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ABSTRACT  

Title: Assessing the degree of customer satisfaction in grocery stores in Gävle 

Level: Master Degree in Business Administration 

Author: Peng Shao & Zeliang Sun 

Supervisor: Akmal S. Hyder 

Date: 2012 – May 

Aim:  

It has been demonstrated that customer satisfaction is critically important to the 

performance of grocery stores (Bamford and Xystouri, 2005). In Gävle, there is heavy 

competition among the three big brands - ICA, Willy:s and Coop. Therefore, the study 

of customer satisfaction in grocery stores in Gävle is worth researching. This paper 

aims to examine major attributes that underlie sub-attributes, to examine which pose 

the most dynamic influences on the degree of customer satisfaction in the different 

store formats.  

Method:  

The method framework consists of analysis of three samples of customers who 

purchase in the three store formats of ICA, Maxi ICA, ICA Sätra Store and ICA Nära. 

Following a weighted mean calculation of the 15 sub-attributes, thus the result can 

show us the influence of the identified attributes and sub-attributes on customer 

satisfaction.  

Result & Conclusions:  

The degree of customer satisfaction in Maxi ICA is highest, followed by Sätra ICA 

and ICA Nära. The attributes, such as additional service, store location, and store 

environment exert greatest influence on customer satisfaction in the three formats of 



 

 

stores. The principal sub-attributes, such as opportunity to meet friends, attractive 

price, convenient car parking, location, wide range of food and helpful staff act 

dramatically.  

It is concluded that additional service and location satisfy customers most. The degree 

of customer satisfaction in grocery stores in Gävle, as different formats of stores can 

meet customers' different needs and requirements.  

Suggestions for future research:  

Four suggestions for future study are introduced. Firstly, researching in other cities, 

such as Stockholm or Malmo, is advisable, as both of them differentiate from Gavle in 

terms of size of city and geographic context. Secondly, research on comparison 

among ICA and its competitors is also advisable to be conducted as it can investigate 

Swedish retailing industry from a different aspect. Thirdly, Uutialo (2001)’s result 

appears to be against yours, the gap between Uutialo’s and ours is advised to be 

examine further. Lastly, the future researchers are also advised to concern about the 

relationship between traditional retailing industry and e-commerce.  

Contribution of the thesis:  

This work contributes to extant literature by assessing differences in the main factors 

that contribute to satisfaction in grocery stores in Gävle, depending on different store 

formats, as customer satisfaction is commonly linked with service marketing. 

Moreover, the field of grocery market in Gävle has not studied before the way we did, 

so this thesis has its original value.  

Key words: Customer satisfaction, Grocery stores, Attributes, Sub-attributes, Gävle.  
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1. Introduction  

From the background, the importance of customer satisfaction to performance of grocery stores is 

demonstrated by many literatures and a brief introduction of the situation of Gävle grocery 

market is presented as well. The research question is to identify the principal attributes that exert 

greatest influence to customer satisfaction in grocery stores in Gävle. The aim is to examine the 

degree of customer satisfaction by establishing attributes and underlying sub-attributes. The study 

is limited at the grocery market in Gävle. Lastly, the disposition of this thesis is presented.  

 

1.1 Background 

Grocery retailers today have to deal with the more dynamic and competitive 

environments than before. The frequent mergers and acquisitions among the groceries 

suppliers and retailers made industry structure strongly concentrated and competitive 

(Martinez-Ruiz et al., 2011). And the limited retail stores are being increasingly 

standardized and homogenized (Uusitalo, 2001). Facing the Gävle market which only 

has 90-thousand population, the three major grocery retailers, ICA, Coop and Willy:s 

need to differentiate themselves. Thus maintaining long-term relationship with 

customers is important, in order to keep their good organizational performance and 

profits. Identifying the key attributes influencing customer satisfaction during 

customers’ purchasing in their stores is critical. 

Grocery retailers need to explore their resources and internal capabilities, so that they 

can make proper strategies to remain competitive (Davis et al., 2008). Unique 

attributes and sub-attributes are the important resources and internal capabilities of 

each grocer, which can help grocer to differentiate themselves from its competitors, 

and maximize the level of customer satisfaction.  

Customer satisfaction means that customer’ needs are fulfilled when doing the 

purchases. So the grocery retailers must understand what the customers want and 

provide customers with what they need. A large number of studies have demonstrated 
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a positive relationship between organization performance and customer satisfaction 

(Bamford and Xystouri, 2005).  

Keeping long-term customer satisfaction is seen as a critical success factor for grocery 

retailers, because the competition in the grocery retailing industry is strong and 

margins are becoming limited (Martinez-Ruiz et al., 2011). Zemke and Bell (1989) 

also show that there is a straightforward and simple link between customer 

satisfaction and profits.  

According to Uusitalo (2001), retailers used to shape customers' shopping habit, 

without listening much to consumers' needs and desires. However, as the industry has 

been changing, customers change their shopping behavior. For example, the 

proximity between home and stores become less concerned, so retailers should adapt 

to new change of customers' shopping behavior. Retailers must concern about the 

attributes, including quality of product, assortment, customer attention, additional 

service, store atmosphere, store location and price and discount, so that they can 

shorten the customers' perception gap (Martinez-Ruiz et al., 2011). In Sweden, ICA is 

the biggest grocery retailer. While in Gävle, ICA has three store formats: ICA Nära, 

ICA Kvantum and Maxi ICA Hypermarket. 

1.2 Research questions 

Martinez-Ruiz et al. (2011) identify seven key attributes (quality, assortment, 

customer attention, additional service, store atmosphere, store location, price and 

discount) from a research in Spain and USA. However, the key attributes are also 

applicable to grocery retailing in Gävle, as customers are likely to be influenced by 

them. The research question of the study is to examine which attributes have greater 

influence to the achievement of maximum level of customer satisfaction in Gävle.  

1.3 Aim 

The study examines the attributes through analyzing three samples of customers at 

three grocery stores, Maxi-ICA, ICA Sätra Store and ICA Nära. Maxi-ICA is a 

supermarket located in far south part of Gävle, while ICA Sätra Store is a 
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neighborhood store located in Sätra, which is located in a big community closely to 

city centre, and ICA Nära is a convenient store located in city centre. In the study, we 

focus on the attributes for differentiation between ICA stores. The aim of the study is 

to identify the impact of attributes on customer satisfaction.  

1.4 Limitation 

The limitations of this thesis are presented below. Firstly, there are three ICA stores 

investigated, Maxi ICA, ICA Sätra Store and ICA Nära near the train station in city 

center. The other ICA stores in Gävle are not investigated. Secondly, customers’ 

response to the three stores is only concerned as the aim of this thesis is to examine 

the customer satisfaction. Therefore, there is no interaction with managers of 

investigating stores. Thirdly, external environment of ICA is not within research, like 

the competition among ICA and Willy:s and Coop. Lastly, Maxi ICA, ICA Sätra and 

ICA Nära are investigated and analyzed independently. The degree of customer 

satisfaction of each store is researched independently, and then compared. However, 

all of them are located in one city and provide customers with similar products, 

therefore, there is unavoidably competition among them. In this thesis, the 

competition among Maxi ICA, ICA Sätra Store and ICA Nära is not researched. 

1.5 Disposition 

In the coming chapter, the available literature on customer satisfaction and attributes - 

quality, assortment, customer attention, additional service, store atmosphere, store 

location and price are presented. In methodology part, the strategy of research is 

presented first. Then, we show the preparation of questionnaire and selection of 

respondents and validity and reliability of our data. Lastly, the strategy of data 

describing - weighted mean is introduced. In the empirical part, the results through 

weighted mean calculation are presented. Comparison on customer satisfaction among 

three store formats and the influence of attributes and sub-attributes on performance 

are showed in empirical part. The principal sub-attributes - opportunity to meet 

friends and neighbors, convenient car parking, store location, wide range of food and 

helpful staff are analyzed specifically by combining theory and real situations. In 
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conclusion, additional service and location are considered as the most satisfied 

attributes. From the perspective of store formats, the different formats of stores can 

meet their targeted customers' needs and requirements. Then, as a recommendation, it 

is suggested the company to introduce E-commerce to attract young customers and 

maintaining competitiveness in the future. Lastly, studying on the same field in other 

cities, comparing with its competitors, studying at specific field – customer attention 

in small store and researching on e-commerce in retailing industry are served as 

suggestions for future research.  
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2. Theory 

In this part, plenty of literatures on customer satisfaction and attributes from multiple articles are 

introduced. The 15 sub-attributes merge in the questionnaire are also introduced in their seven 

parent attributes separately, which is corresponding to the questionnaire.  

