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 INTRODUCTION 
 Hong Kong is regarded as one of the 
world ’ s  ‘ shopping paradises ’ , and the retail 
industry plays an important role in the 
district. A report from the Government ’ s 
Census and Statistics Department  1   pointed 
out that 10.4 per cent of the labour force 
was engaged in the wholesale and retail 
industry in 2009, the third largest group 
among all industries. In addition, the 

Monthly Survey of Retail Sales showed that 
the volume of total retail sales has increased 
steadily over recent years. In January 2010, 
after netting off the effect of price changes 
over the same period, the volume of total 
retail sales increased by 3.2 per cent as 
compared with a year earlier.  1   

 In today ’ s competitive retail market, as 
the service quality improves, the customer ’ s 
expectation and lateral demand on the 
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service level is increased from time to 
time.  2,3   During the period of economic 
recession, remarkable success will depend 
on those retailers who are able to generate 
customer loyalty by responding to 
consumer demand.  4   In addition, customer 
needs and purchase patterns have altered 
drastically. To meet various needs, 
companies tend to adopt differentiated and 
customer-oriented marketing strategies to 
gain a competitive edge in the market, 
which enables them to stand out in the 
competition.  5   According to Ko  et al ,  5   
improved relationships with consumers can 
lead to greater customer loyalty, retention 
and profi tability. Therefore, it is essential to 
build a long-term and stable relationship 
with customers in today ’ s competitive 
society. As customers are currently more 
concerned with service quality received, it 
is of value to study the effect of service 
quality on customer loyalty. 

 In addition to improving service quality, 
improving product quality is also needed. 
As stated by Superville,  6   a signifi cant 
number of managers agree that success will 
depend on those companies that are willing 
to improve the quality and service in 
accordance with the demands of the 
customers. Quality has been typically 
regarded as a key strategic component of 
competitive advantage, and therefore 
improving product quality has been a 
matter of prime concern to fi rms.  7 – 9   
Product quality can also be a good place to 
start providing satisfaction and generating 
loyalty.  10   The pros include market 
pioneering, fi rst-mover advantages, 
low-cost proactive innovation and industry 
redefi nition.  10   The cons include loss of 
market opportunities, loss of market 
leadership, high cost-reactive innovation 
and high-cost brand development.  10   
Therefore, product quality is worth 
attention  . 

 A previous study proposed that fi rms 
that can obtain privileged information 
about customer needs by making use of the 

fi rm – customer relationship provide more 
satisfactory offerings than their 
competitors.  11   As the cost of serving one 
loyal customer is evidently less than that of 
attracting and serving a new customer,  11,12   
fi nding out privileged information about 
customer needs should be of benefi t to 
fi rms by creating     customer loyalty. Firms 
that can generate customer loyalty will 
increase the probabilities of customers 
returning, making business referrals, 
providing positive word-of-mouth, and 
making references and publicity.  13,14   
As a result, fi nding out the factors that 
affect customer loyalty is regarded as an 
important issue for fi rms. 

 This article is structured as follows: 
Section  ‘ Literature and hypotheses ’  discusses 
a literature review on retail service quality, 
product quality and customer loyalty, as 
well as the formation of hypotheses in this 
study. Data collection and survey design for 
testing the defi ned hypotheses are presented 
in Section  ‘ Research methodology ’ . Section 
 ‘ Analysis and fi ndings ’  presents the results 
and fi ndings of this study. Managerial 
implications can be found in Section 
 ‘ Managerial implications ’ . Section 
 ‘ Conclusions ’  concludes.   

 LITERATURE AND 
HYPOTHESES 
 The model proposed in this study consists 
of four major constructs: Retail Service 
Quality, Product Quality and the Two 
Levels of Customer Loyalty (Customer 
Loyalty to the Store and Customer Loyalty 
to the Staff ), as illustrated in  Figure 1 .  

 Retail service quality 
 Parasuraman  et al    2   defi ned service quality as 
 ‘ the degree of discrepancy between 
customers ’  normative expectations for the 
service and their perceptions of the service 
performance ’ . In order to measure this 
discrepancy, they devised the SERVQUAL. 
This is regarded as the most comprehensive 
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and frequently used tool for measuring 
service quality.  15   The service items they 
proposed are divided into fi ve dimensions: 
tangibles, reliability, responsiveness, empathy 
and assurance. The perception-only measure 
of service quality (SERVPERF), which 
consists solely of the performance 
(perceptions) items of SERVQUAL, was 
later introduced by Cronin and Taylor in 
1992.  16   SERVPERF is adopted in this study, 
as previous fi ndings have indicated that it 
outperformed SERVQUAL and is more 
applicable for measuring service quality. 
When people are asked to indicate their 
 ‘ desired level ’  (expectations) and  ‘ existing 
level ’  (perceptions) of the service, there is 
a psychological constraint in that they tend 
to rate the former higher than the latter.  17   
In addition, it was found that service quality, 
as measured in SERVQUAL, signifi cantly 
depends more on the perception score than 
on the expectation score.  18   Respondents 
sometimes even appeared to be irked and 
mixed-up in distinguishing expectation and 
perception version of SERVQUAL,  19   which 
might have affected the quality of the data 
adversely. 

 The generalizability of SERVQUAL 
across various service settings is unclear  3   and 
has not been empirically tested in the retail 
store environment.  20   Therefore, in order 
to capture dimensions that are important to 
retail customers, Dabholkar  et al.   20   
combined fi ndings from three qualitative 
studies  –  retail and service quality literatures 
and SERVQUAL  –  and developed a scale 

called the Retail Service Quality Scale. 
The Retail Service Quality Scale has been 
viewed as a generalized scale that is suitable 
for studying the retail business that offers a 
mix of services and goods. A previous 
study  21   also used this scale to measure the 
service quality of a large chain retail store 
in Australia. Therefore, this scale is adopted 
in this study. 

 Dabholkar  et al    20   argued that these items 
can be grouped into fi ve dimensions, namely: 

  Personal Interaction : Associates are courteous, 
helpful, and inspire confi dence and trust 
from the customer. 

  Policy : Operating hours, payment options, 
store charge cards, parking and so forth. 

  Physical Aspects : Store appearance and 
convenience of store layout. 

  Reliability : Retailer keeps its promises and 
 ‘ does things right ’ . 

  Problem Solving : Associates are trained to 
handle potential problems, such as customer 
complaints, returns and exchanges. 

