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Abstract

Explaining customer store loyalty in emerging mésken particular Hispanic markets, is tl
main purpose of this paper. Acknowledging that éhlbave been many attempts tcter
understand customer store loyalty, this study eggoém explanation chain and, thus, a mc
describing key relationships in the generation aktomer loyalty, from initial custom
satisfaction to trust, to commitment, to loyaltyddiional variakles are explored a
moderators of the relationships taking place wittlie explanation chain. Using both SF
and SEM analyses, the results support a strongaesplon chain of customer store loya
with moderators adding less than 5% explained vaie. Managerial implications an
research limitations are also examin

Keywords: Retail customerCustomer store loyalty; Trust,o@mitmen; Satisfaction; U.S.
Hispanic Consumers

1. Introduction

This study aims at examining the process storeomests follow in developing loyalty to

store. Examining this process is important in atext of a growing market in which stc

choices are numerous and continue to multiply. édweer, explaining thformation process
of store loyalty is crucial when a) the phenomemh@comes more complex as populal

grows and more stores enter the markets, and blirgxiconceptual frameworks offer limit

empirical support.

Thus, the following research questicguide the study:
RQL What are the critical components of an explanmatibain of customer loyalty

RQ2. What are the significant moderators of the relasioips taking place in tr
explanation chain?

RQ3.How similar or different are Hispanic consurs in the way they become loyal
the stores they patroniz:
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The purpose of this research is to attempt an eagitan of customer store loyalty by
testing an explanation chain of the key relatiopshaking place in the process of generating
customer loyalty. In addition, this research exgdothe effects of significant moderators in
the relationships defining the explanation chaResearch results are based on data gathered
from consumers in Hispanic markets in the U.S.

The remaining of the paper addresses the compoateatplanation chain and the reason
why such an explanation is a parsimonious appraactustomer store loyalty. Next, the
methods and results of the research are explaindddascussed along with the research
implications of the most important findings. Thenclusions of the study are presented last.

2. Explaining Customer Store Loyalty

Both research and practitioners are interestedparsimonious explanation of customer store
loyalty. Several factors have been identified r@sligtors or influential attributes of customer
loyalty in a retail context. Some factors wereeagated by the retailer, such as service quality
(Fullerton, 2005; Wong & Sohal, 2003a) or perceivghlity (Mitchell & Kiral, 1998),
process brand —the experience that retailers peev{avies, 1992), brand differentiation
(Tuckey, 2001), private-label use (Ailawadi, Pawsyek Steemkamp, 2008), incentives
offered by retailers (Beeler, 2000), and positiveeainters at the store (Wong & Sohal
2003b). Other factors have been identified onbss of studies of customer behavior, such
as budget spent at the store (Knox & Denison, 208ippers’ individual needs (Barlow,
2000), cross-shopping (Stark & Ebenkamp, 1999),temal satisfaction (Wong, 2004), and
uncertainty avoidance a la Hofstede (Straughan Berd-Miller, 2001). In addition, website
information and perceived value were positivelyoagsted to customer loyalty intentions
towards apparel retail websites (Kim & Niehm, 2009)

2.1. The Role of Customer Satisfaction, Trust, and Commitment on Customer Store Loyalty
Satisfaction and loyalty have been key conceptsumaerstanding customer behavior
outcomes. At the center of attention, howevethés actual role of customer satisfaction in
the achievement of customer loyalty. Some auth@sera that loyalty is the result of
obtaining customer satisfaction (Hallowell, 1996gdKett, Jones, Loveman, Sasser, &
Schlesinger, 1994), including moderating effect® i Wang, Wang, & Tsai, 2010) and
various antecedents (De Wulf, Odekerken-Schroed&c&bucci, 2001; Juhl, Kristensen &
Ostergaard, 2002; Kristensen, Juhl & Ostergaard)12Murgulets, Eklof, Dukeov, &
Selivanova, 2002; Piron, 2001). In contrast, othathors empirically conclude that store
loyalty cannot be generated by customer satisfactilmne or that both satisfaction and
loyalty are only indirectly related (Miranda, Kony&a Havrila, 2005; Reichheld, 1996;
Sivadas & Baker-Prewitt, 2000; Vasquez-Parraga &nab, 2000).

