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ABSTRACT 

    The rapid growth in competition among all types of retail business has 

posed several challenges for them regarding maintaining their customers and 

achieving business objectives that is focus with exchange relationship with 

customers that could yield greater business profits in the long term. For this reason, 

focusing on customer re-purchase intention has become very important for 

improving retail business performance and competitiveness. Recognizing that high 

satisfaction leads to repurchase intention, companies today are aiming for total 

customer satisfaction, for this reason this article explains the relative impact of 

product quality, service quality and contextual experience on customer satisfaction 

and intention to shop in the future. The data was collected using questionnaire that 

was design on Google forms with which data was collected from over 220 

convenience stores customers living in Korea. The data was analyzed to measure 

the impact of product quality, service quality, contextual experience, and locational 

accessibility on customer satisfaction and customers future intentions to shop at a 

convenience store. The contribution of customer satisfaction to future buying 

intention was also measured using Structural Equation Modeling (SEM), Amos was 

used to estimates the overall fitness of the model. It was found that product quality, 

service quality and contextual experience have a major influence on customer 

satisfaction and re-purchase intention. Out of the five hypothesis that was measured 

three were statistically significant that is hypothesis 1, stating the relationship 

between product quality on consumer satisfaction, hypothesis 4, stating the 

relationship between locational accessibility on customer satisfaction and 

hypothesis 5, stating the relationship between customer satisfaction on repurchase 

intention. furthermore, two where statistically not significant which are hypothesis 

2, stating the relationship between service quality and consumer satisfaction as well 
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as hypothesis 3, stating the relationship between contextual experience and 

customer satisfaction. Managers can analyze the result of this study to make require 

improvements were necessary for the purpose of boasting up customer repurchase 

intention to shop at convenience stores.   
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Chapter 1 Introduction 

    Living a balanced life between work, family, and health care is a very 

important need for everyone. There is no exception in terms of practicality to meet 

basic daily needs, such as foods, beverages, and personal needs. The product of food 

stuffs (groceries) dominated about 67 % composition sale of goods retail trade. One 

of the places that offering complete needs is convenience store. Convenience store 

can be define as a business retail that provide customer quickly purchase of 

consumable products and services in strategic location. Convenience store provides 

customers with a good service and comfort place to shop. From the comfortless and 

hygiene more people will choose Convenience store over traditional market even 

traditional market offering customers with lower price, bargain system, and fresh 

products such as vegetables. In Asia, Convenience Stores total numbers increasing 

29% from 63,450 in 2010 to 81.781 stores in 2012 with Korea and China with the 

most significant growth.   

    Over nearly 40 years since their first appearance in South Korea, 

convenience stores have surged in number and been transformed along the way. This 

growth is evident in the statistics: in the five years between 2014 and 2018, according 

to franchise data maintained by Statistics Korea, the number of convenience stores 

rose at an annual rate of between 3,000 and 5,000. The number of convenience stores 

hit 41,359 in 2018, the first year they had topped 40,000. That is one convenience 

store for every 1,248 people in the country — an even higher concentration than in 

Japan (one per every 2,249 residents), a country famous for its convenience stores.  

    All that growth has brought corresponding changes. As the market 

expanded and competition grew fierce, convenience stores have begun extending 

their services into entirely different industries. The most widely adopted extension 

is banking. Convenience stores have recently been turning their attention to delivery, 
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a lifestyle service that had previously been limited to hypermarkets. Other services 

that the convenience store industry has tried out include mediating bill payments, 

developing photos, selling baseball tickets, selling insurance, collecting mobile 

phones, collecting dry-cleaning, selling airplane tickets and vehicle sharing. “Since 

several convenience stores are near consumers’ range of activity, they’re forced into 

fierce competition with other retail stores. 

     The rapid growth in competition among all types of retail business has 

posed several challenges for them regarding maintaining their customers and 

achieving business objectives, because of which retail businesses have shifted their 

focus from traditional marketing to relational exchange practices with customers that 

could yield greater business profits in the long term. For this reason, focusing on 

customer re-purchase intention has become very important for improving retail 

business performance and competitiveness. To achieve customer re-purchase 

intention, it is important to note that customers tend to evaluate their purchase 

experiences in terms of product quality, service quality, contextual experience, and 

locational accessibility. Therefore, a positive customer experience has a significant 

impact on customer retention and re-purchase intension (Bapat and Thanigan, 2016). 

To sustain customer relationships and ensure purchase effectiveness, it has become 

vital to understand what constitutes customer re-purchase intension (Afzali and 

Ahmed, 2016). Therefore, to retain customers in a competitive targeted market, 

retailers have focused on factors affecting customer satisfaction in the product and 

services of convenience stores, to improve their products and services for 

influencing and motivating their purchasing behavior. 
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1.1 Research background and purpose  

     To respond to the intense competition among businesses, it has become 

important to search for the drivers of customer re-purchase intention. Previous 

studies examined several factors and predictors of customer re-purchase intention in 

different contexts. However, the nature of these factors tends to be different from 

organization to organization. According to Tamuliene and Gabryte (2014), although 

a significant amount of research has been conducted on examining the repurchase 

intentions of consumers, there is no consensus agreement on what constitutes 

customer re-purchase intention. Customer satisfaction has been established as an 

important determinant of consumers’ perception and retention. In the current 

business environment, which is highly competitive and frequently changing, 

retailers should clearly develop their understandings and predictions toward the 

behavior of consumers in buying, so it is necessary to study factors affecting 

satisfaction such as product quality, service quality, contextual experience, and 

locational accessibility in the purchase of product for satisfying their needs (Roy et 

al., 2017). Customer satisfaction was found in the literature as one of the key 

predictors of consumer behavior. However, despite its importance as a key tool for 

customers’ evaluations of product quality, service quality, contextual experience, 

and locational accessibility the marketing literatures showed that only few empirical 

research works were undertaken to understand and examine the effect of customer 

satisfaction on customer re-purchase intention (Nguyen and LeBlanc, 1998) in the 

convenience retail business in South Korea. 

    By looking at the previous literature, it is also evident that some scholars 

considered sales promotions and store environment important factors that influence 

customer retention in the retail context. Social media has also emerged as a new 

marketing communication tool for establishing valuable relationships with 
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customers and sharing the latest organizational products and services with key 

stakeholders to achieve marketing objectives. Other researchers also have studied 

the effect of product quality, service quality, contextual experience on perceived 

value and future intention. This study is designed to examine the effects of product 

quality, service quality, contextual experience with one additional factor that is 

locational accessibility on customer satisfaction and re-purchase intention to shop at 

a convenience store in South Korea. To the author’s knowledge, these variables have 

not been previously integrated together into a single framework to explain their 

direct and indirect effects on customer re-purchase intention through customer 

satisfaction. 

