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ABSTRACT

Hypermarket industry is gaining popularity in these recent days. With variety
of merchandise, services and facilities offering under-one-roof, consumers prefer to
patronize in this store. Hence, understanding the consumer behavior in hypermarket
is a great platform for retailers to be competitive. Lifestyle changes in Iran call for a
need to further analyse consumer preferences to be aligned with the store attributes
provided, which then lead to consumer satisfaction and ultimately store loyalty.
However, lack of evaluation in the above matter from the perspective of Iranian
resulted in unidentified focus as generalization from others may not be parallel.
Additionally, many of previous study have partially examine the four important
variable of lifestyle, store attributes, consumer satisfaction and store loyalty, showing
its importance, conversely none have consider all four as a continuous model, which
is the contribution of this study. Therefore, this study examined the relationship
between three factor of lifestyle namely education oriented, socially active, credit
prone with five important store attributes for the Iranian; store promotion, price,
product assortment, store atmosphere and sales personnel. In addition, this study also
examines to the relationship of the store attributes towards consumer satisfaction and
further to store loyalty which is the aim of every retailer. The data was collected
from a convenient sampling consisting sample of 385 respondents which are the
consumers of 23 branches of Shahrvand Hypermarket in Iran. Returned questionnaire
were analysed. The relationship between lifestyle, store attribute, consumer
satisfaction and store loyalty was confirmed. It was found also that indirect link
between store attribute and store royalty through consumer satisfaction (i.e. a indirect
link) is stronger than direct link between store attribute and store loyalty.
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ABSTRAK

Industri pasar raya besar kini menjadi semakin popular. Dengan adanya
pelbagai tawaran barangan, perkhidmatan dan kemudahan di bawah satu bumbung,
para pengguna lebih berkuasa dalam membuat pilihan. Maka, memahami kelakuan
pengguna dalam pasar raya besar merupakan platform yang sangat baik bagi para
peruncit untuk bersaing dengan lebih hebat. Oleh kerana berlakunya perubahan gaya
hidup di Iran, analisa lanjut tentang keutamaan atau kecenderungan pengguna perlu
dilaksanakan untuk disejajarkan dengan ciri-ciri pasar raya itu sendiri. Ini akan
menghasilkan kepuasan dan kesetiaan pengguna terhadap pasar raya tersebut. Walau
bagaimanapun, kekurangan penilaian daripada perspektif rakyat Iran sendiri tentang
aspek ini telah menghasilkan satu fokus yang tidak dapat dikenalpasti
memandangkan kesimpulan umum yang dibuat oleh orang lain mungkin tidak
sejajar. Malahan, banyak kajian sebelum ini yang meneliti sebahagian daripada
empat pembolehubah penting iaitu gaya hidup, ciri-ciri pasar raya, kepuasan
pengguna dan kesetiaan terhadap pasar raya menunjukkan kepentingannya,
sebaliknya tiada satu pun yang menganggap keempat-empat pembolehubah itu
sebagai model yang berterusan, yang merupakan sumbangan kepada kajian ini.
Maka, kajian ini meneliti hubungan antara tiga faktor gaya hidup iaitu
berorientasikan pendidikan, aktif secara sosial, cenderung untuk berhutang dengan
lima ciri penting pasar raya untuk rakyat Iran; promosi pasar raya, harga,
kepelbagaian produk, suasana pasar raya dan jurujual. Tambahan lagi, kajian ini juga
meneliti hubungan antara ciri-ciri pasar raya terhadap kepuasan pengguna dan
seterusnya kesetiaan pengguna terhadap pasar raya yang menjadi matlamat setiap
peruncit. Data telah dikumpul dari persampelan rawak mudah yang terdiri daripada
385 orang responden yang merupakan pengguna kepada 23 buah cawangan
Shahrvand Hypermarket di Iran. Soal selidik tersebut dianalisa. Hubungan antara
gaya hidup, ciri-ciri pasar raya, kepuasan pengguna dan kesetiaan terhadap pasar
raya telah dapat disahkan. Kajian juga mendapati bahawa hubungan tidak langsung
antara ciri-ciri pasar raya dengan kesetiaan terhadap pasar raya itu melalui kepuasan
pengguna lebih kuat berbanding dengan hubungan langsung antara ciri-ciri pasar
raya dengan kesetiaan terhadap pasar raya itu sendiri.
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CHAPTER 1

INTRODUCTION

1.1 Introduction

This chapter begins with a brief explanation of the background context of the

subject at hand. This is followed by the problem statement and purpose of the study,

as well as its significance and scope. The chapter ends with an overview of the thesis

structure, which will provide the reader with a quick glance at the issues addressed in

this study.

1.2 Background of the Study

This part focuses on definition of retailing and description of retailing in Iran.

1.2.1 Retailing

Retailing is the largest industry in most developed countries, with grocery

retailing being the most important in terms of value and volume (Burt and Sparks,

1995). Retailing is divided into two formats: non store-based retailing and store

based retailing. Non store-based retailing simply means that retailing does not take

place in a physical store, and encompasses formats such as online retailing, mail
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order, automatic vending machines and teleshopping. Store based retailing,

meanwhile, refers to a channel where consumer can purchase tangible goods, i.e.,

consumers are able to see physical products in front of them at a specific store for a

specific period of time. Consumers then purchase products according to their

personal preferences in physical stores such as specialty stores, convenience stores,

departmental stores, supermarkets and hypermarkets (Ray, 2010).

The hypermarket is an important form of store-based retailing, especially in

terms of packaged products regularly purchased by consumers, due to its lower

prices and one-stop shopping (Farhangmehr et al., 2000). Moreover, the hypermarket

is the fastest growing sector in the retailing industry that other sectors struggle to

compete with it (Dunne and Lusch, 2008). The hypermarket has also replaced

thousands of small grocery stores because it is able to present a larger assortment of

products with competitive prices (Seiders and Tigert, 2000). This means that

although many products and goods can be found in supermarkets, special groceries,

convenience stores and drug stores (Kim and Jin, 2001; Kim, et al., 2002), most

consumers prefer to shop in hypermarkets due to the low level of risk and higher

degree of convenience (Farhangmehr et al., 2000). To better clarify the issue, it must

be noted that people are more time-conscious now than they were 10 or 20 years ago,

and thus prefer to shop in hypermarkets that have a large variety of low-priced

products under one roof, which also operate on a self-service basis, and offer free

parking (Kamath and Godin, 2001).

