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Abstract 

The aim of this study was to empirical research on the effect of the physical 

environment and perceived value on customer satisfaction and behavioral 

intention at the cinema in Vietnam. 

Methods/Statistical analysis: We gathered research data from 439 moviegoers at 

the cinema in Vietnam. As empirical research, we analyzed the data using the 

partial least squared structural equation modeling (PLS-SEM) with SmartPLS 

software 3.2.7. We implemented a five-point Likert scale to measure the items of 

the constructs. 

Improvements/Applications: These results may give practical implications for 

cinema managers to recognize the effect of the physical environment and 

perceived value on customer satisfaction and behavioral intention at the cinema in 

Vietnam. Besides, based on the physical environment and perceived value, they 

can increase customer satisfaction and behavioral intention. 

 

Keywords: physical environment, perceived value, customer satisfaction, customer 

loyalty, cinema, SmartPLS. 

 

I. Introduction 

At present, when the living standard of Vietnamese 

is enhanced, watching movies at the cinema is a 

popular form of entertainment, which is suitable for 

many ages and is becoming increasingly popular, 

especially in big cities. In 2019, CGV Vietnam has 

the number of cinemas’ largest with 75 cinemas in 

the country. The second is the Lotte Cinema with 42 

cinemas. The other two publishers are BHD (BHD 

Media JSC) and Galaxy Cinema (Galaxy Studio 

JSC), with 9 and 14 cinemas, respectively. CGV 

cinema's representative said that in 2018, Vietnam’s 

total box office revenue was 143.3 million US$, and 

the number of moviegoers going to the theater was 

47.2 million, and in 2019, CGV cinema's 

representative also remarked that total box office 

revenue in Vietnam would increase by 24% to 178.3 

million US$, and the number of moviegoers would 

Findings: This finding showed as follows: First, the physical environment has a 

positive effect on customer satisfaction (β= 0.225; p=0.000). Second, the physical 

environment has not to affect behavioral intention (β= 0.067; p=0.085). Third, 

perceived value has a quite-substantial positive effect on customer satisfaction (β= 

0.400;  p=0.000).  Fourth,  perceived  value  has  a  positive  impact  on 

behavioral intention (β= 0.197; p=0.000). Finally, customer satisfaction has a

 relatively substantial positive effect on behavioral intention (β= 0.506; p=0.000). 
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increase by 22% to 57.5 million [1]. Therefore, the 

increasing competition among cinemas in attracting 

customers, as well as the expanding number of 

moviegoers in cinemas, required cinema managers 

should give reasonable strategies to serve customers 

efficiently and boost customer satisfaction, as well 

as increase their behavioral intentions towards the 

cinemas. Besides, according to moviegoers’ view, 

the physical environment and perceived value were 

two of the factors that influence the cinema 

selection [2].    

Some empirical researches stated that the effect of 

the physical environment on customer satisfaction 

and behavioral intention [3–7]. Prior empirical 

studies also showed that perceived value affected 

customer satisfaction and behavioral intention [7–

12]. However, researches about the effect of the 

physical environment and perceived value on 

customer satisfaction and behavioral intention have 

a few in the cinema market, especially in Vietnam. 

Thus, the research’s primary purpose was to 

empirical research on the effect of the physical 

environment and perceived value on customer 

satisfaction and behavioral intention at the cinema 

in Vietnam. 

II. Literature review and research hypotheses 

2.1. Physical environment 

The physical environment of the service industry 

represented the notion of “servicescape” that was 

the human-made built physical environment 

different from the natural or social context, in which 

the delivery of service products takes place [4,13]. 

The organization’s physical environment consists of 

the overall layout, design, decoration, and aesthetics 

[14]. The researches recently stated that the physical 

environment was one of the critical factors in 

attracting, satisfaction, and behavioral intention 

[4,7,8].  

Empirical studies also showed that the physical 

environment affected customer satisfaction [3,4,8]. 

It was evident from the literature that the physical 

environment influenced behavioral intention [3,5,8]. 

Therefore, we proposed the following hypotheses: 

H1: Physical environment has a positive influence 

on customer satisfaction. 