 

2.1 Customer satisfaction 

Marketing textbooks always portray the marketplace as a battlefield between 

competing suppliers and between suppliers and consumers. In order to win the battle, 

suppliers need to win the hearts and minds of their customers. Marketers is believed 

to fine-tune and re-evaluate their customer expectations and their own marketing 

orientation in order to improve their quality of offers, and the terminal effect of this 

kind of market orientation is to increase consumers’ purchasing satisfaction (Len et al., 

2006). Stauss et al. (2005) observe that if customers do not receive the promised 

reward or if the indicated benefits prove worthless to them, frustration may arise. 

Bridson et al. (2008) find that an appropriate mix of program attributes including hard 

attributes (discounts, vouchers and coupons) and soft attributes (better service, special 

attention and recognition) can affect store satisfaction.  

Therefore, over the last decade more and more different types and sizes organizations 

have increasingly come to understand the importance of customer satisfaction. It 

widely understood that is far less costly to keep existing customers than it is to win 

new ones, and it is becoming accepted that there is a strong link between customer 

satisfaction, customer retention and profitability. (Hill and Alexander, 2000) For 

many organizations in the different sectors customer satisfaction will itself be the 

measure of success. Customer satisfaction, as the key operational goal, made many 

organizations have invested heavily in improving performance in areas that make a 

strong contribution to customer satisfaction, such as quality and customer service 

Satisfaction is a consequence of strong association or images. Satisfied customers 

experience “a pleasurable level of consumption-related fulfillment” (Zeithaml et al., 
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1993). In the context of retailing, satisfaction is “the outcome of the subjective 

evaluation that the chosen alternative meets or exceeds expectations”. The 

comparison of expectations for what will occur in the service experience with 

perception of what actually occurs determines the satisfaction level (ibid.).  

Customer satisfaction is also the extent to which a perceived performance of a product 

matches the buyer’s expectations (Armstrong and Kotler, 2007). On contrary, 

dissatisfaction will emerges when the performance of a product does not meet 

expectations. Thus, greater customer loyalty is leaded by higher levels of customer 

satisfaction and this means greater returns for the company in the long-term. The 

outcomes of creating customer value are customer loyalty and retention. In order to 

build profitable customer relationships, a company needs to have a better 

understanding of their customers’ needs than their competitors while at the same time 

delivering more value (ibid.). 

Customer satisfaction is the main source of profit. The link between customer 

satisfaction and company success has historically been a matter of faith. For many 

companies profit can be traced back to customer satisfaction. There also are relation 

between customer satisfaction and customer value package (Armstrong, and Kotler, 

2007). As Hill and Alexander (2007) showed, customer satisfaction are not only 

leaded by whether needs can be met, but also customer value package providing. The 

customer value package is the combined set of benefits provided by the supplier to 

customers. Therefore, if customer value package meets customer’s expectations they 

will be satisfied and are much more like to be committed. 

2.2 Attributes for differentiation 

Martinez-Ruiz et al. (2011) argue that it is possible to identify a systematic series of 

attributes that retailers use properly to differentiate themselves by establishing 

strategic methods. Therefore, customers can evaluate positively and thus retailing 

stores can maximize the degree of customer satisfaction. 
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2.2.1 Quality 

Quality has always been an important issue to the customer when buying different 

products. The quality of a product is its ability to satisfy, or preferably exceed, the 

needs and expectations of the customers. It is an essential component of customer 

satisfaction which determines how consumers evaluate the establishment and makes it 

possible for retailers to differentiate themselves. The product quality concept has 

many dimensions. For goods, some of them are reliability, performance, 

maintainability, environmental impact, appearance, flawlessness, safety and durability 

(Martinez-Ruiz et al., 2011).  

The quality of commodities will influence retail distributor’s reputation, as well as the 

purchase levels and patterns of consumers. Some researchers measure that how 

consumers perceive the quality of the product which they bought in different ways, 

depending on the type of establishment in which the purchase takes place. Quality is 

main factor that affect customer satisfaction (Uusitalo, 2001).  

2.2.2 Assortment 

Levy and Weit (1995) define a large assortment as a vast variety of products and 

many different items offered by a retail distributor, constituting a key descriptor of a 

retail strategy that helps the retail distributors serve the different tastes and 

preferences of clients. Variety of assortment is significantly identified beside price 

and location attributes as the main reason why consumers patronize the loyal stores. 

However, Finn and Louviere (1996) show that wide assortment and low prices 

accounted for 86 percent of the variance in share of choice among a nine stores image 

attributes.  

The assortment composition affects a retailer’s positioning, the traffic generated at its 

stores, and its overall performance (Broniarczyk and Hoyer, 2005). A micro-level 

product line optimization approach increases the variability in the set of brands 

available across store formats, locations, and the multiple points of sale within a store. 

While a high variance in assortment composition may help retailers gain operational 

efficiencies, it often increases the likelihood of a loss of category sales because of an 
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absence of the preferred brands or high prices for some customers. Consequently, 

retailers have to manage the trade-off between the efficiency gains from product 

portfolio rationalization and the potential loss of category sales (Dass et al., 2011). 

The management of assortment consist of not only shelf-space allocation, market 

structure, product presentation and assortment attraction, but also how the various 

possible combinations of available brands and their respective price levels influence 

category sales (ibid.).  

According to Dass et al (2011), there are two streams of literature relate to analysis of 

assortment. The first adopts a retailer-centric approach and provides optimization 

models based on tradeoffs between demand and efficiency considerations. These 

models focus on managing a variety of metrics that capture considerations 

surrounding a retailer’s overall image, store traffic, profitability, consumer’s 

perceptions, consumer preference, and efficiency (Brijs et al., 2004). The second 

stream of literature adopts a customer-centric perspective and examines whether and 

when large assortments may be preferred over smaller ones and vice-versa. While it is 

intuitive that smaller assortments increase a retailer’s risk from not being able to meet 

the demand across a wide range of customer preferences, or accommodate a large 

variance in their decision processes while they make a product selection (Kahn and 

Lehmann, 1991), they might sometimes be preferred over larger ones. 

"Efficient assortment rang" is highly advocated by Broniarczyk and Hoyer (2005), 

because efficient assortment rang can satisfy consumers' and retailers' needs, goals 

and constraints, and the link between actual assortment in a product category and the 

assortment perceived by consumer. If consumers want more assortment, while the 

stores that are not able to meet their expectation for product diversifying is poorly 

perceived. Therefore, Greater variety not only helps retail distributors attract more 

consumers but also can stimulate them to increase their purchase volume and 

frequency (Dellaert et al., 1998).  
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Retailers increasingly attempt to develop their own label products due to the control 

and high margins that private labels provide to them (Terpstra and Sarathy, 1994). For 

retailers, own labels are a tool for controlling the channel and reducing the 

dependence of the store on national brands. There are obvious benefits for retailer to 

introduce own labels. Retailers tend to develop own label products to gain control 

over shelf space, to introduce lower prices to consumers by controlling the costs, to 

have bargaining power with manufacturers , to reach more consumers by drawing 

their attention and reinforcing the store image (Quelch and Harding, 1996). Own label 

products are generally inexpensive, easy to find and with low risk for consumers. In 

addition, the price differential between national brands and owns labels are wide 

(ibid.).  