Yet, accepting that customer satisfaction and tgyake indirectly related, the key
question is which mediating variables are in betwsatisfaction and loyalty. Authors differ
on which mediating variables are relevant. Truspmmitment, word-of-mouth
communication are some mediatory variables idetifin previous research (Sivadas &
Baker-Prewitt, 2000). More specifically, some altdives were proposed to explore or
explain customer store loyalty, such as the meadsebain (Lee, Chang & Liu, 2010) and
the role of retail format in observable loyaltyteans in a market (Bustos-Reyes & Gonzalez-
Benito, 2008).

We adopt a framework that appears to be more @dtiand complete to explain how
customer loyalty is generated and sustained wheptexd) consumer services, the V-A
approach (Vasquez-Parraga & Alonso, 2000; ZamorasgWez-Parraga, Rodriguez, &
Gonzalez, 2011). This approach offers importantaathges as a conceptual framework.
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First, it adgts “true” loyalty (see Dicl& Basu, 1994), which includes both behavioral
attitudinal characteristics. Second, it includemnsactional satisfaction, not only prod
satisfaction, for a more thorough measurement sfocoer satisfaction. Third, underscores
the importance of three core varial—satisfaction, trust, and commitm—in the
explanation of loyalty. These variables have a eetial impact on loyalty starting in
satisfactory experience with both the product drmalttansaction. Su positive experienc
generates trust, which in turn produces commitmehich in turn results in loyalty. Th
sequence of satisfaction, trust, commitment, agdllyp is the explanation chain (Hunt, 20:
and attempts to represent a parsimonious exjion of customer loyalty. Thus, custon
loyalty is defined as the end result of trust amdnmitment between the client and -
provider through multiple encounters, building upagisfactory relationship in the Ic-term
(Bravo, VasqueRarraga, & Zamo, 2005; Torres, Vasqudzarraga, & Barri 2009;
Zamora, VasqueParraga, Morales, & Cisterr, 2004).

2.2. The Role of Other Factors on Customer Store Loyalty

Unlike Oliver (1997, 1999), Sawmor& Omar (2004), and Evanschitzi& Wunderlich
(2006), who study loyalty under conditions of cdiya@, affective, conative, and acti
evaluations, the VA approach examines the entire process of gengrédyalty under botl
essential conditions, cognitive and affective, ahds identifies and tes a number of
moderating effects on either the role of trusthe tole of commitment on the basis of t
attitude sources, cognitive and affective. The dbogneffects derive from attitudes such
customer perceived risk, store familiarity, stol®ice, and communication. The affect
influences derive from attitudes such as customgpodunistic propensity, consumr
involvement, and shared values with the serviceiges. Both, the cognitive and affecti
attitudes moderate the effect of eitltrust on commitment or commitment on loyalty,
shown in Figure 1.

Figure 1 —Antecedents of Customer LoyaltAdapted from VasqueParraga & Alonso
2000)
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In addition, we examine the role of some demogm@aghiaracteristics, such as income
and education, besides the core explanatory vasabf loyalty and the corresponding
moderating effects on trust and commitment. Noadtlypses were posited because the
research reported here is formative in the areaustomer store loyalty; nonetheless, the
results are reflective in the study of loyalty @sthe V-A approach.

3. Methodology

Following a previous application of a survey resbalesigned to test the explanation chain
with transportation users (Zamora et al., 20113 shudy adapted the questions and measures
related to the eight core constructs and eight mabiohg factors used. The eight core
constructs representing the process leading tdtiogad the explanation chain are cognitive
loyalty, affective loyalty, behavioral loyalty, 8tj commitment, satisfaction with service,
satisfaction with employees, and satisfaction despompetition. The eight moderating
factors of the effects of trust on commitment ahe éffects of commitment on loyalty are
store choice, store familiarity, company opportami€ommunication between the customer
and the company, perceived risk, consumer involvernagth the service, shared personal
values, and shared management values, as listabie 1.

