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Abstract

Today’s competitive business environment challercggapanies. Therefore, it is significant for orgaional institutions to pay more attention to
the needs of their client base. With this in mitiis necessity to examine customer satisfactiomithe center stage. The strong argument for this
step is the proven fact that retaining customeshisaper than attracting new ones. Moreover, measarstomer satisfaction shows whether the
company’s product or service exceeds the custoregpectations. Hence, the current article is itétiaon the examination of factors that determine
customer satisfaction. It could be concluded thatpgresent study is extensive in terms of displgpgesi models and other useful academic examples.
The findings also confirm that there is a largetipar of measurement issues of customer satisfactioalso should be noted that customer
satisfaction factors highly varies on the busireess, chosen factors, industry sector, type of#mure. Hence, the significance of the article ta

the fact that it fulfills the academic foundatiofttwthe paper that unites the examples of cust@atsfaction factors. And regarding this notion, it
also puts forward an important background for fatilveory and practice investigations.
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Introduction The novelty of the study: this study paper brings in a

Investigations of released academic papers regardiineéw approach regarding a great variety of collected
the enhancement of customer satisfaction whichegcent understandings of customer satisfaction by takimg i
the attention on the pioneering ways for compatitiv consideration the factors that effect customesfattion,
advantage attainment have revealed that this fisld and also proposing the graphic models. Moreovemyts
highly unexplored. Especially, it is noted in idéying  an important foundation for future theory and picect
the real factors that augment customer satisfactidith  investigations.
this in mind, the current paper aims to identifg factors
that generate customer satisfaction and in the danee  The concept of customer satisfaction
serve as a tool for the enterprises performance

improvement. The strong argument for this stephis t ustomer satisfaction has revealed that this cdnlcap

proven fact that retaining customer is cheaper thaﬁeen examined extensively in the sphere of margetin

attracting new ones. Moreover, measuring CUStome,&ccording to Oliver (1997) and Zeithamal and Bitner

satisfaction shows whether the company’s product o . X :
service exceeds the customers’ expectations. An 2.009) customer satlsfactlpn could be expllalnedtl’uy
client's emotional reaction whether his or her

regarding Krishnan and Hari (2011): "Customers Al xpectations has been fulfiled or not. The same
more challenging component for any organizatioheat . P Lo . '
than their competitors” (p.15). And this is clgarl interpretation is given by Aldlaigan & Buttle (200&ho

. . . state that customer satisfaction is the term whédlects
explainable by the advancement of information aamid . :
the needs that should be realized in order to get t
development of technology.

The object of this particular study is customer positive judgment towards the product or servicenfithe
satisfaction factors customer. Moreover, Chen (2006) stresses that mesto
The aim of thé sudv is to investigate customer satisfaction is on the center stage of each conipany
satisfaction factors yIs 9 strategy. In addition to this, Cochran (2003) hyogdfjrees
TheobjectiveSO.f the study are: with the aforementioned idea and says that satigfyi
o . ustomer is the action that company should do duttie
1) to analyze t.h e customer satisfaction through th(%aily activities in order to stayFi)n gusiness. A@%ver
acag)egmin?/eersst;i)e:ttév?r.]e factors of customer satisgact (1999) notes that customer satisfaction shouldréated
from the theoret?cal point of view as the predictor of future behavior. Another berafihis
' articular concept is that it enhances the prafitgb
3) tﬁ p_ropo§e the research fmoqlels for the study nderson ForneFI)I and Rust (1997). Hill Roct?e &é%nl
strengthening the customer satisfaction. " Lo .
The methods of the study are: (2007) point out that customer satisfaction is thain

« Logical and comparative analvsis of literature: driver of loyalty, but mere satisfaction is not egh, so
9 : paratl y ' customers have to be highly satisfied.
¢ Synthesis and deduction.

