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The paper presents results of research on customer loyalty drivers on retail market. It
verifies the degree of impact of customer satisfaction and retailer image on customer loyalty.
The paper uses primary survey data, multi-item scales and structural equations modelling
(SEM).

The conceptual model used in the study combines 3 latent variables: retailer image,
customer satisfaction and customer loyalty. Latent variables were equipped with a set of
manifest variables, and they were measured in a survey. The paper assumes the following
hypotheses: H1: there is a strong positive impact of retailer image on customer loyalty; H2:
there is a strong positive impact of customer satisfaction on customer loyalty; H3: retailer
image has a certain influence on customer satisfaction, aswell.

The survey was focused on super markets from southern Poland and their clients. The
guestionnaires were distributed using snowballing method. In total the sample included 328
respondents. A given table provides theresults of the survey with the elements and structure of
the sample.

Reliability of the measurement model was evaluated with reliability coefficients:
Cronbach’s a and McDonald's @. All blocks of manifest variables showed sufficient internal
consistency (o and o >0.7) so they could be used to deter mine the model. Structural equation
modelling confirmed all relationships in the model at a high significance level (p <= 0.001).
Additionally the model fit reached sufficient level. In the result the study showed that retailer
image and customer satisfaction have important influence on customer loyalty. An important
finding isthat customer satisfaction has two times bigger impact on loyalty than retailer image.
Thisled into conclusion that retailers should focus on building customer satisfaction, asit isthe
main drive of loyalty. The conclusion is made about the under standing of customer needs and
expectations and meeting them should be a priority for managers, because it trandates into
customer affection and adequate profitability in the long term. The author highlights, that
future resear ch should concentrate on the different types of loyalty and theirs drivers, because
thererelation are not sufficiently explained in the literature. In author’s opinion, the relation
between brand loyalty and loyalty to theretailer is also an interesting field of research.

In general, the article emphasizes the importance of scientific research of the
relationships of buyers and retailers, that provide those services is very important in both
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theoretical and practical terms. This field of activity occupies one of the main areas of any
country economy.

Key words: consumer research, customer satisfaction, customer loyalty, super markets,
retail.

Statement of the problem

Customer loyalty can be understood and defined differently, but it is certainly based on customer's
strong and friendly relationship with a company (supplier or product). This relationship has not only an
emotional nature, but also translates into specific customer behaviours or attitudes, among which Biesok
and Wyrod-Wrobel (2016) distinguish e.g.:

e making regular, recurring purchases,

¢ spreading positive information about product or company (word of mouth),

¢ positive attitude towards the product or company,

e resistance to activities of the competition,

¢ spontaneous product/ brand recall.

Literature broadly explains various models of customer loyalty. However, none of the presented
theories is a dominating one. Drivers and outcomes of customer loyalty vary in different studies or
different branches. Researches often indicates that customer satisfaction and the image of the store (brand)
are the most important antecedents of customer loyalty. However, these results are not conclusive. That is
why it is so important to study the relationships between these constructs in various economic and market
realities, industries, and cultures.

Analysis of recent resear ch and publications

Customer satisfaction and customer loyalty are one of the most important ideas in the marketing
literature. They are a frequent subject of marketing and consumer research. Studies are carried out in
various branches, various cultures and in various markets. On the retail area there is a lot of studies
performed by numerous scholars, eg. East et al. (2000), Koo (2003), Stone et al. (2004), Yang & Peterson
(2004), Chen & Quester (2006), Turner & Wilson (2006), Clottey e al (2008), Huddleston et. a (2009), Beneke
et al. (2011), Nessdt, Nervik & Helgesen (2011), Zakaria & d. (2014), Ivanauskiené & Volungénaité (2014),
Weerasiri, (2015), Kamran-Disfani et al. (2017), Biesok & Wyrod-Wrobel (2018) and many others.

Most of the scholars proves that customer satisfaction is the antecedents of customer loyalty. For
example customer satisfaction in aretail industry was linked with loyalty by Weerasiri (2015). Mafini &
Dhurup (2015) showed that the level of store satisfaction among store customers is a reflection of the
extent to which these customers are loyal to that store and store satisfaction is as a significant predictor of
customer loyalty. Similarly Yang & Peterson (2004) claim that customer loyalty can be generated through
improving customer satisfaction and offering high product/service value.

However, the nature of this relationship is not definitely explained. Kamran-Disfani et al. (2017)
show that customer satisfaction positively affects only attitudinal loyalty. According to them there is no
direct relationship between satisfaction and behavioural loyalty and this kind of loyalty is supported by
satisfaction indirectly.

Some literature suggests that a satisfied customer does not always become a loyal customer (Oliver,
1999). For example Miranda, Konya & Havrila (2005) found that the overall store satisfaction was not a
significant variable in influencing store loyalty.

