Hunt, 1994). If suppliers invest time and 

efforts necessary to develop a close relationship with a customer, the likelihood of a 

purchase repetition is larger. Sirdeshmukh, Singh and Sabol (2002) argue that having 

trust in a store is considered a key determinant of store loyalty. A willingness to take 

risk and be exposed for vulnerability is the commonly characteristics to all trust 
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situations. Which means that one party has to rely on another party do what they 

agreed upon. This happens often without any ability to monitor the actions performed 

by that party, hence the characteristics of trust could be seen as the party’s confidence 

in the honesty and integrity to the other party. (Mayer et al., 1995)  

 

Garbarino and Johnson (1999) explain trust as a willingness to rely on another party 

to perform as expected, to display trustworthiness and to be reliable. Flavian, Guinaliu 

and Gurrea (2006) explain trust as a set of beliefs, which is based on an individuals 

own perception about a diversity of attributes, such as, the brand, products or services, 

salespeople, and the establishment where the products or services are bought and sold. 

Trust can further be demonstrated by an individuals belief, which can be divided 

between honesty and good will. Honesty can be defined as the belief that another 

party will keep their word, fulfil promises and be sincere. Good will is the belief that 

one of the parties is genuinely interested in the well-being of the other party. (Flavian 

et al, 2006). Helliwell and Putnam (2004) emphases the importance of trust and the 

effect it has on individual’s further behaviour, arguing that building trust is a starting 

point for further relationship building (Helliwell & Putnam, 2004).  

 

In an organizational context, trust is considered to be necessary for cooperation and 

communication, as well as it is the foundation for productive relationships 

(Tschannen-Moran & Hoy, 2000). Wang and Emurian (2005) state that trust is only 

needed in an environment that is uncertain and risky. Individuals must be willing to 

make themselves vulnerable for trust to function, by taking the risk of losing 

something important to them and relying on the other party not to exploit the case of 

vulnerability (Wang & Emurian, 2005).  

As a result of the above discussion, the following hypothesis is presented: 

 H6. Trust has a positive impact on loyalty.   
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2.7 The research model and hypothesis 

 

 

 

	  
	   	  
	  
	  

	  
	  
	  
	  
	  
	  

Figure 2: Research model 

 
	  
Q1, Q2, Q3, Q4, and Q5 are sub variables that will not be hypothesized separately in 

this study, however in accordance with theory (Grönroos, 2007; Zineldin, 2006) TQ is 

the variable that has an overall impact on satisfaction.  

	  
H1. A higher perception of total quality (TQ) has a positive impact on customer 

satisfaction.      

H2. Customer satisfaction has a positive impact on commitment. 

H3. Customer satisfaction has a positive impact on trust. 

H4 Customer satisfaction has a positive impact on loyalty. 

H5. Commitment has a positive impact on loyalty  

H6. Trust has a positive impact on loyalty. 
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3. Methodology 
In this chapter the reader is presented with the methodological considerations that 

was made in this thesis, and the tools that were deployed to respond to the stated 

hypothesis. 

  

3.1 Research approach 

Before starting a business research there are several decisions that should be 

considered before choosing research approach (Bryman & Bell, 2011). The 

methodological choices considered in this study were Inductive vs. Deductive 

research and Qualitative vs. Quantitative Research.  

3.1.1 Inductive vs. Deductive research 

There are two key approaches connected to research methodology and to be able to 

reach conclusions, which is inductive and deductive research (Bryman & Bell, 2011). 

Inductive research holds that theory should be the outcome of research, meaning that 

generalizable conclusions is drawn from observations which can allow the researcher 

to form theory on the basis of these observations (Bryman & Bell, 2011). On the 

contrary, deductive research holds that theory governs research, meaning that 

conclusions is to be drawn by testing commonly known theories against the 

researchers hypothesis on the basis of relevant collected data. The test will lead to 

either rejection or confirmation of the conducted hypothesis (Bryman & Bell, 2011).                     

 

This study is grounded on existing literature and the hypotheses were conducted on 

the basis of commonly known theories. That means that this study leans with strong 

tendency towards a deductive research approach.     

3.1.2 Qualitative vs. Quantitative Research 

Qualitative or quantitative is another consideration that has to be determined when 

choosing a research approach (Malhotra, 2010). Although, these approaches are not 

exclusively separated from each other, there are some general guidelines that separate 

them (Malhotra, 2010). Which approach to implement is determinant of the purpose 

with the study (Bryman & Bell, 2011). Qualitative data is less formalized and used in 

more complicated situations. The aim with this approach is to gain a deeper and more 

complete understanding of the studied problem. Hence, when the researchers purpose 
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holds “to gain a deeper understanding” he or she is very likely to use a qualitative 

approach. Another inducement to use this approach is in complex situations, many 

variables in contrast to only few respondents (Bryman & Bell, 2011).               

Quantitative on the contrary holds that the information is assumed to be measurable 

and presentable in terms of numbers and statistics. The aim is to make generalizations 

based on the processed results of the investigation. This approach to research is a 

more formalized and structured technique of gathering data; it is often used when only 

a few variables meet a large amount of respondents (Bryman & Bell, 2011).  

 

This study will be based on quantitative research. Since, the desire is not to gain 

deeper understanding of the phenomenon, rather to investigate the relationship 

between variables with an extensive amount of respondents. This enables the 

possibility to draw generalized conclusions between the different industries 

undertaken by the investigation. 

 

3.2 Research design  

A research design can be seen as the plan intended to be followed in order to reach the 

research aim and its objectives. Thus, it provides the researchers with a framework to 

help resolve the problem under investigation (Bryman & Bell, 2011). When 

conducting a market research there are generally three different research designs to 

choose between. Exploratory, descriptive, and casual research, whereas the later two 

design choices are labelled as conclusive research designs. Conclusive research 

focuses on describing particular phenomenon’s, test specific hypotheses and to 

examine specific relationships. Exploratory research on the other hand, emphasize on 

providing insights and understandings of the nature of marketing phenomenon’s.     

Which to implement is dependent on the aim of the study and the current knowledge 

within the field under investigation (Bryman & Bell, 2011). The different research 

design and choices to consider while conducting a market research is illustrated in the 

following figure.        
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Figure 3: Research Design options (illustration by the authors) 

 

An exploratory research design is stated to be a design that is used at premature stages 

of research. This is a fact-finding research design, argued to further clarify research 

problem and determine the direction of the research (Bryman & Bell, 2011). This 

research design is believed to create a base on which future research can build upon 

and it can also help identifying possible business opportunities (Zikmund, Babin, Carr 

& Griffin, 2010). This is a flexible design that has the ability to shift the scope of the 

research whenever new insights emerge with the researchers (Bryman & Bell, 2011).  

 

A causal research design is preferable when the researcher wants to gain knowledge 

about what causes variables to change (Bryman & Bell, 2011). Meaning that this 

design explains the cause-and-effect relationship between variables e.g. which 

variables are the causes and which variables are the effects.  

Research Designs 

Exploratory Research Design Conclusive Research Design 

Descriptive Research Causal Research 

Longitudinal Design Cross-sectional Design 

Multiple Cross-sectional Design Single Cross-sectional Design 
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Implementation of a causal design demands great control over the variables in order 

to establish causal relationships. Further, this design requires a certain level of 

expertise and enough knowledge about a phenomenon to make predictions about the 

upcoming results when altering the variables (Bryman & Bell, 2011).  

 

A descriptive research design aims at answering who, what, when, were, and how 

questions in order to describe circumstances or phenomenon’s. However, this 

particular research design lacks the capability to explain why questions (Aaker, 

Kumar, Day & Leone, 2010). Descriptive design is mostly used with the aim of 

describing market characteristics. It is characterized by the prior foundation of 

particular research questions or hypotheses. Which makes the required information to 

be clearly specified, planned, and structured in advance (Bryman & Bell, 2011).      

 

Descriptive research can be conducted using two different designs, cross- sectional or 

longitudinal. Cross-sectional is a design that can be conducted with two methods in 

mind, single cross-sectional or multiple cross-sectional. This design is used when the 

researcher wants to collect data from multiple cases at a single point in time (Bryman 

& Bell, 2011). Cross-sectional design enables the researcher to see relationships 

between variables and examine the collected data to distinguish relevant patterns that 

can be concluded (Bryman & Bell, 2011). This design is characterized by the 

collection of empirical data on all variables, undertaken by the investigation, at the 

same time. The examination of data shows potential relations of variables and 

patterns, but it leaves no room for causal inferences, which is considered to be a major 

weakness of this research design (Bryman & Bell, 2011).  

 

Longitudinal design is used mainly to depict change in variables over a long period of 

time (Bryman & Bell, 2011). Meaning that the researcher is required to make 

observations on at least two occasions on a set period of time in order to make 

inferences about the change of variables over time. The use of longitudinal design 

requires time and resources, since this design is considered to generate high costs 

regarding time and resources, which is inclined by the research duration (Bryman & 

Bell, 2011)        
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The research design for this study, or the plan to be followed to reach the aim of this 

study (Bryman & Bell, 2011), is a conclusive, causal design. This study is aiming at 

testing specific hypothesises in terms of how different variables affect each other and 

the differences across industries using the same framework. This is solved by the use 

of conclusive and causal research design. Furthermore, a survey was used to draw 

conclusions about the population from two industries. The respondents did only 

participate at one occasion, mostly due to time and resources constraints.  

 

3.3 Data sources 

Before conducting a research there are some decisions that should be considered with 

regards to the sources of information to be used. Generally there are two types of 

sources from which data can be derived. These are known as primary and secondary 

data (Zikmund et al., 2010). 

 

Primary data is information that is collected specifically for the research project at 

hand, generated by original research and is tailor-made to answer specific research 

questions. There are both advantages and disadvantages with primary data. It 

generates specific information that is relevant for the study, meaning that the quality 

of the data in relation to the investigation is high. The disadvantages with collecting 

primary data are argued to be the requirements of time and resources (Zikmund et al., 

2010).      

 

Secondary data are that kind of data that have been collected for some other purpose 

than helping solving the problem at hand. This type of data can aid researchers detect 

the research problem and redefine research problems in an exploratory research 

design. It can provide alternatives for sources of data beside primary data and can 

sometimes contain the solution for the research problem. However, in most cases it 

gives support to and constitutes the relevance of a study. Secondary data is in contrast 

to primary data less costly, in terms of time and resources. The level of accuracy 

limits it since the data is collected for other purposes than solving the problem at hand 

and the data is not as up-to-date as primary data (Zikmund et al., 2010).  

In this paper focus will be on finding primary data due to the fact that no previous 

study has been made on exactly the same problem and/or with the chosen population. 
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Advantages for using primary data is that the information can be tailor made, it is up 

to date and is also specifically suited to the chosen subject/study. 

	  
3.4 Research strategy 

When conducting a market research there are five research strategies that need to be 

taken into consideration. The different strategies include experiments, surveys, 

archival analyses, histories and case studies (Yin, 2009).  

