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ABSTRACT  
 
The purpose of our study is to investigate the effects variables such as assortment, 
service quality, switching costs and economic value have on customers’ loyalty in the 
retailing context. We examine four levels of loyalty, which are cognitive, affective, 
conative and action loyalty. Additionally, we have included customer price acceptance 
and brand preference in our study, due to the reason that these are factors affect a choice 
of retailer by customers. Our research question is stated in the following way:  
 
How does assortment, service quality, switching costs and economic value affect 

customer loyalty in the retail market in Umeå? 
 
Our findings enabled us to examine the proposed conceptual model and test the stated 
hypotheses. Firstly, when it comes to service quality, two hypotheses were supported 
that this variable has positive effects on cognitive and action loyal customers. Secondly, 
three hypotheses were supported indicating that switching costs have positive effects on 
affective, conative loyalty and action loyalty. Lastly, none of the hypotheses were 
supported regarding assortment or economic value and the four loyalty levels. 
Furthermore, we were able to provide current and potential retailers with customers’ 
price acceptance levels as well as their brand preferences. This knowledge will enable 
retailers to offer brands that are attractive to customers, and charge prices that 
customers are willing to pay for, thus, creating a competitive advantage. 
 
In order to gather the required data for our research, we conducted a quantitative 
research. Our survey included questions that would give us the information needed to 
fulfill our research purpose. Our sample included students living in Umeå. We analyzed 
104 responses by using the regression analysis. 
 
Our study makes a theoretical contribution by addressing a gap in research on retailing. 
There have been past studies that analyzed the different customer loyalty levels. There 
has also been previous research on how a customer perceives a retailer’s assortment, 
service quality, switching costs and economic value. Nonetheless, previous studies have 
not been conducted to examine if assortment, service quality, switching costs and 
economic value have effects on the four levels of loyalty. Therefore our thesis makes a 
theoretical contribution and is of practical relevance to retailers providing them with 
relevant information on what customers perceive as essential factors in a retail store 
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1. INTRODUCTION 
 

In this chapter, the reader will be introduced to our choice of topic, the theoretical 

background, and our research gap. These sections will cover the factors that influenced 

our decision in choosing this topic, the theory we used behind our choice, and the 

reason we feel our thesis is of practical relevance. This chapter then continues with our 

research question and the purpose of our study. We state the question we aim to 

answer, and an explanation of what our study has to provide. We conclude the chapter 

with an introduction to Wedad’s Footwear, Accessories, & Clothing.  

 
1.1 CHOICE OF TOPIC 

 
We have been studying International Business at Umeå University for 3 years, this has 
enabled us to cover a vast range of business studies. Comparing all the courses we have 
studied, we are most interested and intrigued by Marketing and Business Environment. 
We have therefore directed our research towards these topics, and choose to narrow it 
down to explaining the variables that affect loyalty in a retailing context, as well as to 
evaluate the importance of prices and brands of a retail store.  
 
A retailer is a store that offers a mixture of merchandise (Dabholkar et al., 1996, p. 3). 
With regard to a retail store, footwear, accessories and clothing are of interest to us as 
we both enjoy going shopping for them. We are even more fond of the idea of a store 
that includes all three garments, as it saves our time and efforts to go to one store that 
has all three, rather than going to three different stores that are category specific. We 
feel it works even more to our advantage if a retail store consists of several brands, 
because a retail store that has several brands widens our range of choice. 
 
Once having had moved to Umeå, we noticed that there is not a large range of retail 
stores in town. We have lived in Umeå for 3 years now and noticed that the choices of 
retail stores that consist of footwear, accessories and clothing are not sufficient. These 
few retail stores have limited competition. Thus came our idea of bringing an existing 
retail store to Umeå, and filling this gap in the market. 
 
In The Gambia, there is a retail store that has these 3 categories of merchandise, it is 
called Wedad’s Footwear, Accessories & Clothing. We have the knowledge that it is 
interested in opening in Europe, so we suggested Umeå due to our easy access of the 
town. One of us has been going to this retail store since a young age and has always 
been satisfied with what they offer. Not only is it different assortments of merchandise, 
but it is also consists of different brands. There are mainly Scandinavian brands, that is 
why we feel it will adapt well to the customers in Umeå, as it is the style of merchandise 
they are familiar with.  
 
Although this store is successful in The Gambia, we are aware that the customers may 
have a different point of view about this new retailer in Umeå. Thus, we want to 
research what potential customers in Umeå perceive as an important determinant in the 
choice of a retailer . We are therefore going to focus on several aspects of a retail store. 
To begin with, we are keen to research whether variables of a retail store affect the 
levels of loyalty that customers already have in Umeå. As there are numerous variables 
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to consider, we have chosen to narrow them down to the key characteristics of a retail 
store such as assortment, service quality, economic value, and switching costs. In 
addition to the levels of loyalty, we are also going to measure the customers’ 
willingness to pay for merchandise, as price is an essential factor considered by 
customers. Finally, we will look into the potential customers’ preferences of the brands 
Wedad’s has to offer. This evaluation can assure Wedad’s of the customers’ demand of 
the brands they currently offer.   
 
1.2 THEORETICAL BACKGROUND 
 
The loyalty that a customer has to a retailer is vital in the retail industry since it deals 
with the conflicts customers face when choosing a retailer (Coats & Sanders, 2011). 
According to Oliver (1999, p. 35-36), there are four different levels of loyalty; 
cognitive, affective, conative, and action. He declares that all these levels are developed 
by a customer due to different characteristics, and the level in which a customer is on 
determines their switching behavior.   
 
To be successful, a retailer has to be able to differentiate itself from its potential 
competitors, thus, creating higher levels of customer loyalty than the competitors can 
(Dabholkar et al.,1996, p. 3). By finding out how assortment, service quality, switching 
costs and economic value affect the current level of loyalty that customers already have 
towards their main retailer, we are able to conclude which of these factors Wedad’s 
should focus on in its retail store in order to attract potential customers. 
 
When it comes to researching a current market regarding whether variables affect the 
customers levels of loyalty in a retail store, there are several considerations that 
determine  customers’ choice. Previous literature gives an overview of how these 
variables affect customer loyalty levels in the retailing context. Firstly, prior studies 
have been conducted to evaluate how a customer perceives a retailer’s assortment size 
(Diehl & Poynor, 2010). A customer’s perception of assortment size regards how 
attractive a customer sees a retailer’s assortment, and whether they would return or not 
due to it. Secondly, we evaluated the service quality (Dabholkar et al., 1996). The 
quality of service in a retail store determines if customers’ expectations of the in-store 
experience and experience of the goods themselves have been met. Thirdly, we regard 
switching costs to be an important factor. Switching costs are the costs a customer 
encounters whilst deciding upon alternatives (Jones et al., 2002). Lastly, we have 
considered economic value. Regarding economic value, we are referring to the the value 
for the money (Arnold et al., 1978). The value for money is associated with the value it 
costs a customer to be at a retailer. Both economic value and switching costs are 
important variables as they affect a customer’s choice of retailer. 
 
In addition to those factors, we considered price. Price determines how much a 
customer is willing to spend on a given product and how important monetary costs are 
to them (Herrmann et al., 2007). By researching how much they are willing to pay, we 
can conclude what prices will positively reach their expectations. The price of goods is 
very important for the customers as it affects their buying behaviour (Yuan & Han, 
2011). Furthermore, we investigate the demand for the brands that Wedad’s has to offer. 
The preferences of brands affect customers buying behavior and their choice of retailers 
(Alreck & Settle, 1999). Hence, we feel it necessary to include specific brands in our 
research for Wedad’s to be well aware of which to offer in Umeå.  
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These are all relevant variables to consider when planning an entry into a new potential 
market of customers. However, in order for us to find out to if each of these variables 
affect customers’ loyalty levels in Umeå, we have created our own model. That is, we 
use assortment, service quality, switching costs and economic value as independent 
variables that affect the different types of loyalty (dependent variable). This way, we 
can determine what Wedad’s should focus on in its retail store in order to affect loyalty 
towards its potential customers.  
 
1.3 RESEARCH GAP 
 
There is large number of previous studies that focuses on customer behavior. A broad 
variety of research focusing on customers exists due to the fact that a firm that 
comprehends the wants and needs of their customers determines the level of success 
they have (King & Burgess, 2007). Once a customer’s expectations have been met, the 
customer attains satisfaction (Diehl & Poynor, 2010, p. 313). A firm aims to satisfy 
their customers in order to create a repurchase intention (Blut et al., 2007). Customer 
satisfaction is important to obtain as the level of satisfaction results in either short or 
long term profits for a firm (Gagliano & Hathcote, 1994, p. 60). These costs are 
essential to take into account as they determine the gains/losses a firm will deal with in 
regard to whether their customers return due to satisfaction (Gagliano & Hathcote, 
1994).  
 
Regarding the research we have reviewed, all studies focus on customer behavior, but 
on different aspects of it. When it comes to the previous study on loyalty, they research 
how factors such as social benefits, switching costs and the attractiveness of 
competition affect a customer’s loyalty (Blut et al., 2007). In relation to assortment, this 
study entails the customer’s choice of a retailer and their willingness to switch retailers 
due to the assortment the retailer provides (Diehl & Poynor, 2010). With regard to 
service quality, Dabholkar et al. (1996) research how a retailer’s service quality affects 
the customer’s expectations of experience. They state that a retailer must gain 
competitive advantage through the service quality they provide. On a past study 
regarding switching costs, Jones et al. (2002) measured how switching costs are 
dependant on how loyal the customer is. For economic value, Arnold et al. (1978) 
measure the price value of a customer along with how important a customer views a 
store’s service and quality. When it comes to price, Weiner (2001) focuses on the 
different methods of conducting price research in order to determine customer demand. 
Lastly, Alreck and Settle (1999) look into strategies for building customer preference, 
they emphasise on the importance of brand preference in regards to customer demand.  
 
Several of the past studies we have reviewed relate to each other, such as Jones et al. 
(2002) measuring the relation of switching costs to the level of loyalty a customer has, 
or Diehl & Poynor (2010) relating switching costs in the study of customer’s choice of 
retailer due to the assortment, and so forth. However, none of these studies involve all 
key variables we see as important for a retailer to consider. Hence our choice of topic to 
combine past research of assortment, service quality, switching costs and economic 
value in measuring whether they affect customers’ loyalty level. As price and brand 
preference is proven to be important to a customer, we include this in our research too.  
 



 

 4 

We consider our thesis to be of practical relevance to retailers as we provide them with 
the necessary information regarding what a customer considers important in a retail 
store. As a retailer reaches their customers’ expectations of what they feel is important, 
their customers are satisfied, thus coming back for more. Moreover, the continuous 
return of customers develops loyalty to a retailer, which is what retailers want as loyalty 
increases profits (Blut et al., 2007; Oliver, 1999). 
 
1.4 RESEARCH QUESTION 
 
How does assortment, service quality, switching costs and economic value affect 
customer loyalty in the retail market in Umeå? 
 
1.5 PURPOSE  
 
The main purpose of this thesis is to examine the effects of assortment, service quality, 
switching costs and economic value on customer loyalty in the retailing context. The 
study focuses on four types of loyalty such as cognitive, affective, conative and action. 
Our research aims to provide valid information for Wedad’s, already existing retailers in 
the Umeå apparel market, and retailers who are interested in entering this market, on 
how selected variables affect customer loyalty. Additionally, our research evaluates the 
price range accepted by customers and their brand preferences in Umeå. Regarding the 
loyalty levels, this information will guide retailers towards what they should focus on in 
their retail store in order to create customer loyalty. The price range of customers assure 
retailers of what customers are willing to spend, and the brand preferences show 
particularly Wedad’s which brands they should or should not offer in Umeå. 
 
By Wedad’s efficiently fulfilling their potential customers’ expectations and learning 
about relevant factors affecting their perceptions of a retailer, it can become a successful 
retail store in Umeå.  
 
1.6 THE RETAIL STORE 
 
We will briefly introduce Wedad’s Footwear, Accessories & Clothing. The reasoning 
behind this introduction is so the reader is acquainted with the store to get a general 
understanding of it. We have interviewed the owner of the retail store, Wedad 
Bensouda, to gather the provided information. 
 
Wedad’s footwear, accessories and clothing is a retail store based in The Gambia. W. 
Bensouda (personal communication, April 22, 2013) states that it was established in 
1986, as a much smaller store, but has grown up to 8 times the size since then. It was 
founded by her and her husband. The store sells merchandise for women, men and 
children. W. Bensouda (personal communication, April 22, 2013) explains that the 
store’s merchandise consists of shoes, men’s clothes, women’s night and loungewear, 
swimwear, beach towels, jewelry, bags, wallets, travel luggage, belts, socks, hats/caps, 
scarves, underwear, glasses, hair accessories, ties. Their suppliers, merchandise 
assortment, employment, and target group has changed over the past 26 years, adjusting 
to what is the most successful variety for the Gambian market. There is only one 
Wedad’s store, which is a total of 500sqm. 
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Wedad’s Footwear, Accessories & Clothing is the name picked for this retailer store by 
reason.  By having a general referral of a name, Wedad’s is assuring customers that they 
have products within footwear, accessories and clothing.  
W. Bensouda (personal communication, April 22, 2013) claims that Wedad’s caters to 
men, women and children, from ages 1 to around 65 years old. The average customer is 
of middle-class. The brands Wedad’s has been offering over the past 26 years has 
changed due to altered customer preferences and prices that have increased. W. 
Bensouda (personal communication, April 22, 2013) lists current brands that Wedad’s 
offers for men’s clothes are Jack Shore, Jacks, Shine, ShineJeans, Lindeberg; all from a 
Danish company called Texmen. Another Danish company called Friis & Co supplies 
bags, belts, shoes, swimwear, women’s loungewear and lingerie, sunglasses and wallets. 
Prestige are the suppliers of glasses too. Panos Emporio is a Swedish company that 
supplies Wedad’s with the majority of their swimwear. Björn Börg is a Swedish 
company that supplies Wedad’s with bags. Dyrbergkern and Darling are suppliers of a 
large quantity of the jewelry. Piu Piu is a Norwegian brand that supplies Wedad’s with 
jewelry, watches, scarves and wallets. Titan and Epic are the supplies of suitcases. Tiger 
of Sweden is supplier of belts, as well as a line they own Saddler, who is also a supplier 
of belts. Ullared is a Swedish company that supplies Wedad’s with a majority of their 
shoes. Bozzini is also a Swedish company, that is a supplier of handbags as well as 
wallets. Finally, Checkmate is the suppliers of the kids accessories.  
 
W. Bensouda (personal communication, April 22, 2013) explains that twenty-six years 
ago, Gambia was very much lacking quality imported merchandise of footwear, 
accessories and clothing. Thus came W. Bensouda (personal communication, April 22, 
2013) and her husband’s business idea of starting this retail store. The assortment of 
goods was chosen to supply the fashion market with what it lacked. Wedad’s 
merchandise are all imports from Scandinavia (Sweden, Denmark, Norway). 
 
Due to the large variety of goods, it allows customers to find what they are looking for. 
Furthermore, even though a customer may only come to buy one item, being surrounded 
with all sorts of merchandise, they often find something else that they would like to 
buy. by purchasing  more than what they came to the store for; customers enlarge their 
shopping bags as well as Wedad’s income. 
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2. THEORETICAL FRAMEWORK 
 

In this chapter the reader will be introduced to previous research and theories that we 

consider important in relation to our research topic. We begin with a wider prospect of 

customer behavior, and continue with loyalty and the variables that affect the different 

levels of loyalty. We then discuss the importance of price and brand preferences. This 

chapter is concluded with our conceptual model.  
 
2.1 CONSUMER DECISION-MAKING PROCESS  
 
A firm that has products to sell is interested in knowing what their customers’ like and 
dislike, what they have to sell, and how the process looks like that their customers go 
through when making a buying decision (Jobber and Fahy, 2009, p. 56). A firm is keen 
on knowing this so they can offer their customers what they will want to buy (Jobber 
and Fahy, 2009). What is considered to be fashionable is constantly changing, a firm 
cannot take what their customers like for granted as a firm has to keep up with what 
their customers are interested in purchasing (Jobber and Fahy, 2009, p. 57). 
 
 
 
  

 
 

 
Jobber and Fahy (2009, p. 60) state that the consumer decision making process is a 
series of stages that begins at problem awareness, followed by information search, 
evaluation of alternative, purchase and ends with an evaluation of decision, Figure 1 
demonstrates these stages. The first stage, need recognition/problem awareness, occurs 
when the customer is in need of a product. Whether the customer solves this problem 
depends on how much they want/need the product, and how important it is to have it 
(Jobber and Fahy, 2009). Relating this first stage to the retailing context, this may occur 

Need Recognition/ Problem Awareness 

Information Search 

Evaluation of Alternatives 

Purchase 

Post-Purchase Evaluation 

Figure 1 – Consumer decision-making process  (Jobber and Fahy, 2009, p. 60)  
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when a customer realizes that they have to buy a new pair of shoes, for example. The 
second stage, information search, begins once a customer has decided that they want to 
go through with a purchase (Jobber and Fahy, 2009). This search can be from a 
customer’s memory, advice from friends/family or other ways of searching such as the 
internet (Jobber and Fahy, 2009). Regarding the customer in need of shoes, she may ask 
her friends where they buy their shoes, seeking advice on where to go. Once having 
gotten enough information on the product, stage three of the decision making process 
entails that the customer evaluates the alternatives and decides upon which they want. 
At the third stage, she has discussed her friends and family’s advice on where to shoe 
shop, and picks one of the alternatives they suggested. 
 