 According to Dabholkar  et al ,  20   the 
Physical Aspects dimension has a wider 
meaning than does the tangibles dimension of 
the SERVQUAL. This dimension includes 
not only the physical facilities appearance, but 
also the store layout and public areas (for 
example, fi tting rooms) convenience. The 
Reliability dimension is similar to the 
SERVQUAL reliability dimension, and 
involves the store ’ s ability to keep promises 
and do things right. The Personal Interaction 
dimension is a combination of the 
SERVQUAL dimensions of responsiveness, 
assurance and some items from empathy. It 
measures customer perceptions of whether or 
not the store has courteous and helpful 
employees who inspire confi dence and trust. 
Problem Solving is a new dimension 
proposed by Dabholkar  et al    20   that measures 
the store ’ s ability to handle potential 
problems like returns, exchange and 
complaints. Although this dimension involved 
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  Figure 1  :             The proposed model.   
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interaction between customers and 
employees, it is viewed as separate from the 
Personal Interaction dimension because 
 ‘ service recovery is being recognized as a 
critical part of good service ’ .  20   The last 
dimension, Policy, is also a new dimension 
introduced by the researchers, and represents 
 ‘ aspects of service quality that are directly 
infl uenced by store policy ’ .  20     

 Product quality 
 Garvin  21   proposed the most comprehensive 
defi nition 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 specifi ed period 
of time 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 appeals to our 
fi ve senses. 

  Customer-perceived Quality : Customer 
perception of a product ’ s quality based on 
the reputation of the fi rm. 

 Although Garvin ’ s eight-dimension 
framework fi rst appeared in 1984,  24   its 
relevance enables it to be adopted 
continuously by many researchers for 
defi ning product quality.  22   In 1995, Madu 
 et al   23   used  ‘ price ’ ,  ‘ product features ’  and 
 ‘ product reliability ’  as some of the key 
indicators operationalizing the  ‘ customer 
satisfaction ’  construct. 

 Only three of the dimensions were used 
in this study, as some of the dimensions 
may be less measurable or relevant in some 
contexts than others.  10   For example, the 
dimensions of performance and features 
were combined as, in many cases,  ‘ the line 
separating primary product characteristics 
(performance) from secondary characteristics 
(features) is diffi cult to draw ’ .  24   As 
conformance and reliability are less likely to 
refl ect individual preferences, the data on 
conformance are often diffi cult to be 
obtained and proxies frequently used,  24   they 
are not used in this study. Durability is 
a measure of product life,  24   and requires 
measurable product attributes rather than 
refl ecting individual preference, thus it is 
excluded in the research. Serviceability 
refers to the speed, competence and 
courtesy of repair, and related items have 
been in the problem solving of retail service 
quality, thus it is not measured under 
product quality. Hence, the following 
dimensions (such as Product Features, 
Aesthetics and Customer-perceived Quality) 
are used to defi ne the product quality 
construct.   

 Customer loyalty 
 Past literature pointed out that there are 
several defi nitions of customer loyalty. 
Loyalty is an attitude; it refers to positive 
feelings towards a brand in addition to 
repurchasing time after time.  25   It includes 
both attitudinal and behavioural practices, 
such as repeat buying of a product and 
service, repurchasing a brand for a long 
period of time, non-sensitivity to price 
increases,  26,27   a relational construct where 
repeat behaviour and psychological bond 
are closely connected,  28   a higher possibility 
of introducing or recommending companies 
to others and establishing positive public 
word-of-mouth  .  29   With reference to the 
above defi nition, customer loyalty has been 
generally described as occurring when 
customers repeatedly purchase goods or 
services over time and hold favourable 
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attitudes towards, and support, the company 
supplying the goods or services. 

 Service providers are increasingly 
developing loyalty, as they fi nd that it helps 
to increase income, and leads to greater 
market share and profi tability.  30,31   Research 
has established the many benefi ts of 
customer loyalty, such as making it a trend 
for retailers to follow, as well as developing 
and maintaining a loyal customer base. 
Loyal customers are important assets to 
companies; they make proportionally more 
purchases at their  ‘ fi rst choice ’  store than 
customers who switch,  32   and they are more 
willing to spend a larger amount compared 
to less loyal customers.  33   In addition, 
companies that adopt loyal customer 
base are able to reduce operational and 
marketing cost.  34   Therefore, to guarantee 
long-term survival or to stand out from the 
crowd, fi rms should pay more attention 
to customer loyalty, as the fi nancial 
performance of the organization is normally 
argued to be driven by the increase of 
customer loyalty  .  35     

 Two levels of customer loyalty 
 There are differences between person-
to-person loyalty (salesperson level) and 
person-to-fi rm loyalty (store level), and 
there are several arguments with regard to 
their relationship. According to Iacobucci 
and Ostrom,  36   fi rm relationships are 
relatively short-term and faint compared to 
person-to-person relationships. It is also 
argued that person-to-person loyalty is 
more important than other kinds of loyalty, 
like store or brand loyalty.  37   Even so, they 
are also interrelated. Beatty  et al.   38   pointed 
out that customer loyalty starts with sales 
associate, and this relationship has positive 
impact on customer loyalty to the store. 
Macintosh and Lockshin  39   also confi rmed 
that loyalty to the sales associate is an 
antecedent to the loyalty to the store. 
Therefore, a positive feeling towards the 
salesperson, such as giving personal 
advice, which helps to build up trust and 

confi dence will cast to the store as well.  21   
Since scholars consent to the relationship 
between salesperson loyalty and fi rm loyalty 
and it is believed that the former will carry 
the latter, building up salesperson loyalty is 
proposed as it posts a great impact   on the 
fi rm loyalty, which fi rm ’ s customers are 
prided on getting the products of it over 
other stores.   

 The link between retail service 
quality and customer loyalty 
 Generally, good service quality leads to 
customer loyalty, as it enhances customer 
trust towards and satisfaction with the fi rm. 
Customers may be more willing and intend 
to do something that is benefi cial to the 
strategic health of the fi rm; as a result, 
customer loyalty will gradually form. It is 
believed that positive perceptions of service 
quality increase the chance of customers 
being involved in supporting the fi rm and 
developing loyalty behaviour  . A study 
conducted in fi ve different service industries 
found a positive relationship between 
perceived service quality and loyalty.  40   This 
view is further exemplifi ed by a study 
conducted in the hospital industry,  41   where 
a positive relationship was found between 
the dimensions of service quality and 
customer loyalty. Although loyalty item is 
mostly included as an outcome in the 
construct of service quality,  16,42   the linkage 
between them remains relatively 
underdeveloped.  43   While a previous study 
in fi ve different service industries has 
proven the positive relationship between 
perceived service quality and loyalty,  40   
other studies failed to fi nd the direct 
relationship.  16   We thus propose the 
following hypotheses:  

 Hypothesis 1a:       Personal Interaction exerts 
a positive infl uence on customer loyalty 
to the store.   