 1.2 Structure of thesis  

    To facilitate the readers’ comprehension. This paper will be structured by 

its logical flows of arguments. This dissertation is, therefore, divided into 5 chapters 

as follows. Chapter 1 introduces the research, identifies research objectives and 

research questions as well as the dissertation structure. Chapter 2 draws an overall 

picture of what the research is all about and gives an insight into the subject of 

studies. methods employed to obtain relevant quantitative data is explained. Chapter 

3 shows the research hypothesis for this study was created based on literature review 

and then model frame work formed, planned, and constructed relating to different 

research philosophies and research approaches. Chapter 4 shows how the research 

was planned and constructed relating to different research philosophies and research 

approaches. The sample collecting, methodologies, and results are shown and 

explained to measure the proposed hypotheses. Chapter 5 includes discussion of 

result, managerial implications, limitation of this paper is claimed and directions for 

future research are also suggested. 
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Chapter 2 Theoretical Background 

2.1 Product quality  

    Product Quality is defined as the collection of features and characteristics 

of a product that contribute to its ability to meet given requirements. It is 

recommended that products offering value for money not only influence customer’s 

choice behavior at the pre-purchase phase but also affect their satisfaction, intention 

to recommend and return behavior at the post-purchase phase (Dodds, Monroe and 

Grewal 1991; Parasuraman and Grewal 2000; Petrick 2001). Perceived product 

quality is often defined as the perceived ability of a product to provide satisfaction 

relative to the available alternatives (Monroe and Krishnan, 1985).  

    More broadly, perceived product quality can be defined as 'the customer's 

perception of the overall quality or superiority of a product with respect to its 

intended purpose, relative to alternatives' (Aaker, 1991, p. 87). Garvin (1984) 

proposed the most comprehensive definition of product quality, with the following 

eight attributes: Performance: Product’ s primary operating characteristics. Features: 

Additional features or the ‘bells and whistles ’of the product. Conformance: The 

extent to which a product’ s design and operating characteristics meet established 

standards. Reliability: The probability that a product will operate properly over a 

specified period under stated conditions of use. Durability: The amount of use the 

customer gets from a product before it physically deteriorates or until replacement 

is preferable. Serviceability: The speed, competence, and courtesy of repair. 

Aesthetics: How a product appeal to people’s five senses. Customer-perceived 

Quality: Customer perception of a product’ s quality based on the reputation of the 

convenience store. Therefore, despite the proximity of convenience stores to the 

customers they also ensure their product to be of good quality in other satisfy their 

customers. Although Garvin’ s eight-dimension framework first appeared in 1984, 
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its relevance enables it to be adopted continuously by many researchers for defining 

product quality., Madu et al (1995) used ‘price’, ‘product features ’and ‘product 

reliability ’as some of the key indicators operationalizing the ‘customer 

satisfaction ’construct. With the geometric growth of convenience store market in 

Korea, convenience stores are undergoing massive innovation in other to keep up 

with today’s high demands of consumers satisfaction. Such changes including the 

massive improvement of their product quality by adopting Garvin’s product quality 

model to maximize customer satisfaction and retention. In the context of 

convenience stores, out of the eight dimensions of Garvin’s product quality model, 

just four (performance, features, reliability, and durability) were adopted in this 

study as they are considered suitable to measure consumer satisfaction and retention. 

2.2 Service quality  

    Service quality refers to the results of comparison that customer makes their 

expectation about the service and their perception of the way the service has been 

performed (Grönroos. 2007, 93). Service quality has a lasting impression on the 

customers which will make them want to come back thereby making them loyal. 

Review of literature indicates that SERVQUAL are the most extensively used 

measures of service quality in retail context. Service quality as a tool can help 

marketers in not only improving their competitive positioning in the market (Mehta 

et al. 2000) but can also be used as a valuable tool for enhancing consumer 

satisfaction (Sivadas and Baker-Prewitt 2000), retention, patronage (Yavas et al. 

1997), and creating customer loyalty (Wong and Sohal 2003). Given its apparent 

relationship on customer satisfaction (Bolton and Drew 1991; Boulding et al. 1993), 

customer retention (Reichheld and Sasser 1990), retailers are keen to adopt service 

quality.  
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    A retail store experience significantly differs from a non-retail store 

experience in terms of customers negotiating their way through the store, finding the 

merchandise they want, interacting with several store personnel along the way, and 

returning the merchandise, all of which influence customer’s perceptions of service 

quality. Parasuraman et al (1988) defined service quality as ‘the degree of 

discrepancy between customers’ normative expectations for the service and their 

perceptions of the service performance’. To measure this discrepancy, they devised 

the SERVQUAL. This is regarded as the most comprehensive and frequently used 

tool for measuring service quality. SERVQUAL is a multidimensional research 

instrument, designed to measure service quality by capturing respondents’ 

expectations and perceptions along the five dimensions of service quality: Tangibles, 

Reliability, Responsiveness, Empathy, and Assurance. Tangibles refers to the 

appearance of physical facilities, equipment, personnel, and communication 

materials, follow by reliability which is the ability to perform the promised service 

dependably and accurately, another dimension is responsiveness which stands for 

the willingness to help customers and to provide prompt service, empathy is the 

provision of caring, individualized attention to customer and lastly, we have 

assurance which refers to the knowledge and courtesy of employees and their ability 

to convey trust and confidence to their customers.  

    Though the absence of alternate measures of service quality in a retail 

environment has often meant that SERVQUAL be used for this purpose; researchers 

(Finn and Lamb 1991) have cautioned that care must be taken when applying 

SERVQUAL in retail setting. Finn and Lamb (1991) tested SERVQUAL in different 

types of retail stores (department stores, convenience stores and discount stores). 

Their confirmatory factor analysis was unable to provide a good fit to the proposed 

five-factor structure of SERVQUAL for either of these commercial formats making 
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them conclude that the instrument could not be used as a valid measure of service 

quality in retail stores without modifications, for this reason SERVQUAL was 

modified in this research by using just four dimensions, that is tangibles, reliability, 

responsiveness, and assurance as a measuring tool for service quality. Meanwhile 

empathy was not use in this study because it is more applicable to service companies 

like hospital, who pay more attention by caring and provision of individualized 

attention to customer. 

 2.3 Contextual experience   

    Contextual Experience is a measure of the overall level of customer 

satisfaction with a vendor and the quality of experience a person has while shopping 

in a convenience store. Experiences of convenience store comprises of store 

atmosphere, music, and store ambiance. Based on consumer store atmosphere, 

Terblanché and Boshoff (2006) affirmed that the store’s décor is an essential 

element in the store’s overall outlook and can be designed to enhance customer 

satisfaction. Likewise, Sway’s (2007) study showed that using scent in the store can 

induce customers’ feeling of comfort and induces a pleasant mood, thereby, helping 

the customers decide whether to buy products offered in the store. As mentioned 

previously, the sense of smell serves as a powerful trigger of emotions. Donovan 

and Rossiter’s (1982) studied the emotions created by the atmosphere of the store 

and found inconclusive evidence on the fitness of the ‘avoid or approach’ behavior 

for evaluating emotions in words and recalling such emotions.  

    The store atmosphere has been suggested to affect emotions, and therefore 

influences the customers’ purchase decision. Music, which is part of the ambiance 

that is created by the store, entertains, and refreshes the shoppers in many ways. 