A customer decides whether a retailer's product gives them satisfaction before they buy 
the product (Oliver 1996, cited by Diehl & Poynor, 2010). Thus, if they are satisfied, 
they buy the product, if not, they don’t. After the fourth stage (the purchase stage) of the 
decision-making process, the customer has the chance to evaluate this product, which is 
the fifth and last stage (Jobber and Fahy, 2009). This is when the customer has gone to 
the shoe store she picked out of her friends advice, and she purchases the pair that gives 
her satisfaction. As a customer is in the process of creating an experience with this new 
product, how positively they are satisfied concludes their memory of that experience. A 
customer that has continuous positive experiences are bound to return to to re-gain that 
satisfaction. Hence, creating loyalty towards this firm (Blut et al., 2007, p. 726).  
 
Expectations “are attribute performance reference levels a customer uses when 
perceiving and evaluating individual attributes” (Golder et al., 2012, p. 4). According to 
this definition, a customer has expectations towards attributes. In relation to our 
research, these attributes can be looked upon as assortment, retail service quality, 
switching costs and economic value. According to previous research, a retailer’s 
assortment are important to a customer in the retailing context (Diehl & Poynor, 2010; 
Arnold et al., 1978; Baumol & Ide, 1956; Kahn & Lehmann, 1991; Ariely & Levav, 
2000; Jones et al., 2002; Iyengar and Lepper, 2000; Chernev 2003; Wang, 2004). 
Studies have been done on service quality indicating that the service quality of a retailer 
affects the customer’s experience of the store (Parasuraman et al., 1985; Dabholkar et 
al., 1996; Golder et al., 2012). Past research based on switching costs examines 
customer choice of a retailer based on their switching costs (Blut et al., 2007; Dick & 
Basu, 1994; McMullan & Gilmore, 2003; Jones et al., 2002). Previous studies have 
indicated that customer’s economic value is substantial to them (Perloff, 2012; Arnold 
et al., 1978; Christopher, 1996). By reaching customer’s expectations of what is 
important, and reaching these expectations, they will experience satisfaction (Diehl & 
Poynor, 2010). Satisfaction is accomplished through a customer’s experience, when 
what they have expected is positively matched (Diehl & Poynor, 2010). As they 
continuously experience satisfaction, they develop loyalty (Blut et al., 2007).  
 
Having loyal customers is beneficial to a firm as they will gain profits (Oliver, 1999). 
Thus, a firm’s aim is to gain customer loyalty from their customer base. For this reason, 
we want to research whether these attributes affect customer loyalty in order for a 
retailer to create or change loyalty levels of customers that have loyalty elsewhere. In 
addition, previous research indicates that a customer’s view on a firm’s price (Travis, 
1982; Weiner, 2001) and brands (Alreck & Settle, 1999) play a role a customers choice 
of retailer, hence us including this in our thesis too.  
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2.2 LOYALTY 
 
The establishment of customer loyalty is an important outcome of a firm’s marketing 
strategy (McMullan & Gilmore, 2003). The rate at which a customer is willing to switch 
from one firm to another depends largely on their loyalty towards the firm. Loyalty of 
customer behaviour can be defined as the assurance that a customer will repurchase a 
good that they favor, which will evolve into a continual same-brand or same-firm 
buying, regardless of factors that may influence their opinion to substitute or swap 
goods (Oliver, 1997, p. 392). Loyalty means that a customer has trust and faithfulness 
towards a firm (Oliver, 1999, p. 42). Having loyal customers is a large advantage to any 
firm, as they will benefit with profits (Oliver, 1999). 
 
Loyalty can be linked to the amount of satisfaction a customer gains; the more a 
customer is satisfied by a given firm, the higher the chance they are likely to return 
(Blut et al., 2007). Furthermore, in order for satisfaction to begin affecting customer 
loyalty towards a firm, visits to this given firm have to be repeated so their experiences 
become intertwined (Oliver, 1999). For a customer to continue being loyal, they have to 
believe that that firm is the “best alternative” (Oliver, 1999). Customers’ thoughts of the 
best alternative does not emerge from the satisfaction of a one-time purchase, it 
develops after continuous purchases (Oliver, 1999). Therefore, satisfaction can be 
looked upon as something that grows into becoming loyalty (Oliver, 1999). However, 
firms must keep in mind that just because a customer is loyal, this does not mean that 
they will always be (Oliver, 1999). Numerous amounts of purchases that create 
dissatisfaction can diminish the loyalty (Oliver, 1999). Hence, firms always having to 
keep up with competition (Oliver, 1999).   
 
Oliver (1999, p.35-36), states that there are four levels of loyalty that have different 
properties which alter a customers switching behavior; cognitive, affective, conative, 
action. Figure 2 demonstrates these loyalty levels. To begin with, cognitive loyalty is 
solely based on the cost and the benefits of the good (Blut et al., 2007). This is 
considered to be the least strong type of loyalty as it is focused on cost and not the 
actual brand. In this case, if good 1 was cheaper than good 2, for instance, a customer 
would purchase good 1 without hesitation. Cognitive loyal customer are more variety 
seeking (Oliver, 1999). 
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Oliver (1999, p. 37) notes that satisfaction can be considered to be the building block of 
loyalty, and this mainly begins at affective loyalty. If a customer has affective loyalty, 
they are more affected by a brand itself (Blut et al., 2007). This level of loyalty is 
developed due to the “liking or attitude” of a brand (Oliver, 1999). However, an 
attractive competitors offer may win over the loyalty of such a customer (Oliver, 1999). 
 
A conative loyal customer is also, like affective loyalty, affected by the brand. This 
level of loyalty is developed by repetitive satisfaction from a brand (Oliver, 1999). 
Nonetheless, their desire to switch brands occur when there are continual 
disappointments from an existing brand (Blut et al., 2007). Dissatisfaction of a 
brand/firm is where competition can swoop in (Oliver, 1999), it is the weapon firms use 
against each other as competition.  
 
Lastly, action loyalty is one that does not result in a customer acting on switching 
goods, this is the strongest of the four levels (Oliver, 1999). Even though customers 
may have competitors offerings or may be disappointed once or twice, they do not act 
on the swap. As Oliver (1999) states, “the customer is committed to its (the firm’s) 
repurchase in the future.” At action loyalty, the customer blocks out any competitive 
messages (Oliver, 1999). Nonetheless, the unavailability of a customer’s preference is a 
reason that leads the customer to switch (Oliver, 1999). 
 
Firms may face difficulties when it comes to customers landing on a level of loyalty, 
this difficulty is a variety seeker (Oliver, 1999). These kinds of customers will only 
begin to be loyal once they reach the action loyal level, once they have touched upon all 
the variety they can get (Oliver, 1999). A customer’s tastes and opinions may also 
change over time, thus shifting their loyalty levels. This is a reason for why a firm must 
keep their innovations competitive, which will continue in keeping their customers 
satisfied (Oliver, 1999). 
 

Figure 2 – Four levels of loyalty  (Blut et al., 2003, p. 728)  
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McMullan and Gilmore (2003, p. 231) portray a way of creating loyalty through social 
benefits by using frequency programs. These programs are membership clubs that 
customer can individually join, in which the customer receives rewards depending on 
how much they purchase. The more they purchase, the more rewards(social benefits) 
they receive (McMullan & Gilmore, 2003). These rewards can be in the form of 
discounts, special offers, coupons, etc. An issue with these programs is that customers 
end up focusing on the reward rather than the actual purchase (McMullan & Gilmore, 
2003, p. 231). 
 
According to Blut et al. (2007, p. 727), social benefits may have an effect on altering a 
customer’s loyalty level. Social benefits arise due to the relationship between the 
customer and an employee/retailer (Czepiel et al., 1985). As a customer frequently 
purchasing from a store, employees of the retailer and these customers are bound to 
become more acquainted (Blut et al., 2007). These relationships can lead to social 
benefits to the customer, creating loyalty to the retailer (Blut et al., 2007). For example, 
being invited to special events, discounts, coupons, and so on. These are aspects which 
draw in a customer, which can make competitor retailers look more unattractive (Blut et 
al., 2007). It is stated that high social benefits to a customer is likely to raise their level 
of loyalty from cognitive to affective (Blut et al., 2007). 
 
2.3 ASSORTMENT 
 
In a retailing store, there can be a large or a small assortment of goods. What is 
considered to be a large or small display of goods depends on the customer (Diehl & 
Poynor, 2010).  Having a larger amount of displayed goods can mean a larger variety of 
goods, or a small variety of goods (Diehl & Poynor, 2010). A larger display of goods 
can indicate a large quantity of the same product or a large quantity of variations of 
goods available to the customers to pick off the shelf themselves, and take it to the 
cashier.  
 
Baumol and Ide (1956) argues that a large assortment is beneficial for customers as the 
probability to find the product they are looking for increases. Also, a customer who is 
still unsure about their taste and desire has a larger variety to chose from, leading to 
flexibility and finding the matching product once decided what their preference is 
(Kahn & Lehmann, 1991). A large variety is useful in order to satisfy different tastes as 
well as for a customer who is searching for an alternative good matching a different 
attribute (Broniarczyk et al., 1998). Ariely and Levav (2000) state that a customer that 
has a larger assortment to choose from has less of an uncertainty factor to deal with.  
 
Although the benefits of a large assortment seem to be promising as past research has 
shown, there are also studies that demonstrate negative effects and argue for having a 
smaller assortment. For example, Diehl and Poynor (2012) declare that buying from 
retailers that have smaller quantities displayed to the customer generates more 
satisfaction to the customer as their expectations are lower. Due to the minimal amount 
of merchandise displayed, customers do not to a high extent expect to have their 
preferences completely met: this is referred to as a expectation-disconfirmation 
mechanism (Diehl & Poynor, 2010, p. 313). Offering a large amount of products might 
increase the probability of a retailer selling the desired product but decreases the 
probability of the customer finding the product on the store shelf (Schwartz, 2000).  
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Further studies made by Iyengar and Lepper (2000) illustrate that stores with large 
assortments are appealing to customers but the product variety leads to difficulties when 
deciding which product to pick. If customers have to deal with difficulties when making 
a decision on what product to purchase, the difficulty may lessen their motivation, 
preventing them from purchasing a good or regretting the choice made (Iyengar and 
Lepper, 2000).   
 
Diehl and Poynor (2010) claim that the more the quantity of displayed merchandise, the 
more the customer is less satisfied, as the customer expects for their preferences to be 
met. The higher the amount of displayed merchandise, either the more negative 
expectation disconfirmation, or the less positive expectation disconfirmation (Diehl & 
Poynor, 2010, p. 320). A larger amount of merchandise displayed can also raise 
uncertainty that the customer is making the right choice (Chernev, 2003). The large 
amount of merchandise may make them feel unease as there is the thought of finding a 
more satisfying option that they just have not noticed yet (Diehl & Poynor, 2010, p. 
313). Moreover, customers that feel uncertain with their decision due to the large range 
of options could end up not purchasing at all (Iyengar & Lepper 2000; Diehl & Poynor, 
2010, p. 312). 
 
One might think that the larger assortment a store has, the better off the customer due to 
more options to fit their preference. However, this is when the factor that may cause 
negative expected disconfirmation with large amount of displayed merchandise steps in: 
“information overload” (Diehl & Poynor, 2010, p. 314). Information overload occurs 
when there is a lot of merchandise displayed, it is difficult for the customer to see 
everything properly, or it make their choice clearly. A cramped store that is completely 
filled with merchandise causes a customer to feel overwhelmed and confused, which 
most customers will not want (Diehl & Poynor, 2010, p. 316). This can then result in 
the customer not buying a product. Moreover, Diehl & Poynor (2010, p. 320) indicate 
that a large assortment store may also raise the average customer’s expectations of 
definitely finding what they are looking for, and when expectations are not reached, 
there is a negative expectation confirmation. 
 
Furthermore, according to Wang (2004, p. 247), when a customer is in the process of 
making a decision to purchase a product from an assortment, whether they are “fashion 
conscious” or not plays a role. A customer who is fashion conscious wants to wear what 
is fashionable and trendy at the time. Arnold et al. (1978, p.666) also mention that in the 
process of apparel shopping customers are interested in the “up-to-date fashion”. 
Depending on if the customer is affected by what is the latest fashion determines what 
sort of merchandise they purchase.   
By researching how a customer feels towards a retailer’s assortment, we can indicate 
what a retailer has to take into account to create or change the customer’s level of 
loyalty.  
 
Hypothesis 1: Assortment has positive effects on a) cognitive, b) affected, c) conative 

and d) action loyalty. 
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2.4 SERVICE QUALITY 
 
A customer develops an opinion of a store’s service quality based on whether their 
expectations are met due to their experience (Gagliano & Hathcote, 1994, p. 60). In the 
business world, quality can be said to be one of the most important elements of a 
business strategy (Golder et al., 2012). Competitors fight to gain superior quality, and 
their customers are in the look-out for the finest quality (Golder et al., 2012). A retailer 
that provides quality enables their customers to leave satisfied, thus return for more, 
which will enhance profitability (Diehl & Poynor, 2010, p. 313).   
 
A customer’s satisfaction from service quality is said to be connected to the 
disconfirmation or confirmation of expectations (Parasuraman et al., 1985) and that 
service quality is a type of attitude, which is not equal but related to satisfaction 
(Parasuraman et al., 1988). A distinction is made by stating that service quality is an 
attitude or judgement concerning the excellence of the service, while satisfaction is 
connected to a specific transaction (Parasuraman et al., 1988). Furthermore, 
Parasuraman et al. (1985, p. 48) states that perceived service quality affects the 
satisfactory quality. 
 
As mentioned earlier, a retailer has to be able to differentiate itself from its competitors 
in order to be successful. Thus, creating customer loyalty more than the competitors 
can. A well known strategy that can be used to win over customer’s loyalty is high 
service quality (Berry, 1986; Dabholkar et al., 1996, p. 3).  
 
Researching a retailer’s service quality enables us to gather information regarding what 
satisfies customers determined by their views of quality (Golder et al., 2012). Referring 
to this high service quality, there are two main characteristics of a retail store that are 
important to a customer; the in-store experience and the experience of the good itself 
(Westbrook, 1981), (Dabholkar et al., 1996). 
 
The quality and availability of the prefered good describes the experience of the good 
(Golder et al., 2012). A customer may classify quality according to the merchandise, the 
service, or a combination of both (Golder et al., 2012). Customers measure quality 
based on their expectations as well as emotions (Golder et al., 2012). A customer’s 
expectations can be derived from past experiences, the media, or word-of-mouth 
experiences (McMullan & Gilmore, 2003; Golder et al., 2012). 
 
What a customer views as quality differs from customer to customer, as every 
individual has their own expectations and levels of reference of satisfaction (Golder et 
al., 2012). How a customer perceives a retailers quality is determined by their own 
emotions, past experiences and expectations (Golder et al., 2012). Even though a 
retailer may deliver the same quality to every customer, each customer may perceive 
this retailer’s quality differently (Golder et al., 2012).  
 
Golder et al. (2012, p. 8) state that a customer preferences conclude whether they have 
homogeneous or heterogeneous retail preferences. A customer with homogeneous retail 
preferences means that their preferences are based on high or low performance, this is 
said to be the general wants of a customer (Golder et al., 2012). For example, referring 
to a retail store, customers prefer high performance which means that they prefer a 
spacious store layout, where there is at least enough comfortable room to walk around. 
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Customer’s do not want a cramped store where it is a large effort to get from one 
product to another. A low performance can refer to that they do not like a retail store to 
have a distinct smell that bothers the nose. Heterogeneous on the other hand, is more of 
a personal opinion (Golder et al., 2012, p. 8). This can refer to the type of music played, 
for example. Different customer have different tastes regarding such matters (Golder et 
al., 2012).  
 
Service can be seen as heterogeneous since an opinion alters from customer to customer 
from day to day (Parasuraman et al., 1985). The view of service quality is different from 
person to person, which makes it complicated for a store to assure that the customer will 
perceive the quality of service as the store attempts to offer it (Parasuraman et al., 
1985). Once a retailer does its research and gathers information of customer’s 
expectations, they can take the average expectation and apply it (Golder et al., 2012). 
For example, regarding the assortment size, if some customers like a large assortment, 
and some customers do not like a large assortment, the retailer can have a medium 
assortment. This can thus maximize the quality expectations of the customers regarded 
their prefered assortment size.   
 
On the other hand, service is mostly intangible as it is mainly performance that is 
experienced (Shostack, 1977). Service is intangible, as service cannot be touched, stored 
or tried on (Shostack, 1977). It can therefore not be measured or tested precisely 
beforehand, which makes it difficult to estimate how potential customers may perceive 
the service quality (Parasuraman et al., 1985). Cronin (1992, p. 55) states that several 
researchers have found this problem and see service quality as “an elusive and abstract 
construct that is difficult to define and measure”. 
 