Table 1 — Confirmatory Factor Analysis

Constructs and Items Factor
Loading
Inner Behavioral Loyalty (a = .853, AVE = 61.647%)
Even though grocery stores are available in maagpds, | always use the same one. .665
If | like a grocery store, | rarely switch fromjitst to try something different. .564
| have been with my favorite store for a long time. .871
| plan to continue relying on my favorite store folong time. .846

Outer Behavioral Loyalty (o = .843, AVE = 86.616%)
| say positive things about my favorite store toeus. .877
| encourage friends and relatives to use my fagatiore. 770

Affective Loyalty (a = .877, AVE = 59.492%)

Once | get used to a store, | hate to switch. 744
| feel a strong loyalty to my favorite store. .837
| have developed some sort of emotional conneatitim my favorite store. 745
Continued service from my favorite store gives raqe of mind. 752
I'd like my current favorite store to be my permanstore. 74

Cognitive Loyalty (a = .800, AVE = 45.562%)

Once | get to know a grocery store, | tend to hse¢ $tore more often. .539
For the time being, | am not looking for an altdivestore. .617
When | decide to stay with a store, | make suréetti@store is a competent one. .790
| am loyal to my grocery store because personrisisistore are very knowledgeable. .704
Client loyalty in grocery stores is based on goegkons or experiences. .697

Commitment (a = .905, AVE = 66.430%)

| am proud to be a client of my favorite groceryrst .857
| feel a sense of belonging to my store. .892
As far | am concerned no one could choose a bgtteery store. .814
| am very confident about the success of my store. .765
| feel that | have a personal relationship with gngcery store. 737

a = Cronbach coefficient alpha.
AVE = average variance extracted
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Table 1 -Confirmatory Factor Analys (Continued)

Constructs and Items Factor
Loading
Trust (o = .900, AVE = 60.716%
| have complete faith in the integrity of tpersonnel at my store. .786
| feel quite confident that my store will alwayg to treat me fairly .849
My grocery store has been frank in dealing with .780
My store would never try to gain an advantage byedeng its clients .810
My grocery store is trustworthy. .807
| am sure that the offerings at my favorite grocepretare valuable ont .625

Opportunism (e = .865, AVE = 57.097%

To accomplish its own objectives, my store might poovide me with the best benet .658
available.

To accomplishts own objectives, my store sometimes promisedotdhings without actuall 716
delivering them

My grocery store sometimes pretends that a seigio¢ value to me, when in fact the store .846
looking out for itself.

| think that my store does not care at me. .811
My grocery store only cares about the money | 731

Familiarity (o = .861, AVE = 53.865%

Compared to other people, | know a lot about grpetsres .904
Compared to most of my friends, | know a lot abgnatcery store 915
I am familiar with many products offered by my faverstore .609
I know a lot about selecting products and servinade available by grocery stol .666
| have a clear idea about what grocery stores dhaftér for me to get maximum satisfacti AT73

Risk (o = .848, AVE = 53.981%)

| am concerned about making a mistake in choosigigeery store 714
The decision to choose a grocery store involvel Hik. .829
If | have to switch my current store, | might lasmme benefits | have alreaearned. .793
| think that there is a hidden cost if | switch Ewrrent store .746
Switching among stores involves a cost in terminoé and effor! .562

Communication (a = .853, AVE = 54.661%

My store keeps me informed of new prodt .585
My store clearly explains the product features whask .738
When | make suggestions, the personnel workingyastare always listen to my suggestic .798
If I want to, | can have detailed conversationsarding products and prices with persor .846
from my store.