Experiment is a methodical procedure, conducted with the aim of verifying, 

falsifying, or establishing the validity of a hypothesis whereby one or more variables 

are altered in order to establish the differing effects. Survey is a research strategy 

carried out with the aim to draw general conclusion about a population. Meaning that 

the researcher uses sampling of individuals from a population with a view towards 

making statistical inferences about the population using the sample. Archival analysis 

is a form of observational method, whereby the researcher examines the accumulated 

documents, or archives, of the unit of analysis	  (Yin, 2009). A history research strategy 

implies searching for data in historical documents. The last research strategy that 

needs to be taken into considerations is a case study strategy. Which entails an 

intensive analysis of a single unit (a person, a company or an event). It examines the 

developmental factors of the unit in relation to the specific context and relevant theory 

(Yin, 2009).  

 

With the five different options for a research strategy in mind one needs to take three 

additional conditions into consideration, when evaluating which strategy that is most 

suitable for the purpose at hand (Yin, 2009). These conditions are (1) the character of 

the stated research question. (2) The level of control the researchers have over actual 

behavioral events and (3) whether the focus should be on contemporary or historical 

events (Yin, 2009).  
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Table 1. Research strategy options, Source: Yin (2009 p. 8) 

Research strategy Form of research 
question 

Requires control 
over behavioural 
events 

Focuses on 
contemporary 
events 

Experiment  How, why Yes  Yes  

Survey  Who, what, where, 
how many, how 
much 

No  Yes  

Archival analysis Who, what, where, 
how many, how 
much 

No  No  

History  How, why  No  No  

Case study  How, why  No  Yes  

 

All of the before mentioned strategies are possible to use and therefore taken into 

consideration. They all have different characteristics with advantages and 

disadvantages. Since this study emphasizes on an investigation of contemporary 

events, historical strategy was not a mean of solving the aim with this study. The 

same reflections were used to exclude archival analysis, since it was not applicable in 

order to reach the research problem just by looking at secondary data. Taking time, 

resource, and specified skill constraints into considerations an experimental strategy 

was also ruled out. With two research strategies remaining, the case study was 

excluded and survey was considered the most appropriate strategy. This since it offers 

satisfactory means of gathering quantitative data.  

 

3.5 Data collection method 

In business research the choice of research strategy is argued to reflect the choice of 

data collection method. For example if a research chooses archival analysis as 

strategy it is most likely to use a content analysis as data collection method. A case 

study strategy is most suitable for in-depth interviews, focus groups, content analysis, 

and observations. Similarly there are data collection methods that can be categorized 

into methods more suitable for quantitative data collection methods. These are 
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experiments, structured observations, and surveys (Bryman & Bell, 2011). Since this 

study is a quantitative study the three before mentioned collection methods serves as a 

foundation of considerations.    

 

To use experiments as a data collection method requires specific skills with the 

researcher since he/she needs to have control over at least one variable. Meaning that 

the researchers alter variables to see behavioral results of that change with 

respondents of interest (Bryman & Bell, 2011).  

 

Observations as a data collection method can be conducted in several ways, including 

structured observations, participant observation, and nonparticipant observations 

(naturalistic observations) (Bryman & Bell, 2011). Based on former decisions and 

considerations about appropriate methodology, structured observations are the method 

that best reflects a quantitative study (Bryman & Bell, 2011). When using structured 

observations as a data collection method, the researchers observe and record the 

behavior of participants or objects. This is done by following explicitly formulated 

rules, which includes what the researchers should look for and how to record the 

behavior. Critique to this method is stated to be the considerable consumption of time 

and resources. It is hard for researchers to derive the underlying reasons behind 

behaviors using this method (Bryman and Bell, 2011).     

 

Survey as a data collection method is a technique that can be used when the 

researcher wants to explore behavior, beliefs, values, norms, attitudes, opinions, and 

trends with a population of interest (Bryman and Bell, 2011). The mean of collecting 

data in this method is through interviews. Interviews can take on many forms and 

structures, ranging from structured, semi- structured, and unstructured interviews 

(Bryman and Bell, 2011). The most appropriate structure for a quantitative study is to 

use structured interviews. It seeks to measure the results of standardized questions 

which means that the questions asked would be the same for every respondent that 

participating in the survey. This method would give the same or at least satisfactory 

similar result as a self-completion questionnaire (Bryman and Bell, 2011). A self-

completion questionnaire is in contrast to structured interviews more easily 

distributed and can generate higher amount of respondents to participate in the survey 

(Bryman and Bell, 2011).   
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When comparing the different data collection methods that are applicable in a 

quantitative study. One needs also take into consideration, preferred skills with the 

researchers, time, and resource constraints to make the study feasible (Malhotra, 

2010). Hence, made experiments and observations insufficient and survey was 

deemed the most appropriate data collection method. Due to the fact that self-

completion questionnaires are more effective in the distribution and collection 

process, made it more suitable for this study in contrast to structured interviews.  

 

3.6 Survey design 

3.6.1 Operationationalization and measurement of variables 

In order to make theoretical concepts measurable and quantifiable the researchers 

need to operationalize these concepts (Bryman & Bell, 2011; Zikmund et al., 2010).  

Operationalization is the process of transforming concepts into measures (Bryman & 

Bell, 2011). However, sometimes concept cannot be quantifiable and researchers can 

instead deploy indicators to measure these concepts. Indicators have the purpose of 

representing specific concepts in order to make them quantifiable. To be able to use 

indicators, they have to be coded. Which can be accomplished by using a Likert scale. 

The Likert scale measures the respondent’s attitudes towards a given statement and 

answers the intensity of agreement toward that statement. The most common used 

scales are 1-5, 1-7, and 1-9, where 1 represents the respondent’s strong disagreement 

and the highest score (5,7, or 9 depending on what scale employed) represent strong 

agreement with the statement (Bryman & Bell 2011). In this study a 1-5 likert scale 

was used.       

 

A critical drive in the operationalization process is to access the validity and 

reliability of a study. This can be accessed by deploy measurement scales/items 

created by other researchers that have been used in previous studies (Bryman & Bell 

2011). The scales can either be used as they are or act as course of action when 

developing own questions (Bryman & Bell, 2011). 
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In this study the 5Q model was adopted from Zineldin (2006) theories, and the 

variables was retrieved from different quality indicators. When customer purchase 

products in a store they do not only come across qualities associated with the product. 

In accordance to Zineldin (2005) theories, customer also gets some sort of service 

encounter. To be able to measure qualities associated within the retail setting, this 

study highlights both product and service qualities indicators. The service indicators 

were based on Parasuraman et al., (1985; 1988) theories of SERVQUAL. The product 

and store qualities were based on Zeithaml et al. (1988), Yoo et al., (1998), Sweeney 

et al. (1999) and Gomez et al. (2004). To be able to see the difference between the 

industries, (grocery and clothing) in accordance with the purpose with this study, the 

same indicators were used referring to both industries to measure customer’s 

perception of quality.  

The measures for satisfaction, trust and commitment have been widely studied in the 

marketing literature and these indicators were based and adopted on theories from 

Gronholdt et al. (2000) and Garbarino and Johnson, (1999). Furthermore, customer 

loyalty have been defined by Hallowell (1996) as “behaviours including relationship 

continuance, increased scale and scope of relationship, and recommendation (word 

of mouth advertising) result from customer’s belief that quantity of value from one 

supplier is greater than that available from other suppliers” (Hallowell, 1996 p.28). 

In accordance to this definition the indicators used in this study reflect the customers 

tendency to produce word of mouth and his or her intention to repeat purchase at the 

store. The loyalty indicators were based on theories from Söderlund (2006). 
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Table 2. 5Q Model, its indicators, and questionnaire items  
 

Theoretical construct  Indicator       Type of measurement   source                                 Item on Questionnaire 

Quality of Object, Q1           1. Product quality 1-5 Likert scale      Zeithaml et al. 1988                 What is your experience of 
Quality of Object, Q1           2. Product assortment 1-5 Likert scale   Yoo et al. 1998       the following qualities when  
Quality of Object, Q1           3. Products are up to date 1-5 Likert scale               Yoo et al. 1998                          purchasing at store X 
                                                                      
Quality of Process, Q2          4. Price   1-5 Likert scale  Sweeney et al. 1999      What is your experience of 
Quality of Process, Q2          5. Waiting time  1-5 Likert scale  Parasuraman et al. 1985;1988 the following qualities when 
Quality of Process, Q2          6. Convenience  1-5 Likert scale  Yoo et al. 1998                         purchasing at store X 

 
Quality of Infrastruct., Q3     7. Competence  1-5 Likert scale  Parasuraman et al. 1985;1988 What is your experience of 
Quality of Infrastruct., Q3     8. Credibility   1-5 Likert scale  Parasuraman et al. 1985;1988  the following qualities  
Quality of Infrastruct., Q3     9. Inspire, test products   1-5 Likert scale  Parasuraman et al. 1985;1988  when purchasing at store X 
 
Quality of Interaction, Q4    10. Responsiveness 1-5 Likert scale   Parasuraman et al. 1985;1988 What is your experience of 
Quality of Interaction, Q4    11. Access  1-5 Likert scale  Parasuraman et al. 1985;1988   the following qualities when 
Quality of Interaction, Q4    12. Courtesy  1-5 Likert scale  Parasuraman et al. 1985;1988      purchasing at store X 
 
Quality of Atmosphere, Q5  13. Cleanliness   1-5 Likert scale  Gomez et al. 2004        What is your experience of 
Quality of Atmosphere, Q5  14. Lightning  1-5 Likert scale  Yoo et al. 1998                        the following qualities when 
Quality of Atmosphere, Q5  15. Parking  1-5 Likert scale  Yoo et al. 1998                           purchasing at store X 

                                 

   
Table 3. 5Q Model, its indicators, and questionnaire items 

 
Theoretical construct  Indicator       Type of measurement   source                                 Item on Questionnaire 

Quality of Object, Q1           1. Product quality 1-5 Likert scale  Zeithaml et al. 1988               How important is the qualities  
Quality of Object, Q1           2. Product assortment 1-5 Likert scale   Yoo et al. 1998        associated when purchasing  
Quality of Object, Q1           3. Products are up to date 1-5 Likert scale  Yoo et al. 1998                          clothes/groceries 
                                                                       
Quality of Process, Q2          4. Price   1-5 Likert scale  Sweeney et al. 1999     How important is the qualities 
Quality of Process, Q2          5. Waiting time  1-5 Likert scale  Parasuraman et al. 1985;1988, associated when purchasing 
Quality of Process, Q2          6. Convenience  1-5 Likert scale  Zeithaml et al. 1988         clothes/groceries 