 Hypothesis 1b:       Policy exerts a positive 
infl uence on customer loyalty to the store.   
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 Hypothesis 1c:       Physical Aspects exerts a 
positive infl uence on customer loyalty 
to the store.   

 Hypothesis 1d:       Reliability exerts a positive 
infl uence on customer loyalty to the store.   

 Hypothesis 1e:       Problem Solving exerts a 
positive infl uence on customer loyalty 
to the store.   

 Hypothesis 2a:       Personal   Interaction exerts 
a positive infl uence on customer loyalty 
to the staff.   

 Hypothesis 2b:       Policy exerts a positive 
infl uence on customer loyalty to the staff.   

 Hypothesis 2c:       Physical Aspects exerts a 
positive infl uence on customer loyalty 
to the staff.   

 Hypothesis 2d:       Reliability exerts a positive 
infl uence on customer loyalty to the 
staff.   

 Hypothesis 2e:       Problem Solving exerts a 
positive infl uence on customer loyalty 
to the staff.    

 The link between product quality 
and customer loyalty 
 The product can be a good starting point 
to satisfy customers and create customer 
loyalty.  10   Customer loyalty expresses an 
intended behaviour to support a product, 
which is by communicating their 
experience to others through saying positive 
things  .  44,45   When the company ’ s customers 
recommend someone to buy the product, a 
high degree of loyalty is refl ected.  44   Kotler 
and Keller  46   believed that better product 
quality will maintain a high level of 
customer satisfaction, which encourages 
customers to make their next purchases. 
Thus, customer loyalty is gradually formed. 
Numerous studies showed that improved 

product quality benefi ts companies by 
building a long-term customer base, 
and creating a valuable asset for company –
 customer loyalty  .  47 – 50   In order to stand out 
in today ’ s competitive market, fi rms should 
pay much attention to product quality, as it 
is believed to be the starting point for 
generating customer loyalty. 

 Most research on customer satisfaction 
and / or loyalty focuses on the brand rather 
than the product. The product has been 
merged into an brand and its separate 
existence is neglected  . Such an approach 
resulted from the fact that marketers did 
not use product as an initial item to 
generate either customer satisfaction or 
customer loyalty.  10   As few attempts have 
been made to examine the links between 
product quality and the customer loyalty, 
we set the following hypotheses to test 
whether product quality has a positive 
impact on customer loyalty.  

 Hypothesis 3a:       Feature exerts a positive 
infl uence on customer loyalty to the 
store.   

 Hypothesis 3b:       Aesthetics exerts a positive 
infl uence on customer loyalty to the 
store.   

 Hypothesis 3c:       Customer-perceived 
quality exerts a positive infl uence on 
customer loyalty to the store.  

 The dimensions of product quality do 
not include interactive process with 
employees, and are assumed not to exert 
impact on customer loyalty to staff  . 
Therefore, a hypothesis regarding the 
dimensions of product quality to customer 
loyalty to staff is not proposed.    

 RESEARCH METHODOLOGY  

 Data collection 
 A well-known window fashion gallery, 
Hunter Douglas, was adopted for research 
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due to its success and substantial infl uences 
in the curtain industry. Since developing 
the fi rst lightweight aluminium blind in 
1946 in United States, Hunter Douglas has 
led the industry in creating the highest 
quality window coverings. As this study 
focuses on the factors that affect customer 
loyalty towards Hunter Douglas, we 
targeted current customers of Hunter 
Douglas in the survey. Of the 447 surveys 
distributed to the existing customers 
through direct callings and sending 
e-mails, 200 surveys contributed 
to the fi nal sample of data for a response 
rate of 44.7 per cent.  Table 1  shows 
the demographics of the respondents 
categorized by gender, age, occupation 
and monthly salary.   

 Survey design 
 To measure the retail service quality of 
Hunter Douglas, 17 variables combined 
from the SERVQUAL scale and the Retail 
Service Quality Scale and four customized 
variables related to the retail service quality 

of Hunter Douglas were used. The 
SERVQUAL scale was still adopted in this 
study because of its popularity in measuring 
the service quality and high reliability in 
terms of coeffi cient alphas (exceeded 0.8), 
which implied high internal consistency.  21   
When there is the case that generic 
SERVQUAL scale excluded some relevant 
variables from the retail service quality 
scale, those variables were selected in the 
study.  21   Some variables in the SERVQUAL 
scale and the Retail Service Quality Scale 
were not used in this study because of the 
comparatively minor features or because 
they were inappropriate in terms of 
meaning in this study. 

 To measure the product quality of 
Hunter Douglas, nine variables were set 
under the defi nition of corresponding 
dimension of product quality, which were 
relevant to the product quality of the blinds 
of Hunter Douglas. 

 In this study, customer loyalty to the 
store was measured using six variables from 
the reconfi gured behavioural intentions 

  Table 1 :      Demographics of the respondents 

    Gender   Male (50 % ), Female (50 % ) 
      
    Age (All)   Below 20 (0 % ), 21 – 30 (12 % ), 31 – 40 (31.5 % ), 41 – 50 (41.5 % ), 51 – 60 (15 % ), Above 60 

(0 % ) 
      
     Age (Male)   Below 20 (0 % ), 21 – 30 (13 % ), 31 – 40 (31 % ), 41 – 50 (42 % ), 51 – 60 (14 % ), Above 60 (0 % ) 
      
     Age (Female)   Below 20 (0 % ), 21 – 30 (11 % ), 31 – 40 (32 % ), 41 – 50 (41 % ), 51 – 60 (16 % ), Above 60 (0 % ) 
      
    Occupation (All)   Student (0 % ), Clerk (6.5 % ), Service worker (5.5 % ), Executive / Manager (19 % ), 

Housewife (20 % ), Unemployed (2 % ), Self-employed (0 % ), Salesperson (0 % ), Retired 
(1 % ), Professionals (34.5 % ), Technicians (5.5 % ), Others (8 % ) 

      
     Occupation (Male)   Student (0 % ), Clerk (2 % ), Service worker (11 % ), Executive / Manager (19 % ), Housewife 

(0 % ), Unemployed (0 % ), Self-employed (0 % ), Salesperson (0 % ), Retired (0 % ), 
Professionals (53 % ), Technicians (11 % ), Others (6 % ) 

      
     Occupation (Female)   Student (0 % ), Clerk (11 % ), Service worker (0 % ), Executive / Manager (19 % ), Housewife 

(40 % ), Unemployed (4 % ), Self-employed (0 % ), Salesperson (0 % ), Retired (2 % ), 
Professionals (16 % ), Technicians (0 % ), Others (10 % ) 