Many academics and retailers have experimented with music to examine its effect 

on the shoppers. Garlin and Owen (2006) analyzed background music in stores by 
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classifying past studies into five dependent variables, such as behavioral responses 

affective, attitudinal/perceptual, profit, and temporal effects. Their findings proved 

the high value of music in the retail industry. In another research, Oakes and North 

(2008) confirmed the positive significant results of music and targeted result, as well 

as its significance as a component of the service landscape to elicit the desired 

response from customers.  Like color, lighting, layout, and furnishing, music is part 

of the ambiance of a store.  

    In Bitner’s (1992) study on service escape, he provided a full explanation 

of the variables found in the environment and its effect on customers and employees. 

His model examined the customers’ reaction to the physical setting of the store 

based on previous psychological studies. Zimmer and Golden (1988) concluded that 

the customers’ perspective consists of a complex view of the total dimension of the 

store, which represent its varied characteristics. This finding is in line with Stern et 

al. (2001) who claimed that the customers’ choice of purchase is influenced by the 

store’s image. According to North et al. (2003), the store’s environment is its 

identity, and as such, the environment can be related to the customers’ initial 

decision to purchase. According to the research by Berman and Evans (1995), 

customers perceive the store surrounding based on the emotion that it evokes and 

the functionality of the attributes. The store surrounding is closely related to the 

store’s overall policies and implementation of strategies to offer customer maximum 

pleasure and satisfaction when shopping at a convenience store.  

2.4 Locational accessibility  

    The concept of convenience stores has been developed keeping in mind its 

easy access to the customers of the area where it has been located. The proximity to 

the local people matters the most as they prefer organized formats which offer 

number of facilities and products of almost all brands, so if they are not close enough 



10 
 

to the residing area of the customers, they would not gain as much as profit and 

popularity as they are getting now. This section presents a brief review of the main 

topics on retail location theories, and some new contributions from configurational 

studies.   

    Gravitational models of retail location are discussed, focusing on the Huff 

model. The Huff Model is an established theory in spatial analysis, is based on the 

principle that the probability of a given consumer visiting and purchasing at a given 

site is a function of the distance to that site. This is a major concept adopted by 

convenience stores in Korea, as such the concept is adopted in this study. 

Furthermore, numerous factors affect the performance of a retail business, which 

can be classified as spatial and non-spatial factors. Central place theory calls 

attention to an important parameter of retail location: accessibility to the consumers. 

The importance of accessibility in retail location is highlighted by Ikuno, who values 

this attribute by its convenience, and by Dawson (2001), who moreover, classifies it 

as being probably the most important attribute in consumer choice, when associated 

with the quality of service and competition. Store Location Customers think 

deliberately when they want to purchase something from a particular store. They 

prefer shopping from convenient places and where other amenities are available. In 

the context of Seoul in Korea, location is a very vital factor because there exist many 

people in Seoul city. Huge traffic jam is a common scenario of this city. So, people 

want to buy goods and services from those stores where they can easily go and have 

their desired items with limited efforts as such convenience stores are in accessible 

location to meet the needs of customers. 

 2.5 Customer satisfaction  

    Customer satisfaction or dissatisfaction is a feeling of pleasure or 

disappointment from someone who comes from the comparison between his 
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impression of the actual or actual product performance with the expected product 

performance. Customer satisfaction is the level of one's feelings after comparing the 

performance or results he feels compared to his expectations (Kotler and Amstrong 

2008). Customer satisfaction is the response or response given by consumers after 

the fulfillment of their needs for a product or service, so that consumers get a sense 

of comfort and pleasure because their expectations have been met (Qomariah 2016). 

Chen and Wang (2009) suggested an understanding of customer satisfaction as a 

kind of consistency evaluation between prior expectations and perceived service 

performance. When the service or product of a retail shop are far above the 

expectations of the customers’ expectation, the customer is satisfied thereby making 

them loyal. Satisfied customers are always likely to come back (Chen & Wang 2009, 

1105-1123). Customer satisfaction is an important construct that is often the focus 

of marketing studies (Brady & Robertson, 2001; Cronin et al., 2000; Fournier & 

Mick, 1999). 

    Customer satisfaction is seen as a major contributor to guaranteeing a retail 

business long-term profitability, customer retention, and loyalty (Zeithaml & Bitner, 

2003). Thus, the successful delivery of customer satisfaction is an essential 

determinant for an organization’s survival and long-term profitability (Bolton & 

Drew, 1991; Morgan, Anderson, & Mittal, 2005). Furthermore, Pickton and 

Broderick (2005) note that customer satisfaction is important to the relative cost and 

returns of keeping existing customers, compared with the high costs of recruiting 

new customers. Owing to the benefits of customer satisfaction in retaining existing 

customers, many researchers focused their studies on the importance of predicting 

customer behavior, especially in relation to the customer satisfaction construct and 

the satisfaction-loyalty link (Pullman and Gross, 2004; Ramanathan and 

Ramanathan, 2010).  Kotler (2000); Hoyer & MacInnis (2001) also define 
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satisfaction as a person’s feelings of pleasure, excitement, delight, or disappointment 

which results from comparing a product perceived performance to his or her 

expectations. Satisfaction means the contentment one feels when one has fulfilled a 

desire, need or expectation.  

    Furthermore, Customer satisfaction can be a measure of how happy 

customers are with the services and products of a convenience store. Keeping 

customers happy is of tremendous benefit to retailers. Satisfied customers are more 

likely to stay loyal, consume more and are more likely to recommend their friends 

to the business. Furthermore, Zairi (2000) says that many studies have viewed the 

impact of customer satisfaction on repeat purchase, loyalty and retention and they 

have all echoed concern that customers who are satisfied are most likely to share 

their experiences with other people with regards to about five to six people. 

Additionally, La Barbera & Mazarsky (1983) who also imply that satisfaction 

influences repurchase intentions whereas dissatisfaction is seen as a primary reason 

for customer defection or discontinuation of purchase. Hoyer & MacInnis (2001) 

also say that dissatisfied customers can choose to discontinue purchasing the goods 

or services and engage in negative word of mouth. 

2.6 Re-purchase intension 

    Repurchase intention is the individual's judgement about buying again a 

designated service from the same retail shop considering his or her current situation 

and likely circumstances. Regarding retail shopping environment, customer 

satisfaction is one of essential keys, attributing to the increasing customer retention 

rate profitability, and long-term growth of retailers (Chen et al., 2012). Repurchase 

intention is to regard as the primary construct to explain customers repurchase 

behaviors. Yan & Yu (2013) explain that repurchase intention is the subjective 

probability that a person will buy products or services continuously from the retail 



13 
 

shop in the future. Jiang and Rosenbloom (2005) also explain that customers 

repurchase behavior or intentions is beneficial to retail businesses. The intention of 

buying (repurchase intention) is a commitment to the consumers who formed after 

consumers make purchases a product or service. This commitment was arising from 

a positive impression of consumers to a brand, and consumers satisfying against such 

purchase (Hicks et al., 2005).  