 
Quality of Infrastruct., Q3     7. Competence  1-5 Likert scale  Parasuraman et al. 1985;1988 How important is the qualities 
Quality of Infrastruct., Q3     8. Credibility   1-5 Likert scale  Parasuraman et al. 1985;1988 associated when purchasing 
Quality of Infrastruct., Q3     9. Inspire, test products   1-5 Likert scale  Parasuraman et al. 1985;1988     clothes/groceries 
 
Quality of Interaction, Q4    10. Responsiveness 1-5 Likert scale  Parasuraman et al. 1985;1988 How important is the qualities 
Quality of Interaction, Q4    11. Access  1-5 Likert scale  Parasuraman et al. 1985;1988 associated when purchasing  
Quality of Interaction, Q4    12. Courtesy  1-5 Likert scale  Parasuraman et al. 1985;1988    clothes/groceries 
 
Quality of Atmosphere, Q5  13. Cleanliness   1-5 Likert scale               Gomez et al. 2004                   How important is the qualities 
Quality of Atmosphere, Q5  14. Lightning  1-5 Likert scale  Yoo et al. 1998                    associated when purchasing  
Quality of Atmosphere, Q5  15. Parking  1-5 Likert scale  Yoo et al. 1998                       clothes/groceries 
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Table 4. Satisfaction, its indicators, and questionnaire items 
 
Theoretical construct  Indicator           Type of measurement      source     Item on Questionnaire 

    Satisfaction  Experience Five point Likert             Gronholdt et al.,           Considering all your experience  
scale 1=To a small            (2000)                          of store X, how satisfied  
extent; 3=Neutral;                           are you, in general 
5=To a large extent 

 
 

 
Table 5. Commitment, its indicators, and questionnaire items 

 
Theoretical construct  Indicator           Type of measurement      source     Item on Questionnaire 

    Commitment  Proud   Five point Likert        Garbarino & Johnson,    I’m proud to shop at store X  
scale 1=To a small        (1999)              
extent; 3=Neutral;                        
5=To a large extent 

	  
    Commitment  Belonging Five point Likert        Garbarino & Johnson,    I feel a sense of belonging to,  

scale 1=To a small        (1999)                store X  
extent; 3=Neutral;                        
5=To a large extent 

	  
    Commitment  Long- term care Five point Likert         Garbarino & Johnson,     I care about the long-term, 

scale 1=To a small         (1999)          success of store X  
extent; 3=Neutral;   
5=To a large extent 
 

 
Table 6. Trust, its indicators, and questionnaire items 

 
Theoretical construct  Indicator           Type of measurement      source     Item on Questionnaire 

    Trust   Expectations Five point Likert        Garbarino & Johnson      The products store X supply   
scale 1=To a small        (1999)      always meets my expectations  
extent; 3=Neutral;          
5=To a large extent 

	  
     Trust   Can count on  Five point Likert       Garbarino & Johnson        I can count on store X to offer  

scale 1=To a small       (1999)       good products 
extent; 3=Neutral;              
5=To a large extent 

	  
      Trust   Reliable  Five point Likert         Garbarino & Johnson         I feel that store X is a reliable  

scale 1=To a small         (1999)                               store  
extent; 3=Neutral;    
5=To a large extent 
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Table 7. Loyalty, its indicators, and questionnaire items 
 
Theoretical construct  Indicator           Type of measurement      source     Item on Questionnaire 

    Loyalty          Positive (WOM) Five point Likert,  Söderlund (2006)    I will recommend other persons  
                       Recommendation      scale 1=To a small      to visit store X 

extent; 3=Neutral;                           
5=To a large extent 

	  
     Loyalty          Positive (WOM) Five point Likert,  Söderlund (2006)    My visits to store X is a natural   

                       Recommendation      scale 1=To a small      topic of conversation for me. 
extent; 3=Neutral;                           
5=To a large extent 

      
     Loyalty          Repeat Purchase Five point Likert,  Söderlund (2006)   I will purchase products from store, 

          Behaviour  scale 1=To a small       X again in a near future    
extent; 3=Neutral;                           
5=To a large extent 
 

	  

 

	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  



	   	   	  

	   36	  

3.6.2 Questionnaire design 

The design phase of conducting a questionnaire is critical, this since there are several 

considerations concerning the administration that should be made. A questionnaire 

could either be administered online or offline, both is correlated with advantages and 

disadvantages. A researcher could do offline questionnaires, either through mail, 

telephone, or in person. Questionnaires can on the contrary be administered online via 

e-mail	  (Hollensen, 2010).     
Table 8. Contact methods, Contact methods adapted from Hollensen (2010) 

	   Mail	   Internet/e-mail	   Telephone	   Personal	  

Flexibility (ability to 
clarify problems)	  

Poor	   Fair	   Good	   Excellent	  

Possibility of in-depth 
information (use of 
open-ended questions)	  

Fair	   Poor	   Fair	   Excellent	  

Use of visual aids	   Good	   Excellent	   Poor	   Good	  
Possibility of a widely 
dispersed sample	  

Excellent	   Excellent	   Excellent	   Fair	  

Response rate	   Poor	   Fair	   Good	   Fair	  
Asking sensitive 
questions	  

Good	   Poor	   Poor	   Fair	  

Control of interviewers 
effects (no interviewer 
bias)	  

Excellent	   Fair	   Fair	   Poor	  

Speed of data collection	   Poor	   Excellent	   Excellent	   Good	  
Costs	   Good	   Excellent	   Excellent	   Poor	  

 

	  
All of the illustrated methods were considered for this study, with time and resource 

constraints in mind, some were considered more appropriate then others. Telephone 

based questionnaires was immediately ruled out as a method, due to time and resource 

constraints. Physical mail questionnaires are required to be sent out to respondents by 

post. The respondent must then, after answering, send back the questionnaire. This 

often leads to relatively low response rates (Bryman & Bell 2011), therefore not the 

most advantageous for this study. The two remaining choices, e-mail and personal, 

were considered to best suit this studies constraints. However, e-mail was not 

appropriate for other reasons than time and resources. Generally, because of the 

limited control the researchers have on who is answering the questionnaire (Bryman 

& Bell, 2011), which is critical since our population of interest is connected to a set 

geographical area. The questionnaires for this study was handed out and collected in 



	   	   	  

	   37	  

person. The advantages are generally, a high response rate, ability to (if needed) 

clarify problem, not particularly time and resource demanding, and control over 

answering respondents	  (Hollensen, 2010; Bryman & Bell, 2011).  

 

The design of the questions used in the questionnaire is another critical issue that 

needs to be addressed (Bryman & Bell, 2011). This since there is generally a number 

of considerations that should be made, as well as a number of issues that should be 

avoided, when formulating the questions in a questionnaire. Bryman and Bell (2011) 

presents a couple of rule of thumbs that researchers should avoid while conducting a 

questionnaire. (1) Avoid ambiguous terms, (2) avoid long questions, (3) avoid general 

questions, (4) avoid leading questions, and (5) avoid questions that include negatives. 

Further, researchers must consider if the questions should be closed or opened. The 

former relates to questions that provide the respondent with a number of fixed 

alternatives to choose between. The later refers to questions that the respondent can 

answer in any way they like (Bryman and Bell, 2011).  In this study the questionnaire 

items were as a rule concerned with closed questions, mostly due to time and resource 

constraints. The respondent- descriptive questions, age and gender, were collected 

with a number of fixed alternatives. Gender was, obviously, handled with the 

alternatives male or female. When we asked the respondents for age, the 

questionnaire provided a fixed set of alternatives of different age intervals. The 

starting age of the intervals and the criteria to participate was that the respondent was 

over 18 years old. This criterion is based on the objective judgment that people below 

18 might still live with their parents and therefore, not purchasing groceries 

themselves. The age intervals employed were 18-30, 31-45, 46-60, and 61<.  

 

Since it was significantly problematic to get a comprehensive understanding of the 

population’s abilities to read and comprehend the English language. To decision to 

translate the questionnaire items into Swedish were made, both the English and 

Swedish questionnaire can be found in appendix 1 respective appendix 2.   
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3.6.3 Pretesting 

A pretest of the survey, in a small scale, provides indications of how the results of the 

main study will play out. It provides valuable information of potential problems and 

weaknesses of the questionnaire design, which can then be corrected before the main 

study is conducted (Bryman & Bell, 2011). To successfully implement a pretest, 

Malhotra (2010) argue that all features of the questionnaire should be tested. This 

includes instructions, wording, question content, and question difficulty. To maximize the 

results of a pretest, the researchers should use respondents from the same population as 

the respondents that are being used for the actual survey.  

 

In this study a pretest were used with the aim of verifying the level of understandability, if 

respondents were likely to skip questions, or any other unforeseen problem that would be 

a barrier later on in the research process.  A group of eight individuals that reflected the 

population undertaken by this research were used. Simply, to ensure and validate that 

every item in the questionnaire were understood in the context that they were suppose to 

examine. Mosad Zineldin PhD, expert in relationship marketing with numerous of 

published articles in the field, approved the items in the questionnaire before we 

started the data collection. 

 

3.7 Sampling 

There are generally two ways for a researcher to collect data and make inferences 

about a population, either by doing a census survey or by conducting a sample survey 

(Bryman & Bell, 2011). According to Bryman and Bell (2011) census surveys are 

used when the researcher study every element of the population, while sample surveys 

are used to study a representative proportion of the population. The population refers 

to the group of entities that share a common set of characteristics and/or exist in the 

same geographic area (Bryman and Bell, 2011). Census survey can be impractical, 

since the odds that everyone in the population of interest is willing to respond to a 

questionnaire are minimal (Aaker 2010; Bryman & Bell 2011). Instead, this study will 

utilize a sample, by using a sample researcher can use a representative sample of the 

population to make inferences about the population as a whole (Aaker 2010; Bryman 

& Bell 2011).   
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Scholars have emphasized the need for more research in the relationship marketing 

field, particularly in the retail sector (Too et al., 2001). Too et al. (2001) did express 

the need for a comparison across retail markets. Therefore, we embraced this request 

and highlights how costumer loyalty differs from grocery purchasing compared to 

clothes purchasing. These retail segments were chosen du to their characteristics of 

convergence, both offers personal consumer goods and is further characterized by its 

fairly low involvement by customers in the purchasing process (Ruiz-Molina et al., 

2009; Ruiz-Molina & Gil-Saura, 2008). This study aimed at examines the Swedish 

consumers perspective of loyalty. However, to narrow the population down, due to 

time and resource constraints, the populations of interest for this study were limited to 

inhabitants in Växjö. The total population of individuals over an age of 18 in Växjö is 

67 212 persons (www.scb.se).     

 

3.7.1. Sampling frame 

Sampling frame can be seen as a list or framework, with elements that the concerned 

respondent of interest must fit into (Bryman & Bell, 2011). As before mentioned, the 

population of interest for this study were inhabitants in Växjö over 18 years old. For 

the population to be able to relate to this study and that the individuals possessed 

similar characteristics there was a need for further participation criteria’s. (1) 

Respondents purchase clothes at a regular basis. (2) Respondents purchase groceries 

at a regular basis.  

