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Abstract 

Lack perceived quality in Saudi Arabia has been repeatedly identified as one of the most 

formidable barriers to people for engaging in customer loyalty.Despite, the widespread 

establishment of shopping malls all over the country, the statistics revealed that Saudi 

consumers, although trying grocery shopping in some shopping malls, still prefer to do their 

grocery shopping activities in traditional grocery stores and convenience stores (Othaim, 

2012).This paper provides an overview perceived service quality and customer satisfaction 

which affect Saudi customer loyalty and it reviews relevant previous studies that investigate 

the relationships among said three variables.  This paper provides the critical remarks and 

direction for future research. 
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1.  Introduction and Background  

The Saudi retail market has seen booming growth with a large number of shopping malls 

emerged as a result of foreign investment in the Saudi retail sector (GCC, 2012). The 

existence of new shopping malls, on the other hand, contributes to the development of 

grocery stores in the shopping malls. The increasing number of shopping malls in the Saudi 

retail sector could be due to several   factors such as the dramatic increase in the country's 

population, improved education, changing shopping habits of Saudi consumers and the 

urbanization of the country's rural areas (Business Monitor International, 2012). Despite, the 

widespread establishment of shopping malls all over the country, the statistics revealed that 

Saudi consumers, although trying grocery shopping in some shopping malls, still prefer to do 

their grocery shopping activities in traditional grocery stores and convenience stores (Othaim, 

2012). The Retail ME Report (2012) indicates that most grocery retail services at present are 

still served by small local or traditional grocery stores. Meanwhile, another report by Al Rajhi 

Capital predicts that traditional stores would represent 59% of the retail market in Saudi 

Arabia in 2013 (Al Rajhi Capital, 2013).  This clearly indicates that Saudi grocery shoppers 

experience lack of loyalty to grocery shopping in the shopping malls that they have tried. 

The low loyalty level of Saudi consumers toward the grocery stores in the shopping malls 

could be due to several reasons. One of that could be suggested from the report by Saudi 

Standard, Metrology and Quality Organization (2012) which revealed that the grocery stores 

in the Saudi shopping malls had faced issues with the quality of products and services‟ 

quality provided to the Saudi shoppers. The report added that such issues had affected the 

confidence of the Saudi shoppers. Saudi Arabia grocery consumers still believed that 

products sold in the grocery stores in the shopping malls are not fresh compared to products 

that traditional grocery stores sell. Saudi Arabia grocery consumers also believed that service 

quality provided by the grocery stores in the shopping malls is still below their expectation. 

Saudi grocery consumers are used to do their grocery shopping in the traditional grocery 

stores in their neighbourhood, and they have close and personal relation, that they developed 

with the owner or workers. It is a contradictory situation that they find when they do their 

shopping in the grocery stores in the shopping malls. These perceptions pose a great 

challenge to Saudi grocery stores in the shopping malls (Mousa,2012; Othaim,2012) thus 

they have to find the solution in order to ensure their future survival. 

Changes in Saudi Arabia consumer lifestyles and demographic factors could also contribute 

in the changing consumption pattern, satisfaction and loyalty. The dramatic increase in 

population, improvement of education, increasing expectations and urbanization of the 

country's rural areas may play a vital role in the current Saudi Arabia consumer shopping 

pattern and behavior. Saudi customer‟s personal grooming, clothing, leisure habits, saving, 

investment, communication facilities, transport, travelling and tourism habits are also 

changed. In this context, Mc Carthy (2011) and Monroe (2003) asserted that consumers‟ 

demographic characteristics and their lifestyles do affect the choice of benefits they want and 

the importance of these benefits as well as their willingness to pay for them.  

The importance of customer retail store loyalty in grocery retail has become significant area 
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with priority in the field of marketing research (Berry, 2000; Fullerton, 2005; Harris & Goode, 

2004; Hartman & Spiro, 2005; Reynolds & Arnold, 2000; Srinivasan, Anderson, & 

Ponnavolu, 2002; Wong & Sohal, 2003). Berry (2000) highlighted that studying retail store 

loyalty is crucial mainly because of the current phenomenon where customers find it difficult 

to distinguish between the stores, perceived from the brands of retailers that are on offer. 

Apart from that, loyal customers have to be reported as they have higher retention rates and 

committing a higher share of their category spending to the place where they buy their 

products as they are more likely to recommend a place to other potential customers (Kotler et 

al., 2010). This idea of customers recommending the place to their friends and family 

members rooted in the lifestyles of  Saudi people in which people are highly influenced by 

what their friends and family members recommend to them (Ahmad, 2012). Astonishingly, 

this concept or research area has yet to receive an appropriate interest in the marketing and 

consumer behaviour researches (Wallace, Giese, & Johnson, 2004). 

In this context, the GRDI Report (2010) indicates that traditional grocery retailing remains 

dominant in Saudi Arabia, which has contributed to 51% of sales value in 2010. This claim is 

also supported by Retail ME Report (2012) which indicates that most grocery retail services 

at present are still served by small local groceries. Another report predicts that traditional 

stores would represent 59% of the retail market in Saudi Arabia in 2013 (Al Rajhi Capital, 

2013). Indeed, statistical report of Saudi Ministry of Municipal and Rural Affairs 2010 

revealed that the retail sector in the Saudi market is fragmented which is characterised by the 

dominance of sales in individual stores (ACG, 2009). 

As far as the grocery retail market in Saudi Arabia is concerned, there seems to be a few 

problems related to quality of services provided by the grocery retail stores in Saudi shopping 

malls. A report by Saudi Standard, Metrology and Quality Organization (2012) revealed that 

the grocery retail in Saudi shopping malls had faced many issues with the products and 

services‟ quality provided to Saudi shoppers. The report added that such issues affected the 

confidence of Saudi shoppers about the quality of the groceries offered by these shopping 

malls, leading to a waning trust among the shoppers. This lack of confidence in the quality of 

groceries translates into a fact where many of them are avoiding big shopping malls for their 

grocery shopping. Many shoppers believe that groceries stored in a big shopping malls are 

comparably less fresh than those available in a small grocery stores because the former is 

assumed to be kept for a long time.  

Reports on the quality of services and products provided by official sources such as Standard, 

Metrology and Quality Organization in the Saudi are of great use to grocery retailers in the 

shopping malls as it would help them to evaluate their customers‟ satisfaction about service 

quality provided. However, such reports seem to be grounded in small scale studies and direct 

complaints from some customers who share their dissatisfaction with their own grocery 

shopping experiences (small-scale perceived service quality). This is because there is a lack 

of actual research on the service quality perceived by customers regarding their grocery 

shopping experiences in Saudi Arabia. 