      
    Monthly Salary (All)   Below  $ 20   000 (32 % ),  $ 20   001 –  $ 40   000 (40 % ),  $ 40   001 –  $ 60   000 (19.5 % ),  $ 60   001 –

  $ 80   000 (3.5 % ),  $ 80   001 –  $ 100   000 (1 % ), Above  $ 100   000 (4 % ) 
      
     Monthly Salary (Male)   Below  $ 20   000 (47 % ),  $ 20   001 –  $ 40   000 (35 % ),  $ 40   001 –  $ 60   000 (14 % ),  $ 60   001 –

  $ 80   000 (0 % ),  $ 80   001 –  $ 100   000 (0 % ), Above  $ 100   000 (4 % ) 
      
     Monthly Salary (Female)   Below  $ 20   000 (17 % ),  $ 20   001 –  $ 40   000 (45 % ),  $ 40   001 –  $ 60   000 (25 % ),  $ 60   001 –

  $ 80   000 (7 % ),  $ 80   001 –  $ 100   000 (2 % ), Above  $ 100   000 (4 % ) 
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battery developed by Parasuraman  et al ,  51   
one variable in the relationship dimensions 
scale developed by Barnes  52   and one 
customized variable. Customer loyalty to 
the employee was evaluated by the loyalty 
to sales associate scale developed by 
Reynolds and Beatty.  53   

 It originally contained four items: loyalty 
to sales associate, intention to shop with 
sales associate, commitment to sales associate 
and a reverse score of loyalty to sales 
associate. Yet, the last two items were 
deleted in this study. Those two items were 
deleted because they are regarded as 
antecedents to loyalty attitude,  ‘ including 
but not limited to loyalty ’  and similar to 
the fi rst question, respectively.  21   

 To increase data accuracy, two reverse-
scored items were asked in order to test 
whether the respondents were reading the 
questions carefully. All reverse-scored items 
were re-coded before further analysis. The 
survey questions are shown in  Table 2 .    

 ANALYSIS AND FINDINGS  

 Scale and assessments of 
reliability and validity 
 The three major constructs included in this 
study were retail service quality, product 
quality and the two levels of customer 
loyalty. To assess the understandability and 
avoid inapplicability of the questionnaire, 
pilot tests were conducted with three 
members of professional staff at Hunter 
Douglas, three university students and three 
persons aged between 35 and 55. It was 
refi ned according to their feedback and 
suggestions. With reference to the pilot test, 
some items were deleted because they were 
deemed inappropriate in terms of meaning 
in this study. 

 Factor analysis was applied to evaluate all 
constructs on a preliminary basis, leading to 
the exclusion of fi ve items,  ‘ Staff handle 
complaints immediately ’ ,  ‘ Staff handle 
complaints directly ’ ,  ‘ Staff show sincere 
interest in solving problems ’ ,  ‘ You will not 

patronize other department stores that offer 
more attractive prices ’  and  ‘ You will switch 
to other department stores when there are 
problems with Hunter Douglas ’  service ’ , 
owing to cross-loading. The values of 
Bartlett ’ s Test of Sphericity of the three 
constructs were signifi cant ( P -value    =    0.000), 
thereby making the factor analysis meaningful. 
In addition, the Kaiser-Meyer-Olkin 
measure of sampling adequacy test of retail 
service quality, product quality and 
customer loyalty had values of 0.858, 0.819 
and 0.878, respectively, which were greater 
than the recommended value of 0.7,  54,55   
and indicated a meritorious degree of 
common variance. These results jointly 
indicated that the latent structural model 
has satisfactory fi t and is meaningful. In 
addition, the eigenvalues for the three 
factors were in excess of 1.0 (as suggested 
by Kaiser  56  ), and explained 73.558 per cent, 
82.076 per cent and 67.171 per cent of the 
total variance, respectively, indicating that 
the latent structural model is meaningful 
and incorporates as many reliable factors 
as possible. 

 Reliability refers to the extent to which 
a construct is free from errors and yields 
consistent results. Cronbach ’ s   �   was used 
to measure the internal consistency of the 
multi-items used in this study. By reviewing 
the reliability tests for various dimensions of 
service quality, product quality and customer 
loyalty ( Table 6 ), as the Cronbach ’ s   �   values 
of all of the dimensions were over 0.7, it 
can be claimed that they were all reliable. 
Moreover, as most of the variables have been 
used in past studies, and the questionnaire 
was validated by the professional staff of 
Hunter Douglas before being administered, 
the content validity of the variables can be 
deemed to be acceptable. 

 The correlation matrices of the data set 
are shown in  Tables 3 – 5 . They were used 
to examine all potentially overlapping 
constructs. According to Fornell and 
Larcker,  57   the construct is confi rmed valid 
(there is just a small overlap between the 
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  Table 2 :      Survey questions   

   Retail Service Quality 
          Personal Interaction  
            Staff are courteous with customers 
            Staff are able to provide prompt quotations 
            Staff provide accurate quotations 
            Staff are never too busy to respond your requests 
            Staff provide accurate information about Hunter Douglas 
            Staff give personal attention 
    
          Policy  
            You feel safe during the transaction 
            Hunter Douglas accepts most major payment methods 
            The operating hours of Hunter Douglas are convenient 
    
          Physical Aspects  
            Hunter Douglas has visually appealing physical facilities 
            Hunter Douglas has visually appealing service materials 
            Staff of Hunter Douglas are neat in their appearance 
            Store layout makes it easy to fi nd what you need 
    
          Reliability  
            When Hunter Douglas promises to do something, it will do so 
            When Hunter Douglas promises to do something by a certain time, it will do so 
    
          Problem Solving  
            Hunter Douglas handles your complaint immediately 
            Hunter Douglas handles your complaint directly 
            Hunter Douglas shows sincere interest in solving your problems 
            The hotlines of Hunter Douglas are seldom busy 
            You are satisfi ed with the message leaving policy of the maintenance hotline 
            The maintenance hotline always responds fast after your voice messages are left 
    
     Product Quality 
          Product Features  
            Hunter Douglas provides you with a wide selection of blind types 
            Hunter Douglas provides you with a wide selection of colors 
            Hunter Douglas provides you with a wide selection of materials 
            The blinds of Hunter Douglas are functional 
    
          Aesthetics  
            The blinds of Hunter Douglas are stylish 
            The blinds of Hunter Douglas are innovative 
            The blinds of Hunter Douglas have an appealing appearance 
    
          Customer-perceived Quality  
            Hunter Douglas provides a high quality of product 
            The blinds of Hunter Douglas have high durability 
    
     Customer Loyalty 
          Customer Loyalty to Store  
            You say positive things about Hunter Douglas to others 
            You would recommend Hunter Douglas to someone seeking advice on curtains 
            You encourage relatives and friends to shop at Hunter Douglas 
            You would consider Hunter Douglas as your fi rst choice in buying curtains during the next few years 
            You will not patronize other department stores that offer more attractive prices 
            Moving current business to another retail store is just not worth the effort 
            You will switch to other department stores when there are problems with Hunter Douglas ’  service  a   
            You want to build a good relationship with Hunter Douglas 
    
          Customer Loyalty to Staff  
            You are loyal to a particular employee 
            You have no intention to shop in the future because of a particular employee  a   

   a    Reverse-scored questions.   
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two dimensions) if its average variance 
extracted (AVE)   is greater than the squared 
intercorrelation result of the particular 
construct and other dimensions. As all of 
the diagonal elements, which are the square 
root of the AVEs of the corresponding 
dimensions, were higher than the 
correlations between the target dimensions, 
the discriminant validity of all the 
dimensions in this study was assured.   