 

3.7.2. Sampling selection 

In business research there are generally different techniques that researchers can apply 

to decide upon a sample selection, Bryman and Bell (2011) argues that probability 

and non-probability sampling are most used. Probability sampling is when the 

researcher randomly or in a structured manner decides upon respondents by following 

a list of individuals from the population. An advantage is argued to be that all 

individuals have the same chance to counter the study, which enhances the reliability. 

Disadvantage is argued to be that a list of the sample might be hard to get hold of 

(Bryman & Bell, 2011; Aaker, 2010). Non-probability sampling is when the 
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researcher based on choice and availability chooses individuals from the population. 

One approach to consider when applying a non-probability is to use convenience 

sampling. This approach means that the researcher uses the sample that is most 

convenient. Advantages are argued to be low costs and fast data collection (Bryman 

& Bell, 2011; Aaker, 2010).        

 

To decide upon a sample size is another critical issue that needs to be addressed. The 

size of the sample is argued to determine if statistical inferences about a population 

could be made at all, as a rule, a larger sample size is always preferable (Bryman & 

Bell, 2011). In addition, Malhotra (2011) presents a statistical method to 

mathematically calculate the sample size, by using the size of the population and the 

number of standard errors. According to Bryman and Bell (2011), in business 

research the confidence level of standard errors is 95 %. The calculation yielded a 

sample size of 384 respondents.    

 

 

 

 

 

 

 

Figure 4. Sample size, Malhotra 2011 

 

3.8. Data analysis 

3.8.1 Data coding 

When the questionnaire collection was satisfactory, the process of coding the data and 

data entering started. The authors used the computer software IBM SPSS Statistics to aid 

with this task. Before starting with data entering the data had to be coded in order for the 

software to understand what the data meant. The data collected concerned, firstly, 

costumers experience of 15 different quality attributes connected to the grocery and 

	  
 
     2500 × N × Z2 

Sample size = --------------------- 
       (25 × (N-1) + (2500 × Z2)) 
 
 
N = Population size 
Z = Number of standard errors     
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clothing store were they consume most frequently, secondly, how important each of those 

qualities are. Then satisfaction, trust, commitment and loyalty were coded in a 

comprehensible system. Each of the qualities was coded in SPSS, see Appendix 3 to get 

an further explanation of the coding procedure.  The collected questionnaires did not 

contain any missing data and in our opinion most of the answers seemed sincere. 

        

3.8.2 Data analysis method 

According to Nolan and Heinzen (2008) descriptive statistics is a tool to identify 

patterns, by organize, summarize and communicate the large amount of data used in a 

research. Further, it can be used to identify outliers and missing values in the data set, 

which could make the data less accurate. In this study descriptive statistics was 

utilized to organize, summarize and communicate the demographics (age and gender) 

items used in the questionnaire. As well as, calculating the distribution of the 

respondent’s answers in percentage and mean.    

 

According to Nolen and Heinzen (2008) correlation quantifies the degree to which 

two variables are related, this can be achieved by calculating the correlation 

coefficient. The correlation coefficient is simply a way to describe how two variables 

vary together. It can either be positive or negative and always falls between -1 and 1, 

a coefficient of 0 indicates that there is no relationship between the variables. A 

positive correlation indicates that respondent with high scores on one variable also 

have a high score on the other variable, consequently, respondents with low scores on 

one have low scores on the other. On the other hand, a negative correlation indicates 

that respondents with high scores on one variable tend to have low scores on the other 

(Nolen & Heinzen, 2008). Correlation shows, however, not the cause and effect 

between variables, but are strictly a determinant of covariation between the variables. 

The correlation should not be to high to demonstrate that the variables are not 

measuring the same construct (Bryman and Bell, 2011) To be able to relay on a 

correlation test Bryman and Bell (2011) suggest that the p-value must be in range of 

the level of acceptance, which is 95 % or 0,05 within business research.  
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A regression analysis is according to Nolan and Heinzen (2008) also a way to 

calculate the relationship between variables. However, a researcher that aims to see 

the relationship of cause and effect rather then correlation uses a regression analysis 

instead. A regression analysis can either be single or multiple (Nolen & Heinzen, 

2008). A single regression is when the relationship under investigation is constructed 

by one single independent variable versus the dependent variable. A multiple 

regression is when the relationship is constructed by multiple independent variables 

versus a dependent variable. The dependent variable is the one that changes when one 

or more independent variables are altered, hence cause and effect (Nolen & Heinzen, 

2008). The relationship between variables is demonstrated with a beta coefficient, the 

beta can differ from -1 to 1. If the beta is over 0 it means that the relationship is 

positive, meaning increase in one variable constitutes an increase in the other 

variable. If the beta is has a deficit it means that the relationship is negative, meaning 

increase of one variable constitutes a decrease in the other (Nolen & Heinzen, 2008).   

The beta coefficient is interpreted in the same manner regardless if a single or 

multiple regression analysis has assessed the relationship. However, the R2 is 

interpreted as how much of the variance in one variable can be explained by the other, 

this relationship is demonstrated differently depending on if it is a single or multiple 

regression. When assessing the relationship between variables using a single 

regression, simply the R2 is of importance. On the other hand, when assessing the 

relationship between variables using a multiple regression, the adjusted R2 is reported. 

(Nolen & Heinzen, 2008)    

 

In this study both single and multiple regression analyses was used to assess the 

relationship between the independent and the dependent variables. Single regression 

analysis was performed on the relationships between total quality towards satisfaction 

(H1). Furthermore, researchers have expressed the need for more evidence on the 

impact and mediating role of satisfaction towards commitment (H2) and trust (H3). 

Therefore, these relationships were also assessed by single regression analysis. The 

current view held in the relationship marketing literature is that satisfaction, 

commitment and trust is key factors that explain the relationship quality construct and 

affects customer loyalty (H4, H5, H6). Therefore, this relationship was assessed with a 

multiple regression analysis.    
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3.9 Quality Criteria 

3.9.1 Validity 

Content validity, also referred to as face validity is according to Bryman and Bell (2011) 

the simplest mean of accessing validity of a study. In general, validity refers to the degree 

to which a measure really measures what it is intended to (Bryman & Bell, 2011). 

Content validity can be assessed by letting experts or potential respondents of the study 

review the items in the questionnaire (Bryman & Bell, 2011).    

In this study the authors assessed content validity in two ways. Firstly, by letting 

potential respondents review the questionnaire to identify if there was any chance of 

misunderstandings. Which resulted in a minor revision of the questions. Secondly, 

Mosad Zineldin PhD, expert in relationship marketing with numerous of published 

articles, approved the items in the questionnaire before we started the data collection.             

 

Construct validity refers to the extent an item measures the construct it is supposed to 

measure (Bryman & Bell, 2011). To assess construct validity for this study we used 

discriminant validity. Which refers to statistically evaluating the correlations between 

different measurement constructs and to assess whether or not the constructs 

correlation is too high (Bryman & Bell, 2011). To assess the discriminant validity of 

the variables the correlations should indicate a low correlation, there is no universal 

indicator of a score that indicates discriminant validity. However, a score less than 

0.85 is argued to display discriminant validity (Nolan & Heinzen, 2008; Bryman & 

Bell, 2011), in this study a Pearson’s correlation test was used to extract the 

correlation.    

 

Criterion validity refers to the extent to which an operationalization can predict other 

constructs and performs as expected in relation to other variables. This can be 

measured by doing a statistical hypothesis testing (Bryman & Bell, 2011). 

Furthermore criterion validity can be divided into concurrent and predictive validity. 

When using already validated measurements and using measurements similar to 

those, concurrent validity is obtained (Bryman & Bell, 2011). Predictive validity uses 

a prospect criterion measure instead of an existing measurement. In this study, the 

measurements used in the operationalization and further in the questionnaire have 
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been variables measured in previous research, hence criterion validity, with an 

exception of the measurements of the 5Q model. Further, the predictive validity could 

not be assessed in this study.    

	  

3.9.2 Reliability 

Reliability refers to the consistency of a measure of a concept. Reliability is an 

underlying condition for validity but not the other way around. It is possible to 

enhance the reliability by making the study repeatable. In other ways, the reliability 

increases if it is possible to repeat the study in another point of time (Bryman & Bell, 

2011). Another way to determine the reliability of a study is to calculate and report 

the Cronbach’s alpha coefficient, where a coefficient of 0,7 is preferable and 0,6 is 

acceptable (Zikmund et al. 2010; Bryman & Bell, 2011).   

 

This study has the possibility of being repeated, due to the fact that the questions for 

the survey has been attached in the appendix as well as the sample size is known. To 

further measure the reliability of this study, a Cronbach’s alpha test was used and 

interpreted with a minimum requirement of a coefficient higher then 0,6. 
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3.10 Summary 

 
 

 

 

 

 

 

 

 

 

 

 

 
 
 
 
 

 
 
 
 
 
 

 
 
 

Figure 5. Illustration of methodology summary (Illustration by the authors) 
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4. Survey result 
In this chapter all the empirical data collected for this study is presented in a 

comprehensible way, first the descriptive statistics is displayed, followed by the entire 

distribution of responses. Lastly the results of the different analyses mentioned in the 

method chapter are presented. Each subheading contains results from the two 

industries undertaken by this research (grocery and clothing). 

     

4.1 Descriptive statistics 

During the data collection a total of 384 individuals were approached, and in turn 180 

responses were collected, hence a response rate of 46.8%. Out of the 204 responses, 

which did not occur, 185 individuals declined due to lack of time or interest and 19 

questionnaires were not returned after hand-out. The respondents within the different 

age groups were randomly selected at neutral places chosen due to the high 

circulation of people, the prerequisites was that they lived in the Swedish city Växjö.  

A fairly even distribution between male and female among the participants was also 

sought.  This resulted in, 94 out of 180 respondents were male and 86 out of 180 

participants were female. Hence, out of the 180 respondents 52, 2 % were male and 

47, 8 % female (table 9).  The age of the respondents were deliberately distributed in 

four different brackets before the questionnaire were distributed. This was 

intentionally to be able to get an even distribution between these brackets. This 

resulted in a fairly even distribution; however the age group 61+ were slightly 

underrepresented in this study. 28, 3 % of the respondents belonged to the age bracket 

18-30, 27, 2 % were between 31-45. 23, 9 % of the respondents were in the age 46-

60, and 20, 6 % were 61 or above.   
Table 9. Descriptive statistics 
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4.1.1 Distribution of responses (grocery)  

The table 10 shows the respondents answers (in percentage, mean value, and standard 

deviation) of each question in the questionnaire and all the variables were measured 

with a five point likert scale. The different quality dimensions (Q1, Q2, Q3, Q4, and 

Q5) were all represented by three variables that reflected the customer’s experience of 

the grocery store where they consume most frequently. The same qualities were also 

measured but in accordance to how important they thought that those qualities were 

when they purchased groceries. When looking at the answers from the respondents 

concerning the importance of the different quality factors the quality group which 

received the highest mean was Q4 (quality of interaction) with 4,38, 

 Q5 had a mean of 4,35, Q2 had a mean of 4,29, Q1 had a mean of 4,28, Q3 had a 

mean of 3,91 and total quality had a mean of 4,24. (See appendix 4, to see the 

calculation) 

 

In quality dimension Q1 the highest mean was found in the quality of physical 

products (3,92). In Q2 the highest mean was found in convenience (3,91), in Q3 the 

highest mean was found in credibility (3,65). In quality dimension Q4 the highest 

mean was found in courtesy of the personnel (3,92), in Q5 the highest mean was 

found in cleanliness of the store (4,03).    