H2: Physical environment has a positive influence 

on behavioral intention. 

2.2. Perceived value 

The role of perceived value was becoming a 

growing interest to clients because it was one of the 

essential determinants in now's market [15]. 

Perceived value also was a necessary component of 

a product or a service because it has influenced the 

profitability of the firm [16]. Perceived value as the 

customer's evaluation of the benefits of the 

product/service based on their previous sacrifice and 

ex-post received result [17]. The perceived value, in 

the narrowest sense, was the amount paid for the 

product/service. More broadly, the perceived value 

was the value sum that customers gave up to gain 

the benefits of having or using the product/service 

[11,18].  

Perceived value was one of the most factors toward 

customer satisfaction and behavioral [8,12,15,19]. 

Empirical researches revealed that perceived value 

affected customer satisfaction and behavioral 

[5,20,21]. 

Thus, we proposed the following hypotheses: 

H3: Perceived value has a positive influence on 

customer satisfaction. 

H4: Perceived value has a positive influence on 

behavioral intention. 

2.3. Customer satisfaction and behavioral 

intention 

Customer satisfaction has been the companies' aim 

when the companies have more tried for quality in 

their products/services [22]. Customer satisfaction 

also has been one of the primary aspects that 

managers should tend to reach.  The competitive 

advantage of the company was to satisfy the 

customer effectively, and it meant to surpass the 

expectations of the customer [23]. Consequently, 

customer satisfaction identified as the center of 

success in today's competition [11,24].  

Behavioral intentions can consider as indicators of 

customers sign will continue with or leave from the 

business. Behavioral intention can be favorable or 

unfavorable [25]. Favorable behavioral intentions 

included saying positive things and recommending 
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the service to others, paying a price premium, 

spending more money with the company, and 

remaining loyal. On the other hand, unfavorable 

behavioral intentions included leaving the company, 

spending less money with the company, spreading 

negative word of mouth, and taking legal action 

[26]. Behavioral intention also identified as loyalty 

intention [27]. 

Some previous studies stated that customer 

satisfaction was a significant determinant of 

behavioral intention [5,22]. Empirical researches 

indicated that customer satisfaction had a positive 

effect on behavioral intention [4,5,8,12]. 

Previous investigations also showed that customer 

satisfaction led to enhanced chances of 

repurchasing, saying positive, encouraging, and 

recommending to the company [7,23]. Previous 

studies stated that customer satisfaction had a 

positive effect on customer loyalty [9,11,23,28]. 

Therefore, we proposed the following hypothesis: 

H5: Customer satisfaction has a positive influence 

on behavioral intention. 

Based on the purpose of research, literature review, 

and hypotheses development, the research model 

presented in [Figure 1]. 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Proposed research model 

3. Research methodology 

3.1. Measures 

The measurement items of the constructs from prior 

researches were modified and adjusted to suit the 

analysis context. We applied a five-point Likert 

scale to measure the variables. 

In the inquiry, we adjusted three items of the 

physical environment from [4,5,8]. We also 

modified three variables of perceived value from 

[16,17,30], four items of customer satisfaction from 

[5,8,32,33], and four items of behavioral intention 

from [4,8,12]. 

3.2. Sample and data collection 

The data source was an investigation of the 

moviegoers at the cinema in Vietnam. The research 

sample was conducted based on convenience 

sampling with different groups of moviegoers about 

gender and age in many places in Vietnam. The 

purpose of this examination was to reach the 

representation of the received sample.  We provided 

a total of 550 questionnaires, and there were 439 

answers accepted for the last analysis. The 

demographic features of the moviegoers described 

as followed. There were 165 males' moviegoers 

(37.6%), and 274 females' moviegoers (62.4%). The 

respondents whose age was from 16-18 constituted 

25.1%, from 18-25 represented 52.2%, from 25-35 

represented 13.4%, and over 35 represented 9.3%.  

3.3. Analytical approach 

Testing the proposed research model by using the 

partial least squared structural equation modeling 

(PLS-SEM) with SmartPLS software 3.2.7. Testing 

the proposed research model and hypotheses were 

conducted through two stages: (1) Testing of the 

measurement model and (2) Testing of the structural 

model [34].  