2.2.3 Customer attention 

Customer attention is an attribute of the retail establishment and it affects customer 

satisfaction as well. Some studies show that loyal consumer groups like speaking and 

socializing with other customers when they are shopping, because this behavior can 

offers a social experience outside the home (Tauber, 1972). Helpful supermarket 

staffs and the opportunity to meet friends and neighbors can give customers good 

mood and cordial feeling in the process of shopping. Association with similar others 

will reduces customers’ feeling of boredom and solitude. A shopping experience thus 

offers an activity that consumers perform to alleviate loneliness (ibid.). 

Shopping incorporates a social experience outside the home and there is a correlation 

between time spent and with social companions. Some consumers may view the 

shopping experience as a source of enjoyment and an opportunity for social 

interaction (Tauber, 1972). In a busy sale promotion, Dholakia (1999) observe that 

some buyers are alone, while others with family, suggesting including shopping with 

friendship groups could yield interesting results on the ritualistic behaviours. 

Companion shoppers also play the role of retail salespersons by promoting the 

shoppers to purchase the product with satisfaction (Joan and Lauren, 2011). 
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Service encounter is also defined by Surprenant and Slolmon (1987) as a dyadic 

interaction between the customer and service provider, implying that service 

encounters are role performances. Service quality represents a customer’s assessment 

of the overall level of service offered by an organisation, and this assessment is often 

based upon perceptions formulated during service encounters. The role of employees 

is a natural starting point of expanding service evaluation model (Brady and Cronin, 

2001). Customer orientation is viewed as a desire by an employee to help customers 

meet their needs during the performance of organisational tasks. Henning-Thurau 

(2004) claim that earlier research demonstates a positive relationship between 

customer orientation and customer satisfaction. Prior research suggests that when 

employees are customer oriented, have good rapport with customers and exhibit 

perceptive and attentive listening skills, customers will evaluate the service more 

highly and will be more likely to return (Gremler and Gwinner, 2000). 

Personalization is essential in helping to save customers time and increase perceptions 

of service quality, a lack of personal attention may lead many customers to believe 

that little difference exists among providers (Srinivasan et al., 2002). Companies can 

selectively build loyalty for their most valuable segments through personalized and 

priviledged service. These benefits help to convey value discrimination to selected 

customers (Omar and Musa, 2011).  

2.2.4 Additional services 

Additional services means the services rendered in excess of those required or 

designated in a contract. But to grocery stores or supermarkets, additional services 

mean that the extra services provided by them when the main needs of customers 

were met. Additional services of grocery stores or supermarkets include cleanliness, 

toilets, long opening hours, speed of service, convenience, and so on. Convenience is 

especially important; it is a key benefit for buyers in this fast-paced world. Customer 

perceptions of convenience can exert a positive influence on customer satisfaction and 

it includes operating hours and the availability of free, ample parking and some other 

http://www.businessdictionary.com/definition/services-rendered.html
http://www.businessdictionary.com/definition/excess.html
http://www.businessdictionary.com/definition/required.html
http://www.businessdictionary.com/definition/contract.html
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things (Gonzalez-Benito and Gonzalez-Benito, 2005). Dabholkar et al. (1996) suggest 

that successful store policy includes convenient hours and convenient parking. 

Tangibility refers to the physical characteristics associated with a service encounter, 

and is a key component of the perceived service quality (Dabholkar et al., 1996). 

According to Dabholkar et al. (1996), physical aspect consists of more than the 

physical facilities; they cover the convenience offered to the customer by the layout of 

the physical facilities. In a retail loyalty program context, this consists of the physical 

appearance of the service counters, such as their being easy to get access and 

providing space to move around (Omar and Musa, 2011).  

Communication is generally defined as “the formal as well as informal sharing of 

meaningful and timely “information” (Anderson and Narus, 1990). The concept of 

communication is often viewed as a necessary condition for existence of a 

relationship. Customers who become members of a loyalty program are likely to 

identify more strongly with the company, because membership relates cardholders to 

a group of superior customers. The success of a loyalty program also depends on the 

organizational support provided for the program, and the amount of resources 

dedicated to the management of the program, and the amount of resource dedicated to 

the management of the program (Leenheer and Bijmolt, 2008). This implies that in 

order to create “exogenous” loyalty program membership it is useful to communicate 

the economic and noneconomic benefits, to members as well as non-members (Omar 

and Musa, 2011). Loyalty to a card is proportional to loyalty to the retail outlet, which 

is considered the most important element. There is positive correlation between 

owning a loyalty card, the amount of expenditure and the length of the relationship 

between a customer and their focal store (Cedrola and Memmo, 2010). 

2.2.5 Store location 

The central place theory suggests that location is an important factor in attracting 

patrons to a shopping area (Nevin and Houston, 1980). Handy (1992) claim that 

consumers patronize competing shopping areas as the basis of their overall “utility”. 
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Utility maximization models of shopping behavior suggest that travel cost is a 

disutility, reducing the probability of more distant destinations being chosen by 

consumers. Geographic distance, road distance, travel time and travel costs have all 

been used as measures of distance. The shopper will generally minimize travel 

distance or travel time to shop for convenience goods, such as grocery items, which 

the consumer purchases frequently and/or with a minimum of effort (ibid.). 

The location of store nearer a customer’s place can reduce transaction costs associated 

with the purchase such as transportation, time, and locating the establishment (Hsu et 

al., 2010). Customers’ perceptions of the time and effort required to complete a 

shopping act influence their perceptions of service convenience, so retailer should 

locate their retail facilities in a way that they can positively affect a greatest number 

of potential customer perceptions regarding time and effort (ibid.). Thus making a 

clear distinction between regional, neighborhood and community business types is 

important. Location of different (retailing formats) will depend on competitive 

bidding for specific sites (Nevin and Houston, 1980). Hsu et al. (2010) show that past 

research has demonstrated ways that retailer can overcome a distance disadvantage. 

They can trade off the attractiveness of alternative shopping areas against the 

deterrent effect of distance. However, distance is unlikely to have a positive effect on 

customers’ satisfaction and their shopping behavior intention. Long distance always 

causes reluctance of a consumer to move any distance in making a purchase (ibid.). 

2.2.6 Store atmosphere 

Desirable images and the atmospheres can influence positive emotions and behaviors. 

Pleasant atmospheres is highly associated with stimulating customers' moods and 

higher spending on unplanned purchases as consumers' emotional responses and 

impulse purchasing can enhance in a store with a pleasant atmosphere rather than in 

an unpleasant one (Spirtes et al., 1991). Kotler (1974) also show that the atmosphere 

of a commercial setting can pose a strong impact on customers' buying decisions. 

Buying environments can be purposefully designed to produce specific emotional 

effects in shoppers, thereby enhancing their purchase probability (ibid.).  
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Turley and Milliman (2000) establish five broad categories of atmospheric cues 

including: external cues which included architectural style and surrounding stores; 

general interior cues such as flooring, lighting, colour schemes, music, aisle width and 

ceiling composition; layout and design cues, for example space design and allocation, 

grouping, traffic flow, racks and cases; point of purchase and decoration displays (e.g. 

signs, cards, wall decorations, price displays); and human variables (e.g. employee 

characteristics, uniforms, crowding and privacy). 

Spirtes et al. (1991) show that, in the prior researches, marketers have discovered that 

consumers not longer see shopping as a utilitarian act of gaining products, but a major 

enjoyment or experience. So retailers need to satisfying customers' needs and wants to 

establish a favorably commercial atmosphere (ibid.). According to Turley and 

Milliman (2000)’s study, good store atmosphere can provide hedonic consumption for 

customers. Hedonic consumption is defined by Hirschman and Holbrook (1982, p. 92) 

as “those facets of consumer behaviour that relate to the multisensory, fantasy and 

emotive aspects of one’s experience with products”. Hedonic consumption, as a 

reflection of shopping’s entertainment and emotional worth; it is differentiated from 

utilitarian consumption.  