    Studies have demonstrated the importance of customer satisfaction on 

repeat purchase behavior; more specifically, satisfied consumers are more likely to 

repurchase more in the future than dissatisfied customers (Sanchez-Garcı´a et al., 

2012). Hence, regarding the retail environment, customer satisfaction plays a 

significant role in the decision making for shoppers, affecting repurchase behavior, 

and increasing repetitive purchases (Gupta and Kim, 2010). Favorable behavioral 

intentions frequently represent customer’s conative loyalty. The generation of 

committed repeat purchasers has been a primary objective of convenience store 

retailers for decades because retaining customers requires less marketing resources 

than recruiting new ones (Knox and Walker,2001). 
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Chapter 3 Hypothesis Development 

 3.1 Product quality and customer satisfaction  

    Product Quality is defined as the collection of features and characteristics 

of a product that contribute to its ability to meet given requirements. It is 

recommended that products offering value for money not only influence customer’s 

choice behavior at the pre purchase phase but also affect their satisfaction, intention 

to recommend and return behavior at the post-purchase phase (Dodds, Monroe and 

Grewal, 1991; Parasuraman and Grewal, 2000; Petrick, 2001). Perceived product 

quality is often defined as the perceived ability of a product to provide satisfaction 

relative to the available alternatives (Monroe and Krishnan, 1985). More broadly, 

perceived product quality can be defined as 'the customer's perception of the overall 

quality or superiority of a product with respect to its intended purpose, relative to 

alternatives' (Aaker, 1991, p. 87). In this study, product quality is defined as the 

degree of how well the product specification fits the customer’s expectation. If 

people think that the product specification fits their need, they will be more likely to 

think that the transaction is worthy. In the era of service economy, how to meet 

customers’ expectations and to measure customers’ satisfaction turns to be the locus 

of value creation (Gorst et al., 1998; Kristensen et al., 1992; Parasuraman et al., 

1988). Thus, I hypothesize that:  

H1: Product quality has a significant influence on customer satisfaction  

3.2 Service quality and customer satisfaction   

              Service quality is the gap between what the customers want and what they 

get or perceive they are getting (Berry et al., 1988). Consequently, many companies 

would attempt to offer a high service quality to retain their customers. It has been 

empirically proved that high service quality motivates positive customer behavioral 
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intention to repurchase, and in turn, promotes customer retention (Zeithaml et al., 

1996). This implies that service quality is linked positively to customer loyalty. 

Related theory to customer satisfaction that has been adapted by Bartlett and Han 

(2007) in customer satisfaction is the SERVQUAL model by Parasuraman, 

Zeithaml & Berry (1991). This model indicates that there are five dimensions used 

in measuring customer service quality. The dimensions included in this model are 

tangibility, reliability, responsiveness, empathy, and assurance. The tangibility 

includes the physical appearance of the facilities, equipment, personnel, and 

materials used to communicate with customers. Elements within the tangibility 

dimension are cleanliness, space, atmosphere, appearance of server and location. 

Measuring element of responsibility and reliability are speed, willingness to 

respond, accuracy and dependability. The dimension of assurance and empathy 

may be measured using elements of knowledge, trained professional, 

communications and caring.  

            Other models that have been used to evaluate service quality are 

DINESERVE by Stevens et al (1995), Two way by Schvaneveldt, Enkawa and 

Miyakawa (1991), SERVPERF by Corin and Taylor (1992), Normed Quality by 

Teas (1994) and QUALITOMETRO by Franceschini and Rossetto (1997). With 

reference to this study, service quality means that the degree of how well the service 

delivery meets their needs. People generally believe that the more customer 

satisfaction is the more value customers perceive (Anderson et al., 1994; Saravanan 

& Rao, 2006; Westlund et al., 2005; Zeithaml, 2000). Which led to the following 

hypothesis: 

H2: Service quality has a significant positive influence on customer 

satisfaction. 
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3.3 Contextual experience and customer satisfaction  

     Contextual Experience is a measure of the overall level of customer 

satisfaction with a vendor and the quality of experience a person has while shopping 

at a convenience store. Experiences are like goods and services that they have their 

own distinct characteristics that customers judge to be worth the price. Experiences 

of convenience store comprises of store atmosphere, music, and store ambiance. 

Based on consumer store atmosphere, Terblanché and Boshoff (2006) affirmed that 

the store’s décor is an essential element in the store’s overall outlook and can be 

designed to enhance customer satisfaction. Likewise, Sway’s (2007) study showed 

that using scent in the store can induce customers’ feeling of comfort and induces a 

pleasant mood, thereby, helping the customers decide whether to buy products 

offered in the store. As mentioned previously, the sense of smell serves as a 

powerful trigger of emotions. Donovan and Rossiter’s (1982) studied the emotions 

created by the atmosphere of the store and found inconclusive evidence on the 

fitness of the ‘avoid or approach’ behavior for evaluating emotions in words and 

recalling such emotions.  

               Experience can offer higher value because it is personal and memorable. 

An experience economy has also emerged in many areas such as Disney and Nike 

in the entertainment sector, and convenience shops in the retailing sector. The 

above examples all assume that a memorable experience becomes one of the major 

determinants of customer satisfaction. Organizational culture has a significant 

impact on customer experience, which in turn could affect customers’ behavioral 

intentions (Davidson, 2003). Contextual experience is thus viewed as the degree of 

how well the contextual atmosphere can be impressed and memorized after the 

consumption. As a result of this, the following hypothesis is postulated as below: 
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H3: Contextual experience has a significant positive influence on customer 

satisfaction. 

3.4 Locational accessibility and satisfaction  

     Basically, you just want to be wherever your customers are and make it as 

convenient as possible to visit you. Location is of utmost importance especially to 

businesses that sell goods or services directly to customers at brick-and-mortar 

establishments. Accessibility is another factor that attracts shoppers to the stores. 

Good accessibility means ease of transportation that is coupled with a short travel 

time to the convenience store. All things being equal, stores that are easily accessible 

are likely to be preferred by consumers (Huff, 1962; Eppli and Shilling, 

1996). Vandell and Carter (1993) and Ownbey et al. (1994) assert that a retail store's 

location could determine its success or failure because the size of its “catchments” 

is related to its accessibility. Convenience stores that are located near a bus 

interchange or mass rapid transit station are likely to enjoy more exposure and draw 

greater traffic volume than convenience stores that are not easily 

accessible. Lindquist (1974) refers to accessibility as having a convenient location, 

and this includes parking facilities. Hence, better accessibility implies fewer 

impediments and consequently less displeasure to consumers making a trip to the 

convenience store. Therefore, locational accessibility will lead to customer 

satisfaction because of easy accessibility, based on this, the following hypothesis is 

postulated: 

H4: locational accessibility has a significant positive influence on customers 

satisfaction   
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3.5 Customer satisfaction and re-purchase intention  

    Satisfaction is defined as an overall evaluation of the service of a particular 

provider based on all experiences of a retail shop over time (Anderson and Fornell, 

1994; Bitner and Hubbert, 1994; Cronin and Taylor, 1992; Fornell, 1992). 

Repurchase intentions refer to the likelihood carrying out a future purchase. Previous 

research indicates that satisfaction has a positive influence on repurchase intentions 

regardless of the type of retail shop in which they purchase their products (e.g., 

Fornell, 1992; Taylor and Baker, 1994; Yi, 1991). Intent Early studies in consumer 

behavior explored the relationship between repurchase intentions and the level of 

satisfaction. While many researchers view satisfaction as an indicator of repurchase, 

other researchers demonstrated either a weak link between these two constructs or 

no link at all. Tsai, Huang, Jaw, and Chen, 2006) reported that longitudinal and 

cross-sectional studies have demonstrated that satisfied consumers are more likely 

to continue their relationship with a particular organization than dissatisfied ones. 