Since most of those who do their grocery shopping at small local groceries and convenience 
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stores appear to have the poor experience of buying their groceries from the leading retails of 

shopping malls (Mousa, 2012), this posed a real challenge for grocery retailers in ensuring 

customer loyalty. Despite the Saudi government‟s effort to introduce more systematic and 

organized shopping malls, Saudi consumers still prefer to shop in small and unorganized 

retail format and small grocery stalls (Mousa, 2012; Othaim, 2012). The Saudi government 

and the grocery retailers in the shopping malls are desperate to uncover factors that could 

contribute to Saudi consumer loyalty and satisfaction. This clue is crucial to ensure the 

success of the shopping malls business in Saudi Arabia. The findings from research 

conducted on this particular aspect provide empirical evidence necessarily that benefits the 

practical, holistic and strategic planning of the shopping malls industry. Thus, it is critical for 

grocery retailers in the Saudi shopping malls to continue evaluating the service quality 

provided to their customers in ensuring high customer loyalty. 

Although researchers seem to agree on the link between products and services‟ quality and 

customer satisfaction which by itself constitutes an important determinant of store loyalty 

(Oliver, 1999; Rahim, Osman, & Ramayah, 2010; Wallace, Giese, & Johnson, 2004), the 

literature findings on the causal order of service quality and customer satisfaction, on which 

the two constructs is a better predictor for customer loyalty (Bolton & Drew, 1991; Cronin & 

Taylor, 1992) remain inconclusive. One group of researchers believe that customer 

satisfaction is antecedent to service quality (Beerli, Martin, & Quintana, 2004; Bitner, 1990; 

Bolton & Drew, 1991; Brady & Robertson, 2001; Dabholkar, 1995; Winstanley, 1997).  

Another group of researchers believe that service quality affects store loyalty through the 

mediating the influence of customer satisfaction (Balaji, 2009; Bedi, 2010; Kassim & 

Abdullah, 2010; Kumar, Kee, & Charles, 2010; Lee & Hwan, 2005; Naeem & Saif, 2009; 

Yee, Yeung, & Cheng, 2010). A third perspective maintains that there is a direct relationship 

between service quality and store loyalty (Taylor & Cronin, 1994). The non-conclusive 

findings of the said relationships show that the impact of service quality and customer 

satisfaction on customer loyalty is complex and it merits further investigation. Furthermore, 

Dabholkar (1995, cited in Brady & Robertson, 2001) argued that the relationship is specific 

to the situation which means that relationships between variables might be different, 

depending on the industry that is being examined and culture of the people where study is 

conducted.   

In addition, Mousa (2013) said that Saudi Arabia has experienced rapid socio-cultural 

changes caused by the accelerating economy, which allowed Saudis to travel to Western 

countries for education and tourism, exposing them to Western foods and culture. Saudi 

young generation‟s eating habits are becoming like western food and culture. Thus, Brady 

and Robertson (2001) recommended that researchers should examine such relationships in 

their future studies based on their local culture. By conducting more research in this area, 

scholars will be able to understand more about the relationship between consumer loyalties, 

service quality and consumer satisfaction. 

A number of research studies reported that the determinants of service quality vary across 

industries, countries and cultures (Donthu & Yoo, 1998; Imrie, Cadogan, & McNaughton, 
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2002; Veronica, 2011) and it differs from developed and developing countries (Malhotra, 

Ulgado, Agarwal, & Baalbaki, 1994). Despite the changes driven by globalization, society 

will still retain its fundamental cultural values and identities over many generations (Hofstede, 

1984; Schwartz, 1997; Wong& Maher, 1998). Unfortunately, the findings of the studies on 

grocery service quality have not been validated in a cross-country setting (Devi & Sellappan, 

2009). Consequently, a contextualised Saudi research is urgently needed in order to gain a 

deeper and richer understanding on how customers perceive the service quality provided by 

the Saudi grocery retailers.  

2.  Customer Loyalty 

It is identified that customer loyalty as a construct is comprised of both customer‟s attitude 

and behavior. Customers‟ attitudinal component represents notions like: repurchase intention 

or purchasing additional products or services from the same company, willingness of 

recommending the company to others, demonstration of such commitment to the company by 

exhibiting a resistance to switching to another competitor and willingness to pay a price 

premium (Cronin & Taylor, 2007). 

 On the other hand, the behavioral aspect of customer loyalty represents- actual repeat 

purchase of products or services that includes purchasing more and different products or 

services from the same company recommending the company to others, and reflecting a 

long-term choice probability for the brand. It can be concluded that customer loyalty 

expresses an intended behavior related to the product or service or to the company. Customer 

loyalty is deemed as a vital component for enduring business success (Donnelly, 2009;  

Kumar, Batista & Roger, 2011; Roberts, 2009;  Srinivasan, Anderson, & Ponnavolu, 2002). 

Customers who are loyal to specific products or brands do not mind being charged on a 

premium basis, engage in more positive words of mouth and are more hostile to competing 

firms‟ marketing communications (Mohammad, Tabriz, Chalous, & Aras, 2013; Srinivasan, 

Anderson & Ponnavolu, 2002.). “These advantages enhance business operators to develop 

and launch customer loyalty as the ultimate goal in their firm marketing strategy". 

However, some scholars emphasised customer loyalty towards particular brands (Ali, Moradi, 

Arash, & Javad, 2013; Roberts, 2009; Srinivasan, Anderson & Ponnavulo, 2002). Other 

researchers defined customer loyalty by either using the focused or the behavioural method 

(Cunningham, 1966; Kahn, Kalwani, & Morrison, 1986; Tellis, 1988) or by combining an 

attitudinal element with consumer behaviour (Srinivasa et al., 2002). However, the primary 

area of disagreement involved defining customer loyalty by either basing it mainly on 

behavioural outcomes (Cunningham, 1966; Kahn et al., 1986; Tellis, 1988)” or attitudinal 

outcomes (Ali, Moradi, Arash, & Javad, 2013; Roberts, 2009; Oliver, 1999; Srinivasa et al., 

2002). 

Oliver (1997) described attitudinal customer loyalty as a strong hold of pledge to re-purchase 

or patronise a preferred product or service constantly in the future, in so doing leading to 

recurring same-brand or same brand-set buying. This behaviour occurs regardless of 

situational influences and marketing efforts which could stimulate a switching behaviour.  
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However, some scholars have emphasised that in creating a strong customer loyalty and 

attitudinal component of the portion of the consumer is compulsory in relation to the 

customer‟s purchasing behaviour (Chaudhuri & Holbrook, 2001; Jacoby & Chestnut, 1978; 

Oliver, 1999; Roberts, 2009). In such situation, it seems sensible to deduce that the 

consumer‟s attitudinal nature would contribute towards a more positive evaluation of the 

product or brand over others such as retail outlets. This creates a favourable attitude towards 

a particular brand that forces a person‟s purchasing behaviour. If a customer‟s behaviour is 

inclined to be more reliable and projecting in favour of the preferred product or brand. In 

addition, the firm can expect other supplementary aforesaid benefits linked to customers‟ 

attitude towards loyalty on the portion of these buyers or users. In a nutshell, one can deduce 

comparative view point towards particular merchandiseis forceful, then the consumer 

purchasing that customer loyalty is an indicatorof store loyalty. 