Pleasant environment is the main reasons of store patronising (Jin and Kim, 2003). Jin 

and Kim (2003) list the elements, such as layout, interior architecture and decoration, 

lighting, music, aroma and cleanliness. Good stores’ environmental stimuli arouse 

attraction on sonsumers and create moods of consumers that affect purchase 

intentions. Jin and Kim (2003) claim that other studies also showed positive 

interactions by shoppers to the environment, which tend to satisfy their functional 

needs. In the next purchase, consumers often try to form an evaluation of their past 

mall and store experiences on the physical surroundings and services render (Tong et 

al., 2012) Pleasant experiences are posited to hold a greater economic value than what 

goods or services can provide. In the case of a retail environment, the experience 

relates to the service environment (including atmospheric cues) transforming normal 

retailing into “entertailing”, where retailers attempt to provide an experience and 
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increase the length of stay in a store by appealing to the multiple senses of sight, 

sound, smell and touch. 

2.2.7 Price and discount 

Price is an important attribute as it has a direct impact on a company’s profitability 

(Rajneesh et al., 2002). Consumers prefer to use price information to judge the quality 

of a product and determine the monetary sacrifice related to the purchase they have 

made. In particular, as the product information is not absolutely unknown, price is 

used more a perceptive cue to judge the quality of the product, high price is always 

perceived to be high quality (Pechmann and Ratneshwar, 1991).  

The primary function of retail price discount that examined by most researchers and 

retailers is to increase retailer sales and profit (ibid.). A variety of price discount 

presentations are actually effective in promoting sales, when presenting a price 

discount to make a price reduction from high price, the low price can lead to that 

consumers will perceive more valuable about the product offer. The combination of 

promotional activities was the best way to generate both sales and return visits, for 

example having a fashion sale-based promotion coupled with live entertainment 

(Rajneesh et al., 2002). 

 

 

 

 

 

 

 

 



15 

2.3 A developed theory framework  

Theoretical framework is developed here to summarize the theory in this section. 
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3. Methodology 

The reasons why we chose topic and chose ICA as researching objective and related research 

approaches are included in the strategy of research. In terms of data collection, the preparation of 

questionnaire, selection of the respondents, validity and reliability of the data are introduced. 

Lastly, we decide to use weighted mean calculation to deal with our data.  

 

3.1 Strategy of research 

3.1.1. Why this topic? 

The importance of customer satisfaction to the success of consumer goods 

manufacturers and to the success of retailers has been well documented (Mittal and 

Kamakura, 2001; Voss et al., 1998). Customer satisfaction is regarded as a primary 

determining factor of repeat shopping and purchasing behavior. The greater the 

degree to which a consumer experiences satisfaction with a retailer, for instance, the 

greater the probability the consumer will revisit the retailer (Wong and Sohal, 2003). 

According to Assael (1987), satisfaction reinforces positive attitudes toward the brand, 

leading to a greater likelihood that the same brand will be purchased again ... 

dissatisfaction leads to negative brand attitudes and lessens the likelihood of buying 

the same brand again. It is interesting and significant topics that figure out which 

attributes are most important for customer satisfaction.  

3.1.2 Why ICA? 

ICA Sweden is a famous Nordic food retailer which operates in cooperation with 

independent retailers with four store formats: ICA Nära, ICA Supermarket, ICA 

Kvantum and Maxi ICA Hypermarket. There were 1,334 ICA stores in Sweden in 

2011. The net sales for ICA Sweden in year 2011 amounted to SEK 62,500 million, 

up 3.1 percent compared with the previous year. The increase was largely due to 

higher sales to the stores and the addition of more Cura pharmacies.  

ICA Sweden always focuses on how to improve the customer satisfaction. It can be 

reflected in their strategies and events in last year. During 2011 ICA launched its new 
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Grocery Bag concept, the contents of the bags are assembled by ICA’s own chefs, 

who select ingredients and recipes with which customers can easily prepare tasty and 

inspiring meals. “ICA To Go” and Cura pharmacies are still developed in the year 

2011. ICA To Go provides an alternative to fast food restaurants offering meal 

solutions that are easy to bring to work or take home, at the same time ICA also 

launched more pharmacies which is wholly owned by ICA Sweden operate inside 

ICA stores. Meanwhile, the New stores were opened at a fast pace during the year. A 

total of 15 were added, of which three were Maxi ICA Hypermarket. These strategies 

and measures contribute conveniences and satisfactions for customer, and improve 

ICA Sweden’s customer satisfaction as well.  

3.1.3 The research approach 

There are two major ways to collect the data: which are qualitative and quantitative 

research approaches. According to Saunder et al. (2009), the quantitative method 

focuses on the numeric data while the qualitative method emphasizes on the 

conceptualizations.  

A choice of a research approach depends on what is to be researched and what the 

purpose of the research is. It is essential to consider what is to be found out, and then 

decide on the most appropriate method of finding. In this study, as mentioned, impact 

of seven attributes on customer satisfaction is examined. To do this, a quantitative 

approach has been appropriate. The survey will be the main method of data collection.  

The information provided by quantitative methods will be convenient to analyse 

statistically. Quantitative methods are associated with the scientific and experimental 

approach and are criticised for not providing an in depth description .This kind of 

method collects a huge amount of data which is in the form of numbers and statistics. 

And these data can often be generalized to a larger population. Emphasis on 

interpretation is much less pronounced in quantitative research (Bryman, 2008). The 

aim of quantitative method is to classify features, and construct statistical models in 

an attempt to explain what is observed. What quantitative data differs from qualitative 
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data is that quantitative data is numberical. Quantitative data offers the advantages 

that numbers have over words as measures of some quality. Quantification makes 

observations more explicit. It can make it easier to aggregate, compare, and 

summarize data. Moreover, it opens up the possibility of statistical analyses, ranging 

from simple averages to complex formulas and mathematical models (Babbie, 2010).  

3.2 Data Collection 

3.2.1. Preparation of the questionnaire 

Saunder et al. (2009) claim that rating questions have been integrated to measure a 

wide variety of concepts such as customer loyalty, service quality and job satisfaction. 

For each concept, the resultant measure or scale is represented by a scale score 

created by combining the scores for each of the rating questions. Each question is 

often referred to as a scale item.  

In order to gain reliable and valid data, we decide to use a structured questionnaire for 

data collection. When preparing the questionnaire, we have followed the conceptual 

framework in part of theory, and seven attributes influencing customer satisfaction in 

the questionnaire. There is one or more detailed sub-attributes within one attribute, so 

questionnaire is structured by 15 sub-attributes from seven attributes.  

Attributes Sub-attributes 

 Quality  Quality of products 

 Assortment  Wide range of products 

 Fresh food service counter 

 Good own label range 

 Customer attention  Helpful staff 

 Opportunity to meet friends and 

neighbors 

 Additional services  Convenient car parking 

 Fast checkout 

 Longer opening hours 
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 Customer loyalty cards 

 Store location  Location/ easy to go 

 Reliable bus service 

 Store atmosphere  Clean and tidy shop 

 Bright and modern shop 

 Pricing and discounts  Attractive prices 

 

Therefore, the questionnaire was designed structured and close-ended, only allowed 

respondents to rate each factor from one point (poor) to five points (excellent). After 

the respondents finish the questionnaire, we can know how they perceive their 

purchasing in the grocery stores, even without their comment and description. As our 

research objective is to assess the level of customer satisfaction in ICA stores, the 

attributes and sub-attributes in the questionnaire can reflect the degree of customer 

satisfaction. 

3.2.2. Selection of the respondents 

We conduct the questionnaire in three stores formats of ICA in Gävle, Maxi ICA, ICA 

neighborhood stores in Sätra and ICA convenient stores in city central. In each store, 

we chose respondent to do the questionnaire randomly, which made sure that we 

gained the reliable and general data. However, a criterion for choosing respondents 

was also established, that adult man and woman between the ages of 20 to 60 years 

old are chosen, because they frequently visit grocery stores for family consumption. 

They therefore should be important consumer group for grocery stores. Sixty qualified 

respondents are chosen in each store to finish the questionnaires.  

3.2.3 Validity and reliability of the data 

Babbie (2010) define conceptualization as the process through which we specify what 

we mean when we use particular terms in research, which can produces a specific 

agreed-on meaning for a concept for the purposes of research. As conceptualization, it 

is the refinement and specification of abstract concepts, and operation is the 
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development of specific research procedures that will result in empirical observations 

representing those concepts in the real world.  