The following hypothesis is proposed: 

 H:5 Satisfaction has a positive relationship with re-purchase intention. 

3.6 Research model  

         Based on the arguments presented, the basic research model (Figure 1) is 

proposed linking product quality, service quality, contextual experience, locational 

accessibility, and re-purchase intention. The model has product quality, service 

quality, contextual experience, and locational accessibility linked to customer 

satisfaction which in turn is an antecedent to the dependent variable re-purchase 

intention. that is product quality through product performance, features, reliability, 

and durability greatly affect customer satisfaction follow by hypothesis 2 which is 

service quality using SERVQUAL which comprises of tangibles, reliability, 

responsiveness as well as assurance positively affect customer satisfaction. 
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Contextual experience of convenience stores also affects customer satisfaction, and 

it does so through store atmosphere, ambiance and through music which act as a 

medium that refreshes the minds of customers while they are shopping at 

convenience stores. Another variable that affects customer satisfaction is locational 

accessibility as it is consider one of the concepts which convenience store has been 

developed keeping in mind easy access to customers located in a particular area, so 

the closer the store is to the consumers the more satisfaction the consumer will 

derive while shopping for the convenience store. The influence of product quality, 

service quality, contextual experience, and locational accessibility on customer 

satisfaction in turn affect consumer repurchase intention to shop at a convenience 

store, that is once the customer is satisfied either because of the product quality, 

service quality, contextual experience, and locational accessibility it will have a 

positive influence on the customer intention to purchase in the future.  
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Chapter 4 Data Analysis and Hypothesis Testing  

4.1 Sampling and Procedure  

    An online survey questionnaire was created with Google Forms 

(www.google.com/forms/about/) and then was sent via the network platform 

(Facebook) which helped in the collection of the data. Since the study is on 

convenience store in South Korea most of the respondents were mostly made up of 

people base in Korea who has the experience buying product at the convenience 

store. This makes it easier for them to respond to the question and to provide 

sufficient data that will reflect the study. A total of 220 responses were obtained in 

which 20 was deleted as they respondents did not respond to all the questionnaires. 

Sample profile is as shown in Table 1: 61.5% of the total respondents were male and 

38.5% were female. 3 respondents under the age of 10 to 20years (1.5 %) and 2 

people are over 50 years old (1 %). Respondents between 21 to 30 years old form 

the greatest percentage of (62.5 %), others are 31 to 40 years old (29 %), 41 to 50 

years old (6 %). Additionally, 73 (36.5%) of the participants were bachelor’s degree 

holders, 70 (35%) are holders of master’s degree, 16 (7%) high school students, 33 

(16.5%), and 24 (12%) holders of doctorate degrees. Regarding their income level, 

1000 to 1500 USD 81 (40.5%), 1500 to 2000 USD 30 (15%),2000 to2500 USD 33 

(16.5%), 2500 to 3000 USD 8 (4%) and Over 3000 USD 48 (24%).  

Table 1 Sample profile  

 Demographic 

variable 

   

Frequency 

  

Percentages (%) 

 

Gender 

 

  Male 123 61.5 

Female 77 38.5 
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Age 

10 to 20 years 

 

3 1.5 

21 to 30 years 125 

 

62.5 

31 to 40 years 58 

 

29 

41 to 50 years 12 

 

6 

Over 50 years 2 

 

1 

 

 

Qualification  

High school 33 

 

16.5 

Bachelor’s Degree 73 

 

36.5 

Master’s Degree 70 

 

35 

Doctoral Degree 24 

 

12 

 

 

Income  

1000 to 1500 USD 81 

 

40.5 

1500 to 2000 USD 30 

 

15 

2000 to2500 USD 33 

 

16.5 

2500 to 3000 USD 8 

 

4 
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Over 3000 USD 48 

 

24 

4.2 Measurement  

    All constructs were measured based on the questionnaire developed from 

the literature review and the constructs in the questionnaires are 6 that is, product 

quality, service quality, contextual experience, locational accessibility, customer 

satisfaction, and re-purchase intention. Five-point Likert scales rating from 1 = 

strongly agree, to 5 = strongly disagree, were used to measure all the constructs.  

4.3 Definition of Terms 

    For the better understanding of these study the following terms are define 

in the context of this research  

Product quality: Garvin (1984) proposed the most comprehensive definition of 

product quality, with the following eight attributes: 

1. Performance: Product’ s primary operating characteristics. in other words, 

it refers to the efficiency with a product achieves its intended purpose. 

Performance was used as a measurement element for PQ4. 

2. Features: Additional characteristics or the ‘bells and whistles ’of the product, 

that is those secondary characteristics that supplement the product basic 

functioning. Is a measurement item for PQ2   

3. Conformance: The extent to which a product’ s design and operating 

characteristics meet established standards.  

4. Reliability: The probability that a product will operate properly over a 

specified period under stated conditions of use. Has been used in this study 

as a measurement element for PQ1. 
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5. Durability: The amount of use the customer gets from a product before it 

physically deteriorates or until replacement is preferable. This is a 

measurement item for PQ3 

6. Serviceability: The speed, competence, and courtesy of repair. 

7. Aesthetics: How a product appeal to people’s five senses.  

8. Customer-perceived Quality: Customer perception of a product’ s quality 

based on the reputation of the convenience store. 

In the context of convenience stores, out of the eight dimensions of Garvin’s 

product quality model, just four (performance, features, reliability, and durability) 

were adopted in this study as they are considered suitable to measure consumer 

satisfaction and retention. 

Service quality: Parasuraman (1988) defined service quality as ‘the degree of 

discrepancy between customers’ normative expectations for the service and their 

perceptions of the service performance’.  

SERVQUAL: Is a multidimensional research instrument, designed to measure 

service quality by capturing respondents’ expectations and perceptions along the five 

dimensions of service quality: Tangibles, Reliability, Responsiveness, Empathy, and 

Assurance. 

1. Tangibles: Refers to the appearance of physical facilities, equipment, 

personnel, and communication materials. This is the measurement item of 

SQ4. 

2. Reliability: The ability to perform the promised service dependably and 

accurately.  This has been use as a measurement item for SQ1. 

3. Responsiveness: Ability, willingness to help customers and to provide 

prompt service. This has been used as a measurement item for SQ2. 
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4. Empathy: Is the provision of caring, individualized attention to customer 

5. Assurance: Refers to the knowledge and courtesy of employees and their 

ability to convey trust and confidence to their customers. Assurance has been 

used as a measurement item for SQ3. 

Though the absence of alternate measures of service quality in a retail 

environment has often meant that SERVQUAL be used for this purpose; researchers 

(Finn and Lamb 1991) have cautioned that care must be taken when applying 

SERVQUAL in retail setting. Finn and Lamb (1991) tested SERVQUAL in different 

types of retail stores (department stores, convenience stores and discount stores). 