Researchers in customer loyalty has studied customer loyalty in areas such as loyalty in 

banking ( Auka et. al., 2013; Ball et al., 2003; Baumann et al., 2004; Beerli &  Quintana, 

2004; Caruana, 2002; Filip et al.,2009; Hafeez & Muhammad, 2012 ; Larai, 2009; Lee & 

Cunningham, 2001; Menon & O'Connor„s report, 2007; Pont & Mc Quilken, 2004; Szuts & 

Toth, 2008;  Titko & Lace, 2010;  Veloutsou et al., 2004) hotel industry (Kandampully & 

Suhartanto, 2000; Guzzo, 2010;  Lee et at., 2003; Poku et al., 2013;  Ramzi & 

Mohamad,2010; Stone et al,.2013 and Torres & Kline, 2006 ) retail industry (Mustafa, 2011; 

wong & sohal, 2003  and  Yan & Yoo-Kyoung, 2008) and education industry (Helen 

&Wong, 2010; Intrepid Learning Solutions, 2010; Robert M Brown, 2006).  

In addition, some of these studies were conducted on online shopping behaviour (Yan & 

Yoo-Kyoung, 2008). Other researchers conducted a comparative study in which different 

service industries were compared in an attempt to find out whether individual differences 

appear due to the difference in the service industry (Bei & Chiao, 2006). Some other studies 

were conducted on loyalty to a retail store in general without a focus on a particular type of 

retail (Thomas, 2013).  The scientific literature illustrates a multiplicity of attempts to 

empirically analyse customer loyalty programmes in organisations like shopping centres 

(Gomez et al., 2006; Lacey, 2009), sports clubs (Daryanto et al., 2006), grocery shops 

(Meyer-Waarden, Benavent, 2009), restaurants (Jang, Mattila, 2005), book-shops (Wendlandt, 

Schrader, 2007) and others following the sample of customer oriented business. Attempts are 

also observed to analyze loyalty programmers in the business-to business sector (Lacey, 

Morgan 2009). However, there are few studies on the grocery stores in shopping malls in 

Saudi Arabia. 

 On the relationships, the findings are mixed. In banking industry those authors (cited above) 

tested factors that significantly affect customer loyalty such as distinctive experience, service 

quality, customer satisfaction, profitability, productivity, loyalty program, market 

characteristics, commitments, causal relationships, switching costs, trust, communication, 

transaction costs, interpersonal bonds, environment of bank and customer retention. The 

findings show that some factors such as service quality, demographic characteristic, customer 

satisfaction, price, image, advertisement, lifestyle, environment and structure of institutions, 

trust, relationship commitment, relationship marketing have significant impact on customer 
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loyalty. 

On the contrary, Castelo, (1999) found that Service quality and satisfaction had no statistical 

significance in determining service loyalty.  Wong, C.B. (2005) as mentioning that customer 

satisfaction, which has become nothing more than the price of entry to a category is therefore 

the starting point to build customer loyalty. However, customer satisfaction in itself does not 

guarantee loyalty because in some cases 65% to 85% percent of customers who defect to 

competitors brands say they are either satisfied or very satisfied with the product or service 

they left (Reichheld, 1990; Sivadas & Baker-Prewitt, 2000 ; Storbacka and Lehtinen, 2001).  

Antecedents of customer loyalty 

Researches have been accomplished on customer loyalty for their possible antecedents in 

forming strong relationships with consumers. The antecedents to retail loyalty include a 

number of factors.  

Various factors have been studied in determining customer grocery retail loyalty. Among the 

most salient factors studied are customer satisfaction, service quality and role of sales people 

(Pandey & Darla, 2012). Previous studies on service quality recommended that, retail loyalty 

between two types of retailers should be more or less similar. In addition, service quality has 

a propensity to be less standardized than product quality. As a result, it is difficult to get an 

equivalent level of service quality neither between retailers nor within the identical retailer on 

a progressing basis (Yuen & Chan, 2010). 

This study does not take into account the role of sales people as a precursor loyalty within the 

retail industry. This is partly due to the fact that several theoretical causes. Initially, it has 

been argued that the duty of sales staff in creating retail store loyalty is significantly 

dependent on merchandises that are distinctively multifaceted, costly, specialty items, or 

unsought items (Lamb, Hair, & McDaniel, 2006). 

However, in so far as this study is concerned, the retailers normally do not offer products that 

are in tandem with these criteria. Wong and Sohal (2003) discovered that in establishing the 

outcome of quality of services on customer loyalty can be observed at two levels namely the 

level of sales personnel and also the company. It has been discovered that the service quality 

at the level of the company proved to be considerably greater in establishing customer loyalty 

in comparison to service quality at the salesperson rank. One of the grounds is of arguments 

is that consumers might perceive sales people as a depiction of the business provider and not 

as a distinct entity.  

In addition, Poujol and Pellet (2012) as well as Wong and Sohal (2003), argued that sales 

person loyalty is a precursor to company loyalty. Hence, the scholars strongly argue that the 

level of loyalty of the consumers is extremely high to his sales person; he will also be highly 

loyal to the business that hires that sales person. Therefore, sales person loyalty is redundant 

in this research as sales people are not considered as persistent characteristics of a retail store. 

For that reason, if a consumer frequents a retail store it is mostly due to the fact that he/she 

has established a trust worthy rapport with the store sales person, he/she could not be truly 

loyal to the retail store itself, but merely to the sales person. This situation indicates an 
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unreliable or spurious loyalty whereby a consumer who is loyal to the sales person and not a 

retail store may one day decide not to continue shopping at a retail store if the sales person 

were to leave his/her position.  

Finally, the justification why sales people are not the main focus of the current study is 

because it has been argued that most consumers purchase products or services not based on 

the said rapport as many are not interested in developing interpersonal relationships with 

sales people. This opinion was supported by a study initiated by Macintosh and Lockshin 

(1997) where they found that only 38% expressed the necessity to establish an interpersonal 

relationship with sales people. This justifies why including sales people in this current 

research would not be relevant to the considerable number of respondents. The Saudi buyer‟s 

interest, trust, the customer‟s loyalty, quality of service and items provided in grocery stores 

in shopping malls are main issues. There is also a lack of actual research on the service 

quality perceived by purchaser and customer‟s loyalty regarding their grocery shopping 

experiences in Saudi Arabia (Metrology and Quality Organization, 2012). 

The following table (Table 2.1) represents a summary about some of the research studies that 

have been conducted on loyalty together with the antecedent factors that have been proposed 

and examined. 

Literatures indicate that studies on perceived service quality are mostly conducted in the 

Western and Eastern countries, but only a few were conducted in the Middle East, 

particularly Saudi Arabia. As a result, our interpretation on the service quality perceived by 

customers and the factors that influence the provision of this service quality is somehow of 

the narrow view. This suggests the need for further investigation (Rahman, 2012). 

3. Customer Satisfaction 

Customer satisfaction is a well-known and established concept in several areas like marketing, 

consumer research, economic psychology, welfare-economics, and economics. The most 

common interpretations obtained from various authors reflect the notion that satisfaction is a 

feeling which outcome of the process of evaluating what has been received against what was 

expected, including the purchase decision itself and the needs and wants associated with the 

purchase. However, satisfaction is the customers‟ evaluation of a product or service in terms 

of whether that product or service has met their needs and expectations (Bitner & Zeithaml, 

2003). According to Boselie, Hesselink, and Wiele (2002) satisfaction is a positive, affective 

state resulting from the appraisal of all aspects of a party‟s working relationship with another. 