The five, out of 15, qualities that got the highest contrasted with the lowest mean in 

relation to how important customers consider each quality dimension for grocery 

retailers to be, are: 

Highest (Mean)    

• Q5, Cleanliness (4,61)   

• Q1, Physical products (4,56)            

• Q4, Courtesy (4,49)            

• Q5, Parking (4,45)             

• Q2, Price (4,42)             
 

When looking at the mean score of satisfaction, trust, commitment and loyalty on 

table 10, the variable with the highest score was repeat purchase with 4,52. 
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Table 10. Distribution of responses (grocery)  
	  

	  
	  
  
 

4.1.2 Distribution of responses (clothing) 

The table 11 shows the respondents answers (in percentage, mean value, and standard 

deviation) of each question in the questionnaire and all the variables were measured 

with a five point likert scale. The different quality dimensions (Q1, Q2, Q3, Q4, and 

Q5) were all represented by three variables that reflected the customer’s experience of 

the clothing store where they consume most frequently. The same qualities were also 

measured but in accordance to how important they thought that those qualities were 

when they purchased clothes. When looking at the answers from the respondents 

concerning the importance of the different quality factors the quality group that 

received the highest mean was Q1 (quality of object), with a mean of 4,5. Q4 had a 

mean score of 4,41, Q5 had a mean score of 4,08, Q3 had a mean score of 3,93, Q2 

had a mean score of 3,55, and the total quality had a mean score of 4,24. (See 

appendix 4, to see the calculation) 

 

 In quality dimension Q1 the highest mean was found in products are up to date 

(4,11). In Q2 the highest mean was found in price (3,71), in Q3 the highest mean was 

found in competence of personnel (3,77). In quality dimension Q4 the highest mean 
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was found in courtesy of the personnel (4,08), in Q5 the highest mean was found in 

cleanliness of the store (4,1).    

 

The five, out of 15, qualities that got the highest mean in relation to how important 

customers consider each quality dimension for clothing retailers to be, are: 

            Highest (mean)                    

• Q5, Cleanliness (4,65)                         

• Q1, Physical products (4,62)               

• Q4, Courtesy (4,47)                             

• Q1, Product assortment (4,45)             

• Q2, Products are up to date (4,40)       

 

When looking at the mean score of satisfaction, trust, commitment and loyalty in table 

11, the variable with the highest mean value is repeat purchase with 4,28. 
 
 
Table 11. Distribution of responses of the clothing questions 
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4.2 Reliability Crohnbach’s alpha 

4.2.1 Grocery industry 

The Crohnbach’s alpha was calculated on the variables referring to the grocery 

indstry, when calculating the reliability, the Crohnbachs alpha should be >0,7. Quality  

had a score of 0,883954 through 15 variables, which is >0,7 this indicates that it is 

reliable. Trust had a score of 0,912741 through 3 variables, which is >0,7 this 

indicates that it is reliable. Commitment had a score of 0,838297 through 3 variables, 

which is >0,7 this indicates that it is reliable. Loyalty had a score of 0,685632 through 

3 variables which is <0,7 but according to Zikmund et al., (2010) if a score still is 

>0,6 its is still acceptable. Satisfaction only had one variable and could not be 

included in the measurement since this value was only dependent on one measure. 
Table 12. Cronbach’s  alpha of grocery industry 

 

	  
	  

4.2.2 Clothing Industry  

The Crohnbach’s alpha was calculated on the variables referring to the grocery 

indstry and quality  had a score of 0,826996 through 15 variables, which is >0,7 this 

indicates that it is reliable. Trust had a score of 0,894869 throgh 3 variables, which is 

>0,7 this indicates that it is reliable. Commitment had a score of 0,848208 through 3 

variables, which is >0,7 this indicates that it is reliable. Loyalty had a score of 

0,77999 throgh 3 variables, which is >0,7 which means that it is reliable. Satisfaction 

only had one variable and could not be included in the measurement since this value 

was only dependent on one measure. 
Table 13. Cronbach’s alpha of clothing industry 
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4.3 Correlation Analysis 

The correlation between the different variables was measured in a Pearson correlation 

analysis in SPSS. The correlation between variable should score less then 0,85 to 

indicate that independent variables do not correlate to highly with other variables, 

hence might measuring the same concepts. Table 14 and 15 demonstrates a 

correlation less then 0,85 between all the variables and all had a significance level of 

0,01 concerning both grocery and clothing.   

 
Table 14. Correlation analysis of grocery Industry 

	  
N= 180 
**= Correlation is significant at the .01 level 
 
 
 
 
Table 15. Correlation analysis of clothing industry 

	  
N=180 
**= Correlation is significant at the .01 level 
	  
	  
4.4 Hypothesis testing  

Regression analysis was conducted in this study to determine if there were any 

relationship between the dependent and independent variables used in this study.  The 

analysis consisted of four different regressions for each industry where firstly the 

relationship between total quality and satisfaction were tested. Secondly the 

relationship between satisfaction and commitment, thirdly satisfaction and trust, 

fourthly the relationship between satisfaction, trust, and commitment against the 

customers loyalty were tested.       
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4.4.1 Hypothesis testing Grocery 
Addressing satisfaction as a dependent variable it had an R2 of 0,096, total quality had 

a prediction rate of 9,6 percent. When looking at the B-value the independent variable 

total quality shows a positive impact on the dependent variable of 0,31. The p-value is 

within the significance level, which means that H1 is supported. 

 
	  
Table 16. Regression analysis of satisfaction in grocery industry 

	  
P-value is significant at the .01 level 
N= 180 
R2= 0,096 
Adjusted R2= 0,091 
 
  
Addressing commitment as a dependent variable it had an R2 of 0,093, satisfaction 

had a prediction rate of 9,3 percent. When looking at the B-value the independent 

variable satisfaction shows a positive impact on the dependent variable of 0,305. The 

p-value is within the significance level, which means that H2 is supported.  

 
Table 17. Regression analysis of commitment in grocery industry 

	  
P-value is significant at the .01 level 
N= 180 
R2= 0,093 
Adjusted R2= 0,088 
 
Addressing trust as a dependent variable it had an R2 of 0,159, satisfaction had a 

prediction rate of 15,9 percent. The B-value of the satisfaction has a positive impact 

on trust with 0, 398. The p-value is within the significance level, which means that H3 

is supported. 
 
Tabe1 18. Regression analysis of trust in grocery industry 

 
P-value is significant at the .01 level 
N= 180 
R2= 0,159 
Adjusted R2= 0,154 
 
 
Addressing loyalty as a dependent variable it had an adjusted R2 of 0,492, satisfaction 

and commitment had a prediction rate of 49,2 percent. If looking at the B-value, the 
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independent variables show a positive impact on the dependent variable that is trust. 

Satisfaction has a positive impact of 0,245; commitment has a positive impact of 

0,415 and trust 0,124. 

 
Concerning the p-value, both satisfaction and commitment had an acceptable p-value, 

which means that H4 and H5 are both supported. However, the p-value of trust does 

not measure up to the to the acceptable significance level, therefore H6 is not 

supported. 
 
Table 19. Multiple Regression analysis of loyalty in grocery industry 

	    	  
P-value is significant at the .01 level 
N= 180 
R2= 0,500 
Adjusted R2= 0,492 
F statistics =58,688 
 
 
 

4.4.2 Hypothesis testing Clothing  

Addressing satisfaction as a dependent variable it had an R2 of 0,287; total quality had 

a prediction rate of 28,7 percent. B-value 0,536. The p-value is within the significance 

level, which means that H1 is supported. 

	  
 
Table 20. Regression analysis of satisfaction in clothing industry 
 

	  
P-value is significant at the .01 level 
N= 180 
R2= 0,287 
Adjusted R2= 0,283 
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Addressing commitment as a dependent variable it had an R2 of 0,205; satisfaction 

had a prediction rate of 20,5 percent. B-value 0,453. The p-value is within the 

significance level, which means that H2 is supported.  
 
	  
Table 21. Regression analysis of commitment in clothing industry 

	  
P-value is significant at the .01 level 
N= 180 
R2= 0,205 
Adjusted R2= 0,200 
 
 
Addressing trust as a dependent variable it had an R2 of 0,458; satisfaction had a 

prediction rate of 45,8 percent. B-value 0,677. The p-value is within the significance 

level, which means that H3 is supported.  
 
Table 22. Regression analysis of trust in clothing industry 

	  
P-value is significant at the .01 level 
N= 180 
R2= 0,458 
Adjusted R2= 0,455 
	  
 

Addressing loyalty as a dependent variable it had an adjusted R2 of 0,579, 

satisfaction, commitment and trust had a prediction rate of 57,9 percent. B-value of 

satisfaction has a positive impact of 0,207, commitment has a positive impact of 

0,463 and trust has a positive impact of 0,24. Concerning the p-value all three 

variables had an acceptable p-value and are thereby H4, H5 and H6 is supported.	  

	  
Table 23. Multiple Regression analysis of loyalty in clothing industry 

	  
P-value is significant at the .01 level 
N= 180 
R2= 0,586 
Adjusted R2= 0,579 
F statistics= 82,942 
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5. Discussion, Conclusions and Implications 
This chapter aims to discuss the survey result and connect with existing literature. 

First a discussion around the 5Q model will be presented, followed by separately 

discussions around H1, H2, and H3. A conjunct discussion will then follow for H4, 

H5 and H6 due to the fact that they were analyzed by a multiple regression. 

Afterwards the conclusions will be presented and finally the chapter ends in 

theoretical and managerial implications. 