Lifestyle changes also account for people being interested in products that

they may not have paid attention to in the past, as well as the choice of where said

products are purchased. Thus, consumers shop based on their lifestyles, e.g., low

income families prefer to shop from discount stores. Consumers choose stores that

most match their lifestyle needs; upon finding a suitable store, they will do the

majority of their shopping there, and if they are continually satisfied, then store

loyalty occurs (Hawkins, 2010). Therefore, retail managers should not be oblivious

of the fact that the lifestyles of consumers play an important role in their business

survival. Retail managers should thus create store attributes (store images) based on
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the lifestyle of consumers to attract them, because this affects consumers’ store

choice. This will not only satisfy their consumers, but also ensure their loyalty.

Consumers choose specific store formats for their different attributes, such as

lower prices, variety of merchandise, convenience, quality and services, which are all

factors that will contribute to consumers’ image formation and influence their store

choice decision (Farhangmehr et al., 2000; Seiders and Tigert, 2000; Jin and Kim,

2003; Carpenter and Moore, 2006). However, although consumers sometimes change

their store choice decision by shopping at a new retail format, no research

conclusively proved that consumers rely on a single format for their shopping needs

has been found.

To return to the hypermarket, it has been noted above that the format is very

well tailored to the needs of modern consumers. However, hypermarkets cannot

ignore other competitive formats, with store attributes that appeal to other aspects of

consumers’ lifestyles. For instance, convenience stores with long working hours

(e.g., 7-Elevens that are open for 24 hours) are popular amongst consumers who

want more time convenience for shopping. Discount stores that have low prices,

meanwhile, are patronised by low income families. It needs to be reiterated that

consumers choose to shop at a store if they become satisfied with the attributes of

that particular store. Thus, it is vital for the hypermarket manager to know that

consumer lifestyle is not only a determinant factor in selecting a store for their major

shopping needs, but also in defining which store attributes are important, as well as

how it will affect consumers’ behaviour, satisfaction, and ultimately, loyalty.

1.2.2 Retailing in Iran

Retailing in Iran can be categorised into two formats: store based and non-

store based retailing. The former encompasses grocery retailers, beauty specialist

retailers, clothing and footwear specialists, booksellers, etc. Non-store based retailing

includes internet retailing, vending and home shopping. Grocery retailers in Iran,
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which have higher sales than other store based formats, can be further subcategorised

into three types: traditional grocers (i.e., ‘mom and pop’ stores), hypermarkets and

supermarkets.

Traditional grocers in Iran have seen their sales decline, and consumers are

shifting towards the more modern hypermarket format (Asgharizadeh and Ghasemi,

2009). This is due to a few reasons. Firstly, the small format of the traditional grocer

is not able to attract consumers with assurances of product quality and low prices.

Secondly, the Iranian government encourages people to shop in hypermarkets

because hypermarkets fall under its supervision, in terms of competitive prices and

subsided primary products. Prices can be controlled through circumventing the role

of dealers, who are seemed as the main reason for inflation in Iran. In addition, time-

constrained Iranian consumers prefer to shop from hypermarkets which provide

everything under one roof and have flexible opening hours. Table 1.1 demonstrates

Iranian retail sales by format.

Table 1.1: Sales in Iranian Retailing by formats: % Value Growth 2007-2008 and

2008-2009

Retailing

Store based Retailing

Formats Value Growth
2007-
2008

2008-
2009

Grocery Retailing 61% 55%
- Hypermarket 31% 29%
-Supermarket

-Traditional Grocery
Retailer 30% 26%

Other Retailing format 22% 22% -

Non- Store based
Retailing

- Internet Retailing 9% 15%
- Vending 2% 5%

- Home shopping 6% 3%
Total 100 100

Source: Statistics Center of Iran (2009)

The Table 1.1 shows that the hypermarket format decrease at a faster rate in

two consecutive years than other formats of store based retailing, and even non-store
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based retailing. However, the two percent decrease of the growth of hypermarkets

should be a source of concern for hypermarket managers and the government,

because it shows hypermarket performance deteriorating despite the lack of major

competitors, the declining number of small grocers, as well as the high level of

governmental support. Additionally, only two hypermarkets are active in Iran,

namely Shahrvand and Refah, which will be described in detail in the next chapter.

According to Hofstede (2010), Iran is characterised by the highest level of

uncertainty avoidance (UAI) in the Middle East. This shows the Iranian people’s low

tolerance of uncertainty. Hofstede notes that the level of uncertainty is reduced by

way of severe regulation in terms of law and policies, which are accepted by society.

This is reflected in the strict governmental control of Iranian hypermarkets.

Iran experienced an increase of over 200% in disposable income and GDP

due to the rapid increase in oil prices, which reached its highest in 2008 (at more than

USD 140 per barrel). However, the growth in the money supply as well as

government’s spending and expansionary policy led to the highest inflation rate in

the region (26% in 2008) and started to limit purchasing power (Euromonitor, 2010).

In addition, the economic stagnation after new sanctions against Iran by Western

countries is another reason for the decline of Iranians’ purchasing power, which has

resulted in them seeking goods with more competitive prices (Statistics Center of

Iran, 2009).

It seems that the lack of attention paid to creating store attributes based on

consumer lifestyles is a cause of poor retail performance (Menati, 2003). This leads

to dissatisfied consumers. These dissatisfied consumers will then select rival formats,

even if these formats have also been weakened by the current economic situation. A

given hypermarket that is not able to satisfy its consumers will not be able to secure

their commitment to repurchase from the store. When this happens, store loyalty

never occurs, and the store cannot survive. It is suggested that consumer lifestyle,

and its relationship with both the consumer decision process and store attributes, is

very significant, in terms of being a vital tool in the evaluation and choice of a

specific store (Hawkins et al., 2010). The present study therefore is designed to
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determine the relationship between lifestyle and store attributes, and to investigate

the relationship between store attributes and consumer satisfaction as well as store

loyalty.