 Rank order of retail service 
quality, product quality and 
customer loyalty 
  Table 6  shows that the mean scores of 
the dimensions of Retail Service Quality 
suggested that the respondents had a 
positive attitude towards the retail service 
quality of the store. Comparing the fi ve 
dimensions of retail service quality, Personal 
Interaction acquired the highest mean score, 
refl ecting that the respondents were 
generally satisfi ed with the service provided 
by the sales associates of Hunter Douglas. 

Among the dimensions, respondents were 
most satisfi ed with the variable  ‘ Staff are 
courteous with customers ’  (mean    =    5.36). 
On the other hand, Problem Solving 
received the lowest mean score among the 
fi ve dimensions. Within the dimension, the 
variable  ‘ You are satisfi ed with the message 
leaving policy of the maintenance hotline ’  
scored the lowest. Meanwhile, this variable 
was also by far the least satisfactory one 
among all the individual variables in retail 
service quality. The results suggested that 
the company would perform better if it 
focused more on the hotline policy issue. 

 Comparing the three dimensions of 
product quality, Aesthetics scored the 
highest, refl ecting that the respondents were 
generally satisfi ed with the blinds of Hunter 
Douglas. Among the dimensions, 
respondents were most satisfi ed with the 
variable  ‘ The blinds of Hunter Douglas are 
innovative ’  (mean    =    5.59). 

 Customer loyalty to the company had a 
mean score of 4.07, slightly above the mid-
point of 4. Customer loyalty to employees 
was higher, at 4.88. This showed that the 
shoppers had a higher loyalty level to the 
employees than to the store. The results 
reinforced the importance of the concept of 
relationships between service and product 
providers and their customers.  52     

 Table 3 :      Correlation matrix for retail service quality   

      AVE    1    2    3    4    5  

   Personal Interaction  0.535  0.731   —    —    —    —  
   Policy  0.600  0.510**  0.775   —    —    —  
   Physical Aspects  0.619  0.471**  0.484**  0.787   —    —  
   Reliability  0.732  0.549**  0.430**  0.425**  0.856   —  
   Problem Solving  0.820  0.379**  0.310**  0.329**  0.406**  0.906 

     **Correlation is signifi cant at the 0.01 level (two-tailed).   

 Table 4 :      Correlation matrix for product quality   

      AVE    1    2    3  

   Features  0.681  0.825   —    —  
   Aesthetics  0.820  0.442**  0.672   —  
   Customer-perceived Quality  0.690  0.451**  0.483**  0.831 

     **Correlation is signifi cant at the 0.01 level (two-tailed).   

 Table 5 :      Correlation matrix for customer loyalty   

      AVE    1    2  

   Loyalty to Store  0.580  0.762   —  
   Loyalty to Staff  0.707  0.376**  0.841 

     **Correlation is signifi cant at the 0.01 level (two-tailed).   
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   Table 6 :      Descriptive statistics and reliability       

     Factor loading   Mean   a   

    Personal Interaction  (Cronbach’s   �  =0.826, 
Eigenvalue=7.320,  %  of Variance=40.668) 

  —    5.17  

   PersonalInteraction_1  0.688  5.36 
   PersonalInteraction_2  0.713  5.06 
   PersonalInteraction_3  0.782  5.15 
   PersonalInteraction_4  0.829  5.21 
   PersonalInteraction_5  0.700  5.18 
   PersonalInteraction_6  0.662  5.07 
        
    Policy  (Cronbach’s   �  =0.804, Eigenvalue=1.959,  %  of 

Variance=10.884) 
  —    4.94  

   Policy_1  0.834  4.88 
   Policy_2  0.747  5.01 
   Policy_3  0.740  4.92 
        
    Physical Aspects  (Cronbach’s   �  =0.824, 

Eigenvalue=1.674,  %  of Variance=9.301) 
  —    4.92  

   PhysicalAspects_1  0.757  4.69 
   PhysicalAspects_2  0.746  4.68 
   PhysicalAspects_3  0.766  5.08 
   PhysicalAspects_4  0.761  5.21 
        
    Reliability  (Cronbach’s   �  =0.936, Eigenvalue=1.213,  %  of 

Variance=6.741) 
  —    4.72  

   Reliability_1  0.863  4.73 
   Reliability_2  0.848  4.7 
        
    Problem Solving  (Cronbach’s   �  =0.939, Eigenvalue=1.073, 

 %  of Variance=5.964) 
  —    4.33  

   ProblemSolving_1  0.887  4.4 
   ProblemSolving_2  0.893  4.28 
   ProblemSolving_3  0.930  4.32 
        
    Product Features  (Cronbach’s   �  =0.883, 

Eigenvalue=4.781,  %  of Variance=52.423) 
  —    5.30  

   ProductFeatures_1  0.795  5.31 
   ProductFeatures_2  0.858  5.31 
   ProductFeatures_3  0.888  5.16 
   ProductFeatures_4  0.754  5.40 
        
    Aesthetics  (Cronbach’s   �  =0.938, Eigenvalue=1.651,  %  of 

Variance=18.347) 
  —    5.52  

   Aesthetics_1  0.917  5.43 
   Aesthetics_2  0.874  5.53 
   Aesthetics_3  0.924  5.59 
        
    Customer-perceived Quality  (Cronbach’s   �  =0.760, 

Eigenvalue=1.018,  % of Variance=11.306) 
  —    5.40  

   Customer-perceivedQuality_1  0.752  5.30 
   Customer-perceivedQuality_2  0.903  5.49 
        
    Loyalty to Store  (Cronbach’s   �  =0.871, Eigenvalues=4.105, 

 %  of Variance=51.317) 
  —    4.07  

   CustomerLoyaltytoStore_1  0.715  4.57 
   CustomerLoyaltytoStore_2  0.750  4.50 
   CustomerLoyaltytoStore_3  0.806  4.27 
   CustomerLoyaltytoStore_4  0.809  4.03 
   CustomerLoyaltytoStore_5  0.791  3.52 
   CustomerLoyaltytoStore_6  0.689  3.55 
        
    Loyalty to Staff  (Cronbach’s   �  =0.704, Eigenvalues=1.268, 

 %  of Variance=15.854) 
  —    4.88  

   CustomerLoyaltytoStaff_1  0.788  5.08 
   CustomerLoyaltytoStaff_2  0.890  4.68 

   a    1  –  Strongly disagree and 7  –  Strongly agree.   
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 Test of hypothesis 
 The multiple regression was employed with 
fi ve retail service quality dimensions and 
three product quality dimensions used as 
independent variables, with customer 
loyalty to store and to staff as dependent 
variables. We set the confi dence level for 
this empirical study at 95 per cent. 