Their confirmatory factor analysis was unable to provide a good fit to the proposed 

five-factor structure of SERVQUAL for either of these commercial formats making 

them conclude that the instrument could not be used as a valid measure of service 

quality in retail stores without modifications, for this reason SERVQUAL was 

modified in this research by using just four dimensions, that is tangibles, reliability, 

responsiveness, and assurance as a measuring tool for service quality. Meanwhile 

empathy was not use in this study because it is more applicable to service companies 

like hospital, who pay more attention by caring and provision of individualized 

attention to customer. 

Contextual Experience: Is a measure of the overall level of customer satisfaction 

with a vendor and the quality of experience a person has while shopping in a 

convenience store. Experiences of convenience store comprises of store atmosphere, 

music, and store ambiance (Terblanché and Boshoff 2006). This definition applies 

to measurement item CE1, CE2 and CE3. 

Locational Accessibility: Refers to the ese at which customers can reach the 

convenience store in-order to purchase and consume what they need. Low 

accessibility implies that it will take a relative long period of time, effort, and cost 
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to reach a particular convenience store while high accessibility refers to the relative 

ease to reach a convenience store (Dawson 2001). This has been used as a 

measurement item for LA1, LA2 and LA3. 

Customer Satisfaction  

Customer satisfaction is the response or response given by consumers after the 

fulfillment of their needs for a product or service, so that consumers get a sense of 

comfort and pleasure because their expectations have been met (Qomariah 2016). 

This has been used in this study as the measurement item for CS1. 

Customer satisfaction is the level of one's feelings after comparing the performance 

or results he feels compared to his expectations (Kotler and Amstrong 2008). This 

has been used as a measurement item for CS2.  

Consumer response to the evaluation of the perceived difference between 

expectations and result after consumption (Tse and Wilton 1988). I used this a a 

measurement item for CS3. 

Re-purchase intentions: explain that repurchase intention is the subjective 

probability that a person will buy products or services continuously from a shop in 

the future (Yan & Yu 2013). The definition act as a measurement tool for item RPI1, 

RPI2 and RPI3 
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Table 2 Measurement Items 

Item and References  Items  Measurement scale  

Product Quality 

Garvin, 1984(Basic elements 

of product quality in eight 

dimensions) 

 

 

 

 

 

 

 

 

 

PQ1 

 

 

 

              PQ2 

 

 

       

             PQ3 

 

 

            PQ4 

 Reliability is the likelihood 

that a product will not fail 

within a specific time when 

put in use.  

 Conformance is the 

precision with which the 

product or service meets 

the specified standards.  

 Durability measures the 

length of a product’s 

operating life.  

 The efficiency in which a 

product achieves its 

intended purpose 

Service Quality 

 

SERVQUAL model by 

Parasuraman, Zeithaml & 

Berry (1991). 

SQ1 

 

 

            SQ2 

            

 

 

             SQ3 

 

 

 

 

 

             

 Reliability: speed, 

willingness to respond, 

accuracy and dependability 

 Responsiveness: Ability, 

willingness to help 

customers and to provide 

prompt service 

 Assurance: Refers to the 

knowledge and courtesy of 

employees and their ability 

to convey trust and 

confidence to their 

customers 
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            SQ4 

 

 

 The tangibles include the 

physical appearance of the 

facilities equipment, 

personnel, and materials 

used to communicate with 

customers. Elements within 

the tangibles dimension are 

cleanliness, space, 

atmosphere, appearance of 

server and location. 

Contextual Experience  

Terblanché and Boshoff 

(2006) 

CE1 

 

 

CE2 

 

 

CE3 

 Consumer experience in 

terms of the store 

atmosphere  

 The experience of dealing 

with customer services. 

 Experience of the store 

ambiance. 

Locational Accessibility  

 

(Huff, 1962; Eppli and 

Shilling, 1996), 

 

Dawson (2001) 

 

 

LA1 

 

 

 

LA2 

 

           

           LA3 

 Stores that are easily 

accessible are likely to be 

preferred by consumers 

 Convenience to make 

purchase which includes 

time and place. 

 Providing goods to 

consumers at a place that 

minimize the overall travel 

cost to the consumer  

Customers Satisfaction  

Qomariah (2016) 

 

CS1 

 

 

 

 Customers will be satisfied 

if the product or service is 

above their demands or 

expectations 
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Kotler and Armstrong 

(2008) 

Tse and Wilton (1988) 

           CS2 

 

           CS3 

 I was very happy with the 

performance of the product  

 I am satisfied with the 

result of the product  

Re-purchase Intention  

Yan & Yu (2013) 

RI1 

 

 

 

            RI2 

 

             

 

            RI3 

 Continues purchase base 

on the fact that I was 

satisfied with the previous 

purchase. 

 Continue purchase because 

the product of the 

convenience store met my 

expectations. 

 I purchase product at the 

convenience shop because 

I satisfied with the store 

atmosphere. 

4.4 Exploratory factor analysis 

    Exploratory Factor Analysis (EFA) was conducted to test the internal 

consistency of the constructs, that is, how closely items in one construct are related 

to each other. By using SPSS, an EFA with varimax rotation which minimizes the 

number of variables with extreme loadings (high or low) on a factor. The factor 

loadings that were run. Item that was highly correlated with more than one loading 

was removed. As a result, the Kaiser-Meyer-Olkin index, which is a measure of 

sampling adequacy, was .925 and the Bartlett's Test of Sphericity was significant at 

p = .000. each factor loading is highly correlated with only one construct. 

Cronbach’s alpha for each construct is also acceptable, ranging from approximately 

0.70 for product quality (PQ) to .943 for service quality (SQ). All of them were 
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greater than the cut-off level of .6, therefore, all the items in each construct have 

a high internal consistency. Furthermore, two constructs have a high Cronbach’s 

alpha coefficients (.943 and .787), which are acceptable. 

Table 3 Result of Exploratory Factor Analysis  

                                      Factor loadings 
 
Items 

 
1 

 
2 

 
3 

 
4 

 
5 

    
 6 

Cronbach’s 
Alpha 

Eigenvalue  
Cumulative 
Explained 
variance 

PQ1 .035 
 

-.190 .665 -.082 .066 -.106  
 
.695 

 
 
2.057 

 
 
41.906 PQ2 .014 

 
.218 .810 .019 -.142 .051 

PQ3 -.070 
 

.049 .855 .023 -.067 .057 

SQ1 .926 
 

-.025 .014 .000 .040 -.035  
 
 
.943 

 
 
 
1.804 

 
 
 
48.845 

SQ2 .958 
 

.000 .000 -.064 .045 -.085 

SQ3 .794 
 

.075 -.015 .028. -.050 .057 

SQ4 .951 
 

-.018 -.030 -.064 .053 -.082 

CE1 -0.40 
 

.035 -.049 .893 .035 .007  
 
 
.787 

 
 
 
4.327 

 
 
 
16.644 

CE2 -.043 
 

-.007 .010 .900 .054 -.025 

LA1 -.106 
 

-.086 .104 -.091 .201 .759  
.557 

 
2.346 

 
25.667 

LA2 -.016 
 

-.031 -.089 .061 -.143 .856 

CS1 .057 
 

-.032 -.124 .025 .827 .038  
 
.668 

 
 
2.165 

 
 
33.996 CS2 .014 .049 -.003 .062 .870 -.004 

RPI1 -.025 
 

.684 .101 .009 -.010 .039  
 
 
.567 

 
 
 
1.325 

 
 
 
65.661 

RPI2 .011 
 

.759 -.096 .121 .051 .031 
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With the standardized regression coefficients, average variance extracted 

(AVE) values were calculated as indicators of convergence. As shown in table below, 

almost all the AVE values were larger than .5 except for the 1 construct which is 

below 5 but greater than 3 (service quality) which suggests that on average, less than 

50% error remains in the items. By running a discriminant validity test, I discovered 

that all AVE values were greater than the corresponding squared correlations among 

the constructs. It implies that the results are acceptable for the CFA model. 