4. Result and discussion 

4.1. Result 

H5+ 

H4+ 

H3+ 

Physical 

environment 

H1+ 

H2+ 

Percieved value 
Behavioral 

intention 

Customer 
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(1) Testing of the measurement model: construct 

reliability and validity 

[Table 1] presented the measurement scale of the 

construct's analysis results.  

[Table 1] showed that two constructs: BI and SAT 

reached the internal consistency reliability 

(Cronbach’s alpha > 0.70 and composite reliability 

(CR) > 0.70). The outer loading of all items used in 

the research approved (above 0.70) and the average 

variance extracted (AVE) valued > 0.50. PV and 

PHY have Cronbach’s alpha < 0.70, but CR >0.70, 

AVE> 0.50, and the outer loading of items of PV 

and PHY above 0.70; thus, PV and PHY can be 

accepted. Therefore, the constructs gained 

convergent validity.  

 

Table 1: The measurement scale of constructs 

Construct Indicator 
Standardize 

loading 

Cronbach’s 

alpha 
CR AVE 

Behavioral intention (BI) 

BI1 0.761 

0.819 0.880 0.647 
BI2 0.798 

BI3 0.845 

BI4 0.811 

Customer satisfaction 

(SAT) 

SAT1 0.743 

0.759 0.847 0.581 
SAT2 0.787 

SAT3 0.722 

SAT4 0.793 

Perceived value  

(PV) 

PV1 0.702 

0.698 0.833 0.625 PV2 0.789 

PV3 0.873 

Physical environment 

(PHY) 

PHY1 0.753 

0.660 0.815 0.594 PHY2 0.778 

PHY3 0.781 

Source: Data processing result 

Table 2: Discriminant validity 

Construct 
Behavioral 

 intention (BI) 

Customer 

 satisfaction (SAT) 

Service 

quality (SQ) 

Physical 

environment 

(PHY) 

Behavioral intention (BI) 0.805   
 

Customer satisfaction (SAT) 0.622 0.762  
 

Percevied value (PV) 0.457 0.472 0.791 
 

Physical environment (PHY) 0.307 0.352 0.316 0.771 

Source: Data processing result 
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(2) Testing of the structural model 

Subsequently, we evaluated discriminant validity 

through the Fornell-Lacker criterion [31]. [Table 2] 

noted that the square root of AVE of reflective 

construct behavioral intention, customer 

satisfaction, perceived value, and physical 

environment was more than the corresponding latent 

variables correlation. Therefore, these constructs 

were met the discriminant validity. 

(2.1) Model fit testing 

[Figure 2] and [Table 3] explained the revealed of 

the structural model.  

These results presented in [Figure 2] and [Table 3] 

explained that the Chi-square = 524.803 was 

significant at 0.05 level (p=0.00). SRMR 

(standardized root mean square residual) was a 

measure of the approximate model fit of the 

proposed research model. By convention, a model 

had a good model fit when SRMR was less than 

0.08 [31]. The analyzing result in [Table 3] revealed 

that the model had SRMR indices = 0.079 <0.08. 

Therefore, the proposed research model was well-

suited for the investigation data. Moreover, testing 

of a multicollinearity issue revealed that all VIF 

values are below the threshold of 5. Therefore, there 

are no multicollinearity problems in the structural 

model [34]. 

 

 

Figure 2: The structural model (PLS-SEM) 

Source: Data processing result 
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Table 3: Model fit 

 Saturated model Estimated model 

SRMR 0.079 0.079 

d_ULS 0.650 0.650 

d_G1 0.224 0.224 

d_G2 0.201 0.201 

Chi-square 524.803 524.803 

NFI 0.748 0.748 

Source: Data processing result 

(2.2) Hypotheses testing 

[Table 4] showed hypotheses testing results. 

Bootstrapping results (with 5000 resamplings) for 

the relationship between the constructs in the 

proposed research model revealed that the t-value of 

the hypotheses H1, H3, H4, H5 were higher than 

1.96, and these hypotheses the suggestions were 

significant at the p < 0.05 level. Therefore, these 

hypotheses were supported. However, hypothesis 

H2 had not significant at the 5% level, so hypothesis 

H2 was unsupported [Table 4]. 