Customers consider a store as having good service by having the merchandise they want 
when they desire it (Dabholkar et al., 1996). A customer that repeatedly is left empty 
handed when looking for a particular garment most likely won’t return to that store very 
often. This may diminish their level of loyalty, which is what no retailer will want 
(Oliver, 1999).  
 
The in-store experience is the comfort of getting around the store, the cleanliness of the 
store, finding what you are looking for with ease, as well as the relationship with the 
employees (Dabholkar et al., 1996). A customer wants to be able to find what they are 
looking for with ease and distress, without knocking over racks because the aisles are 
too tight (Dabholkar et al., 1996). 
 
A customer-employee relationship is important not only to make the customer feel 
welcome and have their questions answered efficiently, but also in the sense of 
employee reliability (Dabholkar et al., 1996). For instance, if an employee makes a 
promise that a garment will arrive on a certain day, a customer wants this promise to be 
reliable (Dabholkar et al., 1996).  A customer wants the employee to be knowledgeable 
in order to feed them the correct information (Arnold et al., 1978). 
 
In a retail store, a customer also wants the accessibility to pay with credit card 
(Dabholkar et al., 1996). Not all customers have cash with them at all times, it can be a 
inconvenience to always have to go to an automatic teller machine (ATM) if wanting to 
go to this retailer store. An additional preference for customers is to have fitting rooms 
(Dabholkar et al., 1996). Customers like having the ability to try on merchandise if they 
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want to. It becomes a bother if a customer has to repeatedly try on the garment at home 
and make their way make to the store if the size isn’t right.  
 
The want for fitting rooms leads us onto the next preference of customers which is the 
return policy. A customer wants to have to option of changing a size or returning a 
garment if they regret it after their purchase (Dabholkar et al., 1996). To conclude with 
in-store experiences, customers feel as the the opening/closing hours of a store are 
important (Dabholkar et al., 1996). A store that has convenient working hours makes a 
customer feel as though the store is catering to the customer’s needs (Dabholkar et al., 
1996). 
 
By researching how a customer feels towards a retailer’s service quality, we can 
indicate what a retailer has to take into account to create or change the customer’s level 
of loyalty.  
 
Hypothesis 2: Service quality has a positive effect on a) cognitive, b) affective, c) 

conative and d) action loyalty.  
 
2.5 SWITCHING COSTS  
 
Jones et al. (2002, p.34) define switching costs as the costs a customer encounters 
whilst deciding upon alternatives. Switching costs can therefore be linked to the level of 
loyalty the customer has to the brand/retailer (Blut et al., 2007). If a customer has the 
weakest level of loyalty, cognitive, they are most likely to give into purchasing an 
alternative choice. On the other hand, the strongest level, action, is the level where it 
would be the most difficult to give in (Jones et al. 2002).  That is, only if their switching 
costs from one retailer to another does not exceed their benefit of switching (Blut et al., 
2007). The higher the switching costs, usually the higher the loyalty (Blut et al., 2007). 
For example, you love a certain brand of jeans, yet it is not sold in your country and it is 
not possible to order it online or have it delivered. You will have to settle with a brand 
that is in your reach of purchasing, thus, your loyalty for that brand will grow. The 
higher the switching costs, the closer a customer gets to being action loyal (Blut et al., 
2007). A retailer can thus, create a switching costs in order to generate as much 
customer loyalty possible (Blut et al., 2007).  
 
According to Perloff (2012), customers decide what goods to purchase according to the 
level of satisfaction each good gives them. When dealing with more than one good, 
customers will purchase the good that creates the most satisfaction (Perloff, 2012). The 
question can then be asked, how much of one good is a customer willing to give up in 
order to consume one more unit of another good (Perloff, 2012, p. 102)? This can be 
related to the choice between switching retailers, the marginal rate of substitution 
(Perloff, 2012). The marginal rate of substitution for a customer referring to retailers is 
how much a customer is willing to give up their current retailer, to purchase from the 
other (Perloff, 2012).  
 
It varies from customer to customer whether they see retailers as perfect substitutes 
(Perloff, 2012) or not. Viewing retailers as perfect substitutes means that the customer 
is indifferent towards which one to choose, given that they have similar goods. This can 
be linked to the level of loyalty a customer has towards a retailer; with a lower level of 
loyalty such as cognitive or affective, the customer will switch retailer with little 
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hesitation than say if they were action loyal. Furthermore, a retailer has to be able to 
differentiate itself from its competitors in order to win over customers (Dabholkar et al., 
1996, p. 3).  
 
When comparing retailers, a customer will buy from whichever retailer gives them the 
most satisfaction, once reaching their expectations (Blut et al., 2007). Depending on 
customer to customer, this can be the price, quality, or switching costs (Blut et al., 
2007). As mentioned earlier, switching costs are the costs a customer encounters whilst 
deciding upon alternatives. These costs can be looked at as a barrier that keeps a 
customer loyal to a retailer (Blut et al., 2007). Thus, switching costs are linked to the 
level of loyalty a customer has to a firm (Blut et al., 2007).  
 
As a customer faces the decision of whether or not to switch retailers, there are several 
factors in which they have to consider before making their final decision. Jones et al. 
(2002, p. 442) demonstrates six dimensions of switching costs that a customer faces; 
these factors include lost performance cost, uncertainty costs, pre-switching search and 
evaluation costs, post switching behavioral costs, set-up costs and sunk costs. All of 
these factors are associated with the customer’s concern of what their repurchase 
intention will be with a new retailer, if they were to switch (Jones et al., 2002). They 
may question if this new retailer will satisfy their expectations, and so they return, or if 
their expectations are not met, the costs that follow having made the decision to switch 
(Jones et al., 2002).  
 
To begin with, lost performance/sunk costs are the benefits that a customer loses if they 
were to switch (Jones et al., 2002). These are the costs the customer has already put 
money and time into with their current retailer that they cannot get back (Jones et al., 
2002). This could be club-membership cards, frequency programs, familiarity of the 
layout of the current retailer, relationships built up with employees, etc. At a conative 
loyalty level, customers are very much aware of the relevance of sunk costs, it is at this 
loyalty level, as well as action loyalty, where these sunk costs affect the buying 
behavior of a customer (McMullan & Gilmore, 2003; Blut et al., 2007; Dick & Basu 
(1994).  
 
Uncertainty costs relate to the cost of how unsure a customer is with how much another 
retailer can satisfy them (Jones et al., 2002). The customer may be uncertain on how 
well their expectations of merchandise, service quality and price will be met if they 
switch, thus leading them to wonder if a switch is worth it (Jones et al., 2002). Pre-
switching search and evaluation costs refer to the costs (price, time and effort) a 
customer will incur regarding finding the location of the new retailer, finding out the 
range of brands/merchandise that is sold, and discovering if the retailer has the range of 
alternatives they seek (Jones et al., 2002). Finally, the post switching behavioral 
costs/set-up costs are associated with the time and effort a customer has to put into with 
getting used to a new retailer (Jones et al., 2002). A customer has to become 
familiarised with the layout of the store, get acquainted with where what products are 
displayed, the routine of how the retail store functions, etc (Jones et al., 2002). These 
are all factors that a customer takes into consideration before making a switch of 
retailers (Jones et al., 2002).   
 
Jones et al. (2002) argue that lost performance/sunk costs are the dominant factor that 
determines whether a customer will switch retailers. McMullan & Gilmore (2003, 
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p.234) also state that that it is the sunk costs that have an impact on repurchase 
behaviour, as they have something to lose by switching. Lost performance and sunk 
costs contain the most time and effort from the customer, as aspects such as 
relationships with employees, membership cards and discount coupons are developed 
over time and not immediately received (Jones et al., 2002). A regular customer 
receives more “special treatment” than a customer there for the first time (Jones et al., 
2002).  
 
By researching how important a customer considers switching costs to be, we can 
indicate what a retailer has to take into account to create or change the customer’s level 
of loyalty.  
 
Hypothesis 3: Switching costs have positive effects on a) cognitive, b) affected, c) 

conative and d) action loyalty. 
 
2.6 ECONOMIC VALUE 
 
When it comes to economic value, this can considered to be the value of the amount it 
costs a customer to switch from one good to another (Perloff, 2012). This can be seen as 
the value customers give a price to get to the retailer, the value of of the price of bus 
tickets, fuel for driving, or the value of time and effort it costs the customer. As Arnold 
et al. (1978) included in their study, some customers are concerned with if a retailer’s 
location is the easiest and cheapest to get from home. We see this as a relevant point as 
it is linked to the value of price, time and effort it will cost a customer to get there. A 
customer will choose to go to the retailer that gives them the most value, despite what 
they consider to be high transaction costs, or the retailer in which they see the 
transaction costs as worth it. Customers choose to go to the retailer in which the cost of 
purchasing from them does not exceed the benefit of purchasing from them 
(Christopher, 1996), the value of the retailer must be more than the costs they incur 
when choosing that retailer. This can be considered an important variable for some of 
the loyalty levels, which are mainly based on seeking the lowest costs and most value 
for money. 
 
This economic value function is the price value of the money the customer gets from 
using a given retailer (Arnold et al., 1978). A customer picks a retailer in which they 
feel their in-store experience as well as the product experience is worth the money and 
time they are spending on it (Dabholkar et al., 1996). There are some customers that 
specifically aim for the lowest prices, and there are some that are more concerned with 
the value in line with the price they are paying.   
 
By researching how important a customer considers costs towards a retailer, we can 
indicate what a retailer has to take into account to create or change the customer’s level 
of loyalty.  
 
Hypothesis 4: Economic value have positive effects on a) cognitive, b) affected, c) 

conative and d) action loyalty. 
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2.7 PRICE 
 
Although a large number of studies on pricing exists, many companies still set their 
prices without considering the potential customers’ reactions. As they do not meet the 
customers willingness to pay, a wrong pricing-strategy for the market is applied leading 
to lower revenue and thus missing out on profit (Breidert et al., 2006). Failure in 
meeting price expectations can result in misjudging the customers’ price elasticity 
leading to setting mismatching prices (Doyle & Saunders, 1985). The willingness to pay 
of potential customers should therefore be evaluated in order to set matching prices. 
 
As stated by Perloff (2012), potential customers purchase decisions on quantity of 
goods or service is based on factors including price and price of related goods. Meeting 
the customers expectation on price can therefore increase the demand of goods and 
sales. It is important for a business to set their prices based on the potential costumers 
reference price for a brand or product, which reflects their expectations (Winer, 1986). 
These expectations are made based on previous prices of the brand or product (Winer, 
1986). Relying on this price, customers then perceive a future price, which creates price 
expectations based on the relation of the two prices (Weiner, 1986).  
 
Whether a customer is willing to buy a product due to its price is based on a reference 
scale which is made by past experience evaluation (Monroe, 1971). This evaluation 
indicates whether a price is acceptable or unacceptable (Monroe, 1971). The scale is 
used to judge a new price in comparison to a past experience (Monroe, 1971). To 
estimate the price fairness, a customer compares the price of a good or service to other 
references, as well as evaluating the situational circumstances (Martin-Consuegra et al., 
2007). 
 
Herrmann et al. (2007) state that when a customer is purchasing a product, price plays 
an important role and consequently affects their satisfaction judgement. A customer's 
satisfaction directly influences a customer's acceptance price (Herrmann et al., 2007). 
They also claim that the price fairness indirectly affects the price acceptance through the 
satisfaction of a customer (Herrmann et al., 2007). We therefore see price as an 
important variable to use in order to reach the expectations of potential customers.  
 
According to Travis (1982), customers’ price perception can be linked to different 
experiences that they have had. Depending on how the price is set by a firm, a customer 
can perceive it as cheap or expensive depending on their past experience, spending 
ability, and intention (Travis, 1982). When the customer considers the price to be a 
bargain, it is set lower than the normal price for a certain quality (Travis, 1982). As a 
relationship between price and quality exists, there are customers that will pay a higher 
amount for higher quality (Weiner, 2001). Quality is an important factor for a customer 
and price is a main indicator for it, especially if there is no other way to measure the 
products quality (Travis, 1982). If a price is set too low, the product can be seen as of 
too low quality and the customer may not buy it (Travis, 1982).  
 
The threshold experience occurs when a price passes a certain level and therefore 
changes a customers demand for the product (Travis, 1982, p. 6). For example, 
changing a price from $5,99 to $6.01, the price becomes less attractive as it passed a 
certain level and a customer is less willing to purchase the good (Travis, 1982). Another 
price experience is such of prestige or social status (Travis, 1982). A customer on a 
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conative loyalty level can be affected by status (McMullan & Gilmore, 2003). A 
customer that is affected by status would rather buy a product that is perceived as 
expensive than a similar product with equal quality (Van Westendorp, 1976 cited in 
Travis, 1982, p. 6). It is therefore important that a retailer knows what price range they 
should set their prices in order to meet the potential customers expectations.  
 
By researching what a customer perceives as high and low prices, we can indicate the 
range a retailer should set their prices to in order to keep them attractive to customers.  
 
2.8 BRAND PREFERENCE 
 
A customer keeps their tastes and preference of a brand in mind when they enter the 
market place (Alreck & Settle, 1999). Thus, these tastes and preferences will influence a 
customer’s choice of retailer depending on what brands a retailer has to offer. Alreck 
and Settle (1999) mention that it is on rare occasion that a customer purchases an 
unknown brand completely spontaneously and impulsively. Or even in that case, the 
customer’s purchases are affected by past experience tastes and preferences (Alreck & 
Settle, 1999).  
 
A popular brand can lead to an increase in sales for a firm (Raj, 1985, p. 53), this would 
lead to positive long-run results. Therefore, it is important for us to know out of the 
brands Wedad’s has to offer, which Umeå’s customers would interested in purchasing. 
By knowing this, Wedad’s will be aware of which brands to sell in Umeå and which 
they should not.  
 
2.9 CONCEPTUAL MODEL 
 
As we have given an insight of our choice of topic and the variables we consider to be 
important in the retailing context, we will now present our conceptual model. Previous 
research has indicated the importance of a retailer’s assortment in relation to customers’ 
willingness to switch (Diehl & Poynor, 2010), the relevance of service quality to reach 
customer expectations (Dabholkar et al., 1996), the customer dependence on switching 
costs in regard to a given loyalty level (Blut et al., 2007; McMullan & Gilmore, 2003; 
Jones et al., 2002), and the emphasis on economic value of how a customer perceives 
value on costs (Arnold et al., 1978). However, none of the past research has combined 
all the variables we consider important in the retailing context in one conceptual model.  
 
As loyalty is an important factor for a retailer to gain, we feel it is important to research 
which of these variables affect the different loyalty levels customers have. We aim to 
fill this research gap by resolving which of the variables affect the different customers’ 
loyalty levels, so retailers can use our results to determine what variables to focus on in 
their retail store in order to create loyalty or change customers’ loyalty levels. 
 
Based on our conceptual framework, we have formulated a number of hypotheses, 
which enable us to examine the effects between variables selected for our study, shown 
in Figure 3. These hypotheses will be tested by using the regression analysis which will 
make it possible for us to assess the presence of particular effects and also their 
directions. The hypotheses are proposed for each examined factor and address its impact 
on different levels of loyalty. 
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H1: Assortment has positive effects on a) cognitive, b) affective, c) conative and d) 

action loyalty. 
 

H2: Service quality has positive effects on a) cognitive, b) affective, c) conative and d) 

action loyalty. 
 

H3: Switching costs have positive effects on a) cognitive, b) affective, c) conative and d) 

action loyalty. 
 

H4: Economic value has positive effects on a) cognitive, b) affective, c) conative and d) 

action loyalty. 
 
Additionally, we examine customers’ willingness to pay for merchandise, as well as 
their brand preference due to the fact that these factors are important to a customer in 
the retailing context. However, we have not included these two factors in our conceptual 
model. We gathered data on customer willingness to pay and brand preferences by 
simply asking relevant questions about these factors.  
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Figure 3 - Conceptual Model 



 

 20 

3. SCIENTIFIC METHOD 

 

In this chapter the reader will be acquainted with the pre-understandings of our choice 

of topic. The reader will then be introduced to the scientific approach and research 

approach we chose to use in our thesis. The scientific approach describes our view on 

the nature of social entities and our research approach examines the manner we 

researched for our thesis. This chapter continues with a description of our research 

strategy, which focuses on the technique we used to collect our data. This chapter is 

concluded with the overview of our theoretical sources.  
 
3.1 PREUNDERSTANDINGS 
 
Bryman and Bell (2011, p. 414) define preunderstandings as a researcher’s knowledge, 
insight and experience. We use having knowledge, insight and experience to our 
advantage as we can contribute to our study in many ways. Throughout our lives, we 
have both generated experience and exposure to retailing stores. Summer and part-time 
jobs have given us an insight to how retail stores function and a hint of what customers 
are seeking for. We find it interesting how customers behave and how they are 
influenced by retailers marketing strategy. Even though we have been exposed to the 
retailer’s point of view of the importance of satisfying and gaining customers, we have 
also been customers to retailing stores for a large portion of our lives. As customers, we 
are aware of the importance of certain variables in a retail store that may or may not 
affect our level of loyalty. After all, we are customers and we seek certain factors in a 
retailer store in order to keep returning for more. 
 
