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Loyalty is the prime attitudinal objective that every marketer/retailer aims for with the marketing/retail mix
elements. Many research studies have established the linkage between store image and loyalty but there is a
lack of empirical studies focusing on this aspect in the Indian retail environment. Recent Indian studies have
described shopper’s demographic profile, their shopping behaviour at the malls, their service quality
perceptions at the stores etc. Given that a limited amount of information is available, it is significant to
conduct an exploratory study to understand the store loyalty/patronage intentions of shoppers w.r.t. store
image attributes. The study thus intends to identify key store image attributes driving the store choice
behaviour of shoppers in the National Capital Region (NCR)* using factor analysis. It further explores the
relationship between store image, loyalty, satisfaction and patronage intention of shoppers using chi-square
test. The scope of this study would extend to similar studies in store image, shoppers segmentation and store
positioning.

INTRODUCTION
Store loyalty is defined as a “behavioural response….as a function of psychological

process”. The concept of store loyalty is derived originally from the brand loyalty concept which
refers to the tendency to repeat purchase the same brand. In context of the store, this implies
repeat purchase at the same store and a favourable word of mouth. Several studies have reported
direct linkages between store image and intensity of store loyalty (Kunkel and Berry, 1968;
Reynolds et al., 1974). Thus, one can assert that more positive the store image the greater is the
degree of loyalty. Osman (1993) proposes a model that store patronage is the result of past
purchasing experience and the customers’ (favourable) image of the store. He stressed that
patronage behaviour is culmination of
 past purchase experience, and
 the congruity of the store image between the retailer and the consumer.

Though much work has been done, still there is no clear conceptualization of what store loyalty
means. It has been construed both as related to store patronage (repeat purchase over time) and
attitudes (resulting in purchase behaviour). In fact, patronage is the attitudinal manifestation of
loyalty. Marketing texts and reviewed literature have emphasized that loyalty is the prime
objective that every marketer/retailer aims for with its marketing/retail mix elements. Loyalty
assures a retailer of patronage, of not just constancy and longevity of his business, but creates an
effective competitive advantage and an entry barrier which is difficult to erode.

In their model, Dick and Basu (1994) have conceptualized loyalty as the relationship
between relative attitude and patronage behaviour. Most studies have shown that store loyalty

* NCR region comprises of areas under Bahadurgarh, Faridabad, Gurgaon, Ghaziabad, New Delhi and Sonepat.
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relates to a mix of both behaviour and attitude. According to them, all the three components of
attitude, i.e. affective, cognitive and behavioural, contribute to loyalty. Many studies have now
shown that there is inherently a large “affective component” in loyalty. Amongst others factors,
it has elements of “trust” as built over a period of time (repeated experiences at the store) and is
relatively stable over a long period of time.

Earlier studies (Cunningham, 1997; Emin, 2004; Gordon, 2002 and Reynolds et al.,
1999), found that it is beneficial for a store to identify and retain its loyal customers. They found
that the store loyal consumers spend a larger portion of their total expenditure at the store.
Reynolds et al. (1974) found that loyalty implies an increased number of shopping trips as
compared to other stores.

Loyalty has two dimensions, attitudinal and behavioral. Whereas patronage is the
behavioural manifestation, loyalty may be intended or spurious. Thus, a consumer could display
patronage behaviour and yet not be loyal. This ‘spurious’ loyalty is indistinguishable from
intended loyalty in the short term and occurs due to price offers and heavy promotions. Deal
prone consumers would shift to a store that offers the best price and discounts, though over a
short period of time they may have the same shopping patterns as loyal customers.

Research studies have also established the linkage between various elements of the retail
mix and impact on the store image and hence loyalty. According to Kahn and Lehmann (1991),
varied assortment, one of the retail mix elements, may be the key driving force to store choice. If
retail mix elements are in congruence with the desired benefits, it results in customer loyalty.
The aspect of congruity between the retail mix elements as designed by the retailer and the self-
image/self-concept of the consumer has received much attention. Research has shown that
greater the congruence between self image and store image, greater is the probability that the
customer is loyal (Dornoff et al., 1972; McClure and Ryans, 1968; Pathak et al., 1974).

Black (1984) identified three influencers of consumer patronage, viz. consumer
characteristics (which impacts the store choice and the shopping patterns), competitive
environment (as determined by the competing outlets in the trade area) and store characteristics
(as defined by the specific retail mix elements).