The profound analysis of academic works regarding
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Factors affecting customer satisfaction socializing and gain leisure (Hu & Jasper, 2008). |
influences a great variety of behavior such asorost

Satisfaction, choices, emotions. Kent (2007) took a
resourceful approach and explored the concept of

Plentiful of researches have been done in order t
comprehend the shoppers’ preferences that are meade

choose the one or the other shop. So, it is negessa . oavivity in the nature of the retail stores aridoa

retailers to |der_1t|fy those mfluentlz_;ll factors whibring stressed the importance of visual design in forntimg
people in their ventures. For instance, the aUth°r§ettings of shops

(Navikaite, Navickas, 2014) conduct a researchysind
Lithuania and found out that perceived price fame
service quality, perceived product quality and prio
experience positively effects customer satisfactiona classification of physical environment in suctneénts:
Lewis & Soureli (2006) add that consumer satistacti v Ambient factors. Fundamental conditions that are
can be characterized with various dimensions suh dresent in the level of immediate awareness, aad th
satisfaction with the frontline employees, the cegevice draw attention particularly when they are disé@n@a
or the organization in general. Eroglu, Machleit &g, ampient factors could include obnoxious
Barr (2005) have looked at the relationship betwee'[')ackground or noise. Collett (2008) reminds thatess

perceived retail crowding, shopping valué andyeq q’|ater this term was relabeled to facilitythetics
satisfaction and found that perceived retail cravgdnad which embrace lighting, music, color and overall

a negative effect on shopping value and also CUStOM jaanjiness that affect the individual's perceptiand

satisfaction. According taAngelova and Zekiri (2011) response to the environment (Parasuraman, Zeit&aml
customer satisfaction majorly depends on theseoifsict Berry 1986)

“friendly employees, courteous employees,
knowledgeable employees, helpful employees, acgurag,
of billing, billing timeliness, competitive pricingervice or the architecture of an office.

quality, good value, billing clarity and qui_ck s@m’ v'Social factors. People present in the environment
(p.234). Some of the elements were distinguished bl’)ﬁcluding customers and employees. The image of the

Cambra-Fierro & Polo-Redondo(2008). They offer dcompany can be greatly influenced by the atmosphere
conceptual model of satisfaction which includesséhe reated by not only its employees, but also all the

constructs: cooperation, communication, trust an lientele it attracts

adaptation to expecations. L . Babin, Lee, Kim and Griffin (2005) express the
Lusch,_Dunne & Carve(r201_1) distinguish five major oncern of internet prevalence and note that ireotd
fronts reFaHers compete for their target customers overcome the explosion of e-commerce, traditiomakb
“; E(;I\(/::I of Service gnd mortar retailer_s and _service _providers_ should
v Product assortment incorporate the physical environment in order ttivde
v Location or access superior customer value and initiate customer tendp
their time and money resources in their storessdme

v CUStﬁ.'Iﬂer exgzpence hiool ick cases there is a suggestion that store atmosplagre c
Meanwhile, Huddleston, Whipple, Mattick & Lee j g ence customers’ perception of salespeople’s

(2004) who put centre attention on the domain afdfo reliability (Sharma and Stafford, 2000). Retail
stores, displayed attributes that affect customers, ’

= ‘ tmosphere is traditionally influential regardingpet
preferences and these are: price, working houej@RIat 55 0t and types of affect is provides in the
check out-of-store, familiarity with shop layout

. . . ' surroundings (Turley and Chebat, 2002). Same asithor
assortment and quality of brands, quality of smeate support the idea that positive and negative emstion

brands, location, freshness of prpducts, at_mosphergvoked by characteristics of the settings, are kg
friendliness of people, overall cleanliness, wakspace  jetorminants in explaining interaction between comey-

an(:] éerwcg speed. E&’er} though Cu.StOm(?rd,sat'srgcu%nvironment. Product assortment, location, pric&l an
with SMEs is composed of a great variety of dimens]  giscounts, working hours are also distinguished as

the T}a'r.‘ olnes are elaborated in turn. 4 e reatures effecting customer satisfaction.

FI’YSdC’j! enwLonmc(jen(tj.. hEnV|ro'nmgnt cout € Product assortment. Product variety influences a
analyzed in two broad dichotomy: micro- environmenty g1 mer's perception of a store (van Herpen aetbigj
and macro-environment. But as external factors arEOOZ) Agrawal & Smith (2010) indicate a highange
uncontroliable by SME's (Nwankwo & Gbadamosi, o nroqucts are needed for number of reasons ssch a

201}3' tbhergfore, mgernal fa%t_ors %f b”CKS afndhllanor heterogeneous customer preferences, which stem from
wou e discussed. Regarding the topic of theestory,,qmers searching the variety and competition

image Aga and Safakli(2007) observed that it istttest | .veen the brands. But Varley (2001) notices tbat
influential variable in customer satisfaction aftlee price ¢, products, consumers are not really interested