Bryman (2008) show that measurement is a core step in the quantitative research 

process, which is the procedure linking theoretical categories with empirical research 

and is therefore the means by which such categories are rendered researchable. When 

operationalizing a concept, the use of questionnaires is emphasized as one of the two 

sources of potential data collection instructions. The idea of operationalization entails 

the provision of indicators which can stand for the concept in question (ibid.). And 

there are a number of organizational research using questionnaires entails the 

provision of more than one (often many more than one) indicators. The idea is to add 

up indicators to form a comprehensive score or scale for each respondent, therefore, it 

is possible to offer an index or scale to the underlying concepts (Babbie, 2010).  

In terms of our questionnaire, there are seven attributes (or they are also called 

indicators). This approach of measuring customer satisfaction is one of the most 

intensively used methods, by comprising a series of indicators to which respondents 

indicate the intensity of their agreement; then responses are aggregated for each 

respondent. The respondents can affairm “excellent” to the indicators that contribute 

most to their satisfaction by giving 5 points and affairm “poor” to the indicators that 

contribute least to their satisfaction by giving one point. Apart from two extremes, the 

responses can be scored 4, 3, and 2 respectively. There are also some exclusive 

linkages being between two attributes. For example, some people may be accustomed 

to drive to a store without using the bus service, so his can’t rate the point to attribute 

“liable bus service”. In this situation, we suggest him to rate 3 points, which can 

represent neutral.  

Babbie (2010) claim that reliability is a matter of whether a particular technique, 

applied repeatedly to the same object yields the same result each time. In conventional 

usage, validity refers to the extent to which is empirical measure adequately reflects 
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the real meaning of the concept under consideration. Including face validity, 

criterion-related validity, construct validity and content validity.  

Bryman (2008) argue that reliability is the consistency of a measure, including two 

elements: external and internal reliability, the former one refers to the degree to which 

a measure is consistent over time and latter one refers to the degree of internal 

consistency of a measure. In terms of validity, Bryman (2008) also had detailed 

explaination, face validity is the most basic way of establishing validity to gauge a 

measure; criterion validity is the way connecting the measure with a relevant criterion; 

and construct validity needs a more exacting test. Yin (2003) also argues that four 

tests are used commonly to establish the quality of any empirical social researches 

including construction validity, internal validity, external validity, Reliability.  

Both validity and reliability are important measurements in organization research: 

questionnaire and structured interview. Construction validity is central in the study as 

it measures the internal connection and operationalization of concept of customer 

satisfaction and related attributes. In terms of external validity, it can also be expected 

as the consumption habit of people in Gävle is stable, which is not likely to change 

variably in the near future. Internal validity was not found relevant as there was no 

ambition to establish causal relationships between the attributes. In terms of reliability, 

it is not relevant to the measurement of internal consistency and external reliability 

also doesn’t have any degree of importance.  

Factors affecting validity and reliability of the study 

The domain and necessary factor is the good application of conceptual framework in 

the study. Only the framework are well applied can the validity of the research and 

result be achieved. In order to increase the validity of the study, we have developed an 

appropriate conceptual framework centralized of customer satisfaction, consisting of 

seven attributes, which jointly contribute to customer satisfaction in grocery. Clear 

definition and significance of each attribute is also represented. All of the definitions 

and significance of attributes are developed in strict compliance to the research 
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problem and the purpose which is aimed to be achieved. In collecting data, the 

questionnaire is consisted of 15 sub-attributes from seven attribute categories, which 

strictly reflect the conceptual framework.  

Various measures are chosen to secure the reliability of the research. First, we 

introduce our aim of study, in order to remind respondents to finish the questionnaires 

according to their own condition. Second, the man and woman between 20 and 60 are 

chosen to be the respondents, who are likely to be the housewives or housemen. So 

they frequently visit the grocery stores, their perception can represent the perception 

from the majority of people in Gävle.  

3.2.4 Describing Data: Weighted Mean 

The weighted mean is a special case of the arithmetic mean, which occurs when there 

are several observation of the same value (Lind, et al., 2005). To explain, suppose 10 

respondents rate the sub-attribute “location”, 2 respondents give 3 points, 3 give 4 

points, 5 give 5 points respectively. Now, to find the mean points of sub-attribute 

“location”, we could use the formulation: X = (3+3+4+4+4+5+5+5+5+5)/10. 

Therefore, X = 4.3.  An easier way to find the mean point of each sub-attribute is to 

determine the weighted mean. That is, we multiply each observation by the number of 

times it happens. We will refer to the weighted mean as X = (2*3 + 3*4 + 5*5), so X 

= 4.3. In this case the weighted are frequency counts. Therefore, the weighted mean of 

a set of numbers designated X1 …, X5 with the corresponding weights W1…, W5 is 

computed by: 

X = (W1*X1 + W2*X2 + W3*X3 + W4*X4 + W5*X5) / (W1 + W2 +W3 + W4 + W5) 
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4. Empirical findings 

In this section, we present our finds through a few of figures. Through the numerical 

result of weighted mean, readers have an easy way to get access to our findings. The 

comparison among three store formats and principal attributes and underlying 

sub-attributes have also been presented.  

When comparing three stores with each other, the degree of customer satisfaction in 

Maxi ICA is highest, with that the sum of 15 weighted mean is 60.43 points, there is 

no positively dissatisfied attribute (the attributes gaining the weighted mean lower 

than 3 can be regarded as dissatisfied ones)(Figure.4.1). Maxi ICA is followed by 

Sätra ICA, whose sum is 57.03 points (Figure.4.2). And ICA Nära has the lowest 

degree of customer satisfaction, whose sum is 47.66 points. (Figure.4.3). Five 

sub-attributes, out of 15 ones, are located in the negative area in the case of ICA Nära 

(below 3 points).   
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From an overall perspective, the attributes such as additional service, store location, 

and store environment contribute more to customer satisfaction in all of the three 

stores. In Maxi ICA, sub-attributes such as convenient car parking, longer opening 

hours, location/easy to get to, clean and tidy shop and fast check out registered highest 

weighted mean of 4.67, 4.57, 4.23, 4.20, and 4.17. In Sätra ICA, sub-attributes such as 

location/easy to get to , reliable bus service, convenient car parking, longer opening 

hours gained highest weighted average value of 4.47, 4.23, 4.20, 4.20. All of them 

belong to the attributes "additional service" and "store location". Sub-attribute "clean 

and tidy shop" gains sixth highest weighted average value of 3.97. In ICA Nära, 

sub-attributes such as location/easy to get to, clean and tidy shop and reliable bus 

service get highest weighted mean of 4.53, 4.13 and 4.10 respectively.  

In terms of most dissatisfied sub-attributes, "attractive prices" and "opportunity to 

meet friends and neighbors" are most dynamic (Figure 4.5 & Figure 4.6). In Maxi 

ICA, sub-attribute "opportunity to meet friend and neighbors" gains lowest weighted 

mean of 3.33, and "attractive prices" gains weighted mean of 3.53, which is located in 

13
th

 place among 15 sub-attributes. In Sätra ICA, sub-attributes "attractive prices" and 

"opportunity to meet friends and neighbors" registers last two lowest weighted mean 

of 3.20 and 3.13 respectively, indicating that customers in Sätra ICA are not satisfied 

with both of the prices and opportunity to social communication. In ICA Nära, 
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sub-attribute "attractive prices" are also one of the most dissatisfied ones, with 

weighted mean of 2.70, locating in 13
th

 place among 15 sub-attributes. It is followed 

by "opportunity to meet friends and neighbors", gaining weighted mean of 2.57.  

 

 

When comparing the sub-attributes among the three stores, in the Maxi ICA, 

"convenient car parking" (Figure 4.7 & Figure 4.8) contributes most to the customer 

satisfaction with the weighted mean of 4.67, the number of those who rated 5 points 

registered 76.7 percent of the mentions. The customers in Sätra ICA rating 5 points to 

"convenient car parking" recorded a smaller proportion at 53.3 per cent, the weighted 

mean is 4.20. In ICA Nära, the sub-attribute "convenient car parking" only registered 

2.13 of the weighted mean, only 6.7 percent of the respondents rated 5 points and 
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more than 50 percent rated 2 and 3 points, so it is dissatisfied attribute in ICA Nära. In 

terms of "location", the weighted average value in Maxi ICA is 4.23, 4.53 in ICA 

Nära and 4.47 in Sätra ICA.  