Table 4: Hypotheses testing results  

Path 
Original 

sample 
t-value 

p-

value 

95% confidence 

interval 
Hypotheses Finding 

SAT  BI 0.506 10.564 0.000 [0.409-0.597] H5 Supported 

PV  BI 0.197 4.422 0.000 [0.107-0.286] H4 Supported 

PV  SAT 0.400 9.585 0.000 [0.316-0.483] H3 Supported 

PHY  BI 0.067 1.715 0.086 [-0.009-0.145] H2 Unsupported 

PHY  SAT 0.225 4.639 0.000 [0.129-0.318] H1 Supported 

Source: Data processing result 

(2.3) R
2 

(explained variance), f
2
 (effect size) and 

Q
2
 (predictive relevance) 

For the structural model, the important evaluation 

metrics were R
2 

(explained variance), f
2
 (effect 

size), and Q
2
 (predictive relevance) [34]. 

The R
2
 was the overall effect size measure for the 

structural model [35]. The R
2
 value of 0.19, 0.33, 

and 0.67 were respectively interpreted as weak, 

moderate, and substantial [36]. The (f
2
) effect size 

was presented as the independent variable 

contribution to the dependent variable. The f
2 

value 

0.02 was small, 0.15 was medium, and 0.35 was 

high [37]. The Q
2
 value was described as assessing 

the structural model’s predictive relevance about 

each endogenous construct. The Q
2
 value should be 

above zero [34].     

In this research, the R
2
 value for the overall model 

here was 0.425 less than 0.67, classified as a 

moderate effect; we found that SAT had a quite-

substantial significant effect (0.506), followed by 
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PV (0.196) [Table 5]. Furthermore, the physical 

environment and perceived value explained 26.8% 

of the variance on customer satisfaction; this 

construct’s predictor showed that PV had a pretty-

substantial significant effect (0.400) and followed 

by the PHY effect (0.225) [Table 5]. 

 

Table 5: R
2 
(explained variance), f

2
 (effect size) and Q

2
 (predictive relevance) 

Relationship 
Path 

coefficient f
2
 Construct R

2 
 Q

2
 

SAT  BI 0.506 0.326 
Behavioral intention 0.425 0.247 

PV  BI 0.197 0.051 

PV  SAT 0.400 0.197 
Customer satisfaction 0.268 0.144 

PHY  SAT 0.225 0.062 

Source: Data processing result 

[Table 5] also revealed that the f
2
 effect sizes. The 

high f
2 

effect size happened for the relationship of 

customer satisfaction  behavioral intention 

(0.326). The medium f
2 

effect sizeoccurred for the 

link perceived value  customer loyalty (0.197). 

The small f
2 

effect size occurred for the relationship 

of the physical environment  customer 

satisfaction (0.062) and the relationship of the 

perceived value  behavioral intention (0.051). 

Table 5 also pointed out that the Q
2
 values of two 

endogenous constructs were above zero. Precisely, 

the behavioral intention had Q
2
 values (0.247), and 

customer satisfaction had Q
2
 values (0.144). 

Consequently, we received the model’s predictive 

relevance. 

4.2. Discussion 

This research presented that empirical research on 

the effect of the physical environment and perceived 

value on customer satisfaction and behavioral 

intention at the cinema in Vietnam, as proposed in 

the research model. This study’s contribution was 

analyzed and tested the effect of the physical 

environment and perceived value on customer 

satisfaction and behavioral intention in a different 

context compared with previous studies. Most of the 

prior studies concentrated on these effects for the 

various service industry, and this examination 

explained these effects at the cinema in Vietnam.  

This research result showed that of the five 

hypotheses, four hypotheses were upheld, and one 

was not supported; that was the physical 

environment has not a positive effect on behavioral 

intention. 