Furthermore, as we have been studying International Business at Umeå University for 3 
years, this has given us the opportunity to gain a wide range of knowledge regarding 
different topics in business. We feel as though this education has enhanced our 
capability of understanding customer behavior and the marketing of a firm. Three years 
of studying business has allowed us to create this research with interest and at ease. 
 
As a result of our preunderstandings, we might have certain expectations about possible 
results of our study. For example, we believe economic value to have a strong impact on 
the different loyalty levels. As the participants are mainly students such as ourselves, 
money is often an important factor for this customer segment. They often seek to 
receive as much value for as little money as possible. Furthermore, we believe 
assortment to be important. As many students are not from Umeå and maybe from a 
larger city, they are used to a larger variety and quality of assortment. Considering the 
choice of brands and retailers are limited in Umeå, we see assortment to have effects on 
loyalty. Nonetheless, we have conducted a literature review to develop a model that 
includes all four variables (assortment, service quality, switching costs and economic 
value). We have included all four variables in our model in order to provide retailers in 
Umeå with the information we think is valid concerning customers’ loyalty levels and 
the variables that affect them. This model will be tested empirically.  
 
We came to the choice of our research topic due to our interests and past experiences. 
As we share similar views and expectations about the retailing context, we aim to create 
a research with a valuable and applicable outcome. 
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3.2 SCIENTIFIC APPROACH 
 
When developing a research, we need to take into account the different views that exist 
concerning the nature of social entities and what is considered to be acceptable 
knowledge. These views are known as ontology and epistemology (Bryman & Bell, 
2011, p. 15,20).  
 
Ontology is defined as “a theory concerning the nature of social phenomena as entities 
that are to be admitted to a knowledge system” (Saunders, 2007, p. 605). Ontology is 
based on objectivism and constructionism (Bryman & Bell, 2011, p. 20). The position 
of objectivism points out that we face social phenomena as external facts, which we 
cannot influence as they are beyond our reach and independent of social actors (Bryman 
& Bell, 2011). Culture or an organization can been seen as such a social phenomena 
(Bryman & Bell, 2011). The structure of an organization or the beliefs of a culture are 
established and followed as they are beyond our reach and we are not able to influence 
them (Bryman & Bell, 2011). Constructionism’s position on the other hand, has the 
view that social phenomena are dependent to social actors as they are attained on a 
continual basis (Bryman & Bell, 2011). This means that these social phenomena are not 
only made and influenced but also revised by social actors (Bryman & Bell, 2011). 
When looking back to the example of culture and organizations, according to the 
position of constructionism, organizations adjust rules or regulations to everyday 
interactions and cultures are constantly reconstructed or constructed (Bryman & Bell, 
2011, p. 22) 
 
Saunders et al. (2007, p. 597) defines epistemology as “a branch of philosophy that 
studies the nature of knowledge and what constitutes acceptable knowledge in a field of 
study”. Epistemology is structured by the views of positivism, realism and 
interpretivism (Bryman & Bell, 2011, p. 15,16). Realism and positivism share two 
views, they both believe that a natural and social science approach should be practiced 
for the understanding and data collection (Bryman & Bell, 2011). Secondly, they both 
share the view that an external reality exists (Bryman & Bell, 2011). However, 
realism’s philosophy is that a reality exists independently of the mind. In the view of 
realism, the truth of reality is what is seen by the senses, and that objects exist 
independently to the human mind (Saunders et al., 2009, p.114).  
 
While positivism and realism are similar, interpretivism has a different opinion. 
Interpretivism is based on the view that the differences of the human as social actors 
needs to be understood (Bryman & Bell, 2011, p. 17). The social world of business and 
management is seen as too complex to just theorise it by applying laws in the same 
manner as applied for physical science, as insight to the complex world is thereby lost 
(Saunders et al., 2009, p. 115-116). We are not using the view of interpretivism due to 
the fact that we are using already established theories to create hypotheses that will 
fulfill the purpose of our study. The manner of developing our research is contradictory 
to the view of interpretivism.   
 
According to Bryman and Bell (2011, p. 15), positivism applies the methods of natural 
science to and beyond the study of social reality (Bryman & Bell, 2011). Bryman and 
Bell (2011, p. 15) state several principles that positivism is based on; phenomenalism, 
deductivism and inductivism. Phenomenalism is a principle that only phenomena that 
has been accepted by the senses can be considered to be knowledge (Bryman & Bell, 
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2011, p. 15). Inductivism is a principle that states knowledge is gained by gathering 
facts that can explain laws (Bryman & Bell, 2011, p. 15). Deductivism is a research 
approach which has the view that the purpose of theories is to create and test hypotheses 
in order to evaluate explanations of law (Bryman & Bell, 2011). Due to the reason that 
we use established theories on variables (assortment, service quality, switching costs, 
and economic value) to determine if they affect the level of loyalty a customer has, we 
base our research on positivism with the principle of deductivism. As we do this to state 
hypotheses as and to evaluate the outcome of customers’ viewpoints of these variables, 
we feel that deductivism suits our research well.  
 
3.3 RESEARCH APPROACH 
There are two different theory approaches that we can use when it comes to research; 
deductive and inductive theory. Bryman and Bell (2011, p. 11) define a deductive 
theory approach as a process of gathering existing theory in order to create a hypothesis, 
which later can be supported or not supported. In most cases, a deductive approach is a 
step-by-step method is which one step follows another (Bryman & Bell, 2011). It is an 
approach to gather data quantitatively as well as generalize the conclusions (Saunders et 
al., 2007, 2009). Bryman and Bell (2011, p. 11) express the deductive approach in 
stages, as Figure 4 demonstrates:  

 
 
 
 
An inductive approach on the other hand, results in the building and formulation of 
theory from the observation of empirical data (Saunders et al., 2007, p. 57, 118, 599). 
Findings and theories that have not yet been heard of are developed from an inductive 
approach (Saunders et al., 2007, p. 57). It is an approach that is usually correlated with 
qualitative research (Saunders et al., 2009). Unlike the deductive approach, the 
inductive approach is not as concerned with having to generalize its conclusions 
(Saunder et al., 2007). 
 
We felt that a deductive approach is most appropriate for our study as we are linking 
already established theories in order to determine whether our variables (assortment, 
service quality, switching costs and economic value) affect the level of loyalty a 
customer has (Bryman & Bell, 2011, p. 11). By creating hypotheses from theories that 
we gather, we can statistically test them and then evaluate whether they are supported or 
not. After testing the stated hypotheses, we will be able to generate a greater 
understanding of how to successfully determine if our variables affect the level of 
loyalty a customer have in the Umeå retail market. This will help us to answer our 
research question and to fulfill the purpose.  

Figure 4 – The stages of deductive approach (Bryman and Bell, 2011, p. 11) 
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Saunders et al. (2009, p. 127) states that the deduction approach contains characteristics 
which differ from the inductive approach. One characteristic relates to the gathering of 
quantitative data. By using quantitative data, we are able to use an appropriate sample 
(100 respondents) which reflects a greater population, Umeå. Furthermore, referring to 
the philosophy of positivism, only something known through senses that you are able to 
observe can be considered to be credible (Saunders et al., 2009, p. 113). Once 
confirming the data’s validity and credibility, we are able to draw conclusions about our 
sample, thus, drawing conclusions about Umeå’s population. Saunders et al. (2009, p. 
127) also claim that a deductive approach enables you to link the relationships between 
variables. In our case, these variables are the different items in which affect a 
customer’s loyalty level, such as assortment, service quality, switching costs and 
economic value.  
 
Once having decided on our thesis topic we considered the steps of a deductive 
approach, which is then to collect the already existing, relevant theory that enables us to 
develop hypotheses. When it comes to the variables that affect the different levels of 
loyalty a customer has, we felt the valid theories were those based on assortment, 
service quality, economic value, and switching costs as these variables may influence 
customer’s loyalty. For measuring the customer willingness to pay for footwear, 
accessories and clothing we looked at previous research based on price. When 
determining what brands the customers are interested in purchasing, we turned to 
research that gave prominence to brand preference in relation to customer demand.  
 
3.4 RESEARCH STRATEGY 
 
When conducting a research, there are two data collection techniques, a quantitative or 
qualitative strategy (Saunders et al., 2007). A quantitative research strategy measures 
quantification in a collection, qualitative measures words in a collection (Bryman & 
Bell, 2011, p. 26-27). Quantitative is a method to collect data using questionnaires, 
graphs or statistics (Saunders et al., 2007, p. 145). Qualitative on the other hand, 
conducts interviews and categorizes data (Saunders et al., 2007, p. 145). In regard to a 
quantitative strategy, it imposes a deductive approach to the connection of theory and 
research. As mentioned earlier, a deductive approach uses already established theories 
to test hypotheses, and conclusions can be generalized (Bryman & Bell, 2011, p.27). In 
contrast, qualitative uses an inductive approach, which is the approach where theory is 
developed.  
 
We choose to use a quantitative strategy as our research entails measuring 
quantification in a collection. We want to examine whether assortment, service quality, 
switching costs and economic value effect customers’ loyalty levels in Umeå. Thus, we 
want to use a sample that represents the population of Umeå, so we can generalize our 
findings of the Umeå population.  We intend to do this by creating a survey 
questionnaire in order to ask the relevant questions that will determine whether we can 
support our hypotheses. Therefore, we use a quantitative data collection method.  
 
Our research will consist of a survey with questions that are aimed at testing our 
hypotheses. We have phrased our questions to be able to obtain the relevant information 
from the respondents regarding how each variable affects their levels of loyalty. As 
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Wedad’s caters to both men and women, our ideal sample would be evenly divided 
between male and females.  
 
Another positive reason for picking a quantitative research is that it gives us the chance 
to “generalize” the results we get into the view of the average customer in Umeå 
(Bryman & Bell, 2011, p. 163). By generalizing our findings, we are providing retailers 
with information regarding whether assortment, service quality, switching costs and 
economic value affects customers’ loyalty levels in Umeå. These retailers can use our 
findings to determine which variables to focus on in order to create or change customer 
loyalty levels in Umeå.  
 
3.5 THEORETICAL SOURCES 
 
Throughout our research, we have used several sources to gather data; textbooks, 
scientific articles and websites. During the process of collecting data, we tried to only 
use primary sources, which are the first appearance of a certain piece of work (Saunders 
et al., 2007, p. 64-65). Secondary sources on the other hand, are often books or journals 
based on primary sources (Saunders et al., 2007, p. 65). Primary sources are perceived 
as more authoritative and more detailed and these values diminish when information 
from primary sources appear in secondary sources (Saunders et al., 2007, p. 64). 
However, as primary sources can be very old, thus hard to find, it can become more 
difficult to trace them than secondary sources (Saunders et al., 2007, p. 64). Therefore, 
minor information may be based on secondary sources as they were at times easier to 
access.  
 
In order to find some of theses sources, we used tertiary sources which are defined as 
search tools (Saunders et al., 2007, p. 65). When it comes to articles, we did our 
research on ‘Google Scholar’ and ‘EBSCO Host’ (Business Source Premier). EBSCO is 
an online research database that provides a vast amount of  data, which we used to 
search for relevant articles regarding the theory we used. We used both Google Scholar 
and EBSCO to gather theory based on loyalty, assortment, service quality, switching 
costs and economic value. In order to find the relevant articles, we would search for 
valid keywords such as loyalty, retail assortment, retail service, customer switching 
behavior, customer value. We were also able to locate relevant articles through articles 
that referenced to them, this was helpful several times. When it comes to books that we 
used, we already had a number of them due to previous courses at Umeå University, and 
the rest we were able to find in the university library.  
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4. PRACTICAL METHOD 

 

In this chapter, the reader will get acquainted with the construction of our survey, our 

data collection method and our data analysis. The reader will be guided through our 

questionnaire, receive an overview of the survey sample and the reasoning behind our 

survey questions. In our data analysis, we thoroughly explain the procedures we went 

through to analyze our data efficiently. These procedures include Cronbach’s Alpha, 

descriptive statistics, regression analysis, hypothesis testing price sensitivity meter and 

brand preferences.  
 

4.1 SURVEY CONSTRUCTION 
 
Our survey consists of 23 questions, which were divided into different sections. The 
survey begins with demographics of gender, age, and occupation. Following that, we 
ask what the main store the respondent shops at to determine Wedad’s main competitor. 
The participants use this main store as a reference to answer the loyalty questions. Next, 
we test for the level of loyalty, and how switching costs, assortment, service quality and 
economic value affect the different levels. To finish, we measure the respondent’s price 
acceptance level and then we test for the popularity of the brands Wedad’s has to offer. 
We use items and scales from previous research to test for the levels of loyalty, and the 
variables that affect them. The questions are diversely divided into multiple choice with 
a vertical format, as well as a likert scale with a horizontal format (Bryman & Bell, 
2011, p. 239). We selected an option on Google Form which disabled a participant to 
continue to the next page of the survey if they have not answered all the questions on 
that current page. This enabled us to receive only fully answered questions, and 
therefore, the study had no missing data.  
 
All the questions, except for occupation, are closed questions. We left an “other” box 
available for occupation for people who were not studying or working, to specify what 
they did. Having closed questions also enables us to compare the responses accurately, 
as well it is easier for respondents to complete (Bryman & Bell, 2011, p. 250). We 
found that having the questions closed is also an advantage as they can pre-coded, 
which means that when it comes to analysing the respondents data, it will not be a very 
complicated process (Bryman & Bell, 2011, p. 240).  
 
However, the pre-codes differ depending on the question, some are “strongly disagree-
strongly agree” while other questions are “not important at all-very important”. In the 
questionnaire, a few likert scale questions are measured on a scale of 1-7, and others 1-
5. Deciding on what scale to use depended on what previous research had used as they 
indicate reliability and validity in their research. As Bryman and Bell (2011, p. 41) 
state, reliability and validity are important measures to use when evaluating business 
research. We use likert scales as they were used in the previous research, but also as 
they are scales that allow the respondent to be neutral to the question (Bryman & Bell, 
2011 p. 155). For example, they are able to pick “neither agree nor disagree”, so they do 
not feel pressured into picking an answer. We selected a horizontal format as the survey 
program we used (Google Form) did not enable us to use a vertical format.  
 
For the questions that were multiple choice (Google Form allowed multiple choice 
questions to be in a vertical format), we used a vertical format as it is “easy on the eye” 
(Bryman & Bell, 2011 p. 238). “Easy on the eye” means that the respondent can clearly 
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see the options we have given them to answer, which will avoid confusing them then if 
we used a horizontal format (Bryman & Bell, 2011).  
 
4.2 DATA ANALYSIS METHOD 
 
The survey will be sent out through student emails and our Facebook accounts to 
students living in the Umeå region. The friends on our Facebook lists are both male and 
female. The vast majority of our Facebook friends are students, which narrows down 
the age to 20-30. This is a one of the delimitations as the majority of respondents will 
only be students. However, as students are a large proportion of Umeå’s population, we 
feel that students are a good target group for Wedad’s. To be exact, there are about 
36,700 students out of Umeå’s population of 116,900 (Umeå, 2013). Moreover, sending 
out surveys through Facebook is a cheap way to reach out to all the people we know in 
Umeå, as well as an easy way to get many responses quickly. Thus, the distribution of 
our survey is through convenience sampling (Bryman & Bell, 2011 p. 190). 
 
Our survey was first sent out to four people who were not participating in the survey to 
pretest it for us. Bryman and Bell (2011) suggest to have a questionnaire pre-tested in 
order to get feedback on the survey; what has to be altered, removed or added. After 
receiving helpful feedback that we took into account, we sent out our survey for the first 
time to people in Umeå via email and Facebook on May 14th, 2013.  A reminder was 
sent two days later on May 16th. We did not reach our goal of minimum 100 
respondents by May 19th so we sent out an additional reminder through email and 
Facebook once again. The survey was closed on May 20th, once we received a 
minimum of 100. The survey was sent out to 321 people in Umeå and we got 104 
responses. This gave us a response rate of 32.4%. 
 
The first section of our questionnaire relates to demographics. The categories of 
demographics are age, gender and occupation. We chose to use age, gender and 
occupation due to range of ages that can potentially shop at Wedad’s, as well as it is a 
retailer for both genders. As we know the majority of respondents that take our survey 
are students, the occupation category is sectioned into different study levels, as well as 
employment, for those who work too. According to Webster (1989, p. 39), 
demographics such as age, gender and occupation affects an individual's expectations of 
a retailer. This will help us evaluate the differences in how certain age groups, genders 
and occupations loyalty levels are affected by the variables assortment, service quality, 
switching costs and economic value. 
 
Following the demographic questions, we began by asking what the main store is that 
the respondents shop at for footwear, accessories and clothing in order to determine 
what Wedad’s main competition would be. We did not use previous research for this 
question, as we simply provided the respondents with a list of the 22 retailers in Umeå 
we considered to be Wedad’s potential competition. Once the respondent answered this 
question, they would then use that main store they shopped at as a reference to answer 
the loyalty questions. 
 
McMullan and Gilmore (2003, p. 235) claim that a method to examine the level of 
loyalty a customer is on is to have a scale which touches each level; the characteristics 
and motivations. According to Oliver (1999), these levels are cognitive, affective, 
conative and action. They used a scale which was made to measure brand commitment, 
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ego involvement and purchase involvement (McMullan & Gilmore, 2003, p. 235). 
McMullan and Gilmore’s (2003, p. 235) range of questions consisted of 6 items for 
cognitive and action loyalty, 7 items for affective loyalty and 9 items for conative 
loyalty. However, we removed 1 item from affective and action loyalty each, as we felt 
it did not work well with our study.  
 