According to Bellenger et al. (1977), “The store patronized is a result of both the relative
importance of various motives and the shopper’s assessment of alternative stores with respect to
the various factors used in making the selection”. Guttman (1990) found a direct linkage between
personal values and desired consumer benefits. He also found that past shopping experiences act
as an influencer in forming these expectations about desired benefits from purchasing at a store.

Individual dispositions and personal characteristics interact with the situation (product to
be bought and the context of purchase) to result in the benefits that a customer desires from a
store purchase. Several studies find that situational factors impact consumer characteristics and
produce significantly varying store choice and shopping trip behaviour. Thus, evaluating store
image on purely objective criteria without accounting for individual subjectivity would lead to
insufficient and maybe erroneous information to retailers. Several studies (Schiffman et al., 1977;
Reynolds et al., 1974; Kunkel et al., 1968) have found correlations between shopping
orientations and life style, with store loyalty and preferences for stores. It has also been found
that loyalty and patronage behaviour are affected mostly by store characteristics, shopper
characteristics, and situational variables.

PURPOSE OF THE STUDY
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Researchers have suggested that consumers are using shopping strategies rather than
brand strategies in solving many consumption problems. Store choice and patronage studies have
been widely covered in the Western countries but there is a lack of empirical studies focusing on
this aspect in the Indian environment. Many recent Indian studies have described shoppers’
demographic profile, their shopping behaviour at the malls, service quality perceptions of
shoppers at stores. Given the limited amount of information available, it is significant to conduct
an exploratory study to understand the store loyalty and patronage intentions of shoppers in the
NCR region. This empirical study has intended to explore the relationship between
loyalty/patronage and satisfaction of shoppers on key store image attributes.

Statement of Research Objectives
 To examine the relationship between shopper’s loyalty and overall store image
 To examine the relationship between shopper’s satisfaction and their store patronage

intention

Sampling Methodology
The data was collected from 300 shoppers from the mall stores in the NCR area using

self-administered questionnaire and through shop intercept (exit interviews) method to capture
the recency effect. Convenience sampling method has been used depending on the convenience
and availability of the shoppers to fill the questionnaire in the shopping mode.

Factor Analysis of Store Image Dimensions
For this exploratory study the data was analyzed using SPSS 16. Factor analysis was

performed to primarily reduce the number of variables and account for those that showed the
maximum loadings on certain key attributes/dimensions. Principal Component Analysis (PCA)
was used for grouping the variables and the variables with a factor loading of higher than 0.55
and Eigen values greater than 1 were chosen for the analysis. Varimax rotation has been used to
simplify the factor structure.

In all, thirteen components have been extracted that account for 88.341% of the total
variance. The data loss is of 11.66% in all these 13 components so extracted for further analysis.
Table 1 summarizes the store image dimensions with their respective Eigen values, percent
variance and factor loadings.
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TABLE 1
Result of Factor Analysis

Factor Eigen Value Variables (Questionnaire Items) Factor LoadingsTotal % of Variance
Service Quality 6.828 17.071 V2: Store provides the latest/fashionable products and

brands
.757

4.321 10.803 V6: Store gives “value for money” i.e. quality
products at fair prices

.568

4.158 10.394 V8: Store has overall low price range for most of its
products

.613

3.893 9.732 V12: Store’s layout is good and I can easily locate the
products I want from the shelves

.614

3.184 7.960 V18: Employees here don’t make me wait and call
immediately after any query

.553

2.681 6.702 V21: Employees in the store give prompt services to
the customers

.613

2.155 5.388
V23: It has efficient check out operations (with

trolleys nearby and easily available and sufficient
counters for billing)

.757

1.850 4.624 V28: Store accepts all major credit cards .559

1.525 3.812 V29: Store announces frequent promotions and
special deals

.614

1.453 3.631 V34: Store is not crowded .719

Convenience
1.243 3.106

V10: Materials associated with the store’s service
(shopping bags, catalogs, loyalty cards) are
informative and visually appealing

.847

1.032 2.581 V14: Store has clean, attractive and convenient
physical facilities (rest rooms, trial rooms etc.)

.566

1.014 2.535 V16: Employees have the knowledge to answer
consumer’s questions

.847
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Instrument Reliability. It is the degree of consistency between multiple measures of a particular
variable and was tested using Cronbach alpha coefficient. This is the most widely used reliability
coefficient which assesses the consistency of the entire scale. For this study, the Cronbach alpha
score is 0.836 which is a good value of reliability.

