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Abstract
Purpose – Recent time has witnessed that retail store
has exerted utmost efforts to offer products and
services to the customers in an intensely competitive
environment. In this background, the purpose of this
paper is to empirically investigate the influence of key
factors influencing on customer satisfaction towards
Retail Supply Chain Stores in United Arab Emirates
(UAE).

value in terms of content, results, and implications on
customer satisfaction.

Design/methodology/approach
–A
convenience
method was used for a sample size of 104 from UAE.

Economic growth, rising young population, higher
income level, and robust tourism has positioned
UAE on the growth trajectory in the retail sector.
This sector has posted 6.8 per cent of Cumulative
Average Growth Rate (CAGR) in revenue during
2010-201 [1] and is poised to hit $52 billion in
sales by 2020 with a CAGR of 8 per cent [2]. Retail
supply chain stores-one of the types of modern
supply chain retailers dominates the grocery sector.
This retail format, being in the vicinity of the malls,
attracts the customers. The dominant retail supply
chain store in the sector include Lulu Group,
Carrefour, Spinneys, Choitram, and Al Maya [3].
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I.

A questionnaire with mixed scale was administered
online to measure effect of four variables-store layout,
customer service, and value for money, and store
location on customer satisfaction. The statistical
software PLS was
conceptual model.

employed

to

measure

Customer satisfaction, Store

the

Findings – All independent variables are positively
related to the dependent variable, thus confirming the
support to the conceptual model and hypothesis.
Managerial implications – Decision makers of the

INTRODUCTION

According to Singh [4] one of the key determinants
of an organization’s success is customer needs and
wants. Furthermore, Yuen and Chan [5] assert that
the retailers, given the fierce competition and
growing retail sector, need to listen to ‘the inner
voice of customer’ to deliver superior service and
hence induce customer satisfaction. On the same
propositions, many researchers [4][6][20][21][24]
have recognized the importance of customer
satisfaction for the success of an organization.

retail supply chain stores in UAE need to pay close
attention to conceptually understand the dynamism of
store layout, service convenience, wallet and bargain
sense, preferences, and location; and then draw
actionable strategies and tactics upon the said
concepts and practically meet or exceed the preinformed expectations to eventually render the
satisfaction to the actual and potential customers.
Originality/value – Based on the previous research
works, few studies have been carried out on the Retail

Levy and Weitz [7] define satisfaction as an
assessment of how much a retailer meets the
customer’s expectation. Customer satisfaction is
determined by the comparison of customer
expectation and performance. In this backdrop,
‘Disconfirmation Theory’ explains the relationship
between expectation and performance as greater or
smaller after the usage of product or service.
‘Negative Disconfirmation’ happens if the

Supply Chain Stores in UAE, which shows the
research gap in the study. In this context, location,
and value for money, were put to investigation. The
results and findings are the new in addition to the
body of knowledge, especially in the given retail
format and geographic extent, particularly in United
Arab Emirates (UAE). The study provides unique
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expectation of the product is greater than
performance, ‘Positive Disconfirmation’ when
performance is greater than expectation and
‘Confirmation’ occurs when expectation is equal to
performance [8]. Several research studies show the
positive interrelationship between the variables in
this study, which are briefly mentioned as follow:
Rahim and Baker [9] examined that repeat
purchase in specific retail setting is positively
related to customer satisfaction. Cronin and Taylor
[10] argued that price and customer service both
have influence on customer satisfaction. MartinézRuiz, et al [11] explore that nearness of the retail
store from home saves time and effort, and reduces
transactions costs, thus resulting in customer
satisfaction.
Thorough existent research from the various
sources indicates that despite the vital need of
achieving customer satisfaction, only scanty study
is available on the success mantra of the retail
store. This study, therefore, seeks to fill the
research and knowledge gap by identifying the
determining factors influencing the customer
satisfaction towards the retail supply chain stores in
UAE.