The second construct described in the paper is retailer image. Cornelius, Natter & Faure (2010)
consider it as the way in which a store is perceived by shoppers, and defined in shoppers minds. Some
researchers indicate that store image is among the most often accredited antecedents of satisfaction (e.g.
Anderson & Sullivan 1993). Beneke et al. (2011) claim that retailer image is a function of a number of

136



Customer satisfaction and retailer image as drivers of customer loyalty: evidences

attributes, specifically service levels, price perceptions and the variety of merchandise on offer. They
conclude that customer satisfaction is necessary for a relationship to exist between both store image and
loyalty, and between trust and loyalty. Customer satisfaction is the key area of focus in determining the
loyalty of shoppers.

Formulation of objectives

The purpose of the paper is to verify the degree of impact of the customer satisfaction and retailer
image on customer loyalty on a specific market. The research was focused on supermarkets from southern
Poland and their clients.

As the literature review shows, these two factors are presented in research as the principal
antecedents of the customer loyalty. Thus, the paper assumes the following hypotheses:

H1: Thereis a strong positive impact of retailer image on customer |oyalty.

H2: Thereis a strong positive impact of customer satisfaction on customer loyalty.

H3: Retailer image has a certain influence on customer satisfaction, aswell.

Conceptual model used in the study is shown on the Fig. 1.

Retailer image

Customer
satisfaction

Customer loyalty

Fig. 1. Conceptual model used in the study

Source: own elaboration.
The paper uses primary survey data, multi-item scales and structural equations modelling (SEM).
Presentation of the main material

The conceptual model used in the study combines 3 latent variables. Every latent variable was
equipped with a set of manifest variables. They are shownintable 1.

Manifest variables were measured in a survey with 5-point Likert's scale, from 1 —“1 do not agree at
al” to 5 — “I extremely agree”. The questionnaires were distributed among supermarkets clients in
southern Poland, using snowballing method. After a control, 328 questionnaires were approved for further
analysis. Table 2 shows the structure of the sample.

Reliability of the measurement model was evaluated with reliability coefficients: Cronbach’'s o and
McDonald's @. All blocks of manifest variables showed sufficient internal consistency (o and o >0.7) so
they could be used to determine the model. Assumptions of the modelling are presented in Table 2.
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Table1
Variables used in the model
Latent variable Manifest variables Rehgb_mty
coefficients
Retailer image | The supermarket has a positive image among customers a =0.848
IMG The supermarket is modern (innovative) o =0.857
The supermarket is customer friendly
The supermarket provides its services well
The supermarket is trustworthy
The supermarket has a better reputation than supermarketsin the area
Customer Overdl, | am satisfied with the purchase in this supermarket a =0.833
satisfaction The supermarket meets my expectations o =0.847
SAT The supermarket is close to ideal
Customer | intend to continue shopping at this supermarket a=0.757
loyalty | will shop there even if pricesrise »=0.763
LOY In conversations with my friends, | am positive about this supermarket
Source: own elaboration.
Table 2
Sample characteristics
Feature Percent, % Supermarkets Percent, %
Gender femae 72.9 Biedronka 36.0
male 27.1 Lidl 17.7
Age no data 1.2 Kaufland 10.1
lessthan 18y.0. 0.6 Tesco 7.3
18-25 49.4 Lewiatan 55
2540 22.3 Delikatesy Centrum 37
40-65 24.7 Aldi 3.0
65 and more 18 Dino 3.0
Voivodship Silesian 12.7 Other 13.7
Lesser Poland 87.3%
Source: own research.
Table 3

Sumptions of the modelling

Moddlling method

Structural equations modelling (SEM)

Measuring manifest variables Survey research
5-point Likert scale
Latent variable blocks Reflective

Verification of the measurement model

Cronbach’s o coefficient
McDonald's o coefficient

Estimation

Maximum likehood method (ML)
Intercept = 0 in inner model equations

Calculations

lavaan (Rossed, 2012) in R environment

Source: own research.
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Results of the modelling are presented in Table 4, 5 and onthe Fig. 2.

Table 4
Results of the modelling
Hypothesis and path Path coefficient St:?r((j)?rd z p-value Significance
H1: IMG — LOY 0.306 0.089 3.440 0.001 Yesp <= 0.001
H1 supported
H2: SAT — LOY 0.676 0.086 7.851 0.000 Yesp <= 0.001
H2 supported
H3: IMG — SAT 0.864 0.087 9.873 0.000 Yesp <= 0.001
H3 supported
Source: own research.
Table5
Model fit measures
Mode fit measure Vaue
Comparative Fit Index (CFI) 0.934
Tucker-Lewis Index (TLI) 0.915
Goodness of Fit Index (GFI) 0.914
Root Mean Square Error of Approximation (RMSEA) 0.088
Standardized Root Mean Square Residua (SRMR) 0.044

Source: own research.

Customer
satisfaction
R?=0.526

Retailer image
H1
0.306

H3
0.864
p <=0.001

Customer loyalty
R?=0.825

Fig. 2. Model determined in the study

Source: own elaboration.