1.3 Problem Statement

The changing lifestyles of Iranians results in mismatch between their

preferences and store attributes—the priority of the consumer which impacts upon

his or her choice of where to shop—that leads to dissatisfied consumers (Soltani,

2004). These lifestyle changes beg the need for a study on the effect of changing

behaviours on consumer loyalty and satisfaction (Menati, 2003). Based on Saeedi

(2006), there are various lifestyles in Tehran. So, it may be necessary to find which

lifestyles impact on consumer behaviour and their store selection. This is, of course,

linked to reduced retailers’ sales and profits, because consumers are essential for all

retailing formats; this further necessitates an analysis of the relationship between

these sales figures and consumer needs and requirements. It is important to note that

past studies have been carried out on this topic. This study, however, focuses in the

context of Iran, specifically the performance of Iranian hypermarkets. In this light, it

is hoped that this study will be of use to hypermarket owners and managers operating

in Iran.

Secondly, based on Iranian consumers’ suggestions, there are five major

internal store attributes (i.e., price, product assortment, promotion, sales personnel

and store atmosphere) that affect hypermarket performance (Soltani, 2004). These

internal store attributes are the first things that consumers will be confronted with

upon entering a store, as well as during the process of selection or evaluation of a

store. It is suggested in this study that these five internal store attributes are the

source of the current weak performance of hypermarkets in Iran. The decrease in the

sales of hypermarkets in 2009 (Table 1.1 above) only confirms this weakness.
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Furthermore, despite more than ten years having passed since the opening of

the first modern branch of hypermarkets in Iran, past studies reveals those

hypermarket retailers’ efforts to ensure consumer loyalty and satisfaction are

inadequate (Soltani, 2004; Hamidizadeh and Ghamkhari, 2009). The two

hypermarkets in Iran, namely Shahrvand and Refah, do not regularly evaluate

consumer satisfaction and store loyalty. This in itself warrants further analysis,

seeing as the results of this study may not only help researchers and hypermarket

managers understand where and how they are falling short of suitable performance,

but will also help them update their marketing strategy based on consumer tastes, and

thereby increasing consumer satisfaction and loyalty.

Three of Iran’s hypermarkets also went bankrupt after the Iraq-Iran war

(1993-2001). Shahre-Rosta, Quds and Naft closed because of weak management,

unplanned marketing strategy, and a lack of consumer satisfaction (Asgharizadeh and

Ghasemi, 2009). In this light, the study is expected to assist existing hypermarkets

identify the major problems within the Iranian retail sector.

In addition, although there exist studies that specifically explore the

relationship of lifestyle and store attributes (Lumpkin and Hite, 1988; Chowdhary,

1989; Huddleston et al., 1990; Oates et al., 1996; Moschis, 2003), as well as the

linkages between lifestyle, consumer behaviour, and market segment

(Kucukemiroglu, 1999; Chen et al., 2007), there is no study exploring the links

between lifestyle, store attributes, consumer satisfaction and store loyalty at the same

time in a unit study. For example, Huddleston et al. (1990), Oates et al. (1996) and

Moschis (2003) explore the relationship between lifestyle and store attributes, while

Bloemer and Ruyter (1998), Koo (2003), Theodoridis and Chatzipanagiotou (2009)

only explore the linkages between store attributes, consumer satisfaction and store

loyalty.

According to literatures, loyalty is used as a measure of the success of

marketing strategy (Koo, 2003). Not only store attribute has a critical impact on

building store loyalty (Martineau, 1958; Lindquist, 1974, Bloemer and Ruyter,

1998), but also satisfaction is regarded as an antecendent of store loyalty (Bloemer
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and Ruyter, 1998). Now, there is an unanswered question: whether there is a direct

relationship between store attribute and store loyalty through consumer

satisfaction.Finding this answer may be useful for attractinh more consumers based

on findings related to this matter.

And as noted above, there is a lack of studies carried out in non-Western

settings, meaning that it is difficult to generalise the findings due to cultural

differences. A quick review of the studies mentioned above clearly shows that the

relationship between store attribute and lifestyle has been explored by some

researchers, with others examining the relationship between store attributes,

consumer satisfaction and store loyalty. Undoubtedly, the four variables are

important; the present study represents a new research opportunity, in terms of

examining all four variables together in an Iranian context, which will not only be

useful to future researchers, but also hypermarket owners and managers in the

country.

1.4 Purpose of the Study

The purpose of the study is to examine the relationship between the lifestyles

of Iranians, store attributes, consumer satisfaction and store loyalty. In order to stay

competitive in the market, it is necessary to identify which methods can remedy

structural flaws in the format and attract more consumers, with the final aim to keep

them loyal to the store. In addition, the changing lifestyles of Iranian have also

resulted in changing consumer behaviours, meaning that store managers should

amend their store attributes in alignment with consumers’ preferences.
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1.5 Objective of Study

The objectives of this study are:

1) To investigate the relationship between lifestyle and store attributes in

hypermarket industry.

1a) To investigate the relationship between socially active factor and store

attributes in hypermarket industry.

1b) To investigate the relationship between Education oriented factor and

store attributes in hypermarket industry.

1c) To investigate the relationship between credit prone factor and store

attributes in hypermarket industry.

2) To investigate the relationship between store attributes and consumer

satisfaction.

3) To investigate the relationship between consumer satisfaction and store

loyalty.

4) To investigate the relationship between store attributes and store loyalty.

5) To investigate an Indirect Relationship of Store Attribute and Store

Loyalty through Consumer Satisfaction.

1.6 Research Hypotheses

H1) There is a relationship between lifestyle and store attributes of

hypermarket.

H1a) There is a relationship between socially active factor and store

attributes of hypermarket.
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H1b) There is a relationship between education oriented factor and

store attributes of hypermarket.

H1c) There is a relationship between credit prone factor and store

attributes of hypermarket.

H2) There is a relationship between store attributes and consumer

satisfaction.

H3) There is a relationship between consumer satisfaction and store loyalty.

H4) There is a relationship between store attributes and store loyalty.

H5) There is an Indirect Relationship of Store Attribute and Store Loyalty

through Consumer Satisfaction.