The results of the factor analysis yielded four major store image dimensions, i.e. Store
Quality, Convenience, Shopping Experience and Store Facility. The third and fourth components
(Shopping Experience, and Store Facility) were dropped as they showed a “low” Cronbach alpha
score of .302 and .241 respectively. Thus, the first two components were retained for which the
shoppers satisfaction and loyalty was analyzed for that specific store, viz. store quality and
convenience.

“Store Quality” is the first dimension extracted which includes the 10 sub-components of
latest products/brands availability, quality products at fair prices, overall low price range, good
layout and display, immediate servicing (after-sales-service, repairs etc.), prompt service by the
employees, effective check outs, credit card facility, frequent promotions and discounts, and
uncrowded store.

“Convenience” is the second component extracted and includes the 3 sub-components,
viz. store is informative (materials, bags, signage etc.), clean and attractive physical facilities,
and knowledgeable employees.

HYPOTHESIS TESTING AND ANALYSIS

H1: There is no significant association between shopper’s loyalty and overall store
image as perceived by them.

Here, store image is the independent variable and shopper’s loyalty is the dependent
variable. This is to assert that shoppers’ loyalty depends on the store image and the more
favourable the store image the higher will be the shopper’s loyalty.

TABLE 2
Store Image – Shopper’s Loyalty Cross-tabulation

SHOPPER’S LOYALTY
TOTAL

Low Moderate High Very High

STORE
IMAGE

Poor Count 34 51 27 0 112
% within
loyalty 68.0% 42.9% 45.0% .0% 37.3%

% of Total 11.3% 17.0% 9.0% .0% 37.3%
Average Count 16 68 23 50 157

% within
loyalty 32.0% 57.1% 38.3% 70.4% 52.3%

% of Total 5.3% 22.7% 7.7% 16.7% 52.3%
Premium Count 0 0 10 21 31

% within
loyalty .0% .0% 16.7% 29.6% 10.3%

% of Total .0% .0% 3.3% 7.0% 10.3%
TOTAL Count 50 119 60 71 300



© Apeejay Journal of Management and Technology
January 2009 ,Vol.4 ,No:1

% within
loyalty 100.0% 100.0% 100.0% 100.0% 100.0%

% of Total 16.7% 39.7% 20.0% 23.7% 100.0%

TABLE 3
Chi –Square Tests

Value df
Asymptomatic

Significance
(2-sided)

Pearson Chi-Square 97.420a 6 .000
Likelihood Ratio 130.248 6 .000
Linear-by-Linear Association 77.934 1 .000

Note: Number of respondents is 300, a is assuming null hypothesis

The chi square test necessitates that data must be first analyzed through cross tabulation.
The result of store image and shopper’s loyalty cross tabulation is given in the Table 2. It can be
inferred from Table 2 that 21 respondents are of the opinion that high store image relates well to
very high store loyalty. It reflects that store loyalty is a consequence of perceived store image i.e.
store loyalty depends on store image. Thus, if store image is perceived to be very high then store
loyalty is also high and vice-versa. Obviously no respondent has indicated “very high loyalty”
for poor image association. However, 68 respondents indicated that their store loyalty is only
average as a matter of their average store image perception for that specific store. Still this value
is not very high (29.6% only) implying that the stores have to improve upon other aspects
(servicing, pricing, promotions etc.) besides store image in order to increase store loyalty of the
shoppers.

The implication to the retailer is that they will have to match the self-image perceptions
of shoppers with the perceived store image for greater store acceptance and patronage in the
future. For this retailers have to identify the specific components of store image (in terms of store
merchandise, facilities and services) in a relative manner and then offer the target market the
right kind of products and services mix.

Table 3 thus gives the chi-square value of 97.420 with degrees of freedom as 6. The
significance value is reported to be .000. So there is a significant association between shoppers’
loyalty and overall store image as perceived by them. Thus, it can be concluded that store loyalty
depends upon perceived store image. A good store image will go a long way in building
shoppers loyalty specially if the product is also of premium quality and there is a high level of
involvement. The contingency coefficient value is reported at 0.495 (49.5%) which states that
there is a strong association between shoppers loyalty and overall store image as perceived by
them. The asymmetric lambda value is .116 which indicates that 11.6% of error is reduced in
predicting store loyalty from the store image perceptions of shoppers for that store.

H2: There is no significant association between shoppers’ satisfaction and their store
patronage intention for that store.
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Here, case shoppers’ satisfaction is the independent variable and store patronage is the
dependent variable. The results of store patronage and shoppers’ satisfaction cross tabulation are
given in the Table 4.