Hence, the concept of customer satisfaction has aroused the attention of academics and 

practitioners for more than thirty years as customers are said to be the primary source of most 

firms‟ revenue. In the early 1960, Cardozo (1965) firstly introduced the concept of customer 

satisfaction into the field of marketing. Thereafter, many scholars started to research on this 

concept. According to Cengiz (2010), customer satisfaction is a key issue for all 

organizations that wish to create and keep a competitive advantage in today‟s highly 

competitive world. Therefore, it was precise when Czepiel and Rosenberg (1977) stated three 

decades ago that there is probably no concept in marketing that is at once more fundamental 

and pervasive than consumer satisfaction. 
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Literature of customer satisfaction reveals that the definition of customer satisfaction can be 

categorised according to three perspectives: (1) disconfirmation model theory; (2) transaction 

costs theory; and (3) transactional-specific theory.  

Furthermore, regarding the links among variables, there are different arguments about the 

link between customer loyalty, customer satisfaction and service quality. There is a link 

between products, services‟ quality and customer satisfaction which are an important 

determinant of store loyalty (Oliver, 1999 ; Rahim, Osman, & Ramayah, 2010; Wallace, 

Giese, & Johnson, 2004). The findings of the literature about the service quality, and 

customer satisfaction are better predictors for customer loyalties (Bolton & Drew, 1991 ; 

Cronin & Taylor, 1992) remain inconclusive. One group of the researchers believes that 

customer satisfaction is antecedent to service quality (Beerli, Martin, & Quintana, 2004; 

Bitner, 1990; Bolton & Drew, 1991; Brady & Robertson, 2001; Dabholkar, 1995; Winstanley, 

1997). Another group of researchers believes that service quality affects store loyalty through 

the mediating influence of customer satisfaction (Balaji, 2009; Bedi, 2010; Kassim & 

Abdullah, 2010; Kumar, Kee, & Charles, 2010; Lee & Hwan, 2005; Naeem & Saif, 2009; 

Yee, Yeung, & Cheng, 2010 ). A third perspective maintains that there is a direct relationship 

between service quality and store loyalty (Taylor & Cronin, 1994). Perceived service quality, 

customer satisfaction, and store loyalty all are interlinked (Oliver, 1999; Rahim, Osman, & 

Ramayah, 2010; Wallace, Giese, & Johnson, 2004).  

Haque, et al., (2012) found that Personal support strongly impacted customer satisfaction. 

Hospital services acted as mediator. No significant relationship was detected between 

attention to customer and customer satisfaction. The researcher just reports the results but 

don‟t provide the enough justification about the significant relationship between attention to 

customer and customer satisfaction. 

In the literature on customer satisfaction in the retail industry in general and grocery retail in 

particular, there are a significant amount of research on the construct of customer satisfaction 

and how this is connected to perception about services quality.  These studies are founded 

on the construct of customer satisfaction in various service-oriented industries such as 

banking (Al-Hawari & Ward, 2006; Hafeez & Muhammad, 2012; Larai, 2009; Szuts & Toth, 

2008; Titko & Lace, 2010; )   hotel industry (Kandampully & Suhartanto, 2000; Lee et at., 

2003; Poku et al., 2013 ; Torres & Kline, 2006) education industry (Brown, 2006). Others 

were conducted on internet use (Wu & Chan, 2011) while other studies were carried out on 

the retail industry in general without a specific focus on a particular type of retail (Yuen & 

Chan, 2010).  

The findings show that some factors such causal relationships, Image, perceived quality, 

switching costs, customer relations, human resource management, customer service 

management and low price have the significant impact on customer satisfaction. Castelo, 

(1999) found that Service quality and satisfaction had no statistical significance in 

determining service loyalty. Wong, (2005) cited Clarke (2001) as mentioning that customer 

satisfaction, which has become nothing more than the price of entry to a category is, therefore, 

the starting point to build customer loyalty. However, customer satisfaction in itself does not 
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guarantee loyalty because in some cases 65% to 85% percent of customers who defect to 

competitors brands say they are either satisfied or very satisfied with the product or service 

they left (Reichheld & Sasser, 1990; Sivadas, & Baker-Prewitt, 2000; Storbacka & Lehtinen, 

2001).   

There is an agreement on the link between perceived service quality, customer satisfaction, 

and store loyalty (Oliver, 1999; Rahim, Osman, & Ramayah, 2010; Wallace, Giese, & 

Johnson, 2004). However, there is no consensus among researchers on the nature of the links 

between these variables particularly on the causal ordering of service quality and customer 

satisfaction. The non-conclusive findings of the mentioned relationships show that the impact 

of service quality and customer satisfaction on customer loyalty is complex. Tor Wallin 

Andreassen, Bodil Lindestad, (1998) found that corporate image impacts customer loyalty 

directly whereas customer satisfaction does not. This finding was consistent with high and 

low service expertise. These results challenge the dis confirmation paradigm which predicts 

customer satisfaction as the primary route to customer loyalty. So, the findings of previous 

studies are mix on the relationship between customer satisfaction and customer loyalty.  

In short, we are not sure whether the mediating affect of customer satisfaction will exist 

between the relationship of customer loyalty, perceived service quality and customer 

satisfaction. Laraqui (2009 stated that further studies should test the relationship between the 

customer satisfaction and customer loyalty. The present study responds to the 

recommendation and focuses on grocery retail as, there are few researches attempted to 

explore mediating role of customer satisfaction in grocery retail environment, particularly in 

the Arab countries. 

Furthermore, there is an agreement on the link between perceived service quality, customer 

satisfaction, and store loyalty (Oliver, 1999; Rahim, Osman, & Ramayah, 2010; Wallace, 

Giese, & Johnson, 2004). However, there is no consensus among researchers on the nature of 

the links between these variables particularly on the causal ordering of service quality and 

customer satisfaction. The non-conclusive findings of the mentioned relationships show that 

the impact of service quality and customer satisfaction on customer loyalty is complex, and it 

merits further investigation. 

4.  Perceived Service Quality 

Traditionally, service quality has been conceptualized as the difference between customer 

expectations regarding service to be received and perceptions of the service being received 

(Grönroos, 2001). It is considered difficult to define quality (Lagrosen, 2004). However, a 

clearer picture has been offered by ISO 9000: 2000, in which quality has been defined as a 

scaleto which a group of in-built features fulfils conditions. Furthermore, anything perceived 

important by consumers are indicative of several probable aspects of quality (Clemes, Gan, 

Kao, & Choong, 2008), which is also characterized as an assessment of service in general 

(Ismail, Abdullah, & Francis, 2009). As such, when customer expectations are met or 

surpassed, it can be inferred that a positive perception has occurred about quality creating 

lasting effects in the consumer‟s mind (Tuan, 2012). 
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However, it is comparatively easier to assess the quality levels of goods using certain 

technical criteria, but service quality offers Challenges in its measurement due to its 

predominant links with several factors that can be critical to the success. Although service 

quality has been termed differently by different researchers (Haque, Sarwar, Yasmin, Anwar, 

& Nuruzzaman, 2012), it is generally conceptualized as zero defects, following Crosby 

(1980).  