?nd service "quallty.. SFore settings or - so calle ariety, they are happy to have limited offeringl amill
atmospherics” were investigated due to their impat .4 o by the same product variation each time,

consumers’ attitudes and behavior (Kotler, 1974051 hile for other categories the consumer woglztin
McGoldrick and Greenland, 1994). So, consumer

; large selection from which to choose a produhit
researches have already proved the pivotal role q%

hvsical . cbi or this reason looking from the retailers’ perswec
physical environment. Moreover, stores are percea® they are incorporating the strategy of “efficient

not only the place shopping but also as a place fOfssorment”, which majorly aims to identify the éév

Baker (1986) who has examined the effects of
physical environment on perception of merchandisg a
service quality, also store image in the retailterngives

v'Design factors. Visual stimuli that is noticeable to
ustomers, such as the comfort of waiting roomiture,
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with which profit maximization would be reached by stores in order to help retailers to increase tteopage
eliminating low-selling products (Kurt Salmon of shoppers. The authors suggest that through asiorg
Associates, 1993). On the other hand, Fox, Hunn anthedonic recreational outing” (p.818)and keeping th
Mathers (2009) point out that, in grocery storesdoors open longer can stimulate the potential ®iyer
consumer expenditures react more to varying leeéls visits more frequently.
assortment than to price. But this strategy is not On the other hand, notes Gilbert-Jamison(2005)
applicable for SME’s where place capabilities asgyv customer satisfaction only create a customer bhat t
limited. likes your products or services, but can easilyayed

Location.The location related specifications andaway by your competitors because the only clear
functionality of the premises should be also keptind  differentiator may be location or pricing. But thathor
(Rai, 2013) because according to Zentes, Morsarett also adds three basic expectations from the custome
Schramm-Klein (2011) there are three most signitica defect free product, delivered by warm and friendly
elements in retailing: “location, location and ltoa” employees and an easy and effective way to resblve
(p.203).Also, Arnold, Oum & Tigert (1983) found sto problems and shares his personal experience with
location was first important store characteristior f pleasurable experiences from some establishmenis fr
supermarket shoppers and low prices to be the decothe daily life. For instance, the scholar is loy@lsome
most. The research conducted by Mintel (1996) nibtes restaurants, grocery stores not because they bftgr
continence of location may be a stronger motivatocaliber products but also because employees eventgo
FMCG (fast-moving consumer goods) retailing thanof their way to meet him as a repeat customer, ygwa
supermarket loyalty schemes. Even though custoarers know his name and something special about himtt®,
satisfied with the service but they could be préeén interaction with customer makes simple shoppingetan
from patronizing a particular retail just becausé omemorable experience.
inconvenient geographical location. Neverthelessied To sum up, there are a number of elements that are
Eleri, Jones Ellis and Haven-Tang (2005) noticet thaimpactful for delivering higher level of customer
many small and medium enterprises fail to identifg  satisfaction. So, companies should carefully irngest
role they play in the destination competitivenessh®  their abilities and through durable monitoring can
significance of destination competitiveness for thedistinguish the activities which do generate pleaisie
sustainability of their individual business. activities for their clients.

Price and discounts. Rao (2009) notes that companies
should carefully plan how to present their pricingResearch models
practices to customers, otherwise, they may ruiskaaf o _ _
customer dissatisfaction. In addition to this, @lleprice The majority of customer satisfaction related
image of a store affects store choice (Cox, A.lx,D., emplrlcal_ researches are based on EL_Jropean Customer
1990). According to Schiffman, Hansen & Kanuk (2pog Satisfaction  Index model or American Customer
consumers deem to perceive that stores proposingadl Satisfaction Index model or their transformatlo_rﬂeal
discount on large number of items as offering loweP0P0OSed by Gronholdt, Martensen and Kristensen
prices for the assortment than competing shopingell (2000), Yap, Ramayah and Shahidan (2012) and others
products with larger discounts that are appliedsfomller  FOr instance, the al‘.‘lthOI‘S Yap, Ramayah and Shahidan
number of products and also suggest that advegtisin(2012’ p.155) state: “All customer satisfactionited are
frequently with displaying a big portion of specizice usua_IIy calculated based on a structural model that
offerings _influence customers to believe that theps con5|sts_ of antecedents and consequences of custome
possess an image of offering competitive prices. tS® satisfaction”, there_for_e, the chosen study modeldgdc:cbe
decision which store to enter may mainly dependhen taken as the variations to test the factors th&cef

basis of forecasted expenses and pricing stratégeo CUStomer satisfaction. o
store. For instance, the model below which is presented by