This study result showed that the physical 

environment has a positive effect on customer 

satisfaction. The physical environment was an 

important variable that directed to customer 

satisfaction. Though the impact of the physical 

environment on customer satisfaction was weak-

medium (β = 0.225), and the f
2 

effect size of the 

relationship of the physical environment and 

customer satisfaction was small (0.062). The result 

of this study was confirmed by previous empirical 

research [3–5,8].  

This study result also stated that perceived value has 

a positive effect on customer satisfaction. Better 

perceived value, according to moviegoers, directed 

to more expanded customer satisfaction. 

Furthermore, the impact of perceived value on 

customer satisfaction was high (β = 0.400), and the 

f
2 

effect size of the relationship of perceived value 

and customer satisfaction was medium (0.197). 

Existing empirical concepts supported the 

hypothesis test result of this research. The result of 

this study was supported by previous empirical 

research [6,11,12]. This research result also 
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disclosed that perceived value has a positive effect 

on behavioral intention. However, the impact of 

perceived value on behavioral intention was weak 

(β = 0.197), and the f
2 

effect size of the relationship 

of perceived value and the behavioral intention was 

small (0.051). The result of this study was supported 

by previous empirical research [5,20,21] 

The research result also demonstrated that customer 

satisfaction has a significant effect on behavioral 

intention. Better customer satisfaction, according to 

moviegoers, led to more increased behavioral 

intention. Moreover, the impact of customer 

satisfaction on behavioral intention was substantial 

(β = 0.506), and the f
2 

effect size of the relationship 

of customer satisfaction and the behavioral intention 

was quite-high (0.326). The finding of this study 

was supported by previous studies [4,8,12] 

5. Managerial implications, limitations, and 

future research 

5.1 Managerial implications 

The research results showed that the physical 

environment was direct to customer satisfaction. 

This result helps cinema managers to understand the 

importance of the physical environment in customer 

satisfaction. Therefore, they should concentrate on 

décor and design, ambiance, and especially the 

equipment (For example, the audio system, images, 

seats, etc.). 

The results also showed that perceived value has an 

essential role in customer satisfaction. As well as, 

perceived value also has a predictor affected 

behavioral intention. For this reason, cinema 

managers should give the price plan so that it's 

affordable, competitive, and value for money to 

help improve customer satisfaction and behavioral 

intention. 

These results also stated that customer satisfaction 

has an essential factor in behavioral intention. And 

that is why cinema managers should continue to 

improve customer satisfaction effectively to 

enhance behavioral intention.  

5.2 Limitations and future research 

Though this research significantly contributed to 

literature, it has some limitations. Firstly, this 

research examined some cinemas in Ho Chi Minh 

City, not yet representative of other cities in 

Vietnam. Secondly, this research only analyzed the 

effect of the physical environment and perceived 

value on customer satisfaction and behavioral 

intention at the cinema in Vietnam. Thus, these 

limitations can give some direction for later 

research. 

6. Reference 

[1] Hong Van. Cong nghiep van hoa: Thi truong 

dien anh Viet Nam nhung con so an tuong. 2019. 

Available at: https://bvhttdl.gov.vn/cong-nghiep-

van-hoa-thi-truong-dien-anh-viet-nam-nhung-

con-so-an-tuong-20190801065335843.htm 

[2] Vinaresearch. [INFOGRAPHIC] Xu huong xem 

phim tai rap o Thanh pho Ho Chi Minh va Ha 

Noi. 2016. Available at: 

https://vinaresearch.net/public/news/2101-

[INFOGRAPHIC]_XU_HUONG_XEM_PHIM_

TAI_RAP_O_THANH_PHO_HO_CHI_MINH_

VA_HA_NOI.nsrs 

[3] Çetinsöz BC. Influence of Physical Environment 

on Customer Satisfaction and Loyalty in Upscale 

Restaurants. Journal of Tourism and 

Gastronomy Studies. 2019; 7(2): 700–716.  

[4] Ali F., Amin M. The influence of physical 

environment on emotions, customer satisfaction 

and behavioural intentions in Chinese resort 

hotel industry. Journal for Global Business 

Advancement. 2014; 7(3): 249–266.  