McMullan & Gilmore’s (2003, p. 240) questions measure dimensions of loyalty. They 
used a 7-point likert scale; 1=strongly disagree, 2=moderately disagree, 3=disagree, 
4=no opinion, 5=agree, 6=moderately agree, 7=strongly agree. We decided to use their 
questions and scale to measure the levels of loyalty to determine what levels of loyalty 
our respondents are on. “The rationale of sustaining and developing loyalty among 
customers is to reduce vulnerability towards competitors’ strategies” (McMullan & 
Gilmore, 2003, p. 240). Thus, once retailers know what level of loyalty their customers 
have, they can work on keeping them away from competitors.  
 
Blut et al. (2007, p. 727) use items for switching costs that measures the time, effort and 
money it costs a customer when switching providers. They, like McMullan and Gilmore 
(2003), used a 7-point likert scale that ranges from 1 being strongly agree and 7 being 
strongly disagree. As switching costs are linked to the level of loyalty a customer has to 
a retailer, we felt it relevant to include it in our research as the switching costs can affect 
what level of loyalty the customer has. We applied the questions and scale that Blut et 
al. (2007) used to measure switching costs. 
 
Arnold et al. (1978) research touched different attributes of a retail store such as the 
assortment, value for money, and employee service. We were able to use their items to 
research these parts of a retail store. We used 4 items of theirs to measure customer’s 
view on a retailer's assortment, 3 items regarding customer’s opinions of employees, 
and 3 items regarding customer’s value for money. They used a five-point likert scale, 
that ranged from 1 being not important at all and 5 being very important. We used the 
questions and scale that Arnold et al. (1978) applied to their study to measure 
customers’ values of a retailer’s assortment, costs, and employee service. 
 
To measure service quality, we used previous research by Dabholkar et al. (1996). They 
used 5 factors (policy, problem solving, personal interaction, reliability and physical 
aspects) in order to determine what customers view as important and unimportant 
regarding a retail store (Dabholkar et al., 1996, p.13). Thus, we used a five-point likert 
scale where 1 is “not important and all” and 5 is “very important”. For our study, we felt 
only 4 out of the the 5 factors they used were needed, so we left out “reliability”. We 
felt we had covered the “reliability” factor by using Arnold et al. (1978) with the 
question regarding knowledgeable employees. Dabholkar et al. (1996, p. 7) “reliability” 
refers to the promises that an employee makes to a customer. For example, if an 
employee were to promise that a new product will arrive on Thursday, the customer 
expects it to arrive on Thursday. A employee would therefore have to be knowledgeable 
about such a manner, they will have to know the correct dates of product arrival 
(Dabholkar et al., 1996). For that reason, we left out reliability as we had 
knowledgeable employees. As it was already included in our survey, we didn’t want to 
make the survey longer than it had to be; a long survey can lead to respondents getting 
tired of the survey and not completing all the questions (Bryman & Bell, 2011).  
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For our respondents to understand better what Dabholkar et al’s (1996) 4 factors mean, 
we reworded them from policy to “able to pay with bank card”, problem solving to 
“return policy on merchandise”, personal interaction to “personal service from 
employees”, and physical aspects to “an easily understood layout; ease of finding what 
you’re looking for”. Reading Dabholkar et al. (1996, p. 6-7) enabled us to re-word their 
factors as we did, because they explain what each factor covers. We used this previous 
research because we felt it necessary when determining a customer’s expectation of a 
retail store.  
 
In order for us to research the price the potential customers are willing to pay, we used 
the Van Westendorp method (Weiner, 2001, p.112). The ‘Price Sensitivity Meter’ (Van 
Westendorp, 1976 cited in Travis, 1982, p. 6) developed by the Dutch scientist, Van 
Westendorp, shows us how much the customer is willing to pay for each of Wedad’s 
product category; footwear, accessories and clothing. The assumption of this model is 
that customers are willing to pay more for better quality due to the fact that a connection 
between price and quality exists. In order to evaluate this, four questions need to be 
asked based on price levels. Firstly, we want to know what the customers maximum 
willingness to pay is by asking what they see as expensive but would still consider 
buying it. Next we ask at what price they feel that the product is too expensive so they 
would not consider buying it. To evaluate the minimum price, we question the 
participant what they see as cheap and consider the purchase as a bargain. Lastly, we 
want to find the price level at which the potential customer would question the quality 
of the product measured by how low the price is (Travis, 1982, p.6; Weiner, 2001, p. 
112).  
 
With these 4 questions, Travis (1982, p.6) states that one can use a scale of a price range 
up to 30 options of an answer. We used a 11-point scale ranging from “under 100”, 
100kr, 200kr, 300kr, etc to “over 900”. The scale we used stopped at “over 900” as we 
thought the average student will not spend over 1000kr on footwear, accessories or 
clothing. We also only used an 11-point scale instead of say, 30, so it is easier for the 
respondent to answer. We wanted to avoid making them tired of the survey as we were 
asking those 4 questions on all three categories; footwear, accessories and clothing.  
 

When it comes to researching what brands Wedad’s should offer in Umeå, we simply 
gave the respondents a list of the brands Wedad’s currently has to offer. No previous 
research was used for this section. The respondents were asked to select the brands they 
would purchase if the brands were made available in Umeå. The respondents could pick 
more than one alternative.  
 
4.3 DATA COLLECTION 
 
4.3.1 Cronbach’s Alpha 
Once we closed our survey we imported our collected data to SPSS, which is the most 
common computer software used among social science to analyze data (Bryman & Bell, 
2011 p. 360). Having entered all of our collected data to SPSS, the first procedure was 
to evaluate the internal reliability. The internal reliability shows if the participant’s 
answer on one question is related to his answer of another question and if the indicators 
that create the scale are consistent (Bryman & Bell, 2011 p. 158). In order to test the 
consistency and therefore the internal reliability, we used Cronbach’s Alpha. This 
method calculates “the average of all possible split-half reliability coefficients” 
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(Bryman & Bell, 2011 p. 159). The calculated value will lie between 0 (no internal 
reliability) and 1 (perfect internal reliability). The level of acceptance varies from writer 
to writer but the value should be at least 0.7 in order to be regarded as reliable (Bryman 
& Bell, 2011 p. 159).  
 
4.3.2 Descriptive Statistics  
In this section the reader will be introduced to the range of statistics we have used to 
analyze the collected data. In order to analyze and evaluate our collected data 
statistically, we used the computer software SPSS. With SPSS, we were able to generate 
Pearson correlation, mean values, standard deviation, and frequency tables. 
 
A correlation coefficient makes it possible to see how strong the relationship is between 
two variables (Saunders et al., 2007, p. 451-2). This value is permitted to be in between 
-1 and +1; -1 being perfect negative and +1 being perfect positive. The perfect negative 
means that as one of the variables increases, the other will go in the opposite direction 
and decrease (Saunders et al., 2007, p.451-2). Perfect positive on the other hand, means 
that as one variable increases, the second variable will increase too, going in the same 
direction (Saunders et al., 2007, p. 451-2). The Pearson correlation enables us to see if 
the two variables happen to be correlation coefficient by chance, or by reason. If the 
number from these two variables is less than 0.05, it can be called statistically 
significant and they are correlated by reason and not chance (Saunders et al., 2007, 
p.451-2). If the number is more than 0.05 then the relationship is considered to not be 
statistically significant, it can be assumed that the relationship occurred by chance.  
 
The mean is a central tendency calculation in which collected data is used to find the 
average value (Saunders et al., 2007, p. 437). The mean is looked upon as a “building 
block for many of the statistical tests used to explore relationships” (Saunders et al., 
2007, p. 437). Thus, we felt it relevant to calculate the means of the different constructs 
to determine the average response. In order to avoid long tail data that leads to the mean 
not making much sense, Saunders et al. (2007, p.439) suggests to use the standard 
deviation. They define the standard deviation as the spread of quantifiable data; this is a 
way to see how useful the mean is (Saunders et al., 2007, p. 439). It shows the extent to 
which the data is around the mean . If the values of the data are nearby the mean value, 
the mean value is considered to be accurate .  
 
According to Saunders et al. (2007, p. 423), the easiest way to present collected data of 
variables in order for a specific value to be comprehended is to make use of frequency 
distributions. To demonstrate the frequency distributions the form of tables, line graphs, 
pie/bar charts, histograms, etcetera can be used (Saunders et al., 2007, p. 423). These 
distributions are a way to show visual clues of data in a diagram. The choice of 
demonstration depends on the sort of data expressed. For example, pie charts are most 
commonly used to show the proportion of occurrences (Saunders et al., 2007, p. 427) 
while  histograms show the lowest and highest values for consecutive data (Saunders et 
al., 2007, p. 427.) 
 
4.3.3 Regression Analysis  
Further on in our statistical testing process, we made a multiple regression analysis. 
This process calculates the coefficient of multiple determination and regression 
equations by applying at least two independent variables and one dependent variable 
(Saunders et al., 2007, p. 603; Moore & Notz, 2009, p. 326). A regression is a statistical 
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method adjusting a model to data. The regression equation is the following: y= a + bx + 
e (Moore & Notz, 2009, p. 315). In this equation, “y” is the dependent variable and “x” 
is the independent variable. The slope is given as “b”, which illustrates by how much 
“y” changes in relation to an increase by one unit of “x” (Moore & Notz, 2009, p.315). 
The value of  “y” when “x” is equal to 0 is illustrated by “a” and gives us the 
interception. Finally, “e” is added and stands for error (Moore & Notz, 2009, p. 315). A 
multiple regression analysis will estimate the dependent variable in response to one or 
several independent variables (Moore & Notz, 2009, p. 326).  
 
The multiple regression coefficient indicates how strong the relationship between the 
several independent variables and the dependent variable is. This strength is presented 
to us by an R-Square value ranging from 0 to +1. It illustrates to what extent the 
independent variables can statistically describe the variance in the dependent variable 
(Saunders et al., 2007, p. 452-453, 603; Moore & Notz, 2009, p. 319). A value of 0 
would demonstrate that the independent variables were not able to explain any variance 
of the dependent variable. On the other extreme, a value of 1 would indicate that all 
variance of the dependent variable were covered by the independent variables (Saunders 
et al., 2007, p. 603, 452-453; Moore & Notz, 2009, p. 319). This helped us to indicate 
the variance of the different loyalty levels were explained by assortment, service 
quality, switching costs and economic value.  
 
We also examined the significant level of the regression as a whole by looking at the 
ANOVA table. The coefficient table presented us the significant values of each 
independent variable. This value indicates, as previously stated, if the relation is 
predicted to occurred by chance. A value below 0.05 assumes that it is unlikely that the 
relation has occurred by chance and a level above, predicts that the relation most likely 
arose by chance.  
 
When entering the data for the multiple regression analysis, we used assortment, service 
quality, switching costs and economic value as independent variables. These variables 
were used in four regressions for each level of loyalty as the dependent variable. 
 
4.3.4 Hypothesis Testing 
Once we have conducted a multiple regression analysis for our collected data, we can 
evaluate whether we can support our hypotheses or not. In order to do so, we need to 
examine if the relation between the dependent and independent variables are statistically 
significant and if they are positive or negative. For the relation to be significant, the 
significant value should be below 0.05, which means that the probability of the 
relationship happened by chance is very low (Saunders et al., 2007, p. 440-441). Not 
supporting the hypothesis means that we do not support the testable statement we made 
concerning assortment, for example, having a positive effect on cognitive loyalty. If the 
significant level is higher than 0.05, statisticians describe this as a reason to not support 
the hypothesis. For example, if the significant level of assortment is higher than 0.05, it 
has no positive effect on cognitive loyalty. Even though we do not support the 
hypothesis, we cannot conclude for certain that there is not an existing relation between 
the two variables (Saunders et al., 2007, p. 443). Once having evaluated whether the 
effects are significant or not, we need to examine if the coefficients are positive or 
negative. The value of the coefficient becomes perfectly negative at -1 and perfectly 
positive at +1 (Saunders et al., 2007, p. 451). As our hypotheses state that the 
independent variables have positive effects on the four loyalty levels, a negative 
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coefficient would indicate that the effect is negative, giving us a reason to not support 
the hypothesis even though it was significant.  
 
4.3.5 Price Sensitivity Meter 
In order for us to evaluate the customer's willingness to pay for clothing, footwear and 
accessories, we applied the four required questions of the ‘Van Westendorp Price 
Sensitivity Meter’ for each category in our survey (Weiner, 2001, p. 112). The collected 
data for these questions will help us to create a graph in order to find four different 
levels of price acceptance. The indifference price point (IPD) lies where the expensive 
and cheap curves meet (Weiner, 2001). The IDP illustrates the “normal price” for a 
product (Weiner, 2001, p. 113 ) At a price less than the IDP, a retailer would miss 
potential profits while a price above the IDP would decrease sales volume. Next, we can 
look at the marginal point of cheapness (MGP), which is found at the intersection of the 
too cheap and the expensive curves  (Weiner, 2001, p. 113). At this point the lower 
range of price acceptance is presented. The third point we will be able to find is the 
marginal point of expensiveness (MDP), which results from the intersection of the too 
expensive and the cheap curves (Weiner, 2001, p. 113). This is on the opposite side of 
the marginal point of cheapness, hence presents the upper range of price acceptance. 
The last point is the optimum price point (OPS), which as the name already hints, 
illustrates the optimum price for the product (Weiner, 2001, p. 113). The point is found 
where the too cheap and the too expensive curves meet (Weiner, 2001). The area in 
between the OPS and IDP represents the range of inelasticity (Weiner, 2001, p. 113). 
The range of inelasticity can be described as the area where a change in price leads to a 
less than proportional change in demand (Fan & Hyndman, 2011, p. 3709). 
 
4.3.6 Brand Preference 
For us to evaluate which brands of Wedad’s selection are the most known and most 
likely to sell in Umeå, we will examine collected frequency distribution, a table 
summarizing data for individual variables (Saunders et al., 2007, p. 423). This will 
show us the brands the majority of the survey participants chose, showing us which 
brands a potential customer for Wedad’s might buy and which brands are rather less 
likely to sell.  
 
4.4 ETHICAL ISSUES 
 
Diener and Crandall (1978, cited in Bryman & Bell, 2011, p. 128) state that it is very 
important to conform to ethical behavior in business research. They claim that there are 
important issues in regard to ethics that a researcher has to take into consideration 
during the process of developing a study. To avoid unethical principles, researchers’ 
must avoid lack of informed consent, deception, the invasion of privacy and harm to 
participants (Diener & Crandall, 1978, cited in Bryman & Bell, 2011, p. 128).  
 
When conducting a study, participants have to be provided with the correct purpose and 
nature of the study before they are able to decide whether they want to participate or 
not, this is informing participants of the correct consent (Bryman & Bell, 2011, p.133). 
If they are incorrectly informed, or lead to believe that the study is something that it is 
not, this is categorized as deception (Bryman & Bell, 2011, p. 136). Before 
commencing our questionnaire, participants were provided with a brief explanation of 
the purpose of our study, the time length it would take to complete the survey, and that 
respondents will remain anonymous (Appendix). It is important for participants to have 
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the basic understanding of what their participation to the study will consist of (Bryman 
& Bell, 2011). We provided the participants of our study with the necessary information 
that was valid for them to know. Thus, the participants who took part in our study were 
aware of how we would use the their responses.  
 
There are individuals who are concerned about their personal privacy (Bryman & Bell, 
2011). Invasion of privacy refers to respecting participants’ confidentiality and 
anonymity (Bryman & Bell, 2011). In order to avoid these ethical issues, as we sent out 
our survey by email and facebook, we specify that all participants will remain 
anonymous. We sent the survey out as a group message and not individually to assure 
participants that we are unable to know who participates. A positive pointer of having 
the survey distributed on the Internet is the fact that the respondents will be anonymous 
(Bryman & Bell, 2011). Anonymity refrains an individual from feeling pressured to 
answer the survey in a certain manner (Bryman & Bell, 2011). By having the survey on 
the Internet, we can eliminate the pressure of an individual feeling forced to respond in 
a distinct way (Bryman & Bell, 2011). It avoids the occurrence of a respondent feeling 
as though they have to respond in a “socially desirable” manner (Bryman & Bell, 2011 
p. 271). 
 
Harm to participants is defined as causing physical harm, stress or the diminishing of 
self esteem (Diener & Crandall, 1978, cited in Bryman & Bell, 2011, p. 128). In regards 
to the involvement in a study’s questionnaire, harm can be related to the exposure of a 
participants responses when they’d prefer to remain anonymous (Bryman & Bell, 2011). 
A survey may contain private information, a participant may feel harmed by the 
invasion of privacy of a publication (Bryman & Bell, 2011). We did not cause any harm 
to the participants of our study as we did not publish any of their responses. All of the 
responses we received were kept confidential. 
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5. EMPIRICAL FINDINGS 

 
In this chapter the reader will be guided through the process of our findings. Figures 

and tables will assist the reader in understanding our outcomes. This chapter will 

present the different demographics, the main store, Cronbach’s alpha, the descriptive 

statistics and the regression analysis. The value of price sensitivity meter and the 

outcome of the brand preference will be also be demonstrated. 
 