Table 4 AVE and Squared Correlations 

 
Constructs 
 

Product 
quality  

Services 
quality  

Contextual 
experience  

Locational 
accessibilit
y  

Customer 
satisfaction  

Repurchase 
intention  

Product 
quality  

 
0.73 

     

Service 
quality  

 
0.075 

 
0.309 

    

Contextual 
experience  

 
 
0.078 

 
 
0.451 

 
 
0.56 

   

Locational 
accessibility  

 
0.329 

 
0.468 

 
0.404 

 
0.50 

  

Customer 
satisfaction  

 
-0.129 

 
-0.06 

 
0.832 

 
1.016 

 
0.816 

 

Repurchase 
intention  

 
-0.108 

 
-0.092 

 
0.862 

 
0.034 

 
0.063 

 
0.860 
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4.5 Confirmatory Factor Analysis 

    To test the construct validity, a confirmatory factor analysis (CFA) was run 

via AMOS. factor with very high modification indices were found for five 

measurement items (PQ4, CE1, LA2 and CS1 and RPI3) so I dropped them out and 

run the model again. I found good fit indices for the CFA model including all latent 

variables assuming they are correlated, further analysis shows this is a true 

assumption since the GFI, AGFI, NFI, IFI, CFI, and RMSEA values where all 

greater than 0.8 which suggested that the model is acceptable as presented in table 

below, all the factor loadings of the confirmatory model were significant (at p value 

= .000). The model Chi-square of 481.9 and a degree of freedom (df) of 227. 

suggesting that the model is acceptable.  

    The goodness of fit index (GFI) =.879; normed fit index (NFI) = .825; and 

comparative fit index (CFI) = .884 also confirm that the model is suitable because 

they are close to 1. Besides, the root means square residual (RMR) = .038 (<.080), 

a badness of fit index, is considered acceptable. 

Table 5 Results of Confirmatory Factor Analysis 

 

Constructs 

 

 

Items 

Standard 

Regression 

coefficient 

Standard 

Error 

 

t value 

 

  P value 

Product quality  

 

 

PQ1 1.000    

PQ2 .554 0.66 8.449 .000 

PQ3 .646 0.71 9.137 .000 

Service quality  

 

 

SQ1 1.000    

SQ2 1.324 

 

1.63 8.110 .000 
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SQ3 .553 .119 4.652 .000 

SQ4 .943 .130 7.250 .000 

Contextual 

experience  

CE1 1.000    

CE2 .963 .193 4.998 .000 

Locational 

accessibility  

LA1  

1.000 

   

LA2 2.493 

 

.843 2.958 .003 

Customer 

satisfaction  

CS1 1.000 

 

   

CS2 1.591 

 

.292 5.444 .000 

Re-purchase 

intention  

RPI1 1.000  

 

  

RPI2 .390 

 

.084 4.623 .000 

Model fit indices  Chi-square =481.9; Degrees of freedom =.227; Probability level 

 

 = .000; GFI = .879; AGFI = .811; RMR = .038; NFI = .825; IFI=.887 

                           

                                CFI =.884; RMSEA =.087  
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4.6 Hypotheses Testing 

    By using structural equation model (SEM) method via AMOS, all 

hypotheses in the proposed model were tested. The model fit indices were also 

calculated: Chi-square = 482, df = 226, p value = .000. since the p value is less than 

0.05 the model is not a good fit, but since GFI = .825, RMR = .033, and RMSEA 

= .075. are above the cut off level of 0.7 enable the model to be acceptable. 

During the analysis of the hypothesis, five hypotheses where analyzed. Out of 

these five hypotheses three where statistically supported while two where not 

statistically supported as shown in the table below. Hypothesis 1 stating the 

relationship between product quality and customer satisfaction has a p-value = 0.1 

indicating that hypothesis 1 is supported significantly, this signifies that product 

quality through product performance, features, reliability, and durability effect 

customer satisfaction positively. Hypothesis 2, showing the relationship between 

service quality and customer satisfaction has a p-value =0.944, is not supported 

significantly, that is service quality through tangibles, reliability, responsiveness, 

and assurance did not have a positive effect on customers satisfaction to shop at the 

convenience store. Hypothesis 3 which shows the relationship between contextual 

experience and customer satisfaction is also not significantly supported at p-value = 

0.232, which signifies that, customers are not satisfied with the contextual 

experience (store atmosphere, layout, design, music etc.) when shopping at the 

convenience store. Meanwhile Hypothesis 4, stating the relationship between 

locational accessibility and customer satisfaction was significantly supported at p-

value =0.032, which basically signifies that, most convenience store customers are 

satisfied with the location of convenience store as it is easily accessible for them 

shop when necessary. Hypothesis 5 which shows the relationship between customer 

satisfaction and repurchase intension is statistically supported at p-value =0.029, 
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which refers to the fact that convenience store customers repurchase goods at the 

convenience store either for the fact that they are satisfied with the product quality, 

service quality, contextual experience, or the locational accessibility of convenience 

stores.  

Table 6 Hypothesis testing 

 

Research hypothesis 

 

 

estimate 

 

S. E 

Standardized 

coefficients 

 

t value 

 

p value 

 

Results 

H1 Product quality to 

customer satisfaction  

-0.89 .054 -.128 -1.647 .100 supported 

H2 Service quality to 

customer satisfaction  

.002 .034 .066 .070 .944 Not 

supported 

H3 Contextual experience 

to customer satisfaction  

.090 .075 .035 1.195 .232 Not 

supported  

H4 Locational accessibility 

to customer satisfaction  

.171 .080 .246 2.141 .032 supported 

H5 Customer satisfaction 

to re-purchase intention  

.258 .118 -.061 -2.182 .029 supported 
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Chapter 5 Conclusion 

    Most retail businesses are providing services and products that meet the 

specific needs of customers and offering these products at competitive, reasonable 

prices that will still yield profits, to achieve this, customer satisfaction must be 

their major objective. They must be market oriented, ensuring that all their 

activities are geared toward customer satisfaction. Customer satisfaction will not 

only keep old customers but will also retain new customers. This will not only be 

profitable for the business but will also reduce the cost for recruiting new 

customers for retail businesses. This study studies the impact of product quality, 

service quality, contextual experience, as well as locational accessibility on 

customers satisfaction and the effect it will have on customer re-purchase intention 

shopping in convenience stores in south Korea.  