       

5.1 Discussion 

5.1.1 Quality factors  

In this study the research model and hypothesis derived from the existing literature. In 

the literature quality is viewed as a critical tool to enhance a competitive position 

(Zineldin, 2005), it can add tangible and intangible elements to the core product and 

therefore enhance the product surroundings. Quality is the link to satisfaction and the 

tool to ensure the fulfilment of customer requirements (Zineldin, 2005). The different 

quality dimensions of the 5Q model, quality of object, quality of process, quality of 

infrastructure, quality of interaction and quality of atmosphere, has been argued to 

affect total quality (Zineldin, 2006). This study has demonstrated that within grocery 

retail, customers tend to value Q4 (quality of interaction) as the most important 

quality dimension, whereas in the clothing retail Q1 (quality of object) received the 

highest mean score, this might indicate that customer’s value quality dimensions 

differently depending on industry. This is also valuable information considering that 

knowledge about the customer needs and wants has been shown to increase the 

overall satisfaction level with the customer (Anderson et al., 2007). Furthermore the 

literature on quality, highlights the importance of quality factors, in order to achieve 

firm competitiveness (Zineldin, 2005), when investigating the results from which of 

the 5Q models quality factors that customers of grocery stores and clothing stores 

consider to be most important. The empirical investigation showed that there are both 

similarities and differences depending on the industry. Gomez et al. (2004) mention 

store cleanliness as a quality factor that could increase customer’s perception of 

quality, which is also confirmed by this study. Since, the respondents seem to 

consider cleanliness of the store to be the most important quality. Together with 

cleanliness, physical products, and courtesy were also considered by the respondents 
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to have high importance regardless the industry. However, when the respondents 

purchase groceries they seem to consider parking, and price to be more important than 

in contrast to product assortment, and that products are up to date which was more 

important when purchasing clothes.  Zineldin (2005) argued that companies should 

look at quality as a product and service package, which can be confirmed by the 

survey results in this investigation. The argument for this is that the top valued 

important quality factors are a combination of product and service qualities.  

 

5.1.2 Total Quality and satisfaction H1 

When looking at the relationship between total quality and satisfaction (H1), the 

survey results showed that total quality has a positive impact on satisfaction, when 

customers purchase groceries as well as clothes. Furthermore, this can be connected 

to Zineldin (2006) theory that quality is the link to satisfaction. However, in a 

comparison between grocery and clothing retailers the results showed that customer’s 

perception of total quality has a greater impact on the level of satisfaction when 

purchasing clothes. This is due to a beta of 0,536 for clothes and a beta of 0,31 for 

groceries. However the R2 showed a very low score for grocery 0,096, which indicates 

that total quality can explain satisfaction to only 9,6 percent. Which also means that 

satisfaction is explained to 90,4 % of other unknown factors. This could be explained 

by the current view in the relationship literature, that drivers for a customer 

to engage in a relationship varies, it could be benefits in form of a discounts, to save 

time, convenience or companionship (Morgan & Hunt, 1994; Palmatier et al., 2006). 

This might indicate to some extent that customers value other aspects such as time 

saving and discounts more when purchasing groceries then satisfaction towards that 

retailer.    

 

The R2 for clothes was 0,287, meaning total quality can explain satisfaction to 28,7 

percent in a clothing retail setting. This relationship confirms the existing theory, that 

total quality influences the level of satisfaction with the product or service provider 

(Grönroos, 2007; Zineldin, 2005; 2006 This means that if grocery and clothing 

retailers provide customers with a high total quality the customer’s level of 

satisfaction will be higher.  However, it can be difficult for retail managers to find out 

which quality factors that customers value as important. Which might be evident why 
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the total quality indicators in this in study only explained satisfaction to a 9,6% in a 

grocery context.    

 

5.1.3 Satisfaction and commitment H2 

When looking at the relationship between satisfaction and commitment (H2), the 

result from the regression analysis demonstrated that satisfaction has a positive impact 

on commitment, when customers purchase groceries as well as clothes. However, in a 

comparison between grocery and clothing retailers the results showed that customer’s 

satisfaction level has a higher impact on commitment level when purchasing clothes. 

This is due to a beta of 0,453 for clothes and a beta of 0,305 for groceries. However 

the R2 showed a very low score for grocery 0,093, which indicates that satisfaction 

can explain commitment to only 9,3 percent. This might explain the current view held 

in the literature that there are a numerous of factors that can make customer 

committed towards a company without being satisfied (Gustafson et al., 2005; 

Fullerton, 2003). The reasons might be some kind of undertaking to continuity 

between parties, nonexistence of competitive offerings or the potential sacrifice if the 

relationship ends (Gustafson et al., 2005). These reasons might explain why 

commitment is explained to 90,7% of other unknown factors when customers engage 

in a relationship towards a grocery retailer. The R2 for clothing was 0,205, meaning 

satisfaction can explain commitment to 20,5 percent.  

 

This positive relationship confirms the rather unexplored existing theory, that 

satisfaction has a positive impact on commitment (Caceres and Paparoidamis, 2007). 

This means that if grocery or clothing retailers are able to satisfy their customer’s, the 

customer level of commitment towards that retailer will also increase. However, the 

positive relationship is more apparent when customers purchase clothes.     

 

5.1.4 Satisfaction and trust H3 

When looking at the relationship between satisfaction and trust (H3), the result from 

the regression analysis showed that satisfaction has a positive impact on trust, when 

customers purchase groceries as well as clothes. However, in a comparison between 

grocery and clothing retailers the results showed that customer’s satisfaction level has 
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a greater positive impact on trust in clothing retail. This is due to a beta of 0,677 for 

clothes and a beta of 0,398 for groceries. The grocery retail achieved an R2 of 0,159, 

which means that satisfaction can explain trust to 15,9 percent. Which also means that 

trust is explained to 83,1 percent of other unknown factors not treated in this study. 

The R2 referring to clothing retail was 0,458, meaning trust is explained by 

satisfaction by 45,5 percent. This relationship confirms the existing literature that 

explains that satisfaction do not only impact loyalty direct but also have a mediating 

role for trust (Caceres & Paparoidamis, 2007). Further, the meaning of this is that if 

grocery or clothing retailers are able to satisfy their customers, the customer level of 

trust will also increase.  

 

5.1.5 Satisfaction, commitment and trust on loyalty H4, H5, H6  

When addressing the relationship between satisfaction, commitment, and trust as 

independent variables and loyalty as dependent variable (H4 H5 H6), the result showed 

that the relationship in this model could differ depending on the industry. This could 

also confirm previous research, arguing that the effectiveness of relational strategies 

differs among industries, (Hallowell, 1996; Egan, 2000; Chang et al., 2009). In a 

grocery context, the result showed that the dependent variable, loyalty, achieved an 

adjusted R2 of 0,492 and H4, H5, were both within the accepted level of significance 

and thus supported. However H6 were not within the accepted significance level, thus 

H6 was not supported. This means that loyalty can be explained by satisfaction and 

commitment by 49,2 percent, which also indicates that loyalty is explained 50,8 

percent of other factors not included in this study.  

On the contrary, when customers engage in clothing purchasing the results showed a 

positive impact from all independent variables towards loyalty as dependent variable 

with an adjusted R2 of 0,579. Hence, H4, H5, and H6 were all supported and within the 

desired level of significance. This indicates that loyalty can be explained by 

satisfaction, commitment and trust to 57,9 percent, which also indicates that loyalty is 

explained to 42,1 percent by other factors not treated in this study.  

 A further comparison between grocery and clothing store purchasing showed that 

satisfaction had a positive impact of 0,245 on customer loyalty (H4) when customers 

purchase groceries. Satisfaction shows a positive impact on loyalty (beta of 0,207) as 

well when the respondents purchase clothes. Which indicates, that the relationship 
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between satisfaction and customer loyalty is positively demonstrated in both grocery 

and clothing retail. However the impact is slightly stronger when customers purchase 

groceries. Furthermore, the survey results demonstrated that the independent variable 

commitment had a positive impact on loyalty (H5) of 0,415 when customers purchase 

groceries. On the other hand, when customers purchase clothes this study showed that 

commitment had a positive impact on loyalty of 0,463. This shows that the 

relationship of commitment towards loyalty is slightly stronger when customers 

engage in a relationship with a clothing retailer. 

Sirdeshmukh, Singh and Sabol (2002) as well as Sun and Lin (2010) argued that 

having trust in a store is considered a key determinant of store loyalty. The survey 

result showed that trust indeed has a positive impact on loyalty (H6) with a beta of 

0,24, but only when customers purchase clothes. Referring to customers trust in a 

grocery retailer, this hypothesis could not be supported due to a low significance 

level. This study has, applied to clothing retailers, confirmed the current view held in 

the literature that satisfaction, commitment and trust impact customer loyalty (Oliver, 

1999; Palmatier et al., 2006; Morgan & Hunt, 1994). Furthermore, the result could 

confirm the view in the literature that commitment seems to be the most 

independently important factor to achieve loyalty (Prasad & Aryasri, 2008; Morgan & 

Hunt, 1994), due to a considerably higher beta and greater impact on customer 

loyalty.  

 

This study has also supported that the features mentioned in the literature of customer 

loyalty, explicitly, the circle of repeat purchase and intentions to recommend a 

company to others (Hallowell, 1996; Tellis, 1988; Söderlund, 2006), could be 

achieved by clothing retailers by emphasize on customer satisfaction, commitment 

and trust. Since trust was not supported to have a positive significant relationship 

towards loyalty in this study, the relationship between trust and loyalty could not be 

determined as far as for grocery retailers. Which means that the theory described by 

Sirdeshmukh et al. (2002) as well as Sun and Lin (2010) about the positive 

relationship between trust and loyalty could not be assessed in this context.   
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5.2 Conclusions 

• The research model treated in this study, applied to grocery retail, supported 

H1, H2, H3, H4, H5. However, H6 was not supported. On the contrary, the 

research model treated in this study, applied to clothing retail, supported H1, 

H2, H3, H4, H5, H6.  

• Total quality has a greater positive impact on customer satisfaction within 

clothing retail compared to grocery retail.   

• Customer satisfaction has a greater positive impact on both commitment and 

trust towards a clothing retailer compared to a grocery retailer. 

• Satisfaction has a greater positive impact on customer loyalty towards a 

grocery retailer compared to a clothing retailer. 

• Commitment seems to be the most independently important factor, for both 

grocery and clothing retailers, to achieve loyalty. In comparison, commitment 

has a greater positive impact on customer loyalty towards a clothing retailer in 

contrast to a grocery retailer 

• Trust has a positive impact on customer loyalty towards clothing retailers, 

while trust has no positive significant relationship towards customer loyalty in 

the grocery retail industry. 

• The quality dimension Q4 “quality of interaction” was in this study more 

important to customers when purchasing groceries, while the quality 

dimension Q1 “quality of object” was considered most important when 

customers purchase clothes. 

• Qualities are to some extent valued differently depending on the industry, 

price and parking is valued as more important when customers purchase 

groceries. On the other hand, product assortment and updated products were 

valued higher when purchasing clothes. However, store cleanliness, physical 

products, and courtesy of personnel were valued as the most important 

qualities of retailers regardless the industry.   
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5.3 Theoretical implications 

Previous research has investigated and demonstrated the different key variables, 

satisfaction, trust, commitment, and its impact on customer loyalty (Palmatier et al., 

2006; Morgan & Hunt, 1994). However, in accordance with Caceres and 

Paparoidamis (2007) research there is still a gap of the mediating role of satisfaction 

towards commitment and trust. In this study it could be demonstrated that satisfaction 

has a mediating role for both commitment and trust across retail industries. This study 

therefore contributes to the literature of the rather unexplored influence of satisfaction 

towards commitment and trust in the industry of grocery and clothing retailers.  