As far as | know, my store cares about receivimglfimck from its custome .702

Involvement (o = .889, AVE = 62.035%

| have great interest in grocery sto .849
Grocery stores are fascinating. .879
| have a compulsive need to know more about grostemgs .783
| like to make comparisons between grocery st .641
| like to talk to my friends about grocery sto .764

Shared Personal Valueso = .774, AVE = 81.578%
In this business, unethical behaviors shouldntolerated. .989
In this business, using unethical advertising cabegustified .608

a = Cronbach coefficient alpha.
AVE = average variance extracted
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Table 1 — Confirmatory Factor Analysis (Continued)

Constructs and Items Factor
Loading

Shared Management Valuesd = .725, AVE = 41.815%)

In this business, unethical behaviors shouldn'tdberated. 752

In this business, using unethical advertising cabegustified. .815

The way opportunistic stores try to get new custengunethical. 499

It is unethical to call a competitor's customers #&ny to convince them to switch stores. 439

Satisfaction with Service ¢ = .908, AVE = 72.680%)

This is one of the best experiences with a grostase | have ever had. 729
This grocery store is exactly what | need. .907
This grocery store has worked out as well as | ghbit would. .902
This grocery store has adequately fulfilled my etptons. .860
Satisfaction with Employees ¢ = .876, AVE = 64.131%)

Employees at my current grocery store give me pedsattention. .809
Employees at my current grocery store know what tve doing. 794
Employees at my grocery store are never too busysjpond to client requests promptly. .839
Employees from my favorite grocery store are polite .760

Satisfaction Despite Competition ¢ = .896, AVE = 68.407%)

Compared to the other stores, my grocery storeoffee best products. .822
Compared to the other stores, my grocery storeHealkest reputation. .828
Compared to the other stores, my stores gives custothe best satisfaction overall. .860
| am satisfied with my decision to choose thisetover all the other stores. 797

a = Cronbach coefficient alpha.
AVE = average variance extracted

In order to apply the framework to store usersine with the purpose of this research,
adult consumers were approached in a geographiealvehere 1) consumers have access to
grocery stores carrying either national or local lmth types of brands, 2) different
requirements to get customer satisfaction in trartdlerm and gain customer loyalty, trust
and commitment in the long-term can be scrutinized, 3) consumers predominantly share a
Hispanic ethnic background.

Numbering more than 50 million people, Hispanic staners are the largest minority,
approximately 16% of the U.S. population. Hispatnnisumers represent several countries
of origin in Latin America, in particular Mexico asell as countries in Europe and Asia.
Despite the range of national origin, common dempigics and similar ethnic traits are the
basis for the official U.S. government designatmithis large demographic segment as
“Hispanic.” Consumer researchers have generalljistiuHispanics on the basis of the strong
impact of cultural heritage on consumer behavioa@, 1967), the constraints that the
social majority imposes on minority ethnic groups limit both consumption and
opportunities for self-fulfillment and psychologicaell-being (Hirschman, 1985), and the
situational effects, such as social surroundingd @roduct type, that moderate the
relationship between felt ethnicity and consumenaveor (Stayman & Deshpande, 1989).
We assume in this study that Hispanic consumers degiyonstrate social and situational
differences in the way they get customer satisdacttrust others in the society, commit to
others, and become loyal customers.

Only heads of households and/or adults who ackrdiyelé having shopping experience
were interviewed. The actual sample included 36Bescustomers. Table 2 summarizes the
sample profile. About 62% are women, 45% marréatl 41% older than 30 years.
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Table 2— Sample Profile

Characteristics Percentages

Gende

Males 38.3

Female 61.7
Marital Status

Marriec 44.8

Single 46.4

Divorced or Separat: 8.8
Age

20 years or le! 4.7

Between 2-30 years 54.2

Between 3-40 years 15.8

Between 4-50 years 15.0

50 years or moi 10.3

4. Results andDiscussior

4.1 Results on the Measures Used

Table 1 shows all the constructs measured incluttiegtems used, their factor loadings, t
reliability coefficients ¢), and the average variance explained (AVE). Tém$ representin
cognitive, affeawve, and behavioral loyalty loaded as expectedamesponding construct
with a minor exception. Behavioral loyalty refledtevo components, an inner and an o
tendency of behavioral loyalty as best describedhieyitems themselves (see Table 1ll
four constructs reflecting customer loyalty showhhreliability coefficients (above .80) a
significant average variances explained. As a tesustomer loyalty is a secc-order factor
derived from four constructs.