Factor 2: Value for Money (VM)
Ciavolino and Dahlgaard [17] define value for
money as the level of perceived quality compared
to the price paid for goods or services. Product
price and promotional offers in a competitive
environment influence value for money. Besides,
several research findings [9][20][21] reveal the
varying influencing role of price and quality on
‘perceived value, customer satisfaction’. Research
indicates that retailers devise price, value and
satisfaction as marketing tools [18]. On the basis of
the above discussion, the following research
hypothesis is proposed:
H2: There is a positive significant relationship
between value for money and customer
satisfaction.
Factor 3: Customer Service (CR)
According to Pettigrew [19], customer service is
the aggregation of what a company delivers to fulfil
customer expectation and resultant satisfaction.
Also, this creates provision to ‘the company’s core
products sold’. The previous research [20] sums up
that the service quality determines the customer’
perceived value. When the shoppers buy goods for
less, saves time and energy compared to the quality
of service, customers hold high perceived value for
service. This implies service quality and perceived
value are directly related to each other. Besides,
perceived value is a predictor to customer
satisfaction. As a corollary, the higher the
perceived value, the higher the customer
satisfaction [21]. On the basis of the above
discussion, the following research hypothesis is
suggested:
H3: There is a positive significant relationship
between customer service and customer
satisfaction.

The reminder of the paper is organized as follows:
Section 2 reviews the literature. Section 3
comprises of the research design and methodology.
Section 4 analyse the data findings. Section 5
features on the managerial implications, while
Section 6 concludes with the limitations and future
research.
II.

LITERATURE REVIEW AND
HYPOTHESIS

Factor 1: Store layout (SL)
The store layout has considerable influence on the
retail consumer buying behavior [12]. Banerjee and
Yadav [13] found that interior design and the
appearance of a retail store is vital in the beginning
of thirty seconds for the shoppers to decide whether
to navigate the store or make buying decision. The
store design helps the customer brows different
sections effortlessly [14]. The store layout is of
various types such as, the counter store layout, the
forced-path layout, the grid layout, the racetrack
layout, and the free-form layout; and meticulously
designed to serve purpose of both- retailer and
shoppers [15]. Given the competition, if customer
is not satisfied with the layout of the retailer, he
switches to another one [16]. On the basis of the
above arguments, the following research hypothesis
needs to be tested:

Factor 4: Store location (LA)
Access to a retail store is essential for the success
of retail business [22] and is regarded as a
‘perceived convenience of retail location [23].
Reilly [24] developed ‘law of retail gravitation’,
which attracts customers from far off places to a
central location providing more product range and
facilities. Retail location affects the frequency of
customer’s visit to the store. It was observed that
easily accessible store is preferred over to the other
store being farther [25]. Grewal [26] concludes that
good location might induce the basic benefits,
which can offset other costs. Further, the research
reveals that store location has significantly positive
effect on customer’s waiting time and satisfaction
[27]. Martinéz-Ruiz, et al [28] emphasizes that

H1: There is a positive significant relationship
between store layout and customer satisfaction.
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customers often prefer the benefit of convenience,
which is important for the retailers to keep
customers satisfied. On the basis of the above
discussion, the following research hypothesis needs
to be tested:

satisfaction in hyper market in UAE is novelty to
this study. The following Figure 1 is the conceptual
model based on the literature.
FIGURE 1. CONCEPTUAL MODEL

H4: There is a positive significant relationship
between store location and customer satisfaction.
Customer satisfaction is key determinant in the
success for any organization, especially retail set up
[29][31][32]. Given the fierce competition and
growing retail sector, the organization needs to
listen to ‘the inner voice of customer’ to deliver
exceptional service and hence induce customer
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Store Layout
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III. RESEARCH METHODOLOGY
Sample was collected from the people working in
the retail supply chain business. An online
questionnaire was sent to 180 individuals out of
whom 104 respondents reverted. Their response
was collected and analyzed using the SPSS and
Partial Least Square (PLS) approach.
SURVEY INSTRUMENTS
A questionnaire containing 16 instrument
items was developed. The questionnaire consisted
of 5 sections with one for the demographic factors
and others for the independent variables.
IV.

DATA RELAIBILITY AND VALIDITY

In order to check the reliability of data,
Cronbach’s Alpha was applied [33]. Cronbach’s
Alpha is a measure used to check the internal
consistency. This represents how closely related a
set of items are as a group. A value of above 80%
represents that data is reliable and can be used for
further analysis.
The above output shows that customer satisfaction
has the highest internal consistency, while value for
money is the lowest. Others factors fall between
these two points. Besides, factor load of customer
service and value for money based on the mean
value of factor loading for the instruments is 0.870,
being on higher side, and the same indicating that
their internal consistency is high hence reliability
of the data for the constructs is also high. Whereas,
the mean value of the factor load for store layout is
0.818 indicating the lower side, which is
comparatively less consistent and hence less
reliable. In between are location and customer

satisfaction. Several research studies [4][5][7] show
the positive interrelationship between the variables
in this study such as store layout, customer service,
value for money, and store location.
Table1: Results of Reliability and Validity
This study fills the research gap of customer
satisfaction in retail supply chain stores due to lack
of researches that have been carried out in United
Arab Emirates (UAE). Further, anecdotal evidence
shows that research on store location and customer
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satisfaction at 0.858 and 0.837respectively, which
are still high in terms of consistency and reliability.