[5] Chen CM., Chen SH., Lee HT. Interrelationships 

between Physical Environment Quality, Personal 

Interaction Quality, Satisfaction and Behavioural 

Intentions in Relation to Customer Loyalty: The 

Case of Kinmen’s Bed and Breakfast Industry. 

Asia Pacific Journal of Tourism Research. 2013; 

18(3): 262–287.  

[6] Ali F., Amin M., Ryu K. The Role of Physical 

Environment, Price Perceptions, and 

Consumption Emotions in Developing Customer 

Satisfaction in Chinese Resort Hotels. Journal of 

Quality Assurance in Hospitality and Tourism. 

2016; 17(1): 45–70.  

[7] Han H., Ryu K. The roles of the physical 

environment, price perception, and customer 

satisfaction in determining customer loyalty in 

the restaurant industry. Journal of Hospitality 



 

January - February 2020 

ISSN: 0193 - 4120 Page No. 1665 - 1674 

  

1673 Published by: The Mattingley Publishing Co., Inc. 

and Tourism Research. 2009; 33(4): 487–510.  

[8] Ryu K., Lee H-R., Kim WG. The influence of 

the quality of the physical environment, food, 

and service on restaurant image, customer 

perceived value, customer satisfaction, and 

behavioral intentions. International Journal of 

Contemporary Hospitality Management. 2012; 

24(2): 200–223.  

[9] Anwar S., Min L., Dastagir G. Effect of Service 

Quality , Brand Image , Perceived Value on 

Customer Satisfaction and Loyalty in the 

Chinese Banking Industry. International Journal 

of Business, Economics and Management 

Works. 2019; 6(3): 24–30.  

[10] Veloso CM., Magueta DM., Fernandes PO., 

Ribeiro H. The effects of customer satisfaction, 

service quality and perceived value on 

behavioural intentions in retail industry. 

Economic and Social Development (Book of 

Proceedings), 23rd International Scientific 

Conference on Economic and Social. 2017. pp. 

330–342.  

[11] Cuong DT., Khoi BH. The effect of brand image 

and perceived value on satisfaction and loyalty 

at convenience stores in Vietnam. Journal of 

Advanced Research in Dynamical and Control 

Systems. 2019; 11(8 Special Issue): 1446–1454.  

[12] Wu H-C. The effects of customer satisfaction, 

perceived value, corporate image and service 

quality on behavioral intentions in gaming 

establishments. Asia Pacific Journal of 

Marketing and Logistics. 2 September 2014; 

26(4): 540–565.  

[13] Bitner MJ. Servicescapes: The Impact of 

Physical Surroundings on Customers and 

Employees. Journal of Marketing. 1992; 56: 57–

71.  

[14] Lee S., Jeong M. Effects of e-servicescape on 

consumers’ flow experiences. Journal of 

Hospitality and Tourism Technology. 2012; 

3(1): 47–59.  

[15] Jalil NAA., Fikry A., Zainuddin A. The Impact 

of Store Atmospherics, Perceived Value, and 

Customer Satisfaction on Behavioural Intention. 

Procedia Economics and Finance. Elsevier B.V.; 

2016; 37(16): 538–544.  

[16] Dimyati M., Subagio NA. Impact of Service 

Quality, Price, and Brand on Loyalty with the 

mediation of Customer Satisfaction on Pos 

Ekspres in East Java. Mediterranean Journal of 

Social Sciences. 2016; 14(3): 225–238.  

[17] Kuo YF., Wu CM., Deng WJ. The relationships 

among service quality, perceived value, 

customer satisfaction, and post-purchase 

intention in mobile value-added services. 

Computers in Human Behavior. Elsevier Ltd; 

2009; 25(4): 887–896.  

[18] Kotler P., Armstrong G. Principles of Marketing. 

16th edn. Harlow: Pearson Education Limited; 

2016.  

[19] Wu HC., Cheng CC., Ai CH. A study of 

experiential quality, experiential value, trust, 

corporate reputation, experiential satisfaction 

and behavioral intentions for cruise tourists: The 

case of Hong Kong. Tourism Management. 

2018; 66: 200–220.  