Similarly, the items represeng customer commitment and trust and the itemsatafig
the three types of satisfaction (with the serviegh employees, and with the competitic
loaded as expected with reliability coefficientsoad .85 and average variance explai
above 67%. Custoer satisfaction is a secc-order factor derived from three constru

Both sets of constructs, loyalty and satisfacticgrevfurther analyzed using structu
equation modeling to obtain corresponding se-order factors and a simultaneous fit of
model. Figure 2 shows the w-fitted seconddrder constructs of customer loyalty ¢
satisfaction and the resulting overall fit of thedel representing the explanation ch
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Figure 2 — Customer Store Loyalty: Explanation @habEM Results
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Table 3 reports on the model fit measures inclu@@ig = .920, NFI= .863, Chi Squar
(692) = 1,520.621 at p = .000, RMSEA= .058, and $MO073. These are all plausil
goodness of fit results. Both Figure 2 and Tab&ds® show the explained varian of Trust
(R = .617), Commitment (* = .728), and Loyalty (R= .729), denoting high levels
explanation, before additional variables are cargid in the mode

In contrast, data from a sample of -Hispanic consumers (not reported in this pa
shows slightly weaker explanatory results for Trug? = .567), Commitment (* = .708), and
Loyalty (RZ = .687).

4.2. Results on the Loyalty Process

Tables 4 and 5 quantify the loyalty process retetiops charted in Figure 1. Table 4 she
the mutual redtionships among all constructs. All core variabdee highly and positive
related at p < 0.01 level. Similarly, all modengtifactors are significantly related at p < 0.
except for 4 relationships (commitme— opportunism; commitmentshared prsonal values;
shared personal valuesstore familiarity; shared manager vall— perceived risk) that ai
significant at p < 0.05, and 6 relationships out28f (opportunisnm- shared manageme
values; opportunismshared personal values; opportun~ consumer involvement; shar
personal values eommunication; shared personal vali- perceived risk; shared persol
values -consumer involvement) that are not signific

Finally, all core variables are significantly redt though not always powvely, to all
moderating factors at p < 0.01. Opportunism is tiegly related to all core variable
signifying the counteeffect of an "egoist" trait to the relational propes of loyalty,
commitment, trust and satisfacti

Table 5 shows the joint ects of the independent variables on the dependeigble,
loyalty, using hierarchical moderated regressioalyamis with on-tailed test for significanc
when testing for the various effects. Three modetsused in order to observe the seps
effeds of groups of variables starting with the corealdes (Model 1), following with th
moderating variables (Model 2), and finishing wéimple interaction terms between a c
variable and anoderating variable (Model :

Notably, the core variables plain a relatively high Rcoefficient (.607) for custome
loyalty to the store (Table 5, Model 1) whereas tiederating variables impact loyalty ot
to some extentA R? is .017) as seen in Model 2. With that advant#ige jinteraction term
increase le coefficients to .637A(R®> = .015) as shown in Model 3, indicating a mi
presence of sub processes in the overall procegsrmrating and sustaining customer s
loyalty.

The moderating effects of shared personal valuesaating with trusin Model 3 are
particularly notable. Shared personal values Baamtly and negatively interact wi
customer trust. When shared personal valuesrasemt, the role of trust becomes reduc
The more personal value is shared by the custotherless trusting to the store is t
customer.