In addition, Juran (1980) opined that the quality is measurable through internal and external 

breakdown. However, these kinds of distinctions that exist in the manufacturing sector are 

difficult to get imitated in the service sector (Haque et al., 2012). In the context of the service 

sector, a sense of balance between what customers expect and what they are offered in terms 

of service is considered a major criterion to measure service quality (Lewis & Booms, 1983).  

However, the consumer‟s evaluation about the distinction or dominance of business can be 

termed as perception about services quality (Parasuraman, Zeithaml, & Berry, 1988) which 

can be further simplified by calling it an evaluation by a consumer who through his/her 

encounter conducts an evaluation between their service expectations  and the actual service 

offered to them (Jiang & Wang, 2006). Perception about services quality is usually can be 

briefly defined as „the extent to which service delivery is able to match up with or exceed the 

expectations of consumers‟ (Laroche, Ueltschy, Abe, Cleveland, & Yannopoulos, 2004). 

Perceptions related to service quality are also said to be a global judgment or in other way an 

attitude pertaining to the service‟s superiority (Kumar, Mani, Mahalingam, & Vanjikovan, 

2010; Zeithaml & Bitner, 2003). As such, superior service quality primarily seeks to build 

trust among buyers as well as sellers and therefore plays an integral role in the formation of 

consumer choices (Liu, Guo, & Hsieh, 2010).  

Customer evaluations of service quality do not totally depend on service attributes; instead, 

they also take into consideration other aspects like the feelings or memory of the customer 

(Jiang & Wang, 2006) and as such it can be inferred that facility quality is calculated by the 

customers in terms of the pleasure they derive from a particular service (Malik, 2012). This is 

in line with Dabholkar‟s (1996) study that compared alternative service delivery options 

where he found that customer evaluations of an option and intention to use that option 

increased due to the potential enjoyment derived from that particular option. Enjoyment, 

reliability and perceptions regarding speed of delivery had also been found to be significantly 

impacting service quality perceptions (Shamdasani, Mukherjee, & Malhotra, 2008).  

Customer-perception about services quality has been assessed so far using the following 

renowned methods: (1) SERVQUAL, which stresses on the comparison between customer‟s 

prior expectations and the services, received (Parasuraman et al., 1988); (2) SERVPERF, 

which deals only with service quality perceptions (Cronin & Taylor, 1992); (3) EP, which 

elucidates the differences between quality perceptions and customer-desired state (Teas, 

1993); and (4) HSQM, which focuses on using service quality as a multi-level construct with 

three dimensions namely communication quality, settingquality and result quality (Brady & 

Cronin, 2001). The SERVQUAL method is clustered into five service elements: tangibles, 

dependability, alertness, promise and understanding.  
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However, the quality perceptions of customers can also be based on several other factors 

which are yet to be investigated and the earlier models of perceived quality and satisfaction 

are now posed with a number of drawbacks mostly because, overall environment and 

knowledge level related to perceived quality as well as satisfaction have all improved with 

changing times and consequently there is a need to update the knowledge on these two 

(Purgailis & Zaksa, 2012). 

In general, perceived service quality has been found to be driving the perceptions and 

behaviour of customers significantly. In that regard, merchandise quality, prices and service 

quality play a significant role in driving perceived worth which further leads to customer 

loyalty (Parasuraman & Grewal, 2000; Zeithaml, 1988).  

It is also important to point out that it is easier to imitate merchandise quality and prices but it 

is hard to replicate the service quality aspects (He & Li, 2011), which is why this research 

considers perception about services quality as an important aspect for further scrutiny. 

Furthermore, there are several other issues related to its formation which are not yet clarified 

(Urban, 2010). For instance, several studies conducted in different countries indicate that 

there exists a consequence of perceived service quality on customer satisfaction and store 

loyalty (Al-Hawari & Ward, 2006; Bei & Chiao, 2006; Malik, Naeem, & Arif, 2011; 

Mosahab et al., 2010).  

However, this study extends the issue further by investigating several antecedents and 

consequences of perceived service quality in a single model, unlike previous researchers that 

tended to look at the perceived service quality formation issues separately. Indeed, 

researchers have highlighted that in the marketing literature, perceived service quality has 

emerged as one of the most important, yet unsettled constructs (Laroche, Ueltschy, Abe, 

Cleveland, & Yannopoulos, 2004). 

Oliver (1996) asserts that perceived service quality serves as an input to both customer 

satisfaction as well as worth, which have an effecton the loyalty of the customers 

(Mohammad et al., 2013). Prior to actual consumption encounter, customers are said to 

possess a range of expectations based on their past encounters or from advertising/word of 

mouth which in turn serve as a benchmark for interpreting quality at the point of service 

offering (Laroche et al., 2004). 

4.1 Dimensions of Perceived Service Quality 

Knowing service quality perceptions and the influence of these perceptions on the behaviour 

of customers has remained a critical issue affecting business performance and the long-term 

viability of the firm (Carrillat, Jaramillo, & Mulki, 2007; Kim, Kim, & Lee, 2011) which is 

why this research endeavours further to understand the service quality perception aspect by 

examining its determining factors, as elaborated below. 

4.1.1 Physical Aspects 

Customers seem to give great importance to the physical aspects while pursuing their 

shopping activities in retail outlets. Supporting factors in terms of physical services are 
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related to both environments and capacities, and they also include the kinds and friendliness 

of employees‟ interaction with their customers (Raza, Siddiquei, Awan, & Bukhari, 2012). 

According to Parasuraman et al. (1988), an organisation‟s physical environments are part of 

the tangibles dimension that covers various kinds of services, equipment, and materials for 

communication. However, the physical amenities and staff appearance often give rise to the 

largest incongruity between expectation and perception (Urban, 2010) although it 

unanimously agrees that physical environments must be supportive and convenient for the 

customers (Tuan, 2012) for them to have a favourable perception of service quality. 

4.1.2 Reliability 

Reliability in the retail sector refers to the time liness and precision of service employees‟ 

ways of handling customer issues and meeting their promises to the customers (He & Li, 

2011). It can immensely affect the service quality perception of customers. Early research 

suggested reliability as one of the significant attributes on which customers form their 

expectations on service quality (Dabholkar, 1996). Moreover, reliability as per (Parasuraman, 

Zeithaml, & Berry, 1988) is a fundamental driver for the overall service quality which relates 

to the establishment‟s capacityto implement the undertaken pledge to provide services in an 

accurate as well as dependable manner. 

4.1.3 Confidence 

The service quality perception of customers is largely dependent on the ability of employees 

in instilling confidence among their customers. It also is linked with the employees‟ aptness 

in understanding customer needs and the quantum of knowledge they possess for answering 

the questions of the customers (Kumar, Mani, Mahalingam, & Vanjikovan, 2010). In order to 

be in line with customer‟s expectations, service workers need to allocate appropriate time to 

serve their customers in order to enhance their confidence (Haque, Sarwar, Yasmin, Anwar, & 

Nuruzzaman, 2012). Moreover, ability to gain trust and confidence has been part of assurance 

that is one of the key aspects proposed in Parasuraman et al., (1988) model Sellers need to 

offer all kinds of assurance to their customers so that these customers are at ease when 

making their merchandise selection. On the contrary, any failure to do so may lead to an 

adverse impact on customer confidence (Liu, Guo, & Hsieh, 2010). 