1.7 Significance of the Study

As noted above, there have been a significant amount of studies that examine

the issues of consumer shopping behaviour and retail marketing strategies to tackle

the intense competition in the hypermarket industry. However, most of these studies

have been performed in the United States and Europe. In this light, the present study

aims to enable hypermarket retailers in Iran to gain a better understanding of their

consumers.

Due to changing lifestyles and the variety of retailing formats, consumers

now have more options to evaluate and choose from. This study will be useful in

providing a more insightful snapshot of the retail industry in Iran, specifically with

regard to the hypermarket format.

In addition, this study emphasises the importance of consumer lifestyle, and

its relationship with store attributes in the retailing environment. Many researchers

have identified that store attributes play an important role in affecting consumer

satisfaction and store loyalty. Thus, through the identification of store attributes as
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perceived by consumer lifestyle, retailers can establish better marketing strategies for

their store.

1.8 Scope of Study

This study focuses on the lifestyles of Iranian consumers (i.e., education

oriented, credit prone and socially active), selected store attributes (i.e., promotion,

price, product assortment, store atmosphere and sales personnel), consumer

satisfaction, and store loyalty. The Shahrvand hypermarket in Iran, which has 23

branches, is used as the basis of the study. Accordingly, the consumers of this

hypermarket form the target population of the study.

1.9 Definitions of Key Concepts

The following key concepts will be used throughout the study. These

concepts are defined as follows: a customer is someone who always shops from a

specific store, but the larger term consumer (or an individual shopper) is someone

who takes part in the evaluation, acquisition and utilisation of products or services.

Therefore, a consumer is not only one who shops for products and services, but also

uses free services (Tyagi and Kumar, 2004). Based on this theory, the term consumer

will be used in this study.

Consumer lifestyle, or the psychographics of consumers, are the social and

psychological factors that influence shopping behaviour and the consumer decision

process (Berman and Evans, 2004; Hawkins et al., 2010). Consumer satisfaction,

meanwhile, refers to the overall consumer attitude towards a service provider, or an

emotional reaction to the difference between what consumers expect and what they

receive, with regard to the fulfilment of some need, goal or desire (Kotler and Keller,

2006).



12

Studies use the term store attributes to refer to the image of the store

(Martineau, 1958; Kim and Jin, 2001). Store attributes collectively constitute a

determining factor for the selection of a store, and is related to consumer behaviour,

such as consumer satisfaction and store loyalty (Peter and Olson, 2007), because

these attributes are paid considerable attention from consumers in their selection or

evaluation of a specific store (Martineau, 1958; Visser and Preez, 2006). Finally, the

term store loyalty will also be used in this study, and refers to consumers’ intent and

deep commitment to repurchase a chosen product/service repeatedly in the future

(Oliver, 1999; McMullan and Gilmore, 2003).

1.10 Summary

This chapter provides an overview of the introduction, and contains a review

of retailing in both the global and Iranian contexts. The chapter also listed the

problem statement and purpose of study, as well as its significance, scope,

objectives, research question and a definition of key concepts. This chapter also

identifies the Iranian retailing environment, specifically its hypermarket format, as

the subject of the study. The following chapter will present an overview of the

retailing industry and a review of past literature on retailing.



107

References

Ahmad, M., S. Alalouf, Y andChaubey (1999). "Estimation of the population total
when the population size is unknown." Statistics & Probability Letters
49(2000): 211-216.

Alamoti, M. M. (1998). New methods of distribution of goods:case study in Tehran
hypermarkets, Trade Studies And Research Institute.

Alvarez, B. A. and R. V. Casielles (2005). "Consumer evaluations of sales
promotion: the effect on brand choice." European Journal of Marketing
39(12): 54-70.

Arnold, E. J. (1989). "Toward a broadened theory of preference formation and the
diffusion of innovations: Cases from Zinder province, Niger republic."
Journal of Consumer Research 16: 239-267.

Asgharizadeh, E. and A. Ghasemi (2009). "Path of supply chain performance:
Innovative approach to achieve comprehensive supply chain management:
Case study Shahrvand Hypermarket." Quarterly Bulletin of Commerce 52:
97-124.

Baker, J., A. Parasuraman, D. Grewal, G.Voss (2003). "The influence of multiple
store environment cues on perceived merchandise value and patronage
intentions." Journal of Marketing 66: 120-141.

Baker, M. J. (2001). "Selecting a research methodology." The Marketing Review
1(3): 373-397.

Baron, R.M. and Kenny, D.A. (1986), “The moderator-mediator variable distinction
in socialsychological research: conceptual, strategic and statistical
considerations”, Journal of Personality and Social Psychology, Vol. 51 No. 6,
pp. 1173-82.

Bearden, W. O. (1977). "Determinant attributes of store patronage: downtown versus
outlying shopping centers." Journal of Retailing 53(2): 15-22.

Bell, D. R. and J. M. Lattin (1998). "Shopping behavior and consumer preference for
store price format: Why "Large Basket" shoppers prefer EDLP." Marketing
Science 17(1): 66-88.

Berman, B. and J. R. Evans (2004). Retail management: A strategic approach. New
Jersi, Pearson Prentice Hall.



108

Blattberg, R. G., R. Briesch, E. Fox (1995). "How promotions works." Marketing
Science 14(3): G122- 132.

Bloemer, J., H. Kasper, J. Lemmink (1990). "The relationship between overall dealer
satisfaction, satisfaction with attributes of dealer service, intended dealer
loyalty and intended brand loyalty: A Dutch automobile case." Journal of
Consumer Satisfaction, Dissatisfaction and Complaining Behaviour 3(42-47).

Bloemer, J. and K. d. Ruyter (1998). "On the relationship between store image, store
satisfaction and store loyalty." European Journal of Marketing 32(5/6): 499-
513.

Broniarczyk, S. M., W. D. Hoyer, L. McAlister (1998). "Consumers' perceptions of
the assortment offered in a grocery category:  The impact of item reduction."
Journal of Marketing Research 35(2): 166-177.

Burns, R. B. (2000). Introduction to research methods, SAGE.

Burt, S. and L. Sparks (1995). "Understanding the arrival of limited line discount
stores in Britain " European Management Journal 13(1): 110-119.

