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Abstract 

The study attempts to find out the determinants of customer satisfaction towards supermarkets 

in Thai Nguyen city. In this study 200 responses of the 4 selected supermarkets in Thai Nguyen 

city were surveyed by convenient method. From the literature review and expert opinion, it has 

been found out that the dimensions of customer satisfaction are based on: product, price, 

personal interaction, convenience, services and physical appearance. Regression Analysis was 

used to identify the impact of these factors on customer satisfaction. The research findings 

showed that product, price, personal interaction, convenience, services and physical 

appearance were positively impacted on customer satisfaction towards studied supermarkets. 

Among them price had a strongest influence on customer satisfaction. Based on these findings, 

some recommendations were proposed. 

 

Keywords: EFA, customer satisfaction, supermarket, product, price, personal interaction, 

convenience, services and physical appearance, Vietnam 

 

INTRODUCTION 

In today’s highly competitive marketing environment, the positioning decision of supermarkets 

from customer point of view can play an important role in marketing management. Nowadays, 

shopping behavior of consumers has experienced a remarkable change and is putting many 

obstacles for marketers of today. Therefore, the supermarket owners need to have not only the 

marketing strategies to give them an advantage over the competitors but also need to develop 

these in a manner that the uniqueness can be maintained. 
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Traditionally, price and differentiation of products were considered as one of the most important 

factors to maintain customers and satisfy them. However, times have changed, due to severe 

competition from new players entering the market, and raise in number of new providers, a 

range of choices available to buyers and they have also become more sophisticated, which has 

led owner supermarkets to take different customer oriented strategies so that they can be able 

to distinguish from other competitors and control the market. 

Customer satisfaction has superior power and influence on any firms marketing strategy. 

It is through satisfaction of customers that firms remain grow and develop in a successful way. 

Customers have become an important part of any firm especially those in the grocery retail 

sector and many researchers have also placed emphasis on the importance of customers. Zairi 

(2000) cited in Singh (2006) said, “Customers are the purpose of what we do and rather than 

depending on us, we very much depend on them. The customer is not the source of a problem; 

we should not perhaps make that customer „should go away‟ because our future and our 

security will be put in jeopardy”. That is the main reason why organizations today are focusing 

on customer satisfaction and loyalty.  

According to Hansemark & Albinsson (2004) cited in Singh (2006), “satisfaction is an 

overall attitude towards a product provider or an emotional reaction to the difference between 

what customers expect and what they actually receive regarding the fulfillment of a need”. Kotler 

(2000) also define satisfaction as a person‟s feelings of pleasure, excitement, delight or 

disappointment which results from comparing a products perceived performance to his or her 

expectations.  

Some studies indicate that decision about where to shop precede brand choice (Millan 

and Howard, 2007). There are several key factors that can influence consumer choice and 

retailer perception. Purchase experience, assortment, price, promotion, advertising, store brand 

quality, service and innovation are key variables that determine the image of supermarket on 

consumers. 

Nguyen, Barrett & D. Nguyen (2007) had explored the supermarket attributes (SMA) and 

impact of hedonic shopping motivations (HSM) on shopper loyalty (SLO). Results indicated that 

both these parameters had positive effects on customer loyalty and supermarket managers 

should concentrate their positioning strategies not only on the serviceable dimension but also on 

the hedonic motivations especially for older and higher income segments of customers to 

stimulate customer loyalty.  

AC Nielsen (2007) undertook a survey in Jakarta and in suburban cities of Bandung and 

Cirebon which concentrated on buying behavior of the customer in supermarkets and in 

traditional markets. The survey revealed that penetration of grocery vending has occurred much 
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more rapidly in ready-made foods and in household and personal care products, for which 

supermarkets achieve a cost benefit that result from huge economies of scale due to centralized 

system of supply and distribution. These benefits are passed on to consumers in the form of 

savings thus pulling them towards the channel. Progress of supermarkets has been relatively 

slow due to procurement challenges, price, buying behavior and perceptions regarding the 

freshness of product. Again customers still prefer to buy their food items mainly from local 

vegetable vendors that give them the advantage of low prices and personalized services.  