 Previous studies reported that individual 
perceptions and behaviours may differ 
across personal factors such as gender, 
education and age.  58 – 61   These factors were 
then included as the control variables in the 
study. Gender was coded with 0 for  ‘ male ’  
and 1 for  ‘ female ’ . Age was coded with 1 
for  ‘ below 20 ’ , 2 for  ‘ 21 – 30 ’ , 3 for  ‘ 31 – 40 ’ , 
4 for  ‘ 41 – 50 ’ , 5 for  ‘ 51 – 60 ’  and 6 for  ‘ 61 
or above ’ . In the same way, income was 
coded with 1 for  ‘ below US $ 20   000 ’ , 2 for 
 ‘  $ 20   001 –  $ 40   000 ’ , 3 for  ‘  $ 40   001 –  $ 60   000 ’ , 
4 for  ‘  $ 60   001 –  $ 80   000 ’ , 5 for  ‘  $ 80   001 –
  $ 100   000 ’  and 6 for  ‘  $ 100   001 or above ’ . 

 The relationships between Retail Service 
Quality and Product Quality with 
Customer Loyalty to Store are shown in 
 Table 7 . The  R  2  of attitude towards 
customer loyalty for step one and step two 
(including the main effect) were 0.04 and 

0.436, respectively. The  R  2  (being 0.436) 
was increased by 0.396, which was a big 
jump from the explained variance purely 
from the control variables, and implied that 
the fi ve dimensions of retail service quality 
and three dimensions of product quality 
were dominant factors explaining customer 
loyalty to the store. The three dimensions 
of retail service quality, namely Physical 
Aspects ( P     =    0.003), Reliability ( P     =    0.000) 
and Problem Solving ( P     =    0.031), were 
found to have a signifi cant impact on 
customer loyalty at the store level, as its 
regression model is signifi cant at  P     <    0.01. 
For the value of   �  , the higher the value of 
the   �   is, the more infl uential the variable is. 
Among the signifi cant dimensions, the   �   
values of Physical Aspects, Reliability and 
Problem Solving were 0.206, 0.369 and 
0.138, respectively, indicating that their 
associations were moderate. As Personal 
Interaction, Policy, Product Feature, 
Aesthetics and Customer-perceived Quality 
did not have a signifi cant impact on 
customer loyalty to the store, hypotheses 
1a, 1b, 3a, 3b and 3c were rejected. 
The summarized relationship is shown 
in  Table 9 . 

   Table 7 :      Regression analysis on customer loyalty to store   

    
  Step 1    Step 2  

       �     Sig.     �     Sig.  

    Control Variables  
      Age      −    1.24  0.086      −    0.013  0.821 
      Income  0.006  0.939  0.030  0.617 
      Gender      −    1.52  0.038*      −    0.175  0.005* 
            
    Dimensions  
      Personal Interaction   —    —       −    0.023  0.753 
      Policy   —    —   0.113  0.110 
      Physical Aspects   —    —   0.206  0.003** 
      Reliability   —    —   0.369  0.000*** 
      Problem Solving   —    —   0.138  0.031* 
      Features   —    —       −    0.041  0.528 
      Aesthetics   —    —       −    0.110  0.101 
      Customer-perceived 

Quality 
  —    —   0.100  0.147 

            
    Model information  
       R  2    —   0.04   —   0.436 
       R  2  change from 

previous step 
  —    —    —   0.396 

     *=  P     <    0.05; **=  P     <    0.01; ***=  P     <    0.001.   
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 The relationship between service quality 
and customer loyalty to staff, excluding the 
product quality, is presented in  Table 8 . The 
 R  2  of attitude towards customer loyalty for 
steps one and two (including the main 
effect) were 0.013 and 0.217, respectively. 
The  R  2  (being 0.217) was increased by 
0.204, meaning that the fi ve dimensions of 
retail service quality were the principal 
factors explaining customer loyalty to staff. 
Referring to the result, only the Personal 
Interaction dimension of retail service quality 
( P -value    =    0.000) was positively related to 
customer loyalty to staff. The corresponding 

  �   value was 0.310, implying that the variable 
had a moderate relationship to customer 
loyalty to staff. Overall, only Hypothesis 2a 
was supported, while Hypotheses 2b – 2e 
were rejected. The summarized relationship 
is shown in  Table 9 .   

  Post hoc  analysis 
 Looking back on the regression analysis on 
the customer loyalty to store ( Table 7 ), one 
of the control variables, gender, had 
signifi cant impacts on customer loyalty to 
store. Therefore, a follow-up in the form 

   Table 9 :      Detailed hypothesis results   

    Parameter    Description     �     Hypothesis 
supported?  

   Hypothesis 1a  Personal interaction � Loyalty (store)      −    0.023  No 
   Hypothesis 1b  Policy � Loyalty (store)  0.113  No 
   Hypothesis 1c  Physical aspects � Loyalty (store)  0.206**(2nd)  Yes 
   Hypothesis 1d  Reliability � Loyalty (store)  0.369***(1st)  Yes 
   Hypothesis 1e  Problem Solving � Loyalty (store)  0.138*(3rd)  Yes 
   Hypothesis 2a  Personal interaction � Loyalty (staff)  0.310***(1st)  Yes 
   Hypothesis 2b  Policy � Loyalty (staff)  0.014  No 
   Hypothesis 2c  Physical aspects � Loyalty (staff)  0.075  No 
   Hypothesis 2d  Reliability � Loyalty (staff)  0.151  No 
   Hypothesis 2e  Problem solving � Loyalty (staff)      −    0.002  No 
   Hypothesis 3a  Product features � Loyalty (store)      −    0.041  No 
   Hypothesis 3b  Aesthetics � Loyalty (store)      −    0.110  No 
   Hypothesis 3c  Customer-perceived quality � Loyalty (store)  0.100  No 

     * P     <    0.05; ** P     <    0.01; *** P     <    0.001.   