Carpenter, J. M. (2008). "Demographics and patronage Motives of supercenter
shopper  in the United States." International Journal of Retail &Distribution
Management 31(1): 5-16.

Carpenter, J. M. and M. Moore (2006). "Consumer demographics, store attributes
and retail format choice in the US grocery market." International Journal of
Retail &Distribution Managment 34(6): 434-452.

Cataluna, F. J. R., M. J. S. Franco, A.Ramos (2005). "Are hypermarket prices
different from discount store prices?" Journal of Product & Brand
Management 14(5): 330-337.

Cavana, R. Y., B. L. Delahaye, U. Sekaran (2001). Applied business research:
qualitative and quantitative methods, Wiley.

Chang, C. and C. Tu (2005). "Exploring store image, customer satisfaction and
customer loyalty relationship: Evidence from Taiwanese hypermarket
industry." The Journal of American Academy of Business ,Cambridge 7(2):
197-202.

Chen-Yu, J. and K.-H. Hong (2002). "Antecedents and consequences of consumer
satisfaction/dissatisfaction with the performance of apparel products at
purchase and after consumption: a comparison of male and female South
Korean consumers." International Journal of Consumer Studies 26(2): 117-
127.

Chen, Y., C.-y. Chen, T. Hsieh (2007). "Correlation of service quality, customer
satisfaction, customer satisfaction, customer loyalty and life style at hot
springs hotels." Journal of International Managment studies 2(2): 51-59.



109

Chernev, A. and L. McAllister (2005). "Decision focus and consumer choice among
assortments." Advances in Consumer Research 32(1): 50-59.

Chowdhary, U. (1989). "Fashion information seeking by younger and older
consumers." Clothing and Textile Research Journal 8: 49-55.

Cohen, J. (1988). Statistical Power Analysis, 2nd ed. Hillsdale, NJ: Erlbaum
Associates

D’Andrea, G. and M. Schleicher (2006). "The role of promotions and other factors
affecting overall store price image in Latin America." International Journal of
Retail & Distribution Managment 34(9): 688-700.

Davies, G. (1992). "Positioning image and the marketing of multiple retailers."
International Review of Retail Distribution and Consumer Research, 2(1): 13-
35.

Desa, K. K. and D. Talukdar (2003). "Relationship between product groups' price
perceptions, shopper's basket size, and grocery store's overall store price
image." Psychology&Marketing 20(10): 903-933.

Duncan, T. E., S. C. Duncan, L. Strycker. (2006). An introduction to latent variable
growth curve modeling: concepts, issues, and applications, Routledge.

Dunne, P. M. and R. F. Lusch (2008). Retailing. Ohio, Thomson Higher Education.

Erdem, O., A. B. Oumlil, S.Tuncalp (1999). "Consumer values and the importance of
store attributes." International Journal of Retail & Distribution Management
27(4): 137-144.

Euromonitor International (2010), from:
http://portal.euromonitor.com/Portal/Magazines/Welcome.aspx.

Farhangmehr, M., S. Marques and J. Silva (2000). "Consumer and retailer
perceptions of hypermarkets and traditional retail stores in Portugal." Journal
of Retailing and Consumer Services 7: 197-206.

Fox, E. J. and R. Sethuraman (2006). Retail Competition Retailing in the 21st
century: Current and future trends. 2. Heidelberg, SprigerLink: 193-208.

Ghosh, P., V. Tripathi, A. Kumar (2010). "Customer expectations of store attributes:
A study of organized retail outlets in India." Journal of Retail & Leisure
Property 9(1): 75-87.

Gill, J. and P. Johnson (2009). Research Methods for Managers, SAGE Ltd.

Golden, L. L., G. Albaum and M. Zimmer (1998). "The numerical comparative
scale: an economical format for retail image measurement." Journal of
Retailing 34(4): 393-410.



110

Goswami, P. and M. S. Mishra (2009). "Would Indian consumers move from kirana
stores to organized retailers when shopping for groceries?" Asia Pacific
Journal of Marketing 21(1): 127-143.

Gourville, J. T. and D. Soman (2005). "Overchoice and assortment type: When and
why variety backfires." Marketing Science 24(3): 382-395.

Grace, D. and A. O’Cass (2005). "An examination of the antecedents of repatronage
intentions across different retail store formats." Journal of Retailing and
Consumer Services 12(4): 227-243.

Grewal, D., J. Baker, M. Levy, G. Voss (2003). "The effects of wait expectations and
store atmosphere evaluations on patronage intentions in service-intensive
retail stores." Journal of Retailin 79 259–268.

Hahn, K.H.Y. and Kean ,R. (2009), ‘‘ The influence of self- construals on young
Korean consumers’ decision – making styles’’, Journal of Fashion Marketing
and Management,Vol.13 No.1, pp .6-19.

Hair, J. F., Anderson, R. E., Tatham, R. L. and Black, W. C. (1998). Multivariate
Data Analysis, 5th ed. New Jersey: Prentice Hall Inc

Hamidizadeh, M. and S. M. Ghamkhari (2009). "Knowing effective factors on
consumer loyalty based on fast responce organization  (FRO)." Quarterly
Journal of Business 52: 187-210.

Hansen, R. A. and T. Deutscher (1977). "An empirical investigation of
attributeimportance in retail store selection." Journal of Retailing 53(4): 59-
95.

Hawkins, D. I., D. L. Mothersbaugh and R. Best (2010). Consumer behavior:building
marketing strategy. Boston, McGraw-Hill.

Hennig-Thurau, T. and U. Hansen (2000). Relationship marketing: Gaining
competitive advantage through customer satisfaction and customer retention,
Springer.

Hofstede, G. (2010). Geert Hofstede™ Cultural Dimensions.

Holman, R. H. and R. D. Wilson (1982). "Temporal Equilibrium as a Basis for Retail
Shopping Behavior." Journal of Retailing 58(1): 58.

Hooman, H. (2008). Structural equation models with LISREL  software Tehran,
Samt.

Hoyer, W. D. and D. J. Macinnis (2009). Consumer Behavior, South-Western.

Hu, H. and C. R. Jasper (2006). "Social cues in the store environment and their
impact on store image." International Jornal of Retail & Distribution
Managment 34(1): 25-48.