Jayant Anand (2009) has evaluated the reason behind increasing number of 

supermarkets in developing countries and revealed that both large and small retailers can 

survive profitably by segregating their markets on the basis of income groups and their grouping 

of products. Studies conducted by Ganguli, Shirshendu and Kumar, V (2008) have found out the 

important parameters of customer loyalty and satisfaction for the Indian retail supermarket 

customer. Attempts have been made to understand the impact of those parameters on loyalty 

and satisfaction of the consumer. 

Li Fei, Li Xiang, Mi Bu & Wang Gao (2010) have studied the positioning points of 

Chinese supermarkets and concluded that they have unique positioning points and can select 

any one of these positioning points in the form of product, price or service. Skallerud & 

Grønhaug (2010) have investigated Chinese food supermarket positioning strategies and found 

some important factors related to the nature of the food supply and demand relationship which 

could be influenced by the positioning strategies of supermarkets. 

 

RESEARCH METHODOLOGY 

The research process in this study consists of five main steps. The first step contains literature 

review to identify the gaps pertaining to estimate customer satisfaction with specific reference to 

supermarkets. The second step focuses on identification of first draft questionnaire based on 

literature, expert opinion. The third step contains developing instruments for data collection. The 

fourth step contains data interpretation and analysis using appropriate statistical tools. The fifth 

step contains validation of the model as an outcome of the analysis. 

A five-point Likert-type scale ranging from strongly disagree (1) to strongly agree (5) was 

related to each of the identified selection attributes. 

Exploratory factor analysis (EFA) offers an effective way of assessing construct 

measures. Accordingly, item-total correlations and Cronbach’s alpha were first used to assess 

reliability, followed by principal components analysis along with varimax rotation to explore 

dimensionality for each scale. In this process, the items don’t meet evaluating criteria are 

eliminated. Criteria of refinement of item included factor loading > 0.50, item-total correlation > 



 International Journal of Economics, Commerce and Management, United Kingdom 

 

Licensed under Creative Common     Page 467 

 

0.3, Cronbach alpha > 0.60, % of variance > 50% (Hair et al., 1998). Using SPSS 20 software 

we were able to assess and refine measurement scale. 

Regression Analysis was chosen to identify the impact of the independent variables on 

dependent variable (Customer Satisfaction). 

Primary data was collected primarily through survey method using a structured 

questionnaire which was designed to capture the factors impacting customer satisfaction in 

supermarkets.  

 

Sampling  

Samples were selected by convenience method any customer doing the shopping at the 

supermarket in Thai Nguyen city was interviewed. The interviews were conducted in person at 

the supermarket, household, offices, schools etc. 

Objects of study are regular customers at four supermarkets (Minh Cau, Ton Mui, Dong 

A Plaza, Do’sMart) in Thai Nguyen city. Samples were selected as students, teachers, office 

staff, housewives, traders, technical staff, unskilled workers etc. 

Based  on  the  number  of  parameters  to  be estimated, the sample size targeted in 

this study was 200. 

 

Hypothesis 

In order to explore factors influenced significantly customer satisfaction and define the 

influenced level of these factors, sets of hypotheses were developed. 

H1: There is a positive impact of product on customer satisfaction 

H2: There is a positive impact of price on customer satisfaction 

H3: There is a positive impact of personal interaction on customer satisfaction 

H4: There is a positive impact of convenience on customer satisfaction 

H5: There is a positive impact of services on customer satisfaction 

H6: There is a positive impact of physical appearance on customer satisfaction.  

 

ANALYSIS AND DISCUSSION OF FINDINGS 

Cronbach Alpha for Scale of Factors 

Following the procedure and criteria described above, the Cronbach Alpha results show that 

CO7 (Extra facilities such as toilets, payphones are available) should be deleted due to the 

item-total correlation of 0.265 under the cut-off value (0.3). The result of Cronbach Alpha is 

showed in the Table 1. 
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EFA for all Scale of Factor Together 

The result of Bartlett’s Test of Sphericity and KMO measure indicated that the degree of inter-

correlation among the items were suitable for EFA procedure (KMO=0.828 > 0.5, Sig = .000). 