 

 

The sub-attribute "location" rates in the highest place of sub-attribute list in both Sätra 

ICA and ICA Nära, and 3th place in Maxi ICA (Figure 4.9).  
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As far as the sub-attribute "wide range of products" (Figure 4.10 & Figure 4.11), the 

weighted mean decreases from 4.17 of Maxi ICA to 3.43 of Sätra ICA to 2.93 of ICA 

Nära finally. There is dynamic difference on the number of respondents who gave 5 

points to this sub-attribute between Maxi ICA and Sätra ICA and ICA Nära. In Maxi 

ICA, there are 33.3 percent of respondents rating 5 points, only 3.3 percent in ICA 

Nära and 6.7 percent in Sätra ICA.  
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In terms of the sub-attribute "helpful staff" (Figure 4.12 & Figure 4.13), there is also a 

tendency of increasing progressively from Maxi ICA to ICA Nära to Sätra ICA with 

the weighted mean of 4.03 to 4.13 to 4.07. In Maxi ICA, 40 percent of the 

respondents rated 5 points and 10 percent rated 2 points; in Sätra ICA, there is the 

same proportion rating 5 point as that in Maxi ICA, however, only 3.3 percent rated 2 

points; in ICA Nära, 40 percent of respondents rated 5 points and 3.3 percent rated 2 

points.  
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In terms of the sub-attribute “good own label range” (Figure 4.14), Maxi ICA and 

Sätra ICA got approximately equal weight mean which are 3.8 and 3.7. But the 

weight means of this sub-attribute in ICA Nära just 3.27. The Figure 4.15 shows that, 

in Maxi ICA more than half of the respondents rating 4 points. There are 56.7 percent 

respondents rating 3 points in ICA Nära. At same time, the proportion of the 

respondent who has rated 3 and 4 points on Sätra ICA occupied 36.7% respectively.  
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5. Analysis 

Five sub-attributes, such as opportunity to meet friends and neighbors, convenient car parking, 

location, wide range of products and helpful staff are discussed. Among them, opportunity to meet 

friends and location performance are dominant in all of three formats of stores, however, helpful 

staff, convenient car parking and wide range of products perform differently in different formats 

of stores. We will use the theories to explain and support the findings. 

 

5.1 Opportunity to meet friends and neighbors 

Some respondents feel that shopping for food or basic consumption is troublesome, 

but this can be minimized by timing his/her shopping. So some people will combine 

physical exercise or some aspect of pleasure with the shopping trip (Tauber, 1972). 

Thus they may do the shopping trip by foot or go with friends. Shopping is seen as an 

increasingly important way to build a correlation between time spent and with social 

companions, which combines a social experience (ibid.). Some consumers may view 

the shopping experience as a source of enjoyment and a good opportunity for social 

communication outside workplace and household. Therefore, the consumers who hold 

this kind of point of view will try to reduce the inconvenience of shopping by 

pursuing enjoyment of social interaction, even enhancing their interpersonal relations 

by going with friends (Dholakia, 1999).  

However, sub-attribute "opportunity to meet friends and neighbors" contributes little 

to customer satisfaction in all of the three stores. Because of the big size and remote 

location, the consumers in Maxi ICA are from different neighborhoods in Gävle, 

furthermore, the number of people visiting Maxi ICA every day is much larger than 

that in Sätra ICA and ICA Nära, both of which will lessen consumers’ opportunities 

to meet their friends and neighbors. What is more, Maxi ICA is located in Hemlingby 

shopping center, within which there are City Gross, Jula and many other shops. If 

without dating, consumers are hard to meet their friends and neighbors in Maxi ICA.  
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While in Sätra ICA and ICA Nära, the average weighted value of “opportunity to 

meet friends and neighbors” is even lower than that in Maxi ICA (shows in Figure 

5.1), which is very surprising. The consumers in both of the stores are likely to come 

from the same neighborhood, the opportunities to meet friends and neighbors should 

be more than in Maxi ICA. Uusitalo (2001) also claim that small stores appear to have 

potentially attractive features, such as personal contacts, personal customer service 

and interpersonal relations. Therefore, the average weighted value of customer 

attention should be higher in small-size store. The difference between general 

knowledge and our data result may come for two reasons. Firstly, customers in Sätra 

ICA and ICA Nära always buy small purchases without taking too much time, so they 

don’t care about social communication over shopping. Secondly, the opening hour of 

stores is long enough, so customers do not have to get there in the rush hour, which 

will lessen the opportunity to meet friends and neighbors.  
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5.2 Convenient car parking 

Convenience is very important; it is a key benefit for buyers in this fast-paced world. 

Customer satisfaction can be influenced by customer's perception of convenience, 

convenient car parking is one importance aspect (Gonzalez-Benito, 2005). The 

sub-attribute "convenient car parking" contributes most to customer satisfaction in 

Maxi ICA, however, in ICA Nära, it is the least satisfactory factor. Maxi ICA is 

located in Kemlingby shopping center, which is 6 km from city central. E4 high way 

comes through nearby. So most of the customers in Gävle have to travel longer 

distance to Maxi ICA, therefore, using a car for shopping is the best way. The 

consumers shopping in Maxi ICA can expect their shopping task can be accomplished 

and the functional goals can be achieved. As Maxi ICA can offer utilitarian and 

physical facilitates, plenty of car parking space is included. Store size of Maxi ICA in 

terms of floor space is largest in Gävle, the number of items is more than 30,000, and 

therefore, consumers can buy larger purchases and be able to store the product in their 

homes. While distance to the store measured by mode of car transport is most 

convenient, because it is near the entry of E4 express way. Although consumers can 

get to Maxi ICA by No.3 and No.4 bus, the actual journey time will be about half of 

an hour. Therefore, most of consumers got to Maxi ICA by their own cars. Providing 

customers with convenient car parking is extremely important for Maxi ICA, so 76.7 

percent of respondents rate 5 points to sub-attribute "convenient car parking", 

indicating that it make the most important contribution to customer satisfaction in 

Maxi ICA.  

ICA Nära is located in the city centre, on the opposite side of train station. In terms of 

store size, the space is much smaller when comparing with Maxi ICA, and the number 

of items is between 5,000 and 8,000. However, ICA Nära appears to have potentially 

attractive factor other than size, such as personal attention, accurate expectation and 

convenience. Among them, accurate expectation is very important. Why ICA Nära is 

attractive, it is predictable to frequent customers who live in streets nearby. The 

customers know what to expect, what goods are available, where the goods are 
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located, and what the price level is. Shopping here is efficient, quick, and without too 

many problems. So most of the customers in ICA Nära are those who live or work in 

the streets nearby, they prefer to walk to the store, but not by vehicles. Another part of 

customers were rush for the train, because ICA Nära is on the opposite side of train 

station, many passengers went into the store and picked something up for 

consumption during the train journey. So the purchases in ICA Nära are small, and 

mode of vehicle transport is chosen rarely. So car parking contributes least to 

customer satisfaction.  

Sätra ICA is a medium store between Maxi ICA and ICA Nära, with number of items 

of between 10,000 and 30,000. The targeted customers are those who live in Sätra 

neighborhood which is one of the largest communities in Gävle. So customers in Sätra 

can get to Sätra ICA by different ways, and it includes car, walk and No.2 and No.10 

bus. So the weighted average value of "convenient car parking" in Sätra ICA is 4.20, 

higher than 2.13 in ICA Nära and lower than 4.67 in Maxi ICA.  