111

Huddleston, P., J. Whipple, R. Mattick, S.J. Lee. (2009). "Customer satisfaction in
food retailing:comparing specialty and conventional grocery stores."
International Journal of Retail& Distribution Management 37(1): 63-80.

Huddleston, P. T., I. M. Ford, M. A. Mahoney (1990). "The relationship between
importance of retail store attributes and lifestyle of mature female
consumers." Journal of Consumer Studies and Home Economics 14(1): 71-
85.

Jacoby, J. and D. Mazursky (1984). "Linking brand and retailer images- do the
potential risks outweigh the potential benefits." Journal of Retaling 60(2):
105-122.

Jin, B. and J. O. Kim (2003). "A typology of Korean discount shoppers: Shopping
motives, store attributes, and outcomes." International jornal of service
industry managment 14(4): 396-419.

Jose, P. E. (2003). MedGraph-I: "A programme to graphically depict
mediationamong three variables: The internet version, version 2.0". Victoria
Univesity of Wellington, Wellington, New Zealand. Retrieved [2012] from
http://www.victoria.ac.nz/staff/paul-jose-files/medgraph/medgraph.php.

Kamath, P. and C. Godin (2001). "French carrefour in South-East Asia." British
Food Journal 103(7): 479-494.

Kamukama, N., Ahiauzu, A., Ntayi, J. M., (2011) "Competitive advantage: mediator
of intellectual capital and performance", Journal of Intellectual Capital, Vol.
12, 1, pp.152 - 164

Kim, Y.-H., and Cardinal, B. J. (2010). "Psychosocial Correlates of Korean
Adolescents' Physical Activity Behavior.” Journal of Exercise Science &
Fitness 8(2), 97-104.

Kim, J.-o., S. Forsythe, Q. Gu,S. j. Moon (2002). "Cross-cultural consumer
values,needs and purchase behavior." Journal of Consumer Marketing 19(6).

Kim, J. O. and B. Jin (2001). "Korean Consumers‘ Patronage of Discount Stores:
Domestics vs. Multinational Discount Store Shoppers‘  Profiles." Journal of
Consumer Marketing 17(3): 236-255.

Kim, Y.-K. and J. Kang (1995). "Consumer perception of shopping costs and its
relationship with retail trends." Journal of Shopping Center Research 4(1):
27-61.

Kincade, D. H., A. Redwine, G. R. Hancock (1992). "Apparel product satisfaction
and post-complaint process." International Jornal of Retail & Distribution
Managment 20: 15-22.



112

Kirchner T, O. Patin C. (2010). "Stress and depression in Latin American
immigrants: the mediating role of religiosity.” Europe Psychiatry
2010;25:479–484.

Klassen, M. L., D. Clayson, C. R. Jasper (1996). "Perceived effect of a salespersons'
stigmatised appearance on store image: An experimental study of students'
perceptions." International Review of Retail Distribution and Consumer
Research, 6(2): 216-225.

Knee, C. (2005). "Learning from experience: five challenges for retailers."
International Journal of Retail & Distribution Management 30(1): 518-529.

Koo, D. M. (2003). "Inter-relationship among Store Images, Store Satisfaction, and
Store Loyalty among Korea Discount Retail Patrons." Asia Pacific Journal of
Marketing and Logistics 15(4): 42-71.

Kotler, P. and K. L. Keller (2006). Marketing management. Englewood Cliffs,New
Jersey, Pearson Prentice Hall.

Krejcie, R. V. and Morgan, D. W. (1970). "Determining sample size for research
activities". Educational and Psychological Measurement, 30, 607-610.

Kucukemiroglu, O. (1999). "Market segmentation by using consumer lifestyle
dimensions and ethnocentrism .An empirical study." European Journal of
Marketing 33(5/6): 470-487.

Labor Statistics, B. (2008). Career Guide to Industries, 2008-09. Washington DC,
Government Printing Office.

Laylaz, S. (2009). French Carrefour denied opening an outlet in Tehran. Fars News.
Tehran, Fars News. 26.

Lee, L. S., M. F. Ibrahim, et al. (2005). "Shopping center attributes affecting male
shopping behavior." Journal of Retail and Leisure Property 4(4): 324-340.

Lee, L S., M. F.Ibrahim, C. Hsueh-Shan (2008). "Small-town
consumers’disconfirmation of expectations and satisfaction with local
independent retailers." International Jornal of Retail & Distribution
Managment 36(2): 143-157.

Leszczyc, P. T. L. P. and H. Timmermans (2001). "Experimental choice analysis of
shopping strategies." Journal of Retailing 77(4): 493-509.

Lichtenstein, D. R., N. M. Ridgway, R. G.  Netemeyer (1993). "Price perceptions
and consumer shopping behavior: A field study." Journal of Marketing
Research 30(2): 234-245.

Lindquist, J. D. (1974). "Meaning of image: survey of empirical and hypothetical
evidence." Journal of Retailing 50(4): 29-38.



113

Lu, Q., X. Guo, Sh. An (2007). "Driving Factors behind Consumer Satisfaction: a
Comparative Study on Chinese and Foreign Supermarkets in China."
International Management Review 3(3): 45-56.

Lumpkin, J. R., B. A. Greenberg, J. L.Goldstucker (1985). "Marketplace needs of the
elderly: Determinant attributes and store choice." Journal of Retailing 61(2):
75-105.

Lumpkin, J. R. and R. E. Hite (1988). "Retailers' offerings and elderly consumers'
needs: Do retailers understand the elderly?" Journal of Business Research
16(4): 313-326.

Machleit, K. A., J. J. Kellaris, S. A. Eroglu (1994). "Human versus spatial
dimensions of crowding perceptions in retail environments: A note on their
measurement and effect on shopper satisfaction." Marketing Letters 5(2):
183–194.

Madaan, K. V. S. (2009). Fundamentals Of Retailing. New Delhi, McGraw-Hill
Education (India) Pvt Ltd.

Mafabi, S. Munenel, J, Ntayi, J.J, (2012) "Knowledge management and
organisational resilience: Organisational innovation as a mediator in Uganda
parastatals", Journal of Strategy and Management, Vol. 5 Iss: 1, pp.57 - 80

Martineau, P. (1958). "The Personality of the Retail Store." Harvard Business
Review 36: 47-55.