After establishing the multidimensional scale and reliability of each scale, all 35 items 

were jointly subjected to a common factor analysis The result of this procedure shows that 10 

factors consist 35 items together explained 64.667% of the total variance. In this testing, rotation 

method: Varimax with Principal Component Analysis was applied providing better reliability. 

 

Table 1: Cronbach Alpha Reliability Test Results 

Construct/ Items Item Description Corrected item-

total correlation 

Product - PROD 

(Alpha = .777) 

PROD1 

PROD2 

 

PROD3 

PROD4 

PROD5 

 

PROD6 

 

Product in the supermarket is durable. 

I find product with high quality in the 

supermarket 

I find fresh product in the supermarket. 

Variety of product is good. 

I find goods  with clear label and origin in the 

supermarket 

The brands sold by the supermarket are 

good ones 

.478 

.623 

 

.534 

.551 

.512 

.462 

 

Price - PR (Alpha = 

.764) 

PR1 

PR2 

 

PR3 

 

PR4 

Membership card is available. 

Price of goods is appropriate to their quality. 

The supermarket provides special discount 

for potential byers on different occasions. 

Prices in the supermarket are competitive 

.623 

.627 

 

.481 

 

.526 

Personal interaction - 

PI (Alpha = .753) 

PI1 

 

PI2 

PI3 

PI4 

PI5 

PI6 

 

PI7 

 

The staff have enough knowledge to answer 

my questions 

Staff assistance during purchase is good 

Staff response to enquiry is quick 

The staff are friendly and polite 

Billing is always correct 

Staff deals with my queries and complaints 

professionally 

When I have problem, the staff at the 

supermarket shows a genuine interest in 

solving problem 

.391 

 

.521 

.482 

.580 

.320 

.476 

 

.521 

 

 

Convenience – CO 

(Alpha = .736)  

CO1 

CO2 

CO3 

CO4 

 

CO5 

CO6 

CO7 

Store location is convenient 

Supermarket operating time is convenient 

The supermarket has good returns policies 

Convenient and safe parking facility is 

available 

Fast checkout 

Mode of payment is flexible 

Extra facilities such as toilets, payphones 

.508 

.481 

.407 

 

.474 

.550 

.470 

.292 
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Services – SER 

(Alpha = .778) 

SER1 

SER2 

SER3 

SER4 

 

SER5 

SER6 

Security of the supermarket is very good 

Children play zone is available 

Food courts are available 

I find my preferred video games in the 

supermarket 

Delivery of goods is available 

Supermarket’s after-sales services are good 

.363 

.648 

.608 

 

.455 

.520 

.556 

Physical appearance 

- PA (Alpha = .782) 

PA1 

PA2 

PA3 

PA4 

 

PA5 

 

PA6 

The supermarket has a beautiful decors 

Cleanliness of the store is good 

Shop floor is very spacious 

A store design that enables me to move 

around with ease 

A layout that allows me to easily find the 

products I need 

The supermarket has relaxing benches 

.516 

.547 

.520 

.568 

 

.509 

 

.519 

 

The final result of EFA test for construct measurement scales supplied in table 2 

  

Table 2: Rotated Component Matrixa 

 Component 

1 2 3 4 5 

I find fresh product in the supermarket .728     

Variety of product is good .690     

I find product with high quality in the supermarket .688     

I find goods  with clear label and origin in the supermarket .670     

Shop floor is very spacious .635     

The brands sold by the supermarket are good ones .605     

Children play zone is available  .754    

food courts are available  .746    

Delivery of goods is available  .740    

Supermarket’s after-sales services are good  .659    

Staff assistance during purchase is good   .793   

The staff are friendly and polite   .750   

Staff response to enquiry is quick   .740   

When I have problem, the staff at the supermarket shows a genuine interest in solving 

problem 
  .562   

Prices in the supermarket are competitive    .810  

Membership card is available    .767  

Price of goods is appropriate to their quality    .750  

Convenient and safe parking facility is available     .805 

Fast checkout     .798 

Store location is convenient     .737 

Extraction Method: Principal Component Analysis.  

Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 7 iterations. 

 

Table 1… 
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Testing Model and Hypotheses 

Based on the revised model, the following function was established to present the relationship 

between independent variables and customer satisfaction (CS). 
 

CS = b0 + b1*PROD+ b2*PR+ b3*PI+ b4*CO + b5*SER 

 

Regression Result 

As shown in table 3 and 4 the result indicated that R square = 0.482, F value was 36.125, sig.= 

0.000. These demonstrated that the liner multiple regressions between factors and customer 

satisfaction are appropriate with data and able to be used. The Sig. of factors was shown that 

four factors among five factors have statistical significant impact on customer satisfaction (table 

5). VIF<2, it means that there is no multicollinearity in the research model.  

They are product, price, personal interaction and convenience with standardized 

coefficients range from 0.142 to 0.477. Through value of R square, the explanatory level of the 

model is 48.2%. Its mean 48.2% of customer can be explained by the four independent 

varieties. 

 

Table 3: Model Summaryb 

Model R R 

Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

Change Statistics Durbin-

Watson R Square 

Change 

F 

Change 

df1 df2 Sig. F 

Change 

1 .694a .482 .469 .489 .482 36.125 5 194 .000 1.620 

a. Predictors: (Constant), Services, Price, Convenience, Personal interaction, Product 

b. Dependent Variable: Customer loyalty 

 

Table 4: ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 43.126 5 8.625 36.125 .000b 

Residual 46.319 194 .239   

Total 89.445 199    

a. Dependent Variable: Customer loyalty 

b. Predictors: (Constant), Services, Price, Convenience, Personal interaction, Product 

 

From the equations above it can be seen that, one unit change in product increases by 0.190 

times the level of customer satisfaction and one unit change in price increases by 0.477 times 

the level of customer satisfaction. Similarly, one unit change in personal interaction increases by 

0.142 times the level of customer loyalty.  
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Hypothesis 1  

There is a positive impact of product on customer satisfaction. 

The standardized regression coefficient of product on customer loyalty is 0.190(sig. =0.003< 

0.05). This means that product is directly proportional to on customer satisfaction with 95% level 

of confidence.  

Therefore, the hypothesis 1 is supported. 

 

Hypothesis 2  

There is a positive impact of price on customer satisfaction. 

The standardized regression coefficient of price on customer loyalty is 0.477 (sig. =0.000< 

0.05). This means that price is directly proportional to customer satisfaction with 95% level of 

confidence.  

Therefore, the hypothesis 2 is strongly supported. 

 

Hypothesis 3  

There is a positive impact of personal interaction on customer satisfaction.  

The standardized regression coefficient of personal interaction on customer satisfaction is 0.142 

(sig. =0.014< 0.05). This means that personal interaction is directly proportional to customer 

loyalty with 95% level of confidence.  

Therefore, the hypothesis 3 is supported. 

 

Hypothesis 4  

There is a positive impact of convenience on customer satisfaction. 

The standardized regression coefficient of convenience on customer loyalty is 0.150 (sig. 

=0.008< 0.05). This means that convenience is directly proportional to customer satisfaction 

with 95% level of confidence.  

Therefore, the hypothesis 4 is supported. 

 

Hypothesis 5 

There is a positive impact of services on customer satisfaction.  

The standardized regression coefficient of services on customer loyalty is 0.034 (sig. = 

0.599>0.05). This means at the level of confidence of 95%, services do not contribute to the 

explanation of the level of customer satisfaction.  

Therefore, the hypothesis 5 is rejected. 
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Table 5: Coefficientsa 

Model Unstandardized Coefficients Standardized Coefficients t Sig. Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

 

(Constant) -.350 .271  -1.294 .197   

Product .216 .072 .190 2.989 .003 .659 1.517 

Price .454 .053 .477 8.642 .000 .876 1.141 

Personal interaction .147 .059 .142 2.471 .014 .809 1.237 

Convenience .178 .066 .150 2.670 .008 .847 1.180 

Services .035 .067 .034 .526 .599 .624 1.602 

a. Dependent Variable: Customer loyalty 

 

CONCLUSION 

In Thai Nguyen there are supermarkets which are doing well, however supermarkets which 

jumped into the fray without any planning and strategy are having troubles with low footfalls and 

low retailer occupancy. This research was conducted with the intention to help developers in a 

capital intensive sector to avoid the mistakes of the past and benefit from being a part of the 

booming retail sector. 