   Table 8 :      Regression analysis on customer loyalty to staff   

    
  Step 1    Step 2  

       �     Sig.     �     Sig.  

    Control variables  
      Age  0.003  0.966  0.083  0.220 
      Income      −    0.011  0.889  0.011  0.878 
      Gender  0.113  0.128  0.065  0.356 
            
    Dimensions  
      Personal Interaction   —    —   0.310  0.000*** 
      Policy   —    —   0.014  0.863 
      Physical Aspects   —    —   0.075  0.351 
      Reliability   —    —   0.151  0.069 
      Problem Solving   —    —       −    0.002  0.980 
            
    Model information  
       R  2   0.103  0.217 
       R  2  change from 

previous step 
  —   0.204 

     * P     <    0.05; ** P     <    0.01; *** P     <    0.001.   
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of  post hoc  tests was conducted to isolate 
exactly where the signifi cant differences lay. 

 From the regression results in  Table 10 , 
the Reliability dimension had a signifi cant 
impact on customer loyalty to store for 
both genders, and our test showed that the 
association between Reliability and 
customer loyalty to store was stronger for 
men than for women. On the other hand, 
gender differences were found on the 
signifi cant dimensions of customer loyalty. 
For men, Problem Solving had a signifi cant 
impact on Customer Loyalty to Store, 
whereas for women, Physical Aspects and 
Aesthetics had signifi cant impacts on 
customer loyalty to store. For the Problem 
Solving dimension, the standardized 
coeffi cients for men and women were 
0.223 and 0.022, respectively. This implies 
that the men were far more sensitive to 
Problem Solving issues than the women. 
For the Physical Aspects dimension, the 
standardized coeffi cients for men and 
women were 0.175 and 0.271, respectively. 
This indicates that the women were 
relatively more concerned about the 
physical outlook of the store. Surprisingly, 
although Aesthetics had a signifi cant impact 
on customer loyalty to store for the female 

group, their relationship was reversed. This 
means that when the respondents were 
more satisfi ed with the dimension of 
Aesthetics, they were probably less loyal to 
the store. For the men, the standardized 
coeffi cient of Aesthetics was also negative, 
but the relationship between Aesthetics and 
customer loyalty was weaker compared to 
women. 

 As can be seen from  Table 8 , none of 
the control variables had signifi cant impacts 
on customer loyalty to store. Therefore, 
 post hoc  analyses were not conducted on 
either one of the control variables.   

 Discussion 
 The fi ndings suggest that retail service 
quality is positively associated with 
customer loyalty, whereas product quality 
surprisingly does not exert a positive 
infl uence on customer loyalty. Three 
dimensions (Physical Aspect, Reliability 
and Problem Solving) were found to have 
a positive impact on customer loyalty 
to store, whereas only one dimension 
(Personal Interaction) was found to have a 
positive impact on customer loyalty to staff. 
There are several reasons explaining the 
apparent positive effect. For Physical 

  Table 10 :      Regression analysis of retail service quality and product quality on customer loyalty to store: On the 
effect of gender   

    
  Group 1 (Male)    Group 2 (Female)    Differences  

       �     Sig.     �     Sig.     �     Sig.  

    Control variables  
      Age  0.067  0.486      −    0.061  0.437      −    0.128      −    0.049 
      Income      −    0.091  0.322  0.119  0.157  0.210      −    0.165 
                
    Dimensions  
      Personal Interaction      −    0.094  0.398  0.050  0.643  0.000  0.000 
      Policy  0.078  0.451  0.160  0.143  0.144  0.245 
      Physical Aspects  0.175  0.167  0.271  0.004**  0.082      −    0.308 
      Reliability  0.426  0.000***  0.313  0.006**  0.096      −    0.163 
      Problem Solving  0.223  0.028*  0.022  0.811      −    0.113  0.006 
      Features      −    0.056  0.581  0.020  0.831      −    0.201  0.783  a   
      Aesthetics      −    0.044  0.684      −    0.199  0.042*  0.076  0.250 
      Customer-perceived quality  0.028  0.779  0.120  0.287      −    0.155      −    0.642 
                
    Model information  
       R  2   0.405  0.479   —  

   a    Biggest differences.   

     * P     <    0.05; ** P     <    0.01; *** P     <    0.001.   
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Aspects, a good store layout and attractive 
service materials give customers a good 
impression and attitude towards the store. 
Once a good store image is built, the 
chance of consumers priding themselves on 
getting the blinds of Hunter Douglas over 
other brands increases. Reliability refers to 
the promises given by the store. If the store 
cannot keep or breaks the promises, it 
dissatisfi es customers and results in negative 
word-of-mouth. In contrast, when the 
company is able to keep its promises, it 
increases customer confi dence in the store 
and creates customer loyalty. For the 
Problem Solving, once customers seek help, 
it means that they cannot solve the 
problems themselves and need professional  
staff to tackle the problem. When 
professional staff can help them to solve a 
problem, they are satisfi ed and are more 
likely to spread positive word-of-mouth to 
others seeking advice on curtains in the 
future  . For Personal Interaction, when staff 
perform better or give more personal 
attention to customers, the chance of 
repurchasing, introducing or recommending 
companies to others and establishing public 
praise will increase.  29   In addition, it also 
benefi ts a fi rm in developing and retaining 
customers.  62   Generally, the positive 
relationship is stronger at the store level 
than at the staff level. In the customer ’ s 
eyes, staff are included in the store, and 
thus their impressions towards the staff will 
affect their comments on the store.  63   