5.1 DEMOGRAPHICS 
 
The beginning of our survey entailed questions regarding the participants’ 
demographics. The categories of demographics are age, gender and occupation of the 
customers (Bryman & Bell, 2011 p.193).  
 
The first question in our survey concerned the participants’ gender. We ideally wanted 
the amount of respondents to be evenly divided by male and female as Wedad’s caters 
to both genders. However, even though we sent out the survey via e-mail and Facebook, 
we are not able to influence the amount of individuals who actually choose to 
participate in our survey. This nevertheless worked out well as the amount of 
respondents of each gender were almost equal, as presented in Figure 5. The female 
participants had a slightly greater share as they accounted for 53% of the respondents, 
which indicates 47% respondents are males. These results are good as they give the 
reader and us the chance to evaluate the survey in an almost equal perspective between 
male and female. 

 
 
Next, we ask about occupation. As we sent our survey out to student e-mails we had 
access to, and posted it on Facebook groups of Umeå University, mainly students 
answered our survey. We therefore asked for their level of studies and for their 
employment as they could be working as well. Most of the participants were bachelor 
students accounting for 49.04% followed by master students 36.54%. These two groups 
account for the majority of the participants. The next largest segment was bachelor 
students being part-time employed with 7.69%. The other participants were rather minor 
groups and accounted for small amounts of participants as shown in Figure 6. This 

53% 

47% 

10% 20% 30% 40% 50% 60% 

Female 

Male 
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Gender 

Figure 5 - Gender 
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figure provides the reader with the information that the participants were mainly 
students and that the outcome of our research mainly applies for segment groups based 
on students.  
 

 
 
Age is the next and last demographic we included in our survey. Once again, our 
research is based on students, which is why our answer options were focused on the age 
range between 20-30 years old as we predict students to be in their twenties. As seen in 
Figure 7, the majority of the participants were between 21-23 years old 48.08%, 
followed by 24-26 years (33.65%), 27-29 (12.5%) and the minority of 5.77% to be over 
30 years old. The findings show us that the outcome can be generalized to a segment 
consisting of students in their twenties.  
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5.2 MAIN STORE 
 
The respondents were asked to choose what the main store they shop at in Umeå is. 
This question was directed in finding out Wedad’s number one competitor, and the 
respondents used this ‘main store’ to answer the questions that measure their different 
levels of loyalty. We provided a list of 22 different retailers that they could pick from. 
These excluded retailers that dealt with merchandise that Wedad’s did not sell. For 
example, sport retailers such as Stadium were not on the list, as Wedad’s does not sell 
sports wear so we did not see them as potential competition. Table 1 below shows the 
results of which store respondents picked as the main retail store they visit. It is clear to 
see that H&M is in the lead by a high percentage of 55%. This means they are Wedad’s 
main competitor, followed by the other stores on the list, in ranked order of percentages 
of what respondents picked.  
 

 

Store N Percentage  

H&M 57 55% 
MQ 11 11% 
Carlings 6 6% 
Gregers 5 5% 
Nollnitti 3 3% 
Brothers 3 3% 
Vero Moda 3 3% 
Jack & Jones 3 3% 
Kii 2 2% 
Kappahl 2 2% 
Tiger of Sweden 2 2% 
Lindex 2 2% 
Åhlens 1 1% 
Indiska 1 1% 
JC 1 1% 
Dressman 1 1% 
Only 1 1% 
Bik Bok 0 0% 
Gina Tricot 0 0% 
Sisters 0 0% 
Rut m. fl 0 0% 
Gant 0 0% 
 
 
 
 
5.3 CRONBACH’S ALPHA 
 
As mentioned earlier, we used Cronbach’s Alpha in order to test the variables reliability 
(Bryman & Bell, 2011 p .159). This was the first step we did before using our collected 
data in further analysis. By doing so, we made sure that only reliable constructs were 
used in our analysis. Using SPSS enabled us to chose the option of how a given value 

Table 1 – Main Store 
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would change if a item would be removed. The construct was then created including 
only the items, which make it reliable.  
 
When looking at Table 2, we can see that all values besides “assortment” are reliable as 
their value are at least 0.7. When we used the Cronbach's alpha method in order to see 
the reliability on assortment, no matter which combination of items within assortment 
were used, it was not possible to reach a value of 0.7. We therefore selected one item of 
assortment to represent this construct. When choosing which of our four different 
assortment items to choose, we had to evaluate the descriptive statistics in Table 11  
(Appendix). It gave us the different value of “skewness” which should be between +1 
and - 1 and the “kurtosis” value which should be between +1.5 and -1.5. If these two 
values are within the range, the item has a normal distribution. Furthermore, the 
variable representing the construct the best way should be picked. In our case, we 
decided to choose assortment 1, which is connected to the importance of assortment 
size. The item has a normal distribution and we consider this item to represent 
assortment the best way as it is a more general question than the other items and 
considered to be important by the participants.  
 
 

Construct Cronbach’s alpha 

Cognitive Loyalty 0.720 
Affective Loyalty 0.755 
Conative Loyalty 0.716 
Action Loyalty  0.758 
Assortment One Item  
Service Quality  0.790 
Switching Costs 0.925 
Economic Value 0.726 

 
 
 
 
5.4 DESCRIPTIVE STATISTICS  
 
After we made sure that the created constructs are all reliable by using Cronbach’s 
alpha, we used SPSS to calculate the mean and standard deviation of each construct and 
Pearson correlation between them.   
 
When looking at Table 3, each constructs mean value and standard deviation is 
presented. For the four different loyalty levels and switching costs a 7-point likert scale 
was used, which means that the values are out of 7. The other three constructs were 
measured on a 5-point Likert scale, giving a maximum value of 5. When evaluating the 
four different loyalty levels and switching cost’s mean, the answers were between 2.28 
(Switching Costs) and 5.09 (Cognitive Loyalty), which shows that each one of them 
were at least a bit over the middle point of the 7-point likert scale. When evaluating the 
mean values, the participants were generally agreeing to the the question concerning 
loyalty. The standard deviation of those constructs were between 0.88 (Conative 
Loyalty) and 1.41 (Action Loyalty). 
 

Table 2 – Cronbach’s alpha 
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The other three constructs including assortment, service quality and economic value 
ranged from 3.23 (Economic Value) to 3.83 (Service Quality) on a 5-point likert scale, 
meaning that all of them were above the middle point. This indicates that the 
participants find each construct generally important. The standard deviation for these 
variables ranged from 0.67 (Service Quality) to 1.08 (Economic Value). This shows us 
that the values are distributed around the mean value (Saunders et al., 2007, p. 439).  
 
 

Construct Mean Standard Deviation 

Cognitive Loyalty 5,09 0.99 
Affective Loyalty 3.71 1.03 
Conative Loyalty 3.90 0.88 
Action Loyalty  3.91 1.41 
Assortment 3.68 0.99 
Service Quality  3.83 0.67 
Switching Costs 2.28 1.28 
Economic Value 3.23 1.08 

 
 
 
 

Table 4 demonstrates the Pearson correlations for each construct. When examining this 
table, we can see that not all correlation are positive or considered to be significant at 
the level of 0.01 or 0.05. As our research is based on how the independent variables 
(assortment, service quality, switching costs and economic value) have an effect on the 
dependent variables (the four types of loyalty), all correlations between each variable 
are presented. 
 
To begin with, all four different loyalty levels have a positive and significant correlation 
between each other. For Cognitive loyalty’s correlation, all correlations are positive 
besides economic value, which has a negative correlation. This indicates that as 
cognitive loyalty increases, economic value decreases by -0.2. This means that as the 
more loyal a customer becomes at the cognitive level, the less economic value begins to 
matter. The correlation between economic value and cognitive loyalty is the only 
significant correlation when we consider correlations between cognitive loyalty and the 
independent variables. The significant correlation means that the correlation happened 
by reason and not by chance (Saunders et al., 2007, p.451-2).  
 
Next, we will look at the correlation between affective loyalty. In this case, all 
correlations are positive, meaning as a customer becomes more affective loyal, the more 
each variable matters. Nevertheless, the correlation between switching costs and 
affective loyalty is the only correlation that is considered to be statistically significant 
when considering the correlations between affective loyalty and the other independent 
variables.  
 
Conative loyalty, like affective loyalty, has only positive correlations. This again means 
that as a customer becomes more conative loyal, the more each variable matters. Unlike 
the previous loyalty levels, conative loyalty has three correlations that are statistically 
significant. Switching costs, service quality and assortment are the three variables, 
which have a significant correlation with conative loyalty when considering the 

Table 3 – Descriptive Statistics 
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correlation between affective loyalty and the other independent variables. This means 
that the correlation of these three variables happened by reason and not by chance 
(Saunders et al., 2007, p. 451-2). 
 
The last correlations are of action loyalty and the factors affecting it. As presented in 
Table 4, the correlations of action loyalty between economic value and assortment are 
negative, while positive correlations exist of action loyalty between switching costs and 
service quality. Switching costs is however the only variable that has a statistically 
significant correlation with action loyalty when considering the correlations between 
action loyalty and the other independent variables.  
 
 

Construct Cognitive 
Loyalty 

Affective 
Loyalty  

Conative 
Loyalty  

Action 
Loyalty 

Assortment Service 
Quality 

Switching 
Costs 

Economic 
Value 

Cognitive 
Loyalty 

1        

Affective 
Loyalty 

0.560** 1       

Conative 
Loyalty 

0.399** 0.651** 1      

Action 
Loyalty  

0.271** 0.321** 0.351** 1     

Assortment 0.124 0.157 0.204* -0.021 1    
Service 
Quality  

0.094 0.140 0.487** 0.179 0.219* 1   

Switching 
Costs 

0.074 0.439** 0.388** 0.440** 0.013 0.045 1  

Economic 
Value 

-0.201* 0.058 0.100 -0.162 0.073 0.062 0.165 1 

 
 
5.5 REGRESSIONS 
 
For all regressions we used multiple linear regression analysis on SPSS plotting the four 
different loyalty levels as the dependent variable and assortment, service quality, 
switching costs and economic value being the independent variables.  
 
5.5.1 Cognitive Loyalty 
Table 5 presents the R Square value. This value indicates the amount of variance in the 
dependent variable being described by the independent variables (Saunders et al., 2007, 
p. 603). The R Square value for cognitive loyalty is 0.077. This value is a rather low 
value as only 7.7% of cognitive loyalty variance is described by the independent 
variables (assortment, service quality, switching costs and economic value). The 7.7% 
mean that it is not a strong model. Next, the ANOVA table shows that the overall 
regression is significant as the value is 0.091 and therefore below the significant level of 
0.10. This means that the overall relation between the independent variables and 

Table 4 – Pearson correlation 
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dependent variable are by reason and not by chance (Saunders et al., 2007, p. 451-2). 
However, when we are looking at the coefficient table, we can see that economic value 
is the only variable that is statistically significant. This means, even though only a low 
amount of cognitive loyalty variance are described, economic value has a significant 
negative effect on cognitive loyalty.  
 
 
    Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of 

the Estimate 

1 0.278a 0.077 0.40 0.96978 
a. Predictors: (Constant), Assortment, Service Quality, Switching Costs, Economic 

Value 
ANOVA 

Model Sum of 

Squares  

df Mean 

Square 

F Sig. 

Regression 7.781 4 1.945 2.068 0.091b 
Residual  93.107 99 0.940   
Total 100.888 103    

a. Dependent variable: Cognitive Loyalty  
b. Predictors: (Constant), Assortment, Service Quality, Switching Costs, Economic 

Value  

Coefficients 

Model Unstandardized 

Coefficients 

B Std. Error 

 

Standardized 

Coefficients 

Beta 

t Sig. 

Constant 4.698 0.659   7.133 0.000 
Assortment 0.123 0.099  0.123 1.241 0.217 
Service Quality 0.113 0.146  0.076 0.771 0.443 
Switching Costs 0.084 0.076  0.108 1.101 0.273 
Economic Value -0.213 0.090  -0.232 -2.364 0.020 

a. Dependent variable: Cognitive Loyalty 

 
5.5.2 Affective Loyalty  
In Table 6 the regression of affective loyalty is presented. When looking at the R Square 
value, we can see that the value of 0.225 is also quite low. The independent variable 
only describe 22.5% of affective loyalty variance. This means that the regression is not 
very strong. However, the ANOVA table shows us that the overall regression is 
significant as the value is below 0.01. This again illustrates that the relation between the 
independent variables and affective loyalty occurs by reason and not by chance. When 
looking at the coefficient table, we see that only switching costs is statistically 

Table 5 – Regression (Cognitive loyalty) 



 

 40 

significant, meaning that this is the only variable having an significant positive effect on 
affective loyalty.  
 

 

    Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of 

the Estimate 

1 0.474a 0.225 0.194 0.92677 
a. Predictors: (Constant), Assortment, Service Quality, Switching Costs, Economic 

Value,  
ANOVA 

Model Sum of 

Squares  

df Mean 

Square 

F Sig. 

Regression 24.663 4 6.166 7.179 0.000b 
Residual  85.031 99 0.859   
Total 109.694 103    

a. Dependent variable: Affective Loyalty  
b. Predictors: (Constant), Assortment, Service Quality, Switching Costs, 

Economic Value 
 

Coefficients 

Model Unstandardized 

Coefficients 

B Std. Error 

 

Standardized 

Coefficients 

Beta 

t Sig. 

Constant 1.928 0.629   3.063 0.003 
Assortment 0.139 0.095  0.133 1.466 0.146 
Service Quality 0.143 0.140  0.093 1.026 0.307 
Switching Costs 0.355 0.073  0.438 4.883 0.000 
Economic Value -0.029 0.086  -0.030 -0.332 0.741 

a. Dependent variable: Affective Loyalty 

 

5.5.3 Conative Loyalty 
The regression of conative loyalty is presented in Table 7. The R Square value 0.381 
was the highest out of all four R Square values. It is nevertheless still quite low and 
therefore not a strong regression as only 38.1% of conative loyalty variance is 
described. Even though the R Square value is low, the ANOVA table illustrates that the 
overall regression is statistically significant as it is below 0.01, meaning that the 
conative loyalty relation to the independent variables happened by reason and not by 
chance. The coefficient table shows that both switching costs and service quality are 
significant as their value is below 0.01, but not the significance level of assortment and 

Table 6 – Regression (Affective loyalty) 
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economic value. This means that switching costs and service quality have significant 
positive effects on conative loyalty, but assortment and economic value do not.  
 
 

    Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of 

the Estimate 

1 0.617a 0.381 0.356 0.70427 
a. Predictors: (Constant), Assortment, Service Quality, Switching Costs, Economic 
Value 
 

ANOVA 

Model Sum of 

Squares  

df Mean 

Square 

F Sig. 

Regression 30.221 4 7.555 15.232 0.000b 
Residual  49.104 99 0.496   
Total 79.324 103    
a. Dependent variable: Conative Loyalty  

b. Predictors: (Constant), Assortment, Service Quality, Switching Costs, Economic 
Value 

Coefficients 

Model Unstandardized 

Coefficients 

B Std. Error 

 

Standardized 

Coefficients 

Beta 

t Sig. 

Constant 0.746 0.478   1.559 0.122 
Assortment 0.090 0.072  0.101 1.247 0.215 
Service Quality 0.585 0.106  0.448 5.514 0.000 
Switching Costs 0.252 0.055  0.366 4.562 0.000 
Economic Value 0.003 0.066  0.004 0.049 0.961 

a. Dependent variable: Conative Loyalty 

 
 
 

5.5.4 Action Loyalty 
Table 8 presents the results of the multiple regression analysis of action loyalty. It 
shows that the R Square value is low at 0.283. This means that only 28.3% of action 
loyalty variance is explained by the independent variables, showing that the regression 
is rather weak. The ANOVA table illustrates that the overall regression is significant as 
the value is below 0.01, meaning that the relation happened by reason and not by 
chance. The coefficient table shows us that switching costs and economic value are 
significant at 0.01 and service quality at 0.05. This means that switching costs and 
service quality have significant positive effects and economic value significant negative 
effects on action loyalty.  

Table 7 – Regression (Conative loyalty) 
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    Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of 

the Estimate 

1 0.532a 0.283 0.254 1.21991 
a. Predictors: (Constant), Assortment, Service Quality, Switching Costs, Economic 

Value,  
 

ANOVA 

Model Sum of 

Squares  

df Mean 

Square 

F Sig. 

Regression 58.052 4 14.513 9.752 0.000b 
Residual  147.330 99 1.488   
Total 205.382 103    

a. Dependent variable: Action Loyalty  

b. Predictors: (Constant), Assortment, Service Quality, Switching Costs, Economic 
Value 
 

Coefficients 

Model Unstandardized 

Coefficients 

B Std. Error 

 

Standardized 

Coefficients 

Beta 

t Sig. 