4.1.4 Helpfulness 

Customer service quality perception can be affected by the way service workers deal with 

them. Helpfulness is in line with responsiveness according to Parasuraman et al., (1988) 

model that indicates the willingness and enthusiasm of service staff in offering responsive 

and helpful service (Urban, 2010). Cooperative and helpful staff leads an organization 

towards winning customer confidence which in turn leads to enhancing their perception 

towards that organization's service quality (Haque, Sarwar, Yasmin, Anwar, & Nuruzzaman, 

2012). The longer service is used by the customers, the more frequent and consistent service 

is perceived by them from the service staff and this perception is sustained by the customers 

during every visit (Urban, 2010). As such, it is the responsibility of the service staff to stay 

helpful throughout the encounter of customers in an appropriate manner. 
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4.1.5 Problem Solving 

To create a positive and stronger perception regarding service quality among customers, 

services must be offered by personnel who are professionally competent, who can act as 

advisors to their customers, and who always focus on problem solving (Gummesson, 1978, p. 

90). It was found that customer satisfaction is enhanced by different aspects of service quality 

like problem handling and credibility (Malik, Naeem, & Arif, 2011; Siu & Mou, 2005). 

Moreover, a service provider is expected to stay proactive in terms of relationship building 

with the customers so that it knows on an on-going basis what problems are persisting and 

how they can be fixed without disturbing, stressing, or embarrassing the buyer (Melville, 

1999, p. 70). 

4.1.6 Policy 

Company‟s policies have got a considerable say in facilitating a customer‟s perception about 

service quality. It has been suggested that an effective and steady marketing policy can 

stimulate future customers and further enhance the customer‟s service quality perceptions in 

addition tothe revenue of organisations (Haque, Sarwar, Yasmin, Anwar, & Nuruzzaman, 

2012). Similarly, effective operational policy can lead an organization towards offering the 

best service quality performances which in turn can help it build a strong brand image 

(Gursoy, Chen, & Kim, 2005; Kim, Kim, & Lee, 2011). Service quality is also based on the 

extent of personal relationships which can be ensured by avoidance of improper human 

resource policies by companies particularly some situations like rapid staff exchange (Urban, 

2010). Even the compensation policies of firms that take into account the interest of the buyer 

as well as the seller may have an impacton the formation of perceptions about service quality 

among the customers (Jun, Yang, & Kim, 2004; Liu, Guo, & Hsieh, 2010; Yang & Jun, 

2002).  

Based on the discussion above, this current research contends that the perception about 

services quality can be affected by the abilities of organisations to handle and deal with issues 

like physical aspects, reliability, confidence creation, helpfulness, problem solving and 

policy. 

5. Customer Satisfaction is an Antecedent to Service Quality 

Many scholars have argued that customer satisfaction dictates service quality (e.g., Bitner 

1990; Bolton & Drew 1991). They argued that customer satisfaction represents an antecedent 

to service quality (Bolton & Drew, 1991; Carman, 1990). In this context, the authors reasoned 

that customer pleasingen counter may have a positive impact on customer attitude and 

coherently his or her assessment of perception about services quality. Therefore, customer 

satisfaction with a specific deal may result in positive global assessment of service quality 

(Holjevac, Markovic, & Raspor, 2013). In elaborating this argument, Brink and Berndt (2008) 

based their thesis of the argument on the definition of the service quality itself. The authors 

defined service quality as the ability of an organisation to determine customer expectations 

correctly and to deliver the service at a quality level that will at least equal customers‟ 

expectation. Based on that definition, it is argued that an organization can only meet its 
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service quality when their customers are satisfied with the level of services rendered.  

Adigun (2004) supported this proposition. He asserts that the level of service quality can be 

measured mainly by asking customers to rate the service they received. In other words, 

customer satisfaction remains the indicator to the determination of service quality, and 

therefore, the direction of causality is from customer satisfaction to service quality. 

Parasuraman, Zeithaml, and Berry (1988) agreed with this finding by positing that 

satisfaction is more transaction specific and that incident of satisfaction over time results in 

perceptions of service quality. Finally, a number of researchers (Beerli, Martin, & Quintana, 

2004; Bolton & Drew, 1991; Bloemer & Ruyter, 1998; Owolabi, 2001) all supported the 

views of Brady and Robertson (2001), Adigun (2004) and Parasuraman et al. (1994) that 

customer satisfaction leads to service quality. 

6. Service Quality Affects Store Loyalty through the Mediating Influence of Customer 

Satisfaction 

While there are different arguments and propositions on the causality of the link between 

service quality and customer satisfactions, the proponents of the group that argues service 

quality affects store loyalty through the mediating influence of customer satisfaction tend to 

receive the most support (Balaji, 2009; Bedi, 2010; Kassim & Abdullah, 2010; Kumar et al., 

2010; Lee & Hwan, 2005; Naeem & Saif, 2009; Yee, Yeung, & Cheng, 2010). The strongest 

support comes from leading service quality scholars i.e. Parasuraman, Zeithaml, & Berry 

(1985, 1988). They viewed that service quality results in customer satisfaction. They argued 

that since customer satisfaction is an affective state, and service quality is a cognitive state, 

cognition precedes emotions in the causal chain of psychological processes rests on a solid 

theoretical ground (Oliver 1997).  

In addition, Spreng and Mackoy (1996) while studying the relationship between service 

quality and satisfaction tested Oliver‟s model in which the relationship between service 

quality and customer satisfaction is explained. The researchers concluded that service quality 

leads to customer satisfaction. This group of authors suggests that service quality is a 

cognitive evaluation, which may lead to satisfaction (Jamali, 2007; Zeithaml&Bitner, 2003). 

Therefore, service quality was considered as an antecedent of customer satisfaction.  

In addition, the service quality to customer satisfaction chain-of-effects has also found ample 

empirical support across numerous service settings (e.g., Cronin & Taylor 1992; Fornell 1992; 

Gotlieb, Grewal, & Brown 1994; Kim, 2011; Olsen 2002). On top of that, compelling 

evidence is also provided by findings of Dabholkar, Shepherd, and Thorpe‟s (2000) 

longitudinal study, which showed that service quality precedes customer satisfaction. 

Research work in this field affirms the importance of service quality as is a fundamental 

gaugeof customer satisfaction (Spreng & Mackoy, 1996). In addition, Mittal and Lassar 

(1998) state that research work in the field of service quality has recently begun to tackle 

whether or not service quality differentially influences satisfaction depending on particular 

service settings or situations (Mittal & Lassar, 1998). This idea of quality/satisfaction 

processes operating under different conditions is relatively well accepted in the case of 
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tangible goods (e.g. Cengiz, 2010; Churchill & Surprenant, 1982; Tse & Wilton, 1988). 