Working hours. Working hours definitely play a very 2uthors Yu, Wu, Chiao and Tai(2005) depicts tha ide
important role on the overall clientele traffic. atyes American Customer Satisfaction Index which is wjdel
within society where there is an obvious hecticepat ~ @PPlied in the companies’ activity. The model vises
should be noted that according to Messinger ghow customer expectations determine perceived tguali

Narasimham (1997) “importance of shopping time forand overall customer satisfaction. According .tosthi
consumer's retail choice is well recognised” (p_z)_model the level of overall customer satisfactiodesined

Meanwhile, Newman & Cullen (2002) point out: by these two eIe_ments. Moreover, it is preser_lteﬂ th
“extended opening hours make it possible for mosfustomer complaints and customer loyalty hinge on
consumers, who have the mobility, to shop at theifUStomer satisfaction.

convenience” (p. 47). Richbell &Kite (2007) condedta

research which focused on examining the features of

shoppers who prefer shopping mainly at night in the

supermarkets which were opened 24 hours and also

deliver managerial implications how to deal withghti

shoppers. Another research on this particular detemt

was done by Miranda & Koénya (2009) who aimed to

identify the determinants of unscheduled visitgitocery
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Perceived
quality

Customer
complaints

Overall
customer
satisfaction

Customer
loyalty

Customer

expectation

Source: Yu, C.-M.J.; Wu, L.-Y.; Chiao, Y.C.; Tai,-8. (2005)

For instance, the study of Kim and Lee (2013)index. The current model initiated on the analysfs
validated a comprehensive model which could beedtat factors that affect customer satisfaction. To beramo
as a mixture of two models and one of them is therecise, the study was aimed to examine the mobile
previously mentioned American Customer Satisfaction environment. So, the designed research model was

utilized as follows.

Information Perceived
Quality Usefulness

Customer
Satisfaction

Self-efficacy

Service Perceived Easeg
Quality of Use

Source: Kim and Lee (2013)

The findings suggest that perceived usefulnesstate these conclusions play a significant role tfor
perceived quality, perceived ease of use and fiathey  practitioners.
were found to have positive significant impact on
customer satisfaction. And as the authors of thelyst

Service Quality

Perceived Customer
Value Satisfactiol

Service Change

Source: Uddin and Akhter (2012)

Another interesting study was done by Uddin andpositively affect customer satisfaction in a massrise
Akhter (2012) who aimed to identify the determirsaaf  industry. With the profound analysis it was revealeat
customer satisfaction of banking industry in Badgkh. perceived value plays a mediating role betweenooost
Incorporating measurement and structural modelas w satisfaction and two other constructs: service iuahd
indicated that service quality and fair service rgea service charge. Therefore, the authors highly renend

stressing the significance of charge fairness, ifual
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assurance and service value to the direct clients.lAnderson E.W., Fornell C., Rust R.T (1997). Customer

conclusion, it could be stated that graphic modeid satisfaction, productivity and profitability: déffences
their elements hinge on the sphere in which thepzom between goods and services. Marketing Science128;
145.

operates, also on the academic background thatuisdf

to be the basis of the empirical study. This reseaaper Angelova, B., Zzekir, J.(2011), Measuring Customer

Satisfaction with Service Quality Using American

hgs incorpqrated Sm_JCtural models that were baseitie i Customer Satisfaction Model (ACSI Model), Internatibn
prior studies. Obviously, there may be embodied joymal of Academic Research in Business & Social
additional constructs with different measuremeami. Sciences. 1(3), 232-258.