Further, this study is to our knowledge the first of its kind that has investigated the 

role of total quality (through the 5Q model), satisfaction, commitment, and trusts 

impact on loyalty in the retail industry.   

 
5.4 Managerial implications 

This study has shown that the impact of total quality, satisfaction, commitment and 

trust has in most cases a stronger positive impact when customer engages in a 

relationship with clothing retailers compared to grocery retailers. This indicates that 

the focus on these variables does play a smaller role when customers purchase 

groceries than when they purchase clothes. Since this study has confirmed that there 

are differences of the importance and effect of the variables depending on the 

industry, knowledge about how much these variables affect a particular industry could 

help managers to determine how much focus that should be put on relational 

strategies.  

 

According to this study strengthening total quality, satisfaction, commitment and trust 

would positively impact customer loyalty in the clothing retail industry. However 

trust could not be determined in this study to have any impact on customer loyalty 

when customers engage in a relationship with a grocery retailer.  

 

Knowledge about the customer needs and wants has been shown to increase the overall 

satisfaction level with the customer (Anderson et al., 2007).  Also, since quality is the 

link to satisfaction (Zineldin, 2005), and quality factors seem to be valued differently 

depending on the industry, knowledge of which quality factors that is of importance 
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to a company’s target customer could be important information on behalf of 

management for retail stores operating in grocery and clothing retail.  

 

The result in this study emphasize the need for both grocery and clothing retailers to 

satisfy their customers, especially since this study have demonstrated that satisfaction 

do not only impact loyalty directly but also have a mediating role for commitment and 

trust. Meaning that satisfaction has a two way impact towards customer loyalty, 

satisfaction is demonstrated to impact loyalty directly and also indirectly since it has 

been demonstrated in this study that satisfaction impact commitment and trust. 

However when customers purchase groceries this study cannot confirm that trust does 

have any impact on customer loyalty.  
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6. Limitations and Future Research  
This is the final chapter and it will bring up a discussion regarding the limitations of 

this study, as well as it will present a line of thought for future research.   

6.1 Limitations 
The results and the conclusion drawn in this study have been assessed in the context 

of grocery and clothing retailers. Hence, the results may not be applicable in other 

retail contexts. Ruiz-Molina et al. (2009) stated that grocery and clothing retailers 

provide customer with similar products, which requires low involvement from 

customers in the purchasing phase. Therefore, the results in this study may not display 

the same results for retailers that provide customers with products concerned with a 

high involvement in the purchasing phase. Further, this thesis was carried out in 

Sweden and the investigated population was inhabitants in Växjö, which also may 

have limited the applicability of the results to other contexts. 

 

This study was carried out with minimal resources, regarding finances and time. This 

could have affected the outcome of the study, since more time would have made it 

possible to collect the desired and statistically more reliable sample size. The sample 

size needed was calculated with a mathematically method adopted from Malhotra 

(2010), which yielded a sample size of 384 individuals. The total number of 

respondents that participated in this study yielded a sample of 180 individuals, which 

were considered as low. With a higher total number of respondents of this paper 

would have further increased the accuracy of the outcome.   

 

6.2 Future Research 

In the time of writing the authors of this paper found several interesting areas for 

future research. Since the variables measuring total quality only answered satisfaction 

to 9,6 percent within the grocery context, future research could aim to assess other 

variables as measures in order to find other quality factors which could help to 

explain satisfaction to a higher percent. 

  

This study has been applied on industries which are stated to be highly competitive, 

however the conceptual framework used in this paper could be applied to other 
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industries for further comparisons between different types of industries to further 

validate this study and increase awareness in this field. 

 

Since the relation between satisfaction-trust and satisfaction-commitment is fairly 

unexplored, future research could look further into these relations. To explore if the 

confirmed relationships also applies to other contexts. 
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Appendix 1 Frågeformulär 
I det här frågeformuläret vill vi fånga din uppfattning av mat och klädaffärer. Därför berör detta 
frågeformuläret endast individer bosatta i Växjö som konsumerar mat och kläder från fysiska butiker. 
Gäller inte detta dig så behöver du inte fortsätta. Tack för din medverkan. 
  
1. Kön: Man   Kvinna                       2. Ålder:  18-30     31-45       46-60         61< 
 
För att du ska kunna svara på frågorna ordentligt, var vänlig och tänk på butiken som du konsumerar på 
oftast (en matbutik och en klädbutik), och ha dessa butiker i åtanke när du svarar på frågorna. 
Dessa butiker är refererade i frågorna som matbutik X (sida 1, 2) och klädbutik X (sida 2).  
 
Vänligen läs varje påstående noggrant och markera det nummer mellan 1 och 5 som bäst representerar 
din åsikt. Kolumn A = ranka de följande 15 kvalitéerna från (1 till 5) som är förknippade med din egen 
erfarenhet av att handla på matbutik X. Ex, jag tycker att kvalitén på de fysiska produkterna hos 
matbutik X är mycket bra, följaktligen kryssar jag i 5.Ranka från 1-5 (1= mycket dåligt, 5= mycket 
bra). Kolumn B = ranka samma kvalitéer fast i enlighet med hur viktiga dessa kvalitéer är i samband 
med inköp i matbutiker. (1=inte alls viktigt, 5= väldigt viktigt)  
Kvaliteer relaterade till 
produkterna 

Erfarenhet  (A) Viktigt    (B) 

3. Fysisk produkt 1            2            3         4         5 1           2          3          4          5 
4. Sortiment  1            2            3         4         5 1           2           3         4          5 
5. Aktuella, moderna produkter  1            2            3         4         5 1           2           3         4          5 
Kvaliteer relaterade till hur du 
anförskaffar produkterna 

  

6. Pris (i förhållande till värdet) 1           2            3         4          5 1            2         3          4          5 
7. Väntetid   1           2            3         4          5 1            2         3          4          5 
8. Bekvämt, nära till affären 1           2            3         4          5 1            2         3          4          5 
Stödjande funktioner 
(personalen) 

  

9. Kompetens, 
färdigheter/kunskaper 

1           2            3         4          5 1           2          3         4           5 

10. Trovärdighet  1           2           3          4          5 1           2          3         4           5 
11. Inspirera mig, testa nya 
produkter   

1           2           3          4          5 1           2          3         4           5 

Interaktionen mellan butik och 
kund 

  

12. Lyhördhet, vilja att erbjuda 
god service  

1           2          3          4           5 1            2         3         4           5 

13. Tillgång, möjlighet att 
kontakta personalen 

1           2          3          4           5 1            2          3        4           5 

14. Artighet, behandling av 
kunder 

1           2          3          4           5 1            2          3        4           5 

Atmosfären i/runt butiken   
15. Renlighet  1            2        3            4          5 1            2         3        4           5 
16. Belysning  1            2        3            4          5 1            2         3        4           5 
17. Parkering  1            2        3            4          5 1            2         3        4            5 
Vänligen läs varje påstående noggrant och markera det nummer mellan 1 och 5 som bäst representerar 
din åsikt. De följande frågorna berör din uppfattning av matbutik X.  
Nivån av tillfredsställelse Låg utsräckning     hög utsträckning 

18. Med tanke på all din erfarenhet av butik X, hur nöjd är du? 1        2         3          4         5 
Engagemang   
19. Jag är stolt över att handla i butik X 1        2         3          4         5 
20. Jag har en känsla av tillhörighet till butik X 1        2         3          4         5 
21. Jag bryr mig om butik X långsiktiga framgång 1        2         3          4         5 
Förtroende   
22. Produkterna butik X levererar uppfyller alltid mina förväntningar 1         2        3          4         5 
23. Jag kan räkna med att butik X erbjuder bra produkter 1        2         3          4         5 
24. Jag tycker att butik X är en pålitlig butik 1        2         3          4         5 
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Lojalitet   
25. Jag rekommenderar ofta andra personer att besöka butik X 1          2       3          4         5 
26. Mina besök på butik X är ett naturligt samtalsämne för mig 1          2       3          4         5 
27. Jag kommer att köpa produkter från butik X igen inom en nära 
framtid 

1          2       3          4         5 

Denna del av undersökningen berör din uppfattning av klädbutik X, alltså den klädbutik som du 
konsumerar på oftast. Vänligen läs varje påstående noggrant och markera det nummer mellan 1 och 5 
som bäst representerar din åsikt. Kolumn A = ranka de följande 15 kvalitéerna (från 1 till 5) som är 
förknippade med din egen erfarenhet av att handla på klädbutik X. Ex, jag tycker att kvalitén på de 
fysiska produkterna hos klädbutik X är mycket bra, följaktligen kryssar jag i 5.  Kolumn B= ranka 
samma kvalitéer fast i enlighet med hur viktiga dessa kvalitéer är i samband med inköp i klädbutiker. 
(1=inte alls viktigt, 5=mycket viktigt)  
Kvaliteer relaterade till 
produkterna 

Erfarenhet  (A) Viktigt      (B) 

28. Fysisk produkt 1         2           3           4           5 1          2          3          4           5 
29. Sortiment  1         2            3          4           5 1          2          3          4           5 
30. Aktuella, moderna produkter  1         2            3          4           5 1          2          3          4           5 
Kvaliteer relaterade till hur du 
anförskaffar produkterna 

  

31. Pris 1         2            3           4          5 1          2          3          4           5 
32. Väntetid   1         2           3            4          5 1          2          3          4           5 
33. Bekvämt, nära till affären 1         2            3            4         5  1          2          3          4           5 
Stödjande funktioner 
(personalen) 

  

34. Kompetens, 
färdigheter/kunskaper 

1            2            3         4         5 1           2         3          4           5 

35. Trovärdighet  1            2           3          4         5 1          2          3          4           5 
36. Inspirera mig, testa nya 
produkter   

1           2            3          4         5 1          2          3          4           5 

Interaktionen mellan butik och 
kund 

  

37. Lyhördhet, vilja att erbjuda 
god service  

1          2           3          4          5 1           2         3          4           5 

38. Tillgång, möjlighet att 
kontakta personalen 

1         2            3          4           5 1           2         3          4           5 

39. Artighet, behandling av 
kunder 

1          2            3         4           5 1          2           3         4           5 

Atmosfären i/runt butiken   
40. Renlighet  1            2         3          4           5 1            2         3         4           5 
41. Belysning  1            2         3          4           5 1            2        3          4           5 
42. Parkering  1            2         3          4           5 1            2        3           4          5 
Vänligen läs varje påstående noggrant och markera det nummer mellan 1 och 5 som bäst representerar 
din åsikt. De följande frågorna berör din uppfattning av klädbutik X. 
Nivån av tillfredsställelse Låg utsräckning     hög utsträckning 

43. Med tanke på all din erfarenhet av butik X, hur nöjd är du? 1        2         3          4         5 
Engagemang   
44. Jag är stolt över att handla i butik X 1        2         3          4         5 
45. Jag har en känsla av tillhörighet till butik X 1        2         3          4         5 
46. Jag bryr mig om butik X långsiktiga framgång 1        2          3         4         5 
Förtroende   
47. Produkterna butik X levererar uppfyller alltid mina förväntningar 1        2          3         4         5 
48. Jag kan räkna med att butik X erbjuder bra produkter 1        2          3          4        5 
49. Jag tycker att butik X är en pålitlig butik 1        2          3         4         5 
Lojalitet   
50. Jag rekommenderar ofta andra personer att besöka butik X 1        2        3          4         5 
51. Mina besök på butik X är ett naturligt samtalsämne för mig 1        2        3          4         5 
52. Jag kommer att köpa produkter från butik X igen inom en snar 
framtid 

1        2        3          4         5 
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Appendix 2 Questionnaire in English  
 
In this questionnaire we want to capture your perception of clothing and grocery stores in Växjö. 
Therefore, this survey concerns individuals whom consume clothes and groceries on a regular basis. If 
this isn’t applied to you, you don’t have to proceed.  Thank you for your participation.  
 