Constant 2.539 0.829   3.065 0.003 
Assortment -0.070 0.125  -0.049 -0.564 0.574 
Service Quality 0.386 0.184  0.184 2.103 0.038 
Switching Costs 0.525 0.096  0.474 5.485 0.000 
Economic Value -0.325 0.114  -0.248 -2.863 0.005 

a. Dependent variable: Action Loyalty 

 
5.5.5 Price Sensitivity Meter 
Figure 8 illustrates the four different price curves in relation to clothing; expensive, too 
expensive, cheap and too cheap. The horizontal axis represents different price levels 
from the questionnaire (APPENDIX 2) and the vertical axis represents the response rate 
as a percentage. An additional graph for the illustrations of the footwear price curves is 
presented in Figure 9 and for Accessories in Figure 10. The graphs present the different 
price acceptance levels of the participants at certain intersections in relation to the ‘Van 
Westendorp Price Sensitivity Meter’ (Weiner, 2001).  
 
 

Table 8 – Regression (Action loyalty) 
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First we will look at the indifference price point (IDP), which is considered to be the 
normal price (Weiner, 2001, p. 113). The IDP is at the intersection of the expensive and 
the cheap curve (Weiner, 2001, p. 113). In case of clothing, the normal price lies at 
approximately 400kr, for footwear at 750kr and for accessories at 200kr.  
 
The next price acceptance level is the marginal point of cheapness (MGP), representing 
the lower range of price acceptance (Weiner, 2001, p. 113). The MGP lies where the too 
cheap and the expensive curves intersect (Weiner, 2001, p. 113). In case of clothing, the 
lower range of price acceptance is at approximately 300kr, for footwear at 500kr and for 
accessories at 150kr.  
 
 
 

 

Figure 8 – PSM Clothing  
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The third point is the marginal point of expensiveness. The marginal point of 
expensiveness (MDP) indicates the upper range of price acceptance and lies at the 
intersection of the too expensive and the cheap curves (Weiner, 2001, p. 113). The 
upper range of price acceptance for clothing is at approximately 500kr, for footwear at 
700kr and for accessories at 250kr. 
 
The last point is called the optimum price point, illustrating the optimum price for the 
product, which is found where the too cheap and the too expensive curves meet 
(Weiner, 2001, p. 113). The optimum price for clothing is at approximately 400kr, for 
footwear at 550kr and for accessories at 200kr.  
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Figure 9 – PSM Footwear 
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5.5.6 Brand Preference 
When looking at Table 9 and Table 10, we can see the frequency table of the brands the 
participants were familiar with and would consider buying. Table 9 and Table 10 shows 
us that the brands the participant were most familiar with were the brands that had the 
highest numbers when asked if they would consider buying them. Based on the 
collected data, we would recommend Wedad’s to sell Björn Borg, Friis & Co, Tiger of 
Sweden, Panos Emporio, Prestige, Dyrbergkern, Lindeberg and Bugatti in Umeå. The 
brand with the lowest values was Prestige with 17 participants considering buying it 
while 35 are familiar with the brand. Prestige is the last brand we recommend Wedad’s 
to sell because under Prestige’s 17 participants who would buy it, the numbers for the 
other brands were even lower, and we consider any lower values to be too risky. The 
demand for the brands below 17 participants is quite small, which increases the risk of 
not selling. The two brands with the highest values were Björn Borg and Tiger of 
Sweden. They are the brands the participants were most familiar with, which could be 
the reason they reached the highest numbers on considering to buy it. The high numbers 
can be related to theory by Alreck and Settle (1999), stating that customers keep their 
tastes and preference of a brand from previous experiences in mind when they shop, 
which influences their brand choice. However, Björn Borg and Tiger of Sweden already 
exist on the Umeå market, which means higher competition needs to be recognized.  

 

Figure 10 – PSM Accessories 
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Brand Name N Percentage 

Björn Borg 90 17% 
Tiger of Sweden 83 16% 
Lindeberg 65 12% 
Bugatti 49 9% 
Panos Emporio 43 8% 
Friis & Co 38 7% 
Prestige 35 7% 
DrybergKern 33 6% 
Saddler 22 4% 
Jacks 18 3% 
Titan 14 3% 
Piu Piu 10 2% 
Epic 8 2% 
JackShore 7 1% 
Shine 5 1% 
Bozzini 5 1% 
Not familiar with any 2 >1% 

 
 
 
 

Brand Name N Percentage 

Tiger of Sweden 53 19% 
Björn Borg 48 17% 
Lindeberg 28 10% 
Friis & Co 26 9% 
DrybergKern 25 9% 
Bugatti 20 7% 
Panos Emporio  18 7% 
Prestige  17 6% 
Jacks 10 4% 
I would not buy any 9 3% 
Piu Piu 4 1% 
JackShore 4 1% 
Saddler 3 1% 
Shine 3 1% 
Titan 3 1% 
Bozzini 2 1% 
Epic 2 1% 
 

 

Table 9 – Brand preference (familiar) 

Table 10 – Brand preference (buy) 
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6. ANALYSIS AND DISCUSSION 
 

In this chapter the reader will be notified of the results of our research question. We 

will disclose if and why our hypotheses can or cannot be supported, as well as what 

effects the independent variables have on the dependent variables. The systematic order 

of the chapter will enable the reader to easily follow our discussion of connecting our 

analysis to theory. We will inform the reader if and how our supported or not supported 

hypotheses were in line with previous mentioned theories. 
 
6.1 ASSORTMENT AND LOYALTY  
 
Hypothesis 1: Assortment has positive effects on a) cognitive, b) affective, c) conative 

and d) action loyalty 
 
As the collected data has been evaluated, we concluded that hypotheses H1a, H1b, H1c 
and H1d were not supported. We do not support the hypotheses because the significant 
value of assortment on all of the four different loyalty levels is above 0.05. This means 
that the probability of the relationship occurring by chance is too high, giving us no 
significant evidence that assortment has positive effects on cognitive loyalty. By not 
supporting the hypotheses, we state that assortment has no positive effects on cognitive, 
affective, conative or action loyalty. Even though we do not support the hypotheses, we 
cannot conclude for certain that there is no existing relation between the independent 
and dependent variables.   
 
According to Blut et al. (2007), Oliver (1999) and McMullan and Gilmore (2003), a 
customer’s loyalty at the cognitive level is based on costs, benefits and quality of the 
product or service. When referring to assortment as a variable, the quality of the product 
can be associated with this the quality of assortment. However, our collected data shows 
different results than the theory states, as assortment does not have positive effects on 
cognitive loyalty.  
 
Blut et al. (2007), McMullan and Gilmore (2003) and Oliver (1999) state that affective 
loyalty is determine by the liking or attitude of a brand. The liking or attitude of a brand 
is related to assortment, as brands are part of a retailer’s assortment. Nonetheless, as our 
findings show, assortment does not have positive effects on affective loyalty.  
 
At the conative loyalty level, a customer is affected by the brand. This level of loyalty 
develops from continuous satisfaction of a brand (Blut et al., 2007; McMullan and 
Gilmore, 2003; Oliver 1999). Satisfaction from a brand is in relation to assortment, as 
mentioned previously, brands are a part of the assortment of a retailer. The failure of a 
brand/product is a strong indicator of diminishing conative loyalty, hence the product 
(in our case the product is part of the assortment) has an effect on conative loyalty (Blut 
et al., 2007; McMullan and Gilmore, 2003; Oliver 1999). Even though theory states that 
there is a relation between conative loyalty and assortment, our research does not 
confirm these findings; our outcome is that assortment does not have positive effects on 
conative loyalty.  
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Action loyal customers do not act upon switching retailers, despite the fact that there 
may be an appealing competitors’ offer, or disappointment occurs to a minimum (Blut 
et al., 2007; McMullan and Gilmore, 2003; Oliver 1999). Customers that are action 
loyal consider their sunk costs greatly, thus not letting a variable such as assortment 
affect their loyalty level (McMullan and Gilmore, 2003). Our findings are in line with 
theory’s definition of action loyal in this case, as our findings of assortment showed to 
not have positive effects on customers that are action loyal. 
 
6.2 SERVICE QUALITY AND LOYALTY 
 
Hypothesis 2: Service quality has positive effects on a) cognitive, b) affective, c) 

conative and d) action loyalty 
 
When evaluating the data of the regression analysis, we came to the conclusion that 
hypotheses H2a and H2b were not supported; the predicted hypotheses that service 
quality having positive effects on cognitive and affective loyalty. As the significant 
levels of service quality on the two loyalty levels were above 0.05, the probability of the 
relationship happening by chance is too high. No evidence is found that service quality 
has positive effects on cognitive or affective loyalty. We can nevertheless not conclude 
with full certainty that no relation between service quality and the two loyalty levels 
exists. 
 
According to theory, cognitive loyalty is based on the costs, benefits, and quality of the 
product and service (Blut et al., 2007; McMullan and Gilmore, 2003; Oliver 1999). The 
service quality of a retailer concerns the in-store experience of the store and experience 
the goods themselves (Blut et al., 2007; McMullan and Gilmore, 2003; Oliver 1999). 
The in-store experience of the store and the experience of the goods is the service 
quality the retailer is offering. Relating to theory, service quality should have a positive 
effect on cognitive loyalty. Nonetheless, our findings show that service quality does not 
have a positive effect on cognitive loyalty.  
 
Affective loyalty is developed due to the liking and attitude of a brand (Blut et al., 2007; 
McMullan and Gilmore, 2003; Oliver 1999). A customer’s liking and attitude is 
connected to service quality, as a customer will develop liking and attitude towards 
brand due to the experience of the store and the goods themselves. Theory states that 
service quality should have a positive effect on affective loyalty. However, our results 
show otherwise; service quality does not have positive effects on affective loyalty.  
 
Furthermore, hypotheses H2c and H2d were supported. The significant level of service 
quality on conative and action loyalty is below 0.05, illustrating that the probability of 
the relation occurring by chance is very low. Additionally, the coefficient between 
service quality and the two loyalty levels is positive. This supports that service quality 
has positive effects on conative and action loyalty.  
 
As theory mentioned, conative loyalty is built up on continuous satisfaction from a 
brand (Blut et al., 2007; McMullan and Gilmore, 2003; Oliver 1999). A disappointment 
of the product or service might affect switching behavior at this type of loyalty. Thus, 
customers that are conative loyal, to a large extent, do not want to be disappointed (Blut 
et al., 2007; McMullan and Gilmore, 2003; Oliver 1999). As the theory already states, 
our findings confirm that service quality has positive effects on conative loyalty. 
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Action loyal customers are in theory not affected by a small amount of disappointment 
of the product or service, attractive competitors offers or by switching costs (Blut et al., 
2007; McMullan and Gilmore, 2003; Oliver 1999). Our findings disagree with the 
existing theories in relation to service quality as we concluded from our collected data, 
that service quality does have positive effects on action loyalty.  
 
6.3 SWITCHING COSTS AND LOYALTY 
 
Hypothesis 3: Switching costs have positive effects on a) cognitive, b) affective, c) 

conative and d) action loyalty 
 
When evaluating the analyzed data, we found evidence that hypothesis H3a is not 
supported, stating that switching costs has positive effects on cognitive loyalty. The 
significant level is above 0.05, meaning that there is a higher probability of the relation 
occurring by chance rather than by reason. We can therefore not find evidence that 
switching costs has positive effects on cognitive loyalty. However, we cannot confirm 
with full certainty that no relation at all exists.  
 
According to theory, cognitive loyal customers are most affected by price and quality. 
They seek for the best costs and benefits (Blut et al., 2007; McMullan and Gilmore, 
2003; Oliver 1999). The switching costs items we used from Blut et al. (2003) referred 
to the costs of time and effort a customer faces, it was not related to costs in the 
economical sense. When looking at theory, time and effort does not affect the price or 
benefits, which means switching costs should not have positive effects on cognitive 
loyalty. Our findings match theory, as we could not find evidence for switching costs 
having positive effects on cognitive loyalty.  
 
Based on our findings, hypotheses H3b, H3c and H3d were supported. As the 
significant level is less than 0.05, the relation between the variables is very likely to 
occur by reason rather than by chance. Furthermore, the coefficient between switching 
costs and the three loyalty levels is positive. Therefore we can support the hypotheses of 
switching costs having positive effects on affective, conative and action loyalty.  
 
Affective loyalty is determined by the liking and attitude of a brand, but the 
attractiveness of competitive offerings grasps the attention of an affective loyal 
customer (Blut et al., 2007; McMullan and Gilmore, 2003; Oliver 1999). Thus, if 
switching costs are low, and an affective loyal customer sees an attractive offering, they 
will switch. Conative loyalty is developed by the continuous satisfaction of a brand, but 
frequent disappointment may lead to switching of the brand (Blut et al., 2007; 
McMullan and Gilmore, 2003; Oliver 1999). In this case too, if switching costs happen 
to be low, and a conative loyal customer experiences disappointments from a brand, 
they will switch brands. Our findings confirm the theory, as the results to our findings 
show that switching costs have positive effects on affective and conative loyalty.   
 
Action loyalty is a commitment to a brand that will not be altered even if there is an 
attractiveness of alternatives (Blut et al., 2007; McMullan and Gilmore, 2003; Oliver 
1999). Theory states that an action loyal customer takes switching costs into 
consideration before making a switch, and it usually results in them not switching (Blut 
et al., 2007; McMullan and Gilmore, 2003; Oliver 1999). Our findings disagree with 
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theory in this case, as our results are that switching costs have positive effects on an 
action loyal customer. Our findings mean that if switching costs are low, an action loyal 
customer will switch.   
 
6.4 ECONOMIC VALUE AND LOYALTY  
 
Hypothesis 4: Economic value has positive effects on a) cognitive, b) affective, c) 

conative and d) action loyalty 
 
The findings brought us to the conclusion that hypotheses H4a, H4b, H4c and H4d are 
not supported. The significant levels of economic value on both affective and conative 
loyalty were over 0.05, illustrating a too large probability of the relation to happen by 
chance other than by reason. However, we cannot conclude with full certainty that no 
relation at all exists. Even though economic value has significant effects on cognitive 
and action loyalty, the effects are negative. We can therefore not support that economic 
value has positive effects on any of the four loyalty levels.  
 
Based on theory, affective loyalty is affected by customers’ liking and the attitude 
towards a brand, which can be predicted from previous performance, as well as an 
attractive offering of a competitor might win their attention (Blut et al., 2007; 
McMullan and Gilmore, 2003; Oliver 1999). Conative loyalty according to theory is 
mainly based on continuous satisfaction, and repeated disappointment might have an 
effect on it (Blut et al., 2007; McMullan and Gilmore, 2003; Oliver 1999). Theory on 
affective and conative loyalty does not include economic value as a factor that affects 
these levels of loyalty. According to our findings, economic value has no positive 
effects on affective or conative loyalty, which means that we agree with the existing 
theory.  
 
As stated by theory, cognitive loyal customers are most concerned with the costs, 
benefits and quality of a product or service (Blut et al., 2007; McMullan and Gilmore, 
2003; Oliver 1999). Economic value consists of the value customers have for money. 
As a cognitive loyal customer is concerned with the price of a product or service, our 
findings agree with theory as we found economic value having effects on cognitive 
loyalty. Furthermore, these effects are negative, meaning that as cognitive loyalty 
increases, economic value decreases. Hence, as price decreases cognitive loyalty 
increases.  
 
In regard to action loyal, theory explains customers on this level of loyalty are 
committed to their given brand (Blut et al., 2007; McMullan and Gilmore, 2003; Oliver 
1999). In the event of a disappoint or an attractive offer from a competitor will usually 
not cause an action loyal customer to switch. However, our findings concluded that 
economic value has negative effects on action loyalty, meaning that even though the 
strong level of action loyalty is difficult to effect, lower prices could increase action 
loyalty.  
 
6.5 REVISED CONCEPTUAL MODEL  
In regard to our findings, some of our hypotheses were supported and some hypotheses 
were not supported. Figure 11 presents significant effects that were found in this model. 
To begin with, our findings show that a retailer’s assortment showed to have no positive 
effects on any of the loyalty levels. Our findings in relation to the effect of assortment 
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on cognitive, affective and conative are contradictory to what theory says. However, 
according to theory on action loyalty, this was the correct outcome.  
 
When it comes to a retailer’s service quality, we found positive effects on conative and 
action loyalty. Our findings regarding conative loyalty are in line with what theory 
states, however, our findings of the impact of service quality on action loyalty are not in 
line with theory.  
 
Concerning switching costs, our findings show that this variable has positive effects on 
affective, conative and action loyalty. Our findings for affective and conative loyalty go 
along with what theory states, however, our findings of action loyalty do not.  
 
Lastly, a customers’ economic value has effects on only cognitive and action loyalty. 
Howerver, theses effects are negative. Nevertheless, the findings we have on economic 
value having negative effects on cognitive loyalty agrees with what theory states, but 
once again, our findings of action loyalty do not. Even though we do not support the 
hypotheses that economic value has positive effects on conative and affective loyalty, 
theory states that economic value does not have an effect on these levels of loyal. 
Therefore, not supporting these hypotheses are in relation with what theory states.  
 
As Figure 11 shows, several hypotheses were supported in this study. Eleven 
hypotheses out of sixteen were not supported. The significant effects are shown in 
Figure 11 as a red solid line, and the effects that were not significant are shown as a 
black dotted line.  
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The hypotheses are either supported or not, but the effect and results might contradict or 
be in line with previous studies or theories. For example, in relation to assortment as a 
variable that has positive effects on the different levels of loyalty. Theory on cognitive, 
affective and conative loyalty state that assortment should have positive effects on these 
levels of loyalty. However, our findings state otherwise. We believe that there may be 
reasons why the findings resulted in a certain way. While we see theory as being based 
on the generalization of the average customer, our sample was 104 respondents, which 
is a small minority compared to Umeå’s student population. Furthermore, all our 
respondents were students in their twenties, while we feel that theory is based on a 
larger range of age. Students may have different point of views, taste and opinions 
about a retailer than say, an elderly adult. We think this can be an explanation as to why 
a few of our findings did not go in line with what theory stated.  
 