In contrast, data from a sample of -Hispanic consumers (not reported in this pa
shows similar results although the impact of theea@riables on customer loyalty is sligh
lower (.555); the additional fect of the moderating factors is also weake? = .582) despite
a greater increase in effects R? is .027); and the additional effect of meaningfukractions
is little (R? = .597) despite a significant interaction Tr— Shared Personal Value-.072*+*)
which produced a slightly greater increase in dveffects A R? is .015)
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Table 3 — Fitting of Results to the A-V Explanati©hain (see Fig. 2)

Measurement Parameter Estimates (Standardized)

Factor Loadings Error Variances

ASat_E1  .821* ALo_BI1 713 €Sat_E1 064> eLo_BI1  .086™*
ASat_E2  .802* ALo_BI2 S73** €Sat_E2 .050+* eLo_BI2  .138*
ASat_E3  .813* ALo_BI3 .894x* eSat_E3 067> eLo_BI3  .054*
ASat_E4  .766** ALo_Bl4 913 eSat_E4 .058** eLo_Bl4  .046*
ASat_S1  .742 ALo_BO1 .858* €Sat_S1 .068* eLo_BO1 .086*
ASat_S2 .89 ALo_BO2 .854+ €Sat_S2 037 eLo_BO2 .103*
ASat_S3  .892+ ALo_Al 46 €Sat_S3 031 eLo_Al 114
ASat_S4  .880+* ALo_A2 .850* €Sat_S4 029+ eLo_A2 .068+*
ASat_ C1  .820+ ALo_A3 19 €Sat_C1 .04 3+ eLo_A3 127
ASat_ C2  .812+ ALo_A4 T AL €Sat_C2 .04 7 eLo_A4d .08+
ASat_ C3  .867* ALo_A5 784+ €Sat_C3 034+ eLo_A5 .08 T+
ASat_C4  .807* ALo_C1 571 €Sat_C4 047 eLo_C1 .095*
ATrustl 809+ ALo_C2 645 €Trustl .058** eLo_C2 i
ATrust2 844+ ALo_C3 704 €Trust2 .045 eLo_C3 .082+
ATrust3 N ALo_C4 769 €Trust3 .053* eLo_C4 .09 I
ATrust4 793+ ALo_C5 .655** eTrust4 .063** eLo_C5 .083**
ATrust5 .805** eTrust5 046+

ATrust6 620 eTrust6 079

AComtl 848+ eComtl 048+

AComt2 861+ eComt2 049+

AComt3 801 eComt3 069+

AComt4 798 eComt4 054+

AComt5 TSP eComt5 .088**

Structural parameter estimates ~ Gamma (y's)

ySatisfaction-Trust 785+

yTrust-Commitment .853+**

yCommitment-Loyalty 854+

Second order factors Second order factors Gamma (y's)
yLoyalty-Loy_BInner T3 ySatisfaction-Sat_E 867+
yLoyalty-Loy_BOuter 27 ySatisfaction-Sat_S 868+
yLoyalty-Loyal A 954 ySatisfaction-Sat_C 946
yLoyalty-Loyal C .93

Explained variances: RTrust = .61 7+ R’Commitment = .728*  R®Loyalty = .729*

Goodness of fit

X2(692) = 1520.621, p = .000
RMSEA = .058

SRMR =.073

NFI = .863

CFI =.920
TLI =.914

T p<.001 (two-tailed)
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Table 4 — Correlations Matrix

Variable 1 2 3 4 5 6 7 8 9 10 11 12

1. Loyalty 1.00

2. Commitment 751 1.00

3. Trust .681** . 757** 1.00

4. Satisfaction .620%* .639* .709** 1.00

5. Opportunism -.154**-135*% -.281* -263** 1.00

6. Shared P. Values .152* ,107*.219* .243* -.083 1.00

7. Shared M. Value .148* ,194* 228* .296** -.082 .369* 1.00

8. Communication 478*  518* 544** 636** -.259** .097 274**  1.00

9. Store Familiarity .529** .540* .481* .551* -078 .128* .155% .482* 1.0(

10. Store Choice .323** . 404** .381** .310** .162** .197** .205** .262** .342* 1.00

11. Perceived Risk  .215* ,329**.169* .257* .243* 016 A31*  .302** .324** 140 1.00

12. C. Involvement .333* 471* 310** .369* .048 .001 .198* 536** 520** .203** .548* 1.00
" Correlation is significant at the 0.01 leve-tailed).

" Correlation is significant at the 0.05 leve-tailed).