The objective of this research was to better understand the positioning of retailers in 

Thai Nguyen city, Vietnam from a consumer point of view. In particular, author wanted to 

understand which are the critical factors that define supermarket’s competitive advantage. An 

important conclusion from the study is that positioning constructs, product, price, personal 

interaction and convenience have a positive influence on customer satisfaction. Price has the 

highest impact on the supermarket, followed by product. The least positive influence is caused 

by the positioning construct personal interaction. It could not be proved in the study that 

services and physical appearance positively influence customer satisfaction. 

The supermarket managers and retailers might focus on the said attributes to propose 

appropriate customer satisfaction strategies for supermarket promotion and supermarket 

positioning. These strategies could be devised at various stages viz. shopping mall level and 

retailer level. 

 

RECOMMENDATIONS 

The share of organised retail in Thai Nguyen city compared to that of the other cities is very low; 

hence there is a tremendous scope for future growth. To capitalise on the future potential, 

supermarkets in Thai Nguyen city can overcome the current problems related to increasing 

vacancy levels and falling footfalls by adapting sound positioning strategies from customer 

viewpoint. A well planned and implemented customer oriented strategy is critical for the success 

of supermarkets in Thai Nguyen city. A well designed supermarket with appealing aesthetics 
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may not be sufficient to ensure a supermarkets success. Customer satisfaction towards 

supermarket is different from positioning a consumer product. A mere location based advantage 

is out dated and is does not ensure footfall at places where the number of supermarkets is 

increasing. Hence customer oriented strategy needs to include factors other than those based 

on location. Vacancy levels are increasing and shopper footfall is dwindling as competition 

continues to rise. Hence there is a need to differentiate a supermarket from the competition. 

This is possible with a clear positioning strategy. As positioning constructs product, price, 

personal interaction, convenience, positively influence shopper satisfaction, it is crucial for 

supermarket developers to align these constructs as per their positioning strategy. 

To build the effective positioning strategy, the evaluation of consumers perceptions 

towards supermarket image need to be understood. The shoppers are influenced by loyalty 

building initiatives/ promotional strategies during actual purchase and re-purchase. The local 

conditions and insights into local buying behavior also need to be considered before shaping the 

supermarket format choice. 

 

LIMITATIONS  

First, the sample selected for this study is from Thai Nguyen city. Hence the conclusions drawn 

are mostly applicable to the supermarkets in this city. Market dynamics in other big cities could 

be different in terms of consumer demographics and shopping preferences. Hence caution 

needs to be applied in drawing conclusions with respect to supermarkets outside Thai Nguyen 

city from this research. Scope of this study was limited to shopping supermarkets. The scope of 

this research was limited in the sense; such comparison could not be provided. 

Secondly, author measures declared consumer behavior and this measurement could 

differ from real purchase behavior.  

Third, the hypotheses of dependent variables were developed in isolation from the 

impacts of other factors than the selected independent variables. These factors were called 

covariates. Covariates could be demographic characteristics of the shoppers such as age, 

marital status, gender, education level and salary. Regardless of these demographic 

characteristics could lead to a biased interpretation of relationships between dependent and 

independent variables. 

 

FURTHER RESEARCH 

Opportunities for further research could take into consideration the above limitations and 

enhance the scope of the study. The demographic information could be exploited to better serve 

the needs of the customers, who specifically cater to the groups identified, changing gender 
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role, age, occupation, education and income, expenditure. For example, increase in working 

women population resulted in increased total income of the family causing an increase in 

personal asset belongings, related to continuing shopping loyalty.  

It is believed that tracking the customer oriented strategy can also shed light on the 

effectiveness of retailers recent actions to reposition their brand and how different marketing 

activities influence consumers’ perception of the supermarkets. 
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