Mazursky D., J. J. (1986). "Exploring the development of store images." Journal of
Retailing 62: 145-165.

McMullan, R. and A. Gilmore (2003). "The conceptual development of customer
loyalty measurement: A proposed scale." Journal of Targeting, Measurement
and Analysis for Marketing 11: 230-243.

Menati, H. (2003). Principles of improving sales Shahrvand Montly Report. Tehran,
Shahrvand Company: 48.

Miller, D. C. and N. J. Salkind (2002). Handbook of research design and social
measurement, SAGE.

Miranda, M. J., L. s. Ko´nya, I. Havrila (2005). "Shoppers’ satisfaction levels are not
the only key to store loyalty." Marketing Intelligence & Planning 23(2): 220-
232.

Mokhlis, S. (2006). The influence of religion on retail patronage behaviour in
Malaysia. Managment. Stirling, University of Stirling. Doctor of Philosophy:
536.



114

Moore, M. and J. M. Carpenter (2008). "An examination of consumer price cue
usage in US discount formats." International Journal of Retail & Distribution
Management 36(5): 345-359.

Morales, A., B. E. Kahn, L. McAlister andS. M. Broniarczyk (2005). "Perceptions of
assortment variety: The effects of congruency between consumers’ internal
and retailers’ external organization." Journal of Retailing 2: 159-169.

Morganosky, M. A. (1997). "Format Change in US Grocery Retailing." International
Jornal of Retail & Distribution Management 25(6): 211-218.

Moschis, G. P. (2003). "Marketing to Older Adults: An Update Overview of Present
Knowledge and Practice." Journal of Consumer Marketing 20(6): 516-525.

Muijs, D. (2004). Doing quantitative research in education with SPSS, SAGE.

Nguyen, T. T. M., T. D. Nguyen, N. J Barrett (2007). "Hedonic shopping
motivations, supermarket attributes, and shopper loyalty in transitional
markets Evidence from Vietnam." Asia Pacific Journal of Marketing and
Logistics 19(3): 227-239.

O'Leary, Z. (2004). The essential guide to doing research, SAGE.

Oates, B., L. Shufeldt, B. Vaught (1996). "A psychographic study of the elderly and
retail store attributes." Journal of Consumer Marketing 13(6): 14-27.

Oliver, R. L. (1999). "Whence Consumer Loyalty?" Journal of Marketing
63(Fundamental Issues and Directions for Marketing): 33-44.

Ortinau, D. and A. Robert (1989). "Importance-Image Performance Analysis: A
Technique to Aids Retailers in Developing Store Positioning Strategies."
Marketing: Positioning for the 1990s, Southern Marketing Association,
November: 108-113.

Osman, M. Z. (1993). "A conceptual model of retail image influences on loyalty
patronage behaviour." The International Review of Retail,Distribution and
Consumer Research 3(April): 133-148.

Otieno, R., C. Harrow, G. Lea-Greenwood (2005). "The unhappy shopper, a retail
experience: exploring fashion, fit and affordability." International Journal of
Retail & Distribution Management 33(4): 298-309.

Pallant, J. (2010). SPSS Survival Manual: A Step by Step Guide to Data Analysis
Using the SPSS Program, Allen & Unwin.

Paulins, V. A. and L. V. Geistfield (2003). "The effect of consumer perceptions of
store attributes on apparel store preference." Journal of Fashion Marketing
and Management 7(4): 371-385.



115

Peter, J. P. and J. C. Olson (2007). Consumer behavior and marketing strategy New
York, NY McGraw Hill Irwin

Peterson, R. A., G. Albaum, R. F. Beltramini (1985). "A Meta-Analysis of effect
sizes in consumer behavior experiments." Journal of Consumer Research
12(1): 97-103.

Preez, R. D., E. M. Visser, L. Zietsman (2007). "Profiling male apparel consumers:
Lifestyle, shopping orientation, patronage behaviour and shopping mall
behaviour " Management Dynamics 16(1): 2-19.

Raghubir, P., J. Inman, H. Grande (2004). "The three faces of consumer
promotions." California Management Review 46(4): 23-42.

Ray, R. (2010). Supply chain management for retailing. New Delhi, Tata McGraw-
Hill.

Refah (2009). Statue of Refah hypermarket. D. o. Commerce. Tehran, Iran
Government.

Reisinger, H. (1997). "The impact of research designs on R2 in linear regression
models: an exploratory meta-analysis." Journal of Empirical Generalisations
in Marketing Science 2(1): 1-12.

Rice, R and L. Hancock (2005). "The mall intercept: A Social Norms Marketing
Tool". The Report on Social Norms 4(7): 4-7

Ruiz, M. P. M. and A. M. Descals (2008). "Retail price promotion influences for
product varieties in grocery stores: evidence from Spain." International
Journal of Retail & Distribution Management 36(6): 494-517.

Saeedi, A. a. (2006). "The effects of lifestyle on consumer behavior: The case of
Iranian mobile store." Global Media Journal : Persian Edition 1(1): 1-21.

Samli, A. C. (1998). Strategic marketing for success in retailing. California,
Greenwood Publishing Group.

Sarstedt, M. and E. Mooi (2011). A concise guide to market research: The process,
data, and methods using IBM SPSS statistics. Berlin, Springer.

Saunders, M., P. Lewis and A. Thornhill. (2009). Research methods for business
students. New Jersey, Prentice Hall.

Schiffman, L., L. L. Kanuk, K. R. Zumpfe, S. M. Cox (2007). Consumer behaviour
Sydney, Pearson Education.

Seiders, K. and D. J. Tigert (2000). "The impact of supercenters on traditional food
retailers in four markets." International Journal of Retail & Distribution
Management, 28(4/5): 181-193.



116

Shahrvand Goods& Serving Company (2010) from: www.shahrvvandonline.com

Sharma, A. and T. F. Staffird (2000). "The effect of retail atmospherics on
customers’ perceptions of salespeople and customer persuasion: An empirical
investigation." Journal of Business Research 49: 183-191.

Shim, S. and A. Kotsiopulos (1992). " Patronage behaviour of apparel shopping: Part
II. Testing a patronage model of consumer behaviour." Clothing and Textile
Research Journal 10(2): 58-64.