The results of our findings give a retailer insight to which variables have positive effects 
on each loyalty level. Our findings provide proof that some of the variables (assortment, 
service quality, switching costs and economic value) affect certain levels of loyalty. 
These findings are the valid information that Wedad’s and other retailers can use in 
order to create or change customer’s loyalty levels. Retailers can now see which 
variables they have to focus on in order to create certain levels of loyalty, and gain 
competitive advantage (Dabholkar et al. 1996).  
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7. CONCLUSIONS 

 

The concluding chapter of our thesis includes our general conclusions and managerial 

implications. We summarize our purpose and findings as well as give recommendations 

to retailers regarding the outcome of our research. The chapter continues with a section 

on our truth criteria. We demonstrate the reliability, replicability and validity of our 

study. Our thesis limitations are introduced, and with our limitations, we create a 

section on further research.  
 
7.1 GENERAL CONCLUSIONS AND MANAGERIAL IMPLICATIONS 
 
The main purpose of our thesis was to analyze whether variables such as assortment, 
service quality, switching costs and economic value affect customers’ loyalty in the 
retailing context in Umeå. The impact of these variables is assessed on the four levels of 
loyalty which are cognitive, affective, conative and action loyalty. The goal of our 
research is to provide Wedad’s and other retailers interested in opening a store in Umeå 
with information regarding which variables affect the different loyalty levels that 
customers have. By being aware of the variables that affect the different loyalty levels, 
retailers can focus on the variables that appeal to customers and thus, successfully gain 
new customers.  
 
We used the following as our research question, “How does assortment, service quality, 
switching costs and economic value affect customer loyalty in the retail market in 
Umeå?” 
 
Based on our findings, we can suggest that if Wedad’s or another retail store in Umeå 
wants to affect customers cognitive loyalty, they should focus on economic value. The 
regression analyses illustrated that economic value is the only independent variable with 
a positive effect on cognitive loyalty. When focusing on economic value, a retailer store 
should create value for the customers’ money. This suggestion means that they should 
make the store and product experience worth the price that the customer is paying.  
 
In cases where Wedad’s or a retail store seek to create or change customers’ affective 
loyalty in Umeå, the findings show that they should take customers switching costs into 
account. Switching costs is the only independent variable out of the four variables that 
has a positive effect on affective loyalty. As these findings show, the switching costs are 
of importance to customers that are affective loyal, a retailer that creates switching costs 
for affective loyal customers will put up a “barrier” which leads to those customers not 
switching. Creating a barrier means that it will cost the customer more time and effort to 
switch retailers than to stay at the current retailer, which ends up in them not switching 
and remaining loyal.  
 
Furthermore, we found that switching costs and service quality have positive effects on 
conative loyalty. The positive effects found by the regression analyses indicate that if 
Wedad’s or a retail store aims to create or change a customer’s conative loyalty, they 
should center their attention on switching costs and service quality. As we discussed 
what a retailer must do to when it comes to focusing on switching costs, we will discuss 
service quality. Service quality having a positive effect on conative loyalty shows that 
customers that are conative loyal are influenced by the service quality a retailer 
provides. In order to create or alter conative loyalty, a retailer should make sure they 
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have appealing service quality that will attract a customer to come back. Appealing 
service quality involves personal service from employees, knowledgeable, helpful, 
availability to pay with bankcard, return policy, an easily understood layout of the store 
and attractive advertising. 
 
Moreover, we found that switching costs, service quality and economic value have 
positive effects on action loyalty. The results illustrate that in case of Wedad’s or a 
retail store intend to create or change the customer’s action loyalty, they should focus 
on switching costs, service quality and economic value.  
 
In addition to providing Wedad’s and retailers in Umeå with our suggestions regarding 
the different variables to consider depending on the type of customer loyalty they seek, 
we have further recommendations. Due to the fact that the price that retailers charge and 
the brands that they offer are important elementsto customers when determining what 
retailer to go to, we included them in our study, so retailers are fully aware of what will 
draw in a customer in Umeå.   
 
Using the ‘Price Sensitivity Meter’ to determine customers’ price acceptance level, our 
findings show that in order to provide customers prices they will accept, Wedad’s and 
other retailers in Umeå should develop their pricing strategies accordingly. There are 
four different price levels Wedad’s and retailers can set their prices at: the indifference 
price point (IDP), marginal point of cheapness (MGP), marginal point of expensiveness 
(MDP) and the optimum price point (OPS) (Weiner, 2001, p. 113). Moreover, the range 
in between the optimum price point (OPS) and the indifference price point (IDP) is 
considered to be the inelasticity range (Weiner, 2001, p. 113). Therefore we would 
recommend Wedad’s and retailers in Umeå to set their price within the inelasticity 
range. For clothing, the optimum price point and indifference price point are both at 
400kr. Therefore, clothing’s should be priced at 400kr. When it comes to footwear, the 
range of inelasticity lie between 550kr and 750kr and finally for accessories, both points 
are on 200kr. Therefore, accessories should be priced at 400kr. 
 
Our final recommendation is in particular for Wedad’s. We included a section in our 
survey questionnaire concerning how familiar the participants are with the brands 
Wedad’s is offering, and which brands they would consider buying. According to Table 

10, we suggest that they sell the top 8 brands, the rest of the brands had too few 
responses and we feel they would be too risky to offer in Umeå. 
 
Our study makes a theoretical contribution because we address a research gap that we 
could identify in prior studies. Previous research has been done on the different loyalty 
levels, but it mainly focused on how these levels are affected by switching costs and the 
attractiveness of alternatives (Blut et al., 2007; McMullan & Gilmore, 2003; Jones et 
al., 2002). Studies have also been done on the importance of a retailer’s assortment, 
service quality, and the economic value it creates for a customer (Diehl & Poynor, 
2010; Dabholkar et al., 1996; Arnold et al., 1978). However, prior research has not been 
done to investigate how these four variables affect the four levels of loyalty. We 
narrowed down our research to these four variables since them seem to be the most 
important in the retailing context. 
 
We conducted this research due to the reason that we think it would benefit retailers and 
make them aware of variables that affect customers loyalty level. With knowing what 
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variables affect these levels of loyalty, a retailer can create competitive advantage by 
facilitating loyalty; a retailer would have the potential to gain competitors’ customers. 
As a loyal customer increases profits of a retailer, we think it is essential for a retailer to 
know how to develop this loyalty as well as alter it if they are interested in doing so.  
 
7.2 TRUTH CRITERIA 
According to Bryman and Bell (2011, p. 41), the three most important measures of the 
evaluation of business research are reliability, replication and validity. These are the 
elements a researcher has to consider in order to have the possibility of having a 
repetitive study. 
 
Reliability is determined by how repeatable the findings of a study are and whether or 
not the measures in a study are consistent with each other (Bryman & Bell, 2011, p. 41; 
Saunders et al., 2007, p. 609). In general, reliability is used to measure a quantitative 
study (Bryman & Bell, 2011). As researchers undergoing a quantitative study, we find it 
important that their results are constant and stable.  
 
Bryman and Bell (2011, p. 157-159) suggest three factors to consider when making sure 
of the reliability of a study. Firstly, there is the stability of the measures used (Bryman 
& Bell, 2011, p. 157-158). The stability of a study ensures a researcher that the results 
of their study relate to the measures they used for the sample of respondents, and that 
these results would be similar if the study were to be repeated (Bryman & Bell, 2011). 
A way to test the stability of a study, a researcher can use the “test re-test” method 
(Bryman & Bell, 2011, p. 157; Saunders et al., 2007, p. 367). This is a method in which 
a researcher will test the same measure on the same sample on more than one occasion 
(Bryman & Bell, 2011). If there is correlation between the responses on both 
observations, there is evidence of stability in a study (Bryman & Bell, 2011; Saunders et 
al., 2007). As we were limited on time, we were unable to use the test re-test method on 
our sample. Nonetheless, since we used previous research to find the measures and 
scales and to develop a survey of our own, we can look at their stability levels in order 
to assume how stable our measures will be. All of the previous studies that we used 
indicate that they had positive correlations and that their measures are well correlated, 
entailing stability. We can thus assume that our measures will continue to be stable too.  
 
Secondly, internal reliability of a study has to be considered when testing for reliability 
(Bryman & Bell, 2011). The internal reliability concerns the consistency of the 
respondents answers, whether or not the answer to one question is in relation to the 
answer of another question (Bryman & Bell, 2011). The coherence of respondents’ 
answers is important to take into account; if the answers are not consistent, their 
responses are not of validity to the research. In order to test internal reliability, we used 
Cronbach’s Alpha (Bryman & Bell, 2011; McMullan & Gilmore, 2003). In our study, 
Cronbach’s Alpha values for all constructs were above 0.7. To reach the acceptable 
level of reliability for the construct of assortment, we revised our measures and used 
only one item for this construct. This shows that our research has a somewhat high level 
of internal reliability.  
 
Thirdly, there is the inter-observer consistency that also affects the reliability of a study. 
The inter-observer consistency relates to the consistency between individuals that are 
conducting a research study together (Bryman & Bell, 2011). One may create/record 
data differently to another, resulting in inconsistency of decision making (Bryman & 
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Bell, 2011). We feel that this particular issue did not arise during our research as we 
discussed all matters before acting upon them. All details of our thesis have been 
deliberated between the two of us; the discussion of what variables and measures to use, 
the design of  our questionnaire, the analyzing of data, and so on. When it comes to the 
analyzing of data, all of our sample responses were pre-coded. Therefore, the codes 
could only have one meaning, hence, no misunderstandings between the two of us 
occurred when dealing with the results of our study. Thus, we can confidently say that 
our inter-observer reliability was consistent.  
 
Replicability is similar to reliability, it concerns the capability of repeating a study 
(Bryman & Bell, 2011, p. 41). Moreover, in order for a study to be repeated, the 
explanation of the process of study has to be clear and distinct (Bryman & Bell, 2011). 
The explanation of the process entails clearly defining the stages of a research such as 
how the researcher picked respondents, the manner in which the measures were 
constructed, the explanation of the structure of interview/questionnaire,  and guidance 
through the analysis of data (Bryman & Bell, 2011, p. 56).  If it is possible to replicate a 
study, the study proves to be reliable (Bryman & Bell, 2011). Regarding our thesis, we 
feel as though we have not failed to mention any steps of the process we have gone 
through to create our research. We believe that our research provides replicability to the 
reader as we have accurately described the different stages of our research from start to 
finish. Thus, we think that our research could be repeated by using the same procedures 
and measures that we used. 
 
Validity indicates whether the research findings are really what they appear to be and 
the extent of data collection methods a researcher has to consider in order to precisely 
measure what they intentionally were supposed to measure (Saunders et al., 2009, p. 
150, 614)  
 
Face validity concerns whether a scale, question or measure seems to be able to present 
the intended measure in a correct way (Saunders et al., 2009, p. 598). In relation to our 
scales, questions and measures, we consider our research to possess face validity as we 
based our survey on previous research. The research and surveys used and created by 
previous authors demonstrated face validity and to measure their outcome accurately 
(McMullan & Gilmore, 2003; Blut et al., 2007; Arnold et al., 1978; Dabholkar et al., 
1996; Weiner, 2001).  
 
External validity or generalisability, is related to the extent the outcome of a research 
can be applicable and generalized to other studies(Saunders et al., 2009, p. 598, 151). In 
order to increase external validity, random sampling is often used to be able to 
generalize collected data to a larger sample (Bryman & Bell, 2011, p. 62). As 
mentioned earlier, we used convenience sampling to reach out to students, who were 
our target segment. With the time and resources we had, we reached an appropriate 
amount of respondents to represent the segment in a quantitative research. We therefore 
argue that our research has external validity as we did not intend to research the target 
market as a whole but rather concentrated on students as they are a good target segment 
for Wedad’s and other retail stores in Umeå.  
 
Internal validity is determined by whether the findings relation between two or more 
variable’s is consistent (Bryman & Bell, 2011, p. 42). If a research finds that x has an 
effect on y, the internal validity questions if x is the only variable affecting y and if 
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there might be other reasons for the change in y (Bryman & Bell, 2011, p. 42). When 
relating the concept of internal validity to our research, the question is whether our 
independent variables (assortment, service quality, switching cost and economic value) 
really do have effects on our dependent variables (cognitive, affective, conative and 
action loyalty) and if the effects do not occur due to something else (Bryman & Bell, 
2011, p42). In order for us to test the internal validity, we must examine the regression 
analysis. As we described in our empirical findings, the R-square values illustrate the 
variance of the dependent variable described by the independent variables (Saunders et 
al., 2007, p.603). In our case, the R-square values show that our independent variables 
describe a level of variation in each the dependent variables, but not to the full extent. 
As the independent variables describe an amount of variation in each dependent 
variable, the independent variables do have positive effects on the dependent variables. 
However, there are still can be other variables that have effects on the dependent 
variables. Therefore, we can say that our research has appropriate level of internal 
validity to an extent. 
 
7.3 RESEARCH LIMITATIONS 
 
Throughout our research, we came across limitations in different parts of the process. 
To begin with, we will talk about limitations in our questionnaire. The presentation of 
the questions regarding the three different sections of merchandise (clothing, footwear 
and accessories) might have been inaccurate.In the questions concerning the price 
acceptance levels for each category, we came to realize that it is difficult for a 
respondent to measure what is expensive and what is cheap. For example, in relation to 
clothing, t-shirts and winter jackets have a large gap between them concerning prices, 
the recommended prices to sell clothing at to Wedad’s may be inaccurate. The 
misleading categories were mentioned in our pre-testing of the survey. However, as the 
survey was already quite long, any further extension would have made it unpleasant for 
the participant, we felt it most appropriate to leave categories as they are.    
 
Next, we will talk about limitations that occurred in the analysis. The R square values of 
our regression were quite low. The low R square values indicate that our independent 
variables used in our research were not describing much variance of the dependent 
variables. By not describing a large part of variations, our research findings are limited, 
meaning that our variables only account for a certain amount of variations and that there 
are more variables that might have positive effects on loyalty. However, our findings 
still illustrate the significant effects that assortment, service quality, switching costs and 
economic value have on the four different loyalty levels.  
 
Furthermore, our sample group can be seen as an additional limitation. Due to our 
research focused on students as main respondents. The outcome of our findings thusly, 
does not include the rest of Umeå’s population. As we based the research on a limited 
sample group, the findings can be seen as less valuable for retailer stores that do not 
have students as their target group. 
However, we chose students as we find them as an appropriate target group for 
Wedad’s, as well as students represent a large portion of Umeå’s population. 
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7.4 FURTHER RESEARCH 
 
Although we detected a few limitations in our research, we can use these limitations as 
 suggestions for future research. Referring to the limitation of the survey questionnaire, 
alterations can be made to the question regarding the categories of merchandise 
(clothing, footwear, accessories). We found the limitation of stating clothing, for 
instance, too general as there are a large range of type of clothing such as shirts, jeans, 
jackets, and so one. For further  
research, this question in a survey can be more specific with the specific types of 
clothing that would like to be examined. By having a more focused question, a 
researcher can get the accurate answer they seek.  
 
An additional suggestion regarding the alterations of our survey questionnaire would be 
to use different items concerning assortment. As we mentioned, our Cronbach’s alpha 
value was below 0.7 which meant that we had to use one item, instead of three, to 
represent assortment. In further research, different items to detect assortment can be 
used, leading to a higher Cronbach’s Alpha value and a more reliable outcome in 
relation to assortment.  
 
Concerning tested regression our R-square values were quite low, and our independent 
variables did not describe a large portion of the variations of each loyalty level. 
Therefore, further research could focus on using different independent variables than we 
covered, in order to evaluate which other factors might have positive effects on each 
level of loyalty. 
 
Additionally, our research was based on the student population of Umeå. There is the 
possibility that retailers may be interested in other target segments or the entire 
population in Umeå’s retail market, and not just the students. Thus, research focusing 
on other customer segments in Umeå as sample groups would be an interesting finding 
for retail stores seeking to enter the retail  
market in Umeå. 
 
In our research, we discovered whether retailer’s assortment, service quality, switching 
costs and economic value affect the four different loyalty levels of customers. Further 
research could involve other variables, which we did not use, or even to explore how 
they affect the four different loyalty levels in the business-to-business (B2B) context. A 
study concerning what variables have positive effects on four levels loyalty in a B2B 
context would be valuable and provide additional findings for B2B companies. 
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APPENDIX  

APPENDIX 1 – SKEWNESS AND KURTOSIS 

 Assortment1 Assortment2 Assortment3 Assortment4 

Skewness -0.985 -0.679 -1.060 -0.704 
Kurtosis 0.664 0.339 1.224 -0.120 
 

 

APPENDIX 2 - QUESTIONNAIRE 

 
 

Table 11 – Skewness and Kurtosis 
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