Moreover, the determinants can have a great vadéty Arnold, S.,J., Oum, T..H., Tigert, D.,J. (1983). t&eninant
measurement items which also highly effects the attributes in retail patronage: seasonal, tempaegional,
generalizations of the particular constructs. Sae t and international comparisons. Journal of Marketing
researchers should be very attentive in choosirgg th Research, Vol. 20 pp.149-57. o

statements that measure the constructs in ordevdi Bab,:;‘(’) dzl'in‘g]]" (';gﬁ'su:;'er'("s;'ig}a;én‘]" aﬁ(rjlﬁ”\]/\’/olr\:lj' ogar?ﬁ;um-
the .hetemg.enelty and mls.underStandmgs' SO’. future restaurant patronage in Korea. Journal of Services
studies can include a more d!verse theoreticalpeets/e Marketing, 19 (3), 133 — 139.

that would ensure the extension of the model asol tle  gaker, J. (1986). The Role of the Environment in Mtirig
provision of more constructs and assessment statsme  Services: The Consumer Perspective. Czepiel, J. A.,
which would result in delivering a comprehensive Congram, C. A., Shanagan, J..In the Services Chatlenge
explanation regarding customer satisfaction enhaeoe Integrating for Competitive Advantage (ed.) Chicago:
Hence, these limitations may be overcome through th ~ American Marketing Association.

future research that could embrace a differenfambra-Fierro, J.J., Polo-Redondo, Y. (2008). Crgatin
multidimensional approach. satisfaction in the demand-supply chain: the buyers

perspective. Supply Chain Management: An Internation
. Journal, 13(3), 211 —224

Conclusions Cochran, C. (2003). Customer Satisfaction. Tools, fiettes,
and Formulas for success. USA: Parton Press.

IE (tz.oncIL;]smn, it ';5 Wc()jrththto hote Ehattthef sphetfe Collett, P. L. (2008). Managing employee attitudesd a
marketing has analyze € construct oF Cuslomer popaviors in the tourism and hospitality industNew

satisfaction very extensively. And the profound Igsia York: Nova Science Publishers, Inc.
of acad(_emic papers has proved that this _particulattox, A., D., Cox, D. (1990). Competing on price: tioée on
element is mentioned in a plethora of works. Mgjaithe retail price in shaping store-price image. Jourmdl

authors describe customer satisfaction as an enabtio Retailing, Vol. 66, 428-45.

reaction which highly depends on the fact whetther t Eroglu, S.,A., Machleit, K., Barr, T.,F. (2005). Peived retail
customer's needs and expectations are realizedobr n  crowding and shopping satisfaction: the role of pghing
The advantages of this notion are distinguishedsethe values. Journal of Business Research, 58(8), 1148-115

. . - - Fox, N., Hunn, A., Mathers, N. (2009). Sampling &ample
ones: profit enhancement, possibility to predicerds Size Calculation. The NIHR for the Research Design

behav'c_)r’ 'OYa'ty augmgntatlpn. . Service for the East Midlands. UK: Yorkshire & the
Taking into consideration the factors effecting {umper.

customer satisfaction there is a great number eith Gibert-Jamison, T. (2005). The Six Principles oénfce

The examination of theory has shown that autha@ts li  Excellence. USA: Author House.

these ones: price, level of service, product assmt, Gronholdt, L., Martensen, A., Kristensen, K. (2000ustomer
location or access, customer experience, workingho satisfaction measurement at post Denmark: results o
physical environment. For instance, the later ose i @application of the European Customer Satisfactiodexn
decomposed of sub-elements: ambient, design andl soc ~ Methodology. Journal of Total Quality Manageme7),

1007-1015.

factors. . .
. . . Herpen, E., Pieters, R. (2002), Research notevdhety of an
While regardlng_the visual methods that hav_e been assortment: an extension to the attribute-basedoapp.
offered as the solutions to enhance customer aatish Marketing Science, 21(3), 331-41.

it is worth to note that the majority of customernijl, N., Roche, G., Allen, R. (2007). Customer Sittion.
satisfaction related empirical researches are based London: Cogent Publishing.
European Customer Satisfaction Index model oHu, H. Jasper, C.,R. (2006), Social cues and thgiact on
American Customer Satisfaction Index model or their store image, International Journal of Retail & Digition
transformations. So, the study also suggests agppti Management, 34(1), 25-48.

these variations to test the factors that affecttamer Huddleston, P., Whipple, J., Mattick, R., N., Lee, S.
satisfaction. (2009).Customer satisfaction in food retailing: @aming

specialty and conventional grocery stores. Intéonat
Journal of Retail & Distribution Management, 37(&} —
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