5.3 Location 

Location of Maxi ICA is far away from city center, it is not convenient for walking or 

bus transport. Using a car is the best way to go shopping in Maxi ICA, because of it is 

near the entry of E4 high way and regional high way 76. Although the car owners 

have to travel longer distance to get to Maxi ICA, the high way can reduce the actual 

journey time. Because of the remote location of Maxi ICA, Maxi ICA can provide 

customers with plenty car parking space. Therefore, whenever customers come, they 

can find the space to park their cars, which can reduce their effort for shopping in 

Maxi ICA. As the travel time and effort reduce, thus the transaction cost reduce, 

customers’ perception increases eventually (Handy, 1992). In Maxi ICA, “store 

location” is registered 4.23 of weighted average value, only being behind of 

“convenient car parking” and “longer opening hours”. 

The transaction costs associated with the purchase can be reduced by the location 

nearer a customer's place, such as transportation, time and locating the establishment 
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(Hsu et al., 2010). The perception of service convenience will be affected by 

customer's perception of the time and effort required to finish a shopping task, so 

retailer should located their facilities in a way that they can positively influence a 

maximum range of potential customer perceptions regarding time and effort. (ibid.). 

Sätra ICA and ICA Nära are located near the targeted customers’ places, which can 

reduce the transaction costs associated with the purchases. Customers who live in 

Sätra or city center can walk or ride to Sätra ICA or ICA Nära, or some people drive 

to the stores, the journey time becomes little. As the perception of customers in Sätra 

or city center on the time and effort required to finish a shopping task improves, their 

perception of service convenience improve as well. Accessibility of Sätra ICA to 

customers in Sätra and of ICA Nära to those in city center make largest contribution 

to the sub-attribute “location/easy to get to”, which is registered 4.47 and 4.53 of 

weighted average value, ranking in the first place among 15 sub-attributes in two 

stores separately.  

5.4 Wide range of products 

According to the research results and conversation with respondents, the wide range 

of products is a very significant aspect which will affect them to choose which store 

they will go (Broniarczyk & Hoyer, 2005). Generally, wide range of products is 

related to the size of grocery store (Dellaert et al., 1998). Like the ICA official 

website shows, the number of items in Maxi ICA is from 30000 to 45000, and in ICA 

Kvantum the number is 10000 to 30000, but in ICA Nära it is just 5000 to 8000 (ICA 

official website, 2012). Extensive product range may easier to satisfy customers’ need. 

This fact was justified by our research, like the figure 5.1 and table 5.2 shows, wide 

range of products in Maxi ICA ranked in the sixth place in all sub-attributes. This 

ranking is much higher than the ranking of wide range of products in other two stores 

(13
th

 in Sätra ICA and 12
th

 in ICA Nära). And the score of this sub-attribute are 4.17, 

3.43 and 2.93 in Maxi ICA, Sätra ICA and ICA Nära respectively.  

Customers can find and buy everything they want in the store which has high level 

diversity of products, such as Maxi ICA, there are fresh food, toys, Asian food area 
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and so on. And the customers are not only Swedish, but also Chinese, Thai, Indian; 

they came to Maxi ICA because the wide range of products can satisfy their different 

needs. In addition, through talking with customers, we understand many of them did 

not live near the store, the extensive product range also is the main reason they come 

here for shopping. However, some respondents pointed out the disadvantage of wide 

range of products. Like a respondent said: 

Shopping in large grocery store may spend too much time. Sometime, is hard to find some 

goods which I want. 

Table 5.2 

 Maxi ICA  Sätra ICA  ICA Nära  

1 Convenient car parking 4.67  Location/easy to get to 4.47  Location/easy to get to 4.53  

2 Longer opening hours 4.57  Reliable bus service 4.23  Clean and tidy shop 4.13  

3 Location/easy to get to 4.23  Convenient car parking 4.20  Reliable bus service 4.10  

4 Clean and tidy shop 4.20  Longer opening hours 4.20  Helpful staff 4.07  

5 Fast checkouts 4.17  Helpful staff 4.13  Quality of products 3.73  

6 Wide range of products 4.17  Clean and tidy shop 3.97  Customer loyalty cards 3.63  

7 Fresh food service counter 4.13  Quality of products 3.80  Longer opening hours 3.63  

8 Bright and modern shop 4.13  Fresh food service counter 3.70  Good own label range 3.27  

9 Customer loyalty cards 4.07  Good own label range 3.70  Bright and modern shop 3.27  

10 Quality of products 4.03  Customer loyalty cards 3.67  Fast checkouts 3.27  

11 Helpful staff 4.03  Fast checkouts 3.60  Fresh food service counter 2.97  

12 Good own label range 3.80  Bright and modern shop 3.60  Wide range of products 2.93  

13 Attractive prices 3.53  Wide range of products 3.43  Attractive prices 2.70  

14 Reliable bus service 3.37  Attractive prices 3.20  Opportunity to meet friends 2.57  

15 Opportunity to meet friends 3.33  Opportunity to meet friends 3.13  Convenient car parking 2.13  
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Indeed, large numbers of products make customer feel dazzling easier. They need to 

spend more time to find the target goods. On the contrary, in ICA Nära, the small size 

store, customer does not need to spend much time to find and buy their target product 

since there are little or no interference from other goods.  

On the other hand, these three kinds of grocery store have different market positioning 

(Broniarczyk & Hoyer, 2005). The target customer of Maxi ICA is all inhabitants of 

Gävle, it provides widest variety of foods and non-foods with extended store hours 

and convenient for drivers and there are only one Maxi ICA in Gävle. Sätra ICA (ICA 

Kvantum) focuses on offering a variety of fresh foods, alternatives for allergy 

sufferers, healthy and organic choices, and local products for customers who live in 

community such as Sätra. And the positioning of ICA Nära is small but convenient 

stores with good service, a narrow product range and quality fresh foods. (ICA 

official website, 2012) Therefore, although customer holds different satisfaction level 

about this sub-attribute of Sätra ICA, ICA Nära and Maxi ICA, it doesn’t mean that 

customers feel different affection to them. They can choose which store they would 

like to according to their needs, regardless of there are a wide range of products or 

not.  

5.5 Helpful staff 

Service encounter is a dyadic interaction between the customer and service provider, 

which is extremely important to service quality. As service quality represents a 

customer's assessment of the overall level of service. The role of the staffs is a starting 

point of expanding service evaluation model (Brady and Cronin, 2001). Helpful staffs 

play a vital role definitely and it is able to determine whether customer satisfaction is 

high or low, for instance, in these three stores the score is almost same which around 

4. However, the practical results are extremely different when ranking helpful staffs in 

each store, the ranking in Maxi ICA is 11
th

, in Sätra ICA is 5
th

, and 4
th

 in ICA Nära 

(shows in table 5.2). This fact indicates customers in the three stores received similar 

high quality of services when they found staffs to ask some questions or solve 

problems. 
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But compared with other sub-attributes in each store, the help from staffs is better or 

worse than other aspects. A previous study shows that one possible strength of the 

small store is personal customer service; small stores can provide more opportunity 

for personal conversations and interpersonal relations (Uusitalo, 2001). According to 

respondents’ opinion, customers in small store may easy to find staffs and get 

personal services, but in big stores customers feel difficult to find staffs. The 

perception did not indicate directly in the data form; however it is still a significant 

factor which is able to affect satisfaction in sub-attribute helpful staff.  

5.6 Attractive Price 

Price is an important attribute for both company and its consumers, as price is directly 

related to company’s profitability (Rajneesh et al., 2002), and is also used by 

consumers to evaluate the quality of product and determine the monetary sacrifice 

related to the purchase they have made (Pechmann and Ratneshwar, 1991). However, 

respondents don’t feel well to the price of ICA products. The sub-attribute “attractive 

price” gains only 3.53 weighted mean in Maxi ICA, 3.43 in Sätra ICA and 2.70 in 

ICA Nära respectively. Therefore, “attractive price” is one of the most 3 dissatisfied 

sub-attributes in three formats of stores. Why consumers feel badly to the price of 

ICA products. There are two reasons: first, the price of ICA products is higher than 

that of its competitors, Coop and Willy:s; second, the discount do not perform well to 

increase customers’ satisfaction. A price discount is often used to make a price 

reduction from high price, the low price can lead to that consumers will perceive more 

valuable about the product offer (Rajneesh et al., 2002). Although ICA often makes 

discount promotion in its stores, the price reduction range is not high, and it is only 

used for vegetables and meats. The small price reduction and limited food category 

discount do not make customers perceive more valuable about ICA product offer. 