[20] Rasidah H., Jamal SA., Sumarjan N., Ong MHA. 

Perceived value and behavioral intentions 

relationship: A test of mediation model in 

Malaysian green hotels. Advanced Science 

Letters. 2017; 23(8): 7359–7362.  

[21] Kim JH., Park JW. The effect of airport self-

service characteristics on passengers’ perceived 

value, satisfaction, and behavioral intention: 

Based on the SOR model. Sustainability 

(Switzerland). 2019; 11(19).  

[22] Yu W., Ramanathan R. Retail service quality, 

corporate image and behavioural intentions: the 

mediating effects of customer satisfaction. 

International Review of Retail, Distribution and 

Consumer Research. 2012; 22(5): 485–505.  

[23] Minta Y. Link between satisfaction and 

customer loyalty in the insurance industry : 

Moderating effect of trust and commitment. 

Journal of Marketing Management. 2018; 6(2): 

25–33.  

[24] Jamal A., Naser K. Customer satisfaction and 

retail banking: An assessment of some of the key 

antecedents of customer satisfaction in retail 

banking. International Journal of Bank 

Marketing. 2002; 20(4): 146–160.  

[25] Zeithaml VA., Berry LL., Parasuraman A. The 

behavioral consequences of service quality. 

Journal of Marketing. 1996; 60: 31–46.  

[26] Ladhari R. Service quality, emotional 

satisfaction, and behavioural intentions: A study 

in the hotel industry. Managing Service Quality. 

2009; 19(3): 308–331.  



 

January - February 2020 

ISSN: 0193 - 4120 Page No. 1665 - 1674 

  

1674 Published by: The Mattingley Publishing Co., Inc. 

[27] Han H., Kim W. Outcomes of relational 

benefits: Restaurant customers’ perspective. 

Journal of Travel and Tourism Marketing. 2009; 

26(8): 820–835.  

[28] Beneke J., Hayworth C., Hobson R., Mia Z. 

Examining the effect of retail service quality 

dimensions on customer satisfaction and loyalty: 

The case of the supermarket shopper. Acta 

Commercii. 2012; 12(1): 27–43.  

[29] Hanaysha JR. Customer retention and the 

mediating role of perceived value in retail 

industry. World Journal of Entrepreneurship, 

Management and Sustainable Development. 

2018; 14(1): 2–24.  

[30] Huddleston P., Whipple J., Mattick RN., Lee SJ. 

Customer satisfaction in food retailing: 

Comparing specialty and conventional grocery 

stores. International Journal of Retail and 

Distribution Management. 2009; 37(1): 63–80.  

[31] Al-Ali M., Bazin NEN., Shamsuddin SM. Key 

determinants of customer satisfaction: Evidence 

from Malaysia grocery stores. Journal of 

Theoretical and Applied Information 

Technology. 2015; 74(3): 286–299.  

[32] Cuong DT., Khoi BH. The Relationship between 

Service Quality , Satisfaction , Trust and 

Customer Loyalty A Study of Convenience 

Stores in Vietnam. Journal of Advanced 

Research in Dynamic and Control Systems. 

2019; 11: 327–333.  

[33] Shpetim C. Exploring the relationships among 

service quality, satisfaction, trust and store 

loyalty among retail customers. Journal of 

Competitiveness. 2012; 4(4): 16–35.  

[34] Hair JF., Hult GTM., Ringle CM., Sarstedt M. A 

Primer on Partial Least Squares Structural 

Equation Modeling (PLS-SEM). 2nd edn. Los 

Angeles: SAGE Publications, Inc; 2017.  

[35] Garson GD. Partial least squares: Regression & 

structural equation models. 2016 ed. Asheboro: 

Statistical Associates Publishers; 2016. 1–262 p.  

[36] Chin WW. The partial least squares approach to 

structural equation modeling. In: Macoulides 

GA (ed.) Modern Methods for Business 

Research. New Jersey: Lawrence Erlbaum 

Associates; 1998. pp. 295–336.  

[37] Cohen J. Statistical power analysis for the 

behavioral sciences. New Jersey: Lawrence 

Erlbaum Associates; 1988.  

 

 