Table 5 -Regression Results: Explanation Chain and Modegy&tactor

Dependent Variable: MODEL 12 MODEL 2° MODEL 3°
Customer Loyalty b t-value b t-value b t-value
Constant 18.190*** 5.761 16.033*** 3.615 -3.974 -.202
Commitment 1.414%* 9.803  1.426*** 9.047 1.243* 1.814
Trust A461%** 3.082 4127 2.647 1.255 1.557
Satisfaction .262%** 3.520 .178** 2.283 .163** 2.043
Opportunism .083 .832 .204 .366
Shared Personal Values 192 .955 1.620* 1.778
Shared Management Values -.146 -1.231 -.501 -.813
Communication .149 1.064 .625 1.118
Familiarity A42%xx 3.351 .007 .010
Product Choice -.168 -772 -.447 -.599
Perceived Risk -.080 -.782 -.052 -.106
Consumer Involvement -.175* -1.631 .558 1.173
Trust X Opportunism -.004 -.275
Trust x Shared P. Values -.050* -1.707
Trust x Shared M. Values .027 .954
Trust x Communication -.017 -.939
Trust x Familiarity -.014 -.530
Commitment x C. Involvement -.029 -1.567
Commitment x Shared M. Values -.019 -.671
Commitment x Familiarity .036 1.426
Commitment x Product Choice .014 470
Commitment x Perceived Risk .000 -.024
R? .607 624 637

F 184.241 52.894 28.371

AR? .017 .013

4Core variable effects
® Moderating variable effects
°Two-way interaction effects

"p<.10,” p<.05,” p<.01 (onetailed test for hypothesized relationshi
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5. Conclusions

In response to the first research questidiihkat are the critical components of an explanation
chain of customer loyalty2this research found that the impact of satisfactioust, and
commitment on customer loyalty is sequential in them of an explanation chain. A
satisfactory experience with the store serviceseangloyees generates customer trust, which
in turn produces relationship commitment betweendisstomer and the store, which in turn
results in customer loyalty in the long term. Bytieg an explanation chain, this study
contributed an account of how store users becowya to the store. It was found that the
process of providing customer satisfaction and geimg customer loyalty in stores is
dependent on the core factors of the V-A approadduin particular commitment and trust,
the necessary mediating variables of the satisiadtyalty link.

In response to the second research questibhat are the significant moderators of the
relationships taking place in the explanation ctraithe effect of trust can be mildly reduced
by the prevalence of shared personal values inoowss’ behavior. Yet, an attempt to
uncover other moderating effects using the otheersgotential factors did not result in
additional explanation. The results show that matitmer variables affecting customer loyalty
may be mild at the best, not directly but indingcdnd not to the level of effects caused by
the core variables, satisfaction, trust, and commeitt in this sequential order.

In response to the third research questiblew similar or different are Hispanic
consumers in the way they become loyal to the sty patronize?+his study shows non-
significant differences in the way the process @fgrating and maintaining customer loyalty
takes place. Both Hispanic consumers and non-Hisg@mnsumers become loyal customers
following the path suggested by the explanationm;hHaowever, Hispanic consumers reflect
higher levels of satisfaction, trust, commitmemgd doyalty than those reported for non-
Hispanic consumers. For both groups of consumkescore variables significantly impact
the generation of customer loyalty while other ables, such as the moderating variables
explored in this research, have a negligible impact

There are practical consequences of this reseanctihe understanding of loyalty
formation among store customers and the manageofehé store seeking to develop long-
term relationships with buyers. Customer satigdactalone will not result in customer
loyalty, unless managers are complacent about teggaurchase (spurious loyalty) in a
context of little or no competition. In today'svéenment of increasing competition among
stores, earning "true" customer loyalty is requiradditionally, attaining customer trust and
commitment is an essential component in the patbaoh customer loyalty in the long term.

This study is limited by the sample and the useeight moderating factors. More
representative sampling and additional moderatemiatles may capitalize on the properties
of the V-A approach to a greater extent to exptaime" loyalty more fully and, at the same
time, understand customer store loyalty more thginbu
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