Singh, V. P., K. T. Hansen, R. C. Blattberg (2004). "Impact of Wal-Mart supercenter
entry on consumer purchase behavior: An empirical investigation." An
Empirical Investigation.

Singh, Y. K. (2007). Research methodology: techniques and trends, APH Publishing.

Sirohi, N., E. W. McLaughlin, D. R. Wittink (1998). "A model of consumer
perceptions and store loyalty intentions for a supermarket retailer." Journal of
Retailing 74(2): 223-245.

Sivakumar, K. (2003). "Price-tier Competition: Distinguishing Between Intertier
Competition and Intratier Competition." Journal of Business Research
56(12): 947-959.

Smith, M. F. and I. Sinha (2000). "The impact of price and extra product promotions
on store preference." International Journal of Retail & Distribution
Managment 28(2): 83-92.

Soltani, K. (2004). "New way for shopping in Iran." Shahrvand Monthly Report 12:
4-7.

Spangenberg, E. R., A. E. Crowley, P.W. Henderson (1996). "Improving the store
environment: Do olfactory cues affect evaluations and behaviors?" The
Journal of Marketing 60(2): 67-80.

Spies, K., F, Hesse, and K. Loesch (1997). "Store atmosphere, mood and purchasing
behavior." International Journal of Research in Marketing 14: 1-17.

Statistics Center of Iran (2009) from: http://www.amar.org.ir

Sto, E. and S. Glefjell (1992). "Consumer satisfaction,dissatisfaction, and advertising
complaints." Journal of Consumer Satisfaction, Dissatisfaction and
Complaining behavior 5: 127-138.

Sullivan, P. and R. Savitt (1997). "Store patronage and lifestyle factors: implications
for rural grocery retailers." International Journal of Retail & Distribution
Management 25(11): 351-364.

Tabachnick, B. G. and L. S. Fidell (1996). Using multivariate statistics. New York,
NY HarperCollins College Publishers.



117

Taylor, V. A., D. Halstead, P. J. Haynes (2010). "Consumer responses to christian
religious symbols in advertising." Journal of Advertising 39(2): 79-92.

Terblance, N. S. and C. Boshoff (2006). "A generic instrument to measure customer
satisfaction with the controllable elements in-store shopping experience."
South African Journal of Business Managment 3(3): 1-15.

Thang, D. C. L. and B. L. B. Tan (2003). "Linking consumer perception to
preference of retail stores: an empirical assessment of the multi-attributes of
store image " Journal of Retailing and Consumer Services 10(4): 193-200.

Theodoridis, P. K. and K. C. Chatzipanagiotou (2009). "Store image attributes and
customer satisfaction across different customer profiles within the
supermarket sector in Greece." European Journal of Marketing 43(5/6): 708-
734.

Ting, L. W. (2003). The impact of stores attributes on consumer shopping behaviour:
A study of grocery stores Faculty of Business and Accountancy. Monash,
Monash University. Master: 129.

Ting, S.-C. and C.-N. Chen (2002). "The asymmetrical and non-linear effects of store
quality attributes on customer satisfaction." Total Quality Management 13(4):
547-569.

Tom, G. and S. Lucey (1995). "Waiting time delays and customer satisfaction in
supermarkets." Journal of Services Marketing 9(5): 20-29.

Tripathi, S. and P. K. Sinha (2006). "Family and Store Choice - A Conceptual
Framework  " Research and Publications (Indian Institute of Management): 1-
21.

Tyagi, C. L. and A. Kumar (2004). Advertising management. New Delhi, Atlantic
Publishers & Distributors.

Vaus, D. A. D. (2002). Surveys in social research: Routledge

Visser, E. M. and R. D. Preez (2006). "Importance of apparel store image
attributes:perceptions of female consumers." SA Journal of Industrial
Psychology 32(3): 49-62.

Vyver, J. v. d. (2008). The importance of store image dimensions in apparel retail:
Customer and management perceptions. Commerce. Stellenbosch,
Stellenbosch University. Master: 175.

Wakefield, A. and J. Fleming (2009). The SAGE Dictionary of Policing, SAGE.

Wells, W. D. and D. J. Tigert (1971). "Activities, interests and opinions." Journal of
Advertising Research 11: 27-35.



118

Westberg, K. J. (2004). The impact of cause-related marketing on consumer attitude
to the brand and purchase intention: A comparison with sponsorship and sales
promotion. M.B.A. South Brisbane, Griffith University. Doctor of
Philosophy: 224.

Westbrook, R. A. (1981). "Sources of consumer satisfaction with retail outlets."
Journal of Retailing 57(3): 69-85.

Wind, Y. (1971). Life style analysis: a new approach.

Wong, A. (2004). "The role of emotional satisfaction in service encounters."
Managing Service Quality 14(5): 365-376.

Wong, G. K. M. and L. Yu (2003). "Consumers' perception of store image of joint
venture shopping centers: first-tier versus second-tier cities in China." Journal
of Retailing and Consumer Services 10(2): 61-70.

Yalch, R. F. and E. R. Spangenberg (2000). "The effects of music in a retail setting
on real and perceived shopping times." Journal of Business Research 49(2):
139-147.

Yayla, A. A., and Hu, Q. (2009). "Antecedents and Drivers of IT-business Strategic
Alignment": Empirical validation of a theoretical model. Paper presented at
the 17th European Conference on Information Systems.

Yau, O. H. M. and H. You (1994). Consumer behaviour in China: customer
satisfaction and cultural values, Taylor & Francis.

Yoo, C., J. Park, J. M. Deborah (1998). "Effects of store characteristics and in-store
emotional experiences on store attitude." Journal of Business Research 42(3):
253-263.

Zar, J. H. (2010). Biostatistical analysis, Prentice Hall.

Zikmund, W. G., B. J. Babin, Carr, J. C. Griffin, M. (2009). Business research
methods, Cengage Learning.


	NafisehEshghiGolbazMFPPSM2012ABS
	NafisehEshghiGolbazMFPPSM2012TOC
	NafisehEshghiGolbazMFPPSM2012CHAP1
	NafisehEshghiGolbazMFPPSM2012REF