Conclusions and recommendations for further research

All relationships included in the model were confirmed at a high significance level (p <= 0.001). The
model fit is at sufficient level (fit indices significantly over 0.8), although RMSEA is dightly about
recommended threshold (0.05).

Both construct: retailer image and customer satisfaction have important influence on customer
loyalty. But the scale of this impact is different. Calculated path coefficients prove that customer
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satisfaction (path coeff. = 0.676) has two times bigger impact on loyalty than retailer image (path coeff. =
=0.306). But considering strong relation between image and customer satisfaction, we have to notice that
image also affects to loyalty indirectly (with satisfaction as a mediator). These results are in line with the
conclusions reached by Nesset, Nervik & Helgesen (2011). Their findings state that customer's perception
of store assortment only influences perception of image and ultimately loyalty indirectly via satisfaction,
whereas price evaluation and service quality works directly both through image building and satisfaction
creation. So satisfaction creation seems to be more important for store loyalty than image building.

A useful conclusion of the research is that retailers should focus on building customer satisfaction,
asit isthe main drive of loyalty. Understanding customer needs and expectations and meeting them should
be a priority for managers, because it trandates into customer affection and adequate profitability in the
long term.

Future research should concentrate on the different types of loyalty and theirs drivers, because there
relation are not sufficiently explained in the literature. It is hard to disagree with Clottey at al. (2008) that
in the retail industry, customers' brand loyalty often outweighs their store loyalty. Their research showed
that brand image was the strongest driver of customer loyalty followed by product quality then service
quality. So the relation between brand loyalty and loyalty to the retailer is also an interesting field of
research.
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VYuisepcutet benbcko-bsuta (ITosbmia),
kadeapa MEHEIPKMEHTY

3AJOBOJIEHICTb CIIOKUBAYA TA IMIJIXK HIINPUEMCTB PO3JIPIEHOI TOPI'IB.JII
AK YUHHUKU JIOAJIBHOCTI CIIOKUBAYA: TOCBIJ ITIOJIbCBbKUX CYIIEPMAPKETIB

© bBecox I'., 2020

HageneHno pe3yabTaT A0CJIiIKeHb JOSJIBHOCTI KJIi€HTIB HA PUHKY po3apioHol Toprieji. BuBua-
€TbCSA CTYNiIHb BIUIMBY 3aJ0BOJICHOCTI CNOKMBAYiB Ta iMiZKy miAmpmeMcTB po3apiOHOI TopriBji Ha
JOSAJIbHICTh KJIi€HTiB. BUKOpHCTAHO NepBUHHI JaHi ONUTYBaHHsA, 6araToeJileMeHTHI IIKAJIN Ta MOJeII0-
BaHHsI CTPYKTYpPHUX piBHAHL (SEM). KoHuenTyanbsHa Mojiesib, 0 BUKOPUCTOBYETHCSI Y IOCITiIKEeHHI,
noennye 3 MpuxoBaHi 3MiHHI: iMiZXK MpoaaBus, 3a10BOJIEHICTH KJIIEHTIB Ta JOsUIBHiCTH KiieHTiB. [Ipu-
XOBAaHUM 3MIHHHUM BiaNoBifae HaOip NMposiBJIeHNX 3MIHHHUX, 0 Oy OTPUMAaHi MiJg Yac OMUTYBAHHS.
OnurtyBajiu KJIieHTiB cynepmapkeTiB Ha miBaHi [Tonbmi. AHKeTH 0yJIM MOMIMPeHi 32 JOMOMOI 00 METOAY
cHiroBoi kyxai. 3arainom y Bubipky Bxoanau 328 pecnionieHTH. Moei0BaHHs CTPYKTYPHOr0 piBHSIHHS
HiATBEPANIO BCi B3a€EMO3B' AI3KHM B MojIeJIi i3 BucokuMm piBHeM 3HauymocTi (p <= 0,001). OTke, mMouzenb €
npuiinaTHow. JocaigxenHs mokasasno, mo iMiIK MiANPUEMCTB Po3apiOHOI TOPriBJji Ta 3a10BOJIEHICTH
CIIO’KMBAYIB 3HAYHO BINIMBAKOTH HA JIOSUIBHICTH KJIi€HTIB. BakJInBUM BHCHOBKOM € Te, IO 3a0BOJIe-
HICThb KJII€HTIB Ma€ BABiUi 0inblINI BIUIMB HA JOIbHICTB, Hi% iMiTKk nponaBus. OT:ke, po3apioHi Top-
riBiui MOBHHHI 30cepeUTH yBary Ha NiABHIIEHHI 3aJ0BOJIEHOCTI KJI€HTIB, OCKUIbKU 1€ TOJOBHUIA
YMHHMK iX JOSJBHOCTI.

KarouoBi cioBa: gociigkeHHSI CIOKMBAYiB, 3aJ0BOJIEHICTh CIMOKHBAYIB, JIOAJIBHICTL KIIi€HTIB,
cynepMapKeTH, po3apio.
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