TABLE 4
Cross-Tabulation of Store Patronage and Shopper’s Satisfaction

SHOPPER’S SATISFACTION
TOTAL

Dissatisfied Satisfied Highly satisfied

PATRONAGE

Never Count 15 10 35 60
% within
satisfaction 34.9% 11.1% 21.0% 20.0%

% of Total 5.0% 3.3% 11.7% 20.0%
Least likely Count 27 51 49 127

% within
satisfaction 62.8% 56.7% 29.3% 42.3%

% of Total 9.0% 17.0% 16.3% 42.3%
Probably Count 1 19 55 75

% within
satisfaction 2.3% 21.1% 32.9% 25.0%

% of Total .3% 6.3% 18.3% 25.0%
Most likely Count 0 10 28 38

% within
satisfaction .0% 11.1% 16.8% 12.7%

% of Total .0% 3.3% 9.3% 12.7%

TOTAL
Count 43 90 167 300

% within
satisfaction 100.0% 100.0% 100.0% 100.0%

TABLE 5
Chi-Square Test

Value df
Asymptomatic

Significance
(2-sided)

Pearson Chi-Square 45.100a 6 .000
Likelihood Ratio 55.544 6 .000
Linear-by-Linear Association 19.927 1 .000

Note: Number of respondents is 300
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Value
Approximate
Significance

Nominal by
Nominal

Phi .388 .000

Cramer's V .274 .000

Contingency Coefficient .362 .000

It can be inferred from Table 4 that 55 respondents are showing most likely patronage
when their satisfaction is very high. Though this association is strong still some switching
behaviour may be expected as the corresponding percentage for this is only 33%. Hence, the
stores have to evolve better and unique/distinct offer of product-service mix in order to improve
satisfaction level of shoppers and thereby improve their patronage. This can be expected in the
evolving retail sector in India where stores are facing the problem of low conversions even when
the footfalls are rising. Surprisingly, 51 respondents indicate least likelihood of patronage even
when they were satisfied with the store. The reason for this may be that there are a number of
competing stores offering similar merchandise, servicing and facilities. This implies that the
stores have to improve their positioning and servicing aspects for gaining better patronage from
the shoppers. 28 respondents thus accounted for high satisfaction and maximum patronage (but
this is relatively less i.e. 16.8%) though those who were dissatisfied showed absolutely no
patronage/repeat purchase) for the said store.

Thus, we can conclude that patronage is a result of shoppers’ satisfaction level for that
store with only moderate association given the wide choice available to shoppers. More or less
shoppers at the mall stores are emphasizing more on brand spread, store facilities and ambience
as value add on.

Further, the results of the chi square showing the association between shopper’s
satisfaction and their store patronage intention is given in Table 5. The output shows the Pearson
chi-square value of 45.100 with degrees of freedom as 6. The significance value is reported to
be .000. Thus we can reject the null hypothesis and state that there exists a moderate association
between store patronage and shoppers satisfaction for that store. The contingency coefficient
value is reported at .362 (36.2%) which explains for the moderate association between store
patronage and shoppers satisfaction The asymmetric lambda value is .035 which indicates that
3.5% of error is reduced in predicting store patronage intention from the satisfaction level of
shoppers rather we “cannot predict” the likely patronage from the satisfaction level of shoppers
for that store.

CONCLUSIONS
This study also confirms prior research studies on store loyalty and states that high store

image relates well to very high store loyalty. It reflects that store loyalty is a consequence of
perceived store image i.e. store loyalty depends on store image. Thus, if store image is perceived
to be very high then store loyalty is also high and vice-versa. A good store image will go a long
way in building shoppers loyalty especially if the product is also of premium quality and there is
a high level of consumer purchase involvement.

The implication to the retailers is that they need to differentiate themselves on the basis
of the type and quality of assortment offered. The emphasis here is on tailoring the environment



© Apeejay Journal of Management and Technology
January 2009 ,Vol.4 ,No:1

cues using retail mix elements to foster loyalty. Retailers should be able to brand themselves also
rather than simply selling manufacturers brand to drive store loyalty and patronage. Thus the
retailers have to pay attention to the way a store is positioned in the minds of the target
consumers through the retail mix (both products and services offered to them) and the
experiences he may have had at the store. The study shows that there exists moderate association
between store patronage and shopper’s satisfaction. This may be due to some switching
behaviour as noticed in the purchase and satisfaction levels of shoppers. The implication to
retailers is that they will have to evolve better and unique offer of product-service mix in order to
improve satisfaction level of shoppers and thereby improve their patronage.
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