 Results of the  post hoc  analysis showed 
that the Physical Aspects, Reliability, 
Problem Solving and Aesthetics dimensions 
had signifi cant impacts on customer loyalty 
to the store under the gender effect. For 
Physical Aspects, the standardized coeffi cient 
for female customers was higher. This 
means the impact of Physical Aspects on 
customer loyalty to store is stronger for 
women, possibly because they are more 
concerned with the sense of beauty than 
men. When female customers are satisfi ed 
with the store layout or staff neatness, they 

are more loyal than their male counterparts. 
For Reliability, the standardized coeffi cient 
was higher for men, showing that the 
impact of Reliability on customer loyalty 
to store is higher for men. As most of the 
respondents were professionals (35 per cent), 
owing to their job nature, professionals 
regarded promises as an important issue, and 
thus this group of respondents was used to 
focus on this point. As most of the 
respondents from the professional group 
were men, the phenomenon of more men 
than women emphasizing this point 
occurred. As Reliability is far more 
important in the eyes of men than women, 
if the company can keep its promises, male 
customers are more loyal in comparison to 
women. For Problem Solving, again, the 
standardized coeffi cient was higher for men. 
This implies that the impact of Problem 
Solving on customer loyalty to store is 
higher for men. The differences between 
the way women and men evaluate problems 
are signifi cant. When men look at problems, 
a particular item is seen, and they are keen 
to resolve and correct them,  64   and thus 
men are more motivated to solve and 
the problem immediately compared with 
women. Once male customers are satisfi ed 
with the company ’ s problem-solving skill, 
they are more loyal than female customers. 
Surprisingly, although Aesthetics had a 
signifi cant impact on customer loyalty to 
store for the female group, their relationship 
was reversed. This is because most of the 
respondents were aged between 41 and 50 
(41 per cent of the women), and thus they 
are less willing to deal with changes. As a 
result, they like the blinds with traditional 
designs or operations, so that they can 
handle them more easily. For the men, the 
standardized coeffi cient of the Aesthetics 
dimension was also negative, but the 
relationship between Aesthetics and 
customer loyalty was weaker compared to 
women. Again, the major age group was 
41 – 50 (42 per cent of men) and the reasons 
would be the same as for women.    
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 MANAGERIAL IMPLICATIONS 
 Personal Interaction, Physical Aspects, 
Reliability and Problem Solving of retail 
service quality were relatively infl uential 
factors that affected customer loyalty to 
store and staff. To improve the Personal 
Interaction dimension, comprehensive 
personal empowerment programmes and 
continuous training programmes on product 
knowledge and selling techniques are 
suggested. To improve the Physical Aspects, 
renovation of the store (for example, to 
make it more modern and fashionable) 
is useful to change the perception of 
customers and give them a brand new 
image. Staff uniforms and service materials 
like catalogues should also be improved so 
that a better impression can be provided to 
customers. To improve the Reliability 
dimension, comprehensive company policies 
should be established and the staff should 
follow them to fulfi l the promises. Many 
respondents complained about the arrival 
time of the installation staff, and thus the 
store should monitor the installation staff 
frequently. Lastly, for Problem Solving, 
most of the respondents complained about 
the message-leaving policy and the delay in 
replying after their voice messages were left. 
Therefore, it is suggested that the store 
should change its message-leaving policy to 
a direct contact hotline, as this would help 
customers to solve their problems more 
directly and immediately. Results showed 
that the Reliability dimension has the 
strongest power to predict customer loyalty. 
Practitioners in the retail business therefore 
need to continually track their customers ’  
perceptions on this dimension when 
formulating their service strategies. 

 Even though some retail service quality 
dimensions (Personal Interaction, Physical 
Aspects, Reliability and Problem Solving) 
were found to be positively related to 
customer loyalty, their associations were 
only moderate. This is because there were 
still some factors such as store location, 
prices, promotion activities, after-sales 

service and economic environment that 
affect customer loyalty. All these variables 
are believed to be additional important 
elements for customers in choosing Hunter 
Douglas. 

 As Aesthetics had a negative impact on 
customer loyalty to store under the gender 
effect, it is recommended to design blinds 
with traditional design and operations so 
that users can handle them more easily.   

 CONCLUSIONS 
 This study investigated the impact of retail 
service quality dimensions on customer 
loyalty on two levels (store and staff ) of 
retail relationships. In addition to studying 
the retail service quality, product quality on 
customer loyalty to store levels was studied. 
The major fi ndings of this study are 
summarized as follows: 

 Of the dimensions, three dimensions, 
namely Physical Aspects, Reliability and 
Problem Solving, were signifi cant to 
customer loyalty to store, while only the 
Personal Interaction dimension was signifi cant 
to customer loyalty to staff. Consistent with 
other research, the Personal Interaction and 
Physical Aspects dimensions were found to 
be signifi cant success factors for a retail 
store in a previous study conducted in 
Japan.  65   Again, this is consistent with 
previous studies such as that of Bloemer 
 et al ,  43   who showed that retail store 
purchase intentions are strongly determined 
by reliability. However, this result 
contradicts a study of a multinational 
department store chain conducted by Siu 
and Cheung  66   in the United Kingdom, 
where Problem Solving was found not to 
have a signifi cant impact on future 
consumption behaviour. As the items used 
in Problem Solving were customized in this 
study, the result may vary as measurement 
variables are different in each case. 

 As reliability has the strongest power to 
predict customer loyalty, practitioners in the 
retail business therefore need to continually 
track their customers ’  perceptions of this 
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dimension when formulating their service 
strategies. Appropriate investments and 
strategies (such as monitoring the 
installation staff frequently and changing the 
message leaving policy to a direct hotline) 
should be placed on those positive 
signifi cant dimensions so as to increase 
customer loyalty. Regarding the 
insignifi cant dimensions (such as Policy, 
Features, Aesthetics and Customer-
perceived Quality), fewer resources and 
effort could be made as they may not have 
a real infl uence on customer loyalty. 
Although not all the hypotheses are 
fulfi lled, these fi ndings are useful in 
enabling the operators of Hunter Douglas 
to make appropriate investment decisions 
and strategies, and for attracting and 
growing loyal customers in the Hong Kong 
curtain industry. 

 As gender was found to have a 
confounding effect on customer loyalty to a 
store,  post hoc  analysis was conducted to this 
area. However, as other demographic 
factors did not have a signifi cant effect on 
customer loyalty at either store or staff 
level, they were not studied in this 
research. Further research could also 
consider the moderation effects of other 
demographic factors such as age, occupation 
and income to gain a comprehensive 
understanding of their infl uences on 
customer loyalty. 

 There is a limitation to this study that is 
inherent to other telephone-type interviews, 
which is the inability to ring those 
customers without a telephone connection  .  67   
Yet the fi eld research was designed in a 
way that minimized this inherent diffi culty. 
In this study, the respondents were only 
reached by direct calling or by email. This 
is because our target respondents were 
existing customers, and thus a street survey 
was not used. Although street interview 
is a way to maintain a higher response rate, 
the response rate was still high in this study 
because most of the people were willing to 
answer the survey once they had listened to 

the phone. In addition, as the statistics of 
this study were collected from customers of 
a specifi c sector of the retail industry, the 
curtain retail sector, this limited the 
generalizability of the fi ndings to other parts 
of the retail industry. More than that, this 
research was conducted only in Hong Kong 
and may not be applicable to other 
countries with different cultures. As foreign 
curtain retail stores may have different 
policies, such as giving refunds when there 
is a problem, unlike the curtain retail stores 
in Hong Kong, the fi ndings may not be 
applicable to them.     
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