1. Gender: Male  Female                            2. Age:  18-30     31-45       46-60         61<	  	  
	  
To be able to answer the questions properly, please remember the store that you consume at most (a 
grocery store and a clothing store), and have these stores in mind as you answer the questions. 
These stores are referenced in the questions as grocery store X (Page 1, 2) and clothing store X (page 
2). 
 
Please read each statement carefully and select the number between 1 and 5 that best represents your 
opinion. Column A = rank the following 15 qualities from (1-5) that are associated with your own 
experience of shopping at grocery store X. Ex, I think the quality of the physical products at grocery X 
is very good, therefore I mark number 5. Rank from 1 to 5 (1 = very bad, 5 = very good). Column B = 
rank the same qualities but in accordance with the importance of these qualities associated with 
purchasing in grocery stores (1 = not at all important, 5 = very important). 
Q1, The product itself  Experienced  Importance 
Physical product 1          2           3          4           5 1          2          3           4           5 
Product assortment 1          2           3          4           5 1          2          3           4           5 
Products are up to date 1          2           3          4           5 1          2          3           4           5 
Q2, How you receive the 
product  

  

Price  1          2           3          4           5 1          2          3           4           5 
Waiting time  1          2           3          4           5 1          2          3           4           5 
Convenience, close to the store 1          2           3          4           5 1          2           3          4           5 
Q3, the infrastructure    
Competence, skills/knowledge 1          2           3          4           5 1          2           3          4           5 
Credibility  1          2           3          4           5 1          2           3          4           5 
Inspire me, test new products  1          2           3          4           5 1          2           3          4           5 
Q4, the interaction    
Responsiveness, willingness to 
offer good service  

1          2           3          4           5 1          2           3          4           5 

Access, the ability to contact the 
personnel 

1          2           3          4           5 1          2           3          4           5 

Courtesy, treatment of 
costumers  

1          2           3          4           5 1          2           3          4           5 

Q5, the atmosphere    
Cleanliness  1          2           3          4           5 1          2           3          4           5 
Lightning  1          2           3          4           5 1          2           3          4           5 
Parking  1          2           3          4           5 1          2           3          4           5 
 
Please read each statement carefully and select the number between 1 and 5 that best represents your 
opinion. The following questions relate to your perceptions of grocery store X. 
 
Satisfaction   
Considering all your experience of company X, how satisfied are you? 1        2         3         4         5 
Commitment  1        2         3         4         5 
I am proud shop at store X 1        2         3         4         5 
I feel a sense of belonging to store X 1        2         3         4         5 
I care about the long-term success of store X 1        2         3         4         5 
Trust 1        2         3         4         5 
The products store X supplies always meets my expectations 1        2         3         4         5 
I can count on store X to offer good products 1        2         3         4         5 
I feel that store X is a reliable store 1        2         3         4         5 
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Loyalty 1        2         3         4         5 
I often recommend other persons to visit store X 1        2         3         4         5 
My visits to store X is a natural topic of conversation for me 1        2         3         4         5 
I will purchase products from store X again in a near future 1        2         3         4         5 
The probability that I will purchase products at store x in a near future is 
true  

1        2         3         4         5 

 
This part of the survey concerns your perception of clothing store X. Please read each statement 
carefully and select the number between 1 and 5 that best represents your opinion. Column A = rank 
the following 15 qualities (1-5) that are associated with your own experience of shopping at the 
clothing store X. Ex, I think the quality of the physical products clothing store X supply is very good, 
therefore I mark number 5. Column B = rank the same qualities but in accordance with the importance 
of these qualities associated with purchasing in clothing stores. (1 = not at all important, 5 = very 
important) 
Q1, The product itself  Experienced Importance 
Physical product 1          2          3           4           5 1          2          3          4           5 
Product assortment 1          2          3           4           5 1          2          3          4           5 
Products are up to date 1          2          3           4           5 1          2          3          4           5 
Q2, How you receive the 
product  

1          2          3           4           5 1          2          3          4           5 

Price  1          2          3           4           5 1          2          3          4           5 
Waiting time  1          2          3           4           5 1          2          3          4           5 
Convenience, close to the store 1          2          3           4           5 1          2          3          4           5 
Q3, the infrastructure    
Competence, skills/knowledge 1          2          3           4           5 1          2          3          4           5 
Credibility  1          2          3           4           5 1          2          3          4           5 
Inspire me, test new products  1          2          3           4           5 1          2          3          4           5 
Q4, the interaction    
Responsiveness, willingness to 
offer good service  

1          2          3           4           5 1          2          3          4           5 

Access, the ability to contact the 
personnel 

1          2          3           4           5 1          2          3          4           5 

Courtesy, treatment of 
costumers  

1          2          3           4           5 1          2          3          4           5 

Q5, the atmosphere    
Cleanliness  1          2          3           4           5 1          2          3          4           5 
Lightning  1          2          3           4           5 1          2          3          4           5 
Parking  1          2          3           4           5 1          2          3          4           5 
 
Please read each statement carefully and select the number between 1 and 5 that best represents your 
opinion. The following questions relate to your perception of the clothing store X. 
Satisfaction   
Considering all your experience of company X, how satisfied are you? 1        2         3         4         5 
Commitment   
I am proud shop at store X 1        2         3         4         5 
I feel a sense of belonging to store X 1        2         3         4         5 
I care about the long-term success of store X 1        2         3         4         5 
Trust  
The products store X supplies always meets my expectations 1        2         3         4         5 
I can count on store X to offer good products 1        2         3         4         5 
I feel that store X is a reliable store 1        2         3         4         5 
Loyalty  
I often recommend other persons to visit store X 1        2         3         4         5 
My visits to store X is a natural topic of conversation for me 1        2         3         4         5 
I will purchase products from store X again in a near future 1        2         3         4         5 
The probability that I will purchase products at store x in a near future is 
true  

1        2         3         4         5 
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Appendix 3 Data coding 
GQual1Q3A- G stands for grocery, Qua1 stands for quality 1, Q3 represents question 3 in 

the questionnaire and A represents column A in the questionnaire, which is the 

respondents experience of the quality in question.         

GQual1Q3B- G stands for grocery, Qual1 stands for quality 1, Q3 represents question 3 

in the questionnaire and B represents column B in the questionnaire, which represents 

how important the respondent thought that the quality is when purchasing groceries.  

CQual1Q28A- C stands for clothing, Qual1 stands for quality 1, Q28 represents question 

28 in the questionnaire and A represents column A in the questionnaire, which is the 

respondents experience of the quality in question.         

CQual1Q28B- C stands for clothing, Qual1 stands for quality 1, Q28 represents question 

28 in the questionnaire and B represents column B in the questionnaire, which represents 

how important the respondent thought that the quality is when purchasing groceries.  

The item concerning satisfaction were coded as GSatQ18 (G=grocery, Sat=satisfaction, 

Q18= question 18) for grocery respective CSatQ43 (C=clothing, Sat=satisfaction, 

Q43=question 43) for clothing. The items concerning commitment were coded as 

GComQ19 (G=grocery, Com=commitment, Q19=question 19) respective CComQ44 

(C=clothing, Com=commitment, Q44= question 44). Trust was coded as GTruQ22 

(G=grocery, Tru=trust, Q22= question 22) respective CTruQ47 (C=clothing, Tru=trust, 

Q47=question 47). The items concerning loyalty were coded as GLoyQ25 (G=grocery, 

Loy=loyalty, Q25=question 25) respective CLoyQ50 (C=clothing, Loy=loyalty, Q50= 

question 50). 
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Appendix 4 Calculation of mean  
These are the calculation used to identify the highest ranked important quality 

dimension when customer purchase groceries 

 

(Q1- physical product) 4,5611 + (Q1- product assortment) 4,2611 + (Q1- products are 
up to date) 4,0167 = 12,8389/ 3 ≈ 4,28 
 
(Q2- price) 4,4278 + (Q2- waiting time) 4,2722 + (Q2- convenience) + 4,1611 = 
12,8611/ 3 ≈ 4,29 
 
(Q3- competence of personnel) 4,2 + (Q3- credibility) 4,2611 + (Q3- inspire me to 
test new products) 3,2722 = 11,7333 / 3 ≈ 3,91 
 
(Q4- responsiveness) 4,3278 + (Q4- access to personnel) 4,3111 + (Q4- courtesy) 
4,4944 = 13,1333/3   ≈  4,38   
 
(Q5-cleanliness) 4,6167 + (Q5-Lightning) 3,9722 + (Q5-Parking) 4,4556 = 13,0445  / 
3 ≈ 4,35 
 

These are the calculation used to identify the highest ranked important quality 

dimension when customer purchase clothes 

 

(Q1- physical product) 4,6222+ (Q1- product assortment) 4,45 + (Q1- products are up 
to date) 4,4 = 13,4722 / 3 ≈ 4,5 
 
(Q2- price) 3,7556 + (Q2- waiting time) 3,65 + (Q2- convenience) 3,2333 + =  
10,6386/ 3 ≈ 3,55 
 
(Q3- competence of personnel) 4,2278 + (Q3- credibility) 4,1222+ (Q3- inspire me to 
test new products) 3,4278=  11,7778/ 3 ≈ 3,93 
 
(Q4- responsiveness) 4,4056 + (Q4- access to personnel) 4,3444 + (Q4- courtesy) 
4,4778 = 13,2278/3   ≈ 4,41 
 
(Q5-cleanliness) 4,6556 + (Q5-Lightning) 4,1056 + (Q5-Parking) 3,4722 = 12,2334 / 
3 ≈ 4,08 
 

 