However, not much research has been done to test if the same applies to services (Prabhakar 

& Ram, 2013). 

Finally, customer satisfaction has been hypothesised to be an important antecedent in 

fostering customer retention (Gil, Hudson, & Quintana, 2006) since it can influence a 

purchaser‟s decision to continue their relationship with the organisation or the service 

provider (Ndubisi, Malhotra, & Chan, 2009). Magi & Julander, (2009) studied that among 

grocery stores in Sweden showed a positive relationship between perception about services 

quality, customer satisfaction and customer loyalty. It was shown that customer satisfaction 

resulted from high perception about services quality, and this made customers loyal. Yeung et 

al. (2002) and Luo and Homburg (2007) concluded that customer satisfaction positively 

affects business profitability. Studies that have investigated customer behaviour patterns (Chi 

& Qu, 2008; Dimitriades, 2006; Faullant, Matzler, & Fuller, 2008; Kandampully & 

Suhartanto, 2000; Olorunniwo, Hsu, & Udo, 2006; Soderlund, 1998) found that customer 

satisfaction increases customer loyalty, influences repurchase intentions and leads to positive 

word-of-mouth. However, in te case of saoudi Arabia, , there are studies conducted in the 

general retail industry in Saudi Arabia, and they do not attempt to draw a connection between 

the service quality perceived by Saudi customers and their loyalty to the store (Mustafa, 

2011). 

Thus, it could be seen that research studies reported different views on the nature of causal 

links between the three constructs of service quality, customer satisfaction and customer 

loyalty. Specifically, one group reported a direct relationship between service quality and 

loyalty while another group reported a mediating influence of customer satisfaction on the 

relationship between service quality and customer loyalty when a third group believed that 

customer satisfaction is an antecedent to service quality. This clearly indicates that the nature 

of links between the three variables is complex and in need for further analysis and validation. 

Thus, this study attempts to validate these different views by examining the various 

relationships between them. 

Consequently, it could be seen that most of these studies on perceived service quality were 

conducted on other sectors such as banking (Auka et. al., 2013; Filip et al.,2009; Fragata, 

2009;  Hafeez & Muhammad, 2011; Kazi Omar Siddiqi, 2011;  Lee et at., 2003; Rahim 

Mosahab, 2011; Szuts & Toth, 2008 & Titko & Lace, 2010), car industry (Samani et al., 2011) 

hotel industry (Hansen et al., 2010; Poku et al., 2013; Stone et al., 2013) retail industry 

(wong & sohal, 2003) and education industry (Intrepid Learning Solutions, 2010; Robert 

Brown, 2006). The researcher didn‟t find any study that examine the mediating affect of 

customer satisfaction on the relationship between customer loyalty and perceived service 

quality particularly in grocery stores in shopping malls in Saudi Arebia. Furthermore, the 

relationship among different variable cannot be taken for granted in the context of different 

countries since culture and background differ across countries (Donthu & Yoo, 1998; Imrie, 

Cadogan, & McNaughton, 2002). There are studies conducted on the general retail industry 

in Saudi Arabia, but they do not attempt to draw a connection between the service quality 

perceived by Saudi customers and their loyalty to the store (Mustafa, 2011).So, there is the 
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need for further investigation. 

In the reference of a relationship, the findings are mixed on the relationship between the 

customer satisfaction customer loyalty and the relationship between the perceived service 

quality and customer satisfaction. Service quality and as well as customer satisfaction are 

distinct concepts, closely related, and yet the exact nature of these customer acumens and the 

relationship between them remains unclear (DeRuyter et al., 1997; Prabhakar & Ram, 2013). 

Castelo, (1999) found that service quality and satisfaction had no statistical significance in 

determining service loyalty. Wong, (2005) cited Clarke (2001) as mentioning that customer 

satisfaction, which has become nothing more than the price of entry to a category is therefore 

the starting point to build customer loyalty (Reichheld & Sasser, ,1990; Sivadas & 

Baker-Prewitt,2000;  Storbacka & Lehtinen, 2001). Some studies show a positive relation 

between perceived service quality, customer satisfaction and customer loyalty. Perceived 

service quality influences the level of customer satisfaction (Parasuraman et al., 1994; Rust & 

Keiningham, 1996) which in turn has an impact on customer loyalty (Hallowell, 1996; Harris 

& Goode 2004; Rust & Keiningham, 1996), it can be postulated that perceived service quality 

also influences customer loyalty (Bei & Chiao, 2001; Cronin, Brady & Hult, 2000; 

Mohammad et al., 2013;) 

Furthermore, there are studies conducted on the general retail industry in Saudi Arabia, but 

they do not attempt to draw a connection between the service quality perceived by Saudi 

customers and their loyalty to the store (Mustafa, 2011). Although service quality and 

customer loyalty is linked through the mediating influence of customer satisfaction, as 

suggested by the literature, this relationship cannot be taken for granted in the context of 

different countries since culture and background differ across countries. (Donthu & Yoo, 

1998; Imrie, Cadogan, & McNaughton, 2002). 

Taking into account that most of the previous research studies on these links in grocery retail 

context have been conducted in Western and Eastern countries, the findings of these studies 

may not be applicable in the Middle Eastern country like Saudi Arabia, which is characterised 

by distinct culture as compared to most countries around the world. The culture and lifestyles 

of Saudi consumers of grocery shopping are different from most countries in the world and it 

is even different from many neighbouring Arabic countries. An example about these 

differences in the Saudi culture could be seen in the country‟s strict rules that do not allow 

forms of entertainment and amusement activities such as cinemas and music and songs inside 

public places. This could highly influence the nature of the Saudi shopping experience and 

may give different and probably contradictory findings to the ones reported in previous 

research studies.    

7.  Perceived Service Quality Studies in Saudi Arabia 

AlGhamdi, Drew, and Ghaith (2011) conducted a study that aimed at looking into the 

diffusion of the adoption of online retailing in the context of Saudi Arabia in which 16 

retailers‟ views about the adoption of electronic retailing systems were examined. However, 

the study attempted to examine aimed to focus on diffusion of the adoption of online retailing 



 Journal of Entrepreneurship and Business Innovation 

ISSN 2332-8851 

2014, Vol. 1, No. 1 

www.macrothink.org/jebi 96 

in Saudi Arabia from the retailers‟ perspectives. For the purpose of the study, a sample of 

retail sector decision makers in Saudi Arabia participated in the study. Both positive and 

negative issues influencing retailer adoption of electronic retailing systems in Saudi Arabia 

were identified. The study employed qualitative research methodology in which 

semi-structure interviews were conducted to collect the data.  

A number of impediments which included cultural, business and technical issues were 

reported in the study. In addition, facilitating factors included access to educational programs 

and awareness building of e-commerce, government support and assistance for e-commerce, 

trustworthy and secure online payment options, developing strong ICT infrastructure, and 

provision of sample e-commerce software to trial. The findings of the study revealed a 

number of perceived impediments relating to cultural, business and technical issues. Apart 

from that, the findings of the study also highlighted several potential facilitators of retailer 

adoption of e-retailing practices that will aid the development towards the e-retail growth in 

Saudi Arabia. The researchers recommended that policy makers and developers in the country 

ought to pay attentions to these factors as this aids in facilitating e-retail growth in KSA.  