be more evaluative and particular about location,
working on the premise of gravitational pull.
VII.

There are some limitations that should be taken into
account when interpreting conclusion:

Table 2: Path Analysis
Hypothesis

Path
Direction

Path
Coefficient

P

Verification

H1

SL -> CS

0.622

***

Supported

H2

LA -> CS

0.324

**

Supported

H3

CS -> CS

0.308

**

Supported

H4

VM -> CS

0.512

***

Supported

First, the extent of research was in a retail
environment and confined to UAE, hence finding
should be interpreted within these boundaries and
conceptual model developed. Second, as the sample
size was small, findings do not flatly merit
generalization in a wider market. Third, the four
independent variables employed in this study may
not be inclusive and comprehensive enough to
delineate the latent dimension of the model,
methods, and hence findings. Another shortcoming
of this study can be the design, that is, crosssectional, whereby data gathered were in one time
frame. On future direction front, the investigation
in the study raises some pertinent questions, such
as how longitudinal study might affect the outcome
of this study, how and why customer satisfaction
can be vital for a retail firm. Besides, research gap
can provide more constructs of the study. Finally,
from statistical standpoint, moderating variable
such as quality or car park in an additional
modeling can be further investigated.

** Significant at p<0.05; *** Significant at p<0.01
V.

RESULTS AND DISCUSSION

Reliability and validity of the sample data ensures
good fit of the assumed conceptual model. PLS
software has been used to test the data [33]. From
the Table 1, it has been revealed that through each
variable’s instrument items, the reliability
coefficient values are above 0.4 which shows that
there is a reasonable fit.
Furthermore, the validity of the data has been
tested by factor loading. From the Table 2, it has
been revealed that all the instrument items show the
value above 0.6 indicating that reasonable validity
has been achieved. This is further supported by the
path analysis results which indicate that there is
strong relationship among the factors considered
for the conceptual model. Store layout seems to be
an important driver and on the higher side for
customer satisfaction, with a path coefficient of
0.622 followed by 0.512, and 0.324 corresponding
to value for money, and customer service.
VI.

LIMITATIONS AND FUTURE RESEARCH

VIII.

CONCLUSION

UAE, especially has emerged as one of top ten
retail destinations in the world today. Retail sector
has been one of the key contributing sectors to the
GDP of the UAE economy, and UAE is home to a
large number of retail supply chain stores-some
existing swanky, while many mushrooming ones,
thus operating in a highly competitive and dynamic
environment. Amidst this, while many retailers
have grown and sustained hugely, some have faced
hard time to even survive. In this backdrop, this
study investigated the effect of store layout,
customer service, value for money, and store
location on customer satisfaction. Anecdotal
evidence indicates that all these factors are
positively related to customer satisfaction, and the
same is proven by the findings through empirical
investigation and analysis. The dyadic of the retail
location and customer satisfaction was the novelty
to the study. The valuable managerial implication
includes that managers of hyper market in UAE
needs to make cutting-edge strategy on layout,
services, promotional schemes, and location to
finally meet or exceed customer satisfaction.

MANAGERIAL IMPLICATIONS

To achieve and endure customer satisfaction is vital
to all firms in a fiercely competitive environment
[31] [32]. Yuen and Chan [30] emphasis that the
retailers should listen to ‘inner voice of the
customer to deliver superior services resulting in
customer satisfaction. Managers of retail supply
chain stores in UAE need to pay close attention to
conceptually and practically understand the
dynamism of store layout, customer service, value
for money, preferences, and location and their
effect on customers satisfaction; then chalk out
actionable strategies and tactics upon the said
concepts and meet or exceed the pre-informed
expectations to eventually render the satisfaction to
the actual and potential customers. All the
influencing factors are positively related to
customer satisfaction. However, managers need to
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