  Based on these studies five hypotheses were propose from product quality 

to customers re-purchase intension in which out of those five hypotheses the result 

statistically shows that three of the hypotheses were supported while two were not 

statistically supported. H1 which measure the relationship between product quality 

and customer satisfaction was statically supported at p=.100. thus, confirming to 

the fact that the products of the convenience store are reliable. They last for a 

specified period, meets specific standards, and meets customers’ expectations. H2 

measure the relationship between service quality and customer satisfaction. Here this 

hypothesis was statistically not supported at p=0.944. This shows that customers are 

not satisfied with the retail shop services, that is, most convenience stores do not 

respond to their demands urgently nor in a quick and positive manner. H:3 measure 

the relationship between contextual experience and customer satisfaction, here the 

result was statistically not supported at p= 0.232. This indicates that customers do 

not have a good experience shopping in convenience stores. H4 measures the 
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relationship between locational accessibility which was statistically supported at 

p=0.032. This signifies that customer are satisfied with the location of convenience 

stores as it is easily accessible for them to buy goods and services. Finally, H5 

measures the relationship between customer satisfaction and customer re-purchase 

intention. The result was statistically supported at p=0.029. this there for signifies 

that customer return to the convenience store for shopping, basically for the fact that 

they were satisfied with the good and services of convenience stores. Managers can 

go through the statistical analysis conducted in this study to make major 

improvement that will go a long way to improve the sale of good and services in 

convenience stores.  

5.1 Managerial Implication 

    Consumer post purchase behavior is very important for retails businesses, 

reason being that after customer purchase goods from the store they will only come 

back if they are satisfied with the good and services of the retail shop as such increase 

sales in the long run as well as make enable retail businesses to make profit, it is also 

costly to recruit new customers than maintain old ones. This study looks into the 

impact of product quality, service quality, contextual experience, and locational 

accessibility on customer satisfaction and repurchase intention to shop at a 

convenience store, by doing so this study enable managers to know the impact of 

product quality, service quality, contextual experience, and locational accessibility 

on customer satisfaction and repurchase intention to shop at convenience store, these 

will enable them to make necessary changes that will boast up customer satisfaction 

and repurchase intention of convenience store customers.  

   In the present study, out of the five hypothesis that was tested two where 

statistically not significant, that is hypothesis 2 which measure the relationship 

between service quality and customer satisfaction as well as hypotheses 3 that 
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measure the relationship between contextual experience and customer satisfaction. 

Due to the fact customer were not satisfied with the convenience store service quality 

managers can improve on the various factors that influence convenience store 

service quality in other to enhance customer satisfaction for if customers are satisfied 

there will always come back for further purchase in the future. Based on the results, 

same as service quality mangers can also improve on the contextual experience of 

convenience stores to improve on customer satisfaction which will enhance 

customer satisfaction.  

 5.2 Limitations and suggestions for future research 

    During the process of conducting the research several limitations and 

constraints where faced, in the process of primary data extraction, most respondents 

where Koreans, who answered questionnaires that were designed in English, because 

of this most of them made mistakes while responding to the questionnaires, so some 

observation had to be deleted for the data to be analyzed in such a way that the result 

will reflect the study.   

    Furthermore, the study may have some problem of generalization, that is 

the study was conducted on convenience stores. Future study can be done by 

studying a single convenience store as it will show the impact from product quality, 

service quality, contextual experience, as well as locational accessibility on customer 

satisfaction and its effect on customer re-purchase intention to shop in a particular 

convenience store, this will make the study more reliable. 

    Additionally, there are other factors that greatly affect customers 

satisfaction and repurchase intentions in the case of convenience store. Therefore, 

Future studies may also investigate potential factors determining customer 

satisfaction and repurchase intention to shop in a convenience store, such as product 

assortment, and nonstop service offering that is 24/7 round the clock sales.  
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Appendix 

Introduction letter 

Dear participant, 

    I am a student at the University of Ulsan, studying Master’s in Business 

Administration. I am wring my master thesis on Impact of Product Quality, 

Service Quality, Contextual Experience, and Locational Accessibility on 

Customer Satisfaction and Re-Purchase Intention for Convenience Retail 

Shops. In this study I focus my attention on repurchase intention that is the effect of 

product quality, service quality, contextual experience, relative price, and locational 

accessibility on customer perceive value, customer satisfaction, consumer loyalty, 

and repurchase intension.  

Your participation in this study is voluntary. This survey will take approximately 4-

5 minutes to complete, and you will remain anonymous throughout the whole 

process.  

Thanks for your kind attention! 

Sincerely yours, 

Nsoh Divine C.  

Demographics 

Gender                          

○ Male                       

○ Female     
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 Age                                                          

○ 10-20                      

○ 21-30                        

○ 31-40                    

○ 41-50 

○ 50 above    

 

Qualification                                                                  

○ Bachelors             

○ Masters  

Other         

Income 

○ 1000USD – 1500USD 

○ 1500USD -2000USD 

○ 2000USD- 2500USD 

○ 3000USD above 

For each of the question below, circle the response that best characterizes how you 

feel about the statement, where 1= strongly agree, 2= Agree, 3= Neutral, 4=Disagree, 

5= Strongly Disagree 
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 Strongly 

Agree 

Agree Neutral Disagree Strongly 

Disagree 

Product Quality  

1. The products of the convenience 

store are reliable that is, they last 

for a specified period. 

1 2 3 4 5 

2.  The product at the convenience 

store meets specified standards  

1 2 3 4 5 

3. The products of convenience store 

are durable.    

1 2 3 4 5 

4.  The product specification meets 

your expectations  

1 2 3 4 5 

      Service Quality  

1. The shops respond to customer 

request urgently, willing to 

respond to your respond and are 

they accurate and dependable? 

1 2 3 4 5 

2.  Is the shop welcoming and caring 

to you  

1 2 3 4 5 

3.  The shops are very clean, spacy, 

and located in a good spot  

1 2 3 4 5 

4. Convenience shops responds to 

your demands in a quick and 

positive manner  

1 2 3 4 5 

Contextual Experience  

1. I have a good experience with the 

store atmosphere   

1 2 3 4 5 

2.  I had good experience with their 

customer services  

1 2 3 4 5 
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3.  I have a good experience with the 

store ambiance  

1 2 3 4 5 

        Locational Accessibility       

1.  Prefer the convenience store 

basically based on where it is 

located   

1 2 3 4 5 

2.  It is less time consuming to go 

shopping at the convenience shop  

1 2 3 4 5 

3. It is cost effective to get product at 

the convenience store base on 

where it is located  

1 2 3 4 5 

        Customer Satisfaction       

1. I am satisfied because the product 

of the convenience store meets my 

expectation and require needs. 

1 2 3 4 5 

2. I was very happy with the 

performance of the product  

1 2 3 4 5 

3. I am satisfied with the result of the 

product 

1 2 3 4 5 

       Re-Purchase Intention       

1. I repurchase product at the 

convenience shop because I was 

satisfied with the previous purchase  

1 2 3 4 5 

2. I repurchase product at the 

convenience shop because the 

previous product met my 

expectations  

1 2 3 4 5 

3. I repurchase product at the 

convenience shop because I am 

satisfied with the store atmosphere   

1 2 3 4 5 
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