The findings and objectives of AlGhamdi, Drew, and Ghaith‟s (2011) study are significant for 

the purpose of the current study as their study attempted to examine the perceptions about 

retailing but from the perspective of retailers themselves rather than examining the 

perceptions of customers. It has been mentioned earlier that one of the problem with many 

retailers is that they assume what is good and bad for their customers and based on these 

assumptions, retailers direct their marketing strategies or their merchandise formation (Liu, 

Guo, & Hsieh, 2010). Liu, Guo and Hsieh (2010) further elaborate that retailers are required 

to constantly evaluate their services by examining the perceptions of their customers on the 

services provided and this would ensure securing competitive advantage and long-term 

survival for these retailers.  

The current study is different from AlGhamdi, Drew, and Ghaith‟s (2011) study in the sense 

that the study aims at examining the perceptions on service quality from the customers‟ 

perspectives by examining the perceived service quality in the grocery retail market in Saudi 

Arabia. It is hoped that grocery retailers would be able to view the perceptions of their 

customers so that they direct their marketing strategies and services based on these 

evaluations by customers rather than based on their own assumptions of what customers want 

and desire.   

Another study that was conducted by Albarq (2013) designedat evaluating the impact of 

service quality underlying the SERVQUAL model on customer loyalty. This effect 

reconciling was examined through the mediating impact of customer satisfaction. The 

dimensions of service quality used in the study included the following, tangibles, reliability, 

responsiveness, assurance, and empathy. Thus, the relationships between these dimensions 

and customer satisfaction, and customer loyalty were investigated. For the purpose of the 

study, 422 respondents were selected from five local banks in the city of Riyadh in Saudi 

Arabia to constitute the respondents in the study. The study employed the use of 

questionnaires as the study‟s instrument and these questionnaires were personally 
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administered to the respondents. The questionnaire included questions about the respondents‟ 

demographic profile, as well as items to measure the constructs. SERVQUAL were adapted 

for measuring service quality. For the purpose of the analysis and drawing inferences, the 

study employed the SPSS software in which descriptive analysis was used to report the 

findings for each variable and the regression analysis was utilized to examine the 

relationships between the study‟s variables.  

The finding of the study revealed that increasing service quality can indeed assist to enhance 

customer loyalty and empathy, assurance, and reliability are the service quality dimensions 

that play significant functions in this equation. However, this influence of service quality 

dimensions on customer loyalty is mainly done through the mediating impact of customer 

satisfaction. The findings of the study also indicate that while on overall the respondents 

evaluate the banks positively, improvements can still be made. The study recommended that 

future research ought to integrate new technologies as an aspectthat can be used to measure 

service quality. The study also suggests that studies and related questionnaires must also take 

into account the new banking requirements of the customer.  

Ahmad (2012) conducted a study that aimed to investigate the attractiveness aspects that 

influence shoppers‟ satisfaction, loyalty, and personal recommendations in the Saudi 

shopping mall centers. For the purpose of the study, a purposive sampling technique was 

employed in which a sample of 600 shopping mall customers, representing all of the 

shopping malls purchasers in the city of Jeddah, Saudi Arabia was selected. In addition, 

structured questionnaires were distributed through personal interviews with shopping malls 

mangers and shops and outlets owners to collect the data. For the purpose of the analysis and 

drawing inferences, the study employed multiple regression analysis techniques to show the 

influence of shopping malls attractiveness factors on the shoppers‟ satisfaction.  

The findings of the study showed that aesthetic, convenience and accessibility, merchandise 

variety, entertainment, and service quality have an influence on shopper satisfaction. The 

findings of the study also revealed that the most note worthy factor was merchandise variety. 

The study recommended that the future research should be simulated with other region and 

cities in KSA or other Gulf countries to further investigate the luring factors in the other 

industry. The study also recommended that future research should study the proposed model 

in service sector such as spa villages, or hotels in order to gain more substantiation for the 

model and additional general findings. The study also suggested that future research should 

investigate whether the model could be used for different dependent variables e.g. market 

share or profits.  

Bostanji (2013) conducted a study that expected to determine the impact of service quality 

(quick responsiveness, empathy, and tangibility) on customer‟s loyalty in five stars hotels in 

Saudi Arabia. The population of the study consists of all hotels customers in Riyadh.  To 

serve the objectives of the study, a convenience sample was utilised after conducting a pilot 

study with nearly 10% of the sample. A questionnaire that includes the 22-statement scale of 

service quality that was developed by (Parasuraman, Berry, Ziethmail, 1988) in which five 

dimensions for service quality were identified. 500 questionnaire were distributed while only 
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333 were recalled accounting for (70%) of response rate from the sample.  For the purpose 

of the analysis and drawing inferences, the study employed the SPSS software in which 

Varimax analysis and Factor analysis were used.  

The outcomes of the study revealed that there is a positive statistically important impact of 

the following hotel service quality dimensions: quick responsiveness, tangibility, empathy on 

hotels customer loyalty variable in Riyadh. The results of the research also specified that 

previous hotel service quality dimensions interpret (57.7 %) of changes in customer loyalty. 

The study also showed that there is no contribution of some hotel service quality dimension 

elements (quick responsiveness, tangibility, and empathy) equally in achieving customer 

loyalty, since empathy ranks the first, quick responsiveness ranks the second, and finally 

tangibility ranks the third in terms influencing loyalty level. As for the recommendations 

sections, the researcher recommended that future research studies could it conduct future 

studies that deal with the impact of other factors affecting customer loyalty, such as the study 

of the impact of customers perceived image on their loyalty level. Among the other factors 

that have been suggested for further examination was the impact of value obtained by 

customers upon using the service on their loyalty level. Finally, the study recommended that 

future researchers could examine the impact of internal marketing on customers‟ loyalty. 

8.  Conclusion 

There are studies conducted on general retail industry in Saudi Arabia, but they do not 

attempt to draw a connection between the service quality perceived by Saudi customers and 

their loyalty to the store. Although service quality and customer loyalty is linked through 

mediating the influence of customer satisfaction, as suggested by the literature, this 

relationship cannot be taken for granted in the context of different countries since culture and 

background differ across countries.  

In the previous studies, there is an agreement on the link between perceived service quality, 

customer satisfaction, and store loyalty. However, there is no consensus among researchers 

on the nature of the links between these variables particularly on the causal ordering of 

service quality and customer satisfaction. The non-conclusive findings of the mentioned 

relationships show that the impact of service quality and customer satisfaction on customer 

loyalty is complex, and it merits further investigation. 

Literatures indicate that studies on perception about quality of the grocery retail environment 

have been primarily conducted in the Western and Eastern countries, but only a few were 

conducted in the Middle East, particularly Saudi Arabia. As a result, our interpretation on the 

service quality perceived by customers and the factors that influence the provision of this 

service quality is somehow narrow view. This suggests the need for further investigation in 

Middle East especially. 
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