Therefore customers rate low points toward this sub-attribute.  

However, low price perception does not prevent customers from shopping in ICA and 

ICA from performing well. First, Pechmann and Ratneshwar (1991) also argue that 

price is used more a perceptive cue to judge the quality of the product, particularly the 
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product information is not absolutely unknown. ICA is one of biggest food retailers in 

Sweden, so customers know much about ICA. Moreover, customers are confident to 

ICA products, from table 5.2, sub-attribute “quality of product” is in 10th place of 

sub-attribute rating list in Maxi ICA, seventh place in Sätra ICA and fifth place in 

ICA Nära. Second, customers pay more attention to attributes, such as additional 

service, store location and store atmosphere over price. Customers would be likely to 

a store with a convenient location, clean and tidy atmosphere and longer opening 

hours and so on. The intangible value, brought by convenience and enjoyment in 

shopping, can offset the monetary sacrifice which is caused by a bit higher price.  

5.7 Own Label Products 

Own label products can provide retailers with control and high margins, therefore, 

retailers increasingly attempt to develop their own label products (Terpstra and 

Sarathy, 1994). From ICA annual report, sales of ICA own label products rose by a 

total of 19.2 percent during 2011. Fairly extensive price cuts on portions of the 

product range is the major reason driving ICA to increase own label products 

significantly (ICA Group, 2012). Own labels can help retailers to control the channel 

and reducing the dependence of the store on national brands. The benefits includes 

gaining control over shelf space, introducing lower prices to consumers by controlling 

the costs, have bargaining power with manufacturers, and so on (Quelch and Harding, 

1996). In order to reap those benefits, ICA own label products now span from ICA 

Selection, which was reintroduced during 2011, to ICA Basic, which was the result of 

a major reassessment of the discount segment and discontinuation of the Euroshopper 

brand. The product range was expanded through the additional of 270 new food 

products alone in 2011 (ICA Group, 2012). 

Although own label products are important and attractive to ICA, customers don't feel 

much affection for them as expected. In Maxi ICA, sub-attribute "good own label 

range" only gains 3.80 weighted mean, with 10
th

 place; and it also gains only 3.70 and 

3.27 in Sätra ICA and ICA Nära, with place of 9
th

 and 8
th

 respectively. Why "good 

own label range" is rated so low, it may due to two reasons: firstly, low price of own 
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label products is not attractive to customers. Customers usually find that own label 

products are not inexpensive, easy to find and with low risk (Quelch and Harding, 

1996). Although ICA own label products are lower price than other brands', 

customers are not sensitive to price that have been showed before, so low price is not 

attractive; second, comparing with rating of "good own label range", the rating of 

"quality of products" are higher in three stores. Sub-attribute "quality of products" 

gains 4.03, 3.80, and 3.73 in Maxi ICA, Sätra ICA and ICA Nära respectively, all of 

which are  higher than "good won label range" respectively (Table 5.2). From the 

comparison, we can know that the quality of own label products is lower than other 

brands'. Therefore, to not-price-sensitive customers, they prefer expensive but 

high-quality products to cheap but low-quality ones.  

5.8 Summary 

In this section, seven sub-attributes are analyzed. "Opportunity to meet friends and 

neighbors" contributes little to customer satisfaction in three stores, as remote location 

will affect this sub-attribute in Maxi ICA, and small purchases and long opening 

hours affect that in Sätra ICA and ICA Nära. "Convenient car parking" contributes 

much to Maxi ICA and ICA Nära, but little to ICA Nära, as the store size and location 

of both Maxi ICA and Sätra ICA determine that both of the them need to provide 

convenient car parking space, while ICA Nära is targeted at small-purchasing 

shoppers in city center, car parking space is not necessary. "Location" is one of the 

most satisfied sub-attributes in all of the three stores; excellent location can help ICA 

reach maximum range of customers with different needs. "Wide range of products" 

performs differently in the three stores, as number of items diminishes from Maxi 

ICA to Sätra ICA to ICA Nära. The satisfaction degree of “helpful staff” increases 

from Maxi ICA to Sätra ICA to ICA Nära, because smaller store can offer more 

personal services. "Attractive price" is one of the most dissatisfied sub-attributes in 

three stores; however, convenience and enjoyment can offset the negative effect of 

higher price. "Good own label range" contributes little to customer satisfaction, as the 

quality of own label product is low.  
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6. Conclusions: 

6.1 Conclusions 

With different market position, these three formats of ICA stores focus on different 

target customers and needs. The study of store attributes and underlying sub-attributes 

that enable retailers to differentiate themselves from others and achieve a strong 

competitive position in the industry offers an important contribution to marketing 

literature. ICA Nära, Sätra ICA, Maxi ICA have different performance concerning 

each attribute, to meet different customers’ needs. Meanwhile, customers also can 

choose which store they want to go according to the features of each store. Therefore, 

this study recognized the influence of customer satisfaction, grocer retailers’ ability to 

differentiate themselves from competitors and thereby obtain a stronger position in 

the minds of consumers, which in turn supports firm survival and repeat-purchase 

activity. We have gathered the data about how respondents perceive the seven 

attributes in each kind store through the survey. These data provided specific 

information and perspective to us and help us to analyze which attributes confer 

greatest influence to the achievement of maximum degree of customer satisfaction.   

In this study, respondents were satisfied with the additional services and store location 

of these three kinds of stores. They generally perceived ICA has done better in this 

two attributes. Good additional service can improve customer satisfaction while 

customers’ basic need have been met. And location is a very important reason causing 

customer repeatly purchase. Satisfactory location made consumer shopping frequently. 

In addition, customers did not think that commodity of ICA had attractive prices, the 

quality of own label product is not high enough. But this dissatisfaction can be made 

up by the store’s location, services and wide range of products. Despite these seven 

attributes got different ranking in each store but customer can recognize what are the 

advantages and disadvantages of stores, and determine which store they want to 

shopping depend on their personal needs. At same time, several disadvantages may 

make up by obvious strengths of store. On the whole, local people are satisfied with 
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this three different format ICA stores, meanwhile, well customer satisfaction 

enhanced the competitiveness of ICA in Gävle.  

6.2 Comments 

At the end of the thesis, we would like to give three implications. Firstly, e-grocer 

should be considered by the retailers in Gävle. From the introduction, we can see that, 

the trend of grocery industry has been changed from that retailers shaped customer's 

shopping habit to listening to customers. Therefore, the grocery industry will go into a 

new trend in the future. With the rapid spread of Internet technology, e-grocer gains 

more and more attention. In USA, e-grocer, is considered as a potentially powerful 

field, has reaped increasing market shares from traditional retailing industry 

(Buy4now Ltd, 2006). From our research, customers in Gävle concern about 

convenience and service more than price. The attributes of additional service and 

location satisfied customers a lot, however, most of the customers think that price of 

ICA products is high, but they still are loyal to ICA. Therefore, it can be concluded 

that customers in Gävle chose convenience and service over price. The biggest 

advantage of e-grocer is offering maximum convenience to customers. The retailers 

who have e-grocer business can gain more competitiveness in the future.  

Secondly, rapidly-expanding Internet technology also booms the development of 

cyber social network. Facebook's success has demonstrated the power of social 

networking, and Facebook is seen as a very important way for advertising, and ICA is 

doing so. However, building a own social networking stage is feasible for the grocery 

retailers after the establishment of e-grocer. The social networking stage can be a 

auxiliary function for the e-grocer operation. In the social network stage, retailer can 

interact with customers, on the other hand, customers also can interact with his friends, 

neighbors and even unknown customers. Through communicating with friends, 

neighbors and other customers, customers' complaints that they rarely have the 

opportunity to meet their friends and neighbors can be relieved.  
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Thirdly, ICA must try best to make their price more competitive and enhance the 

quality of own label products in the near term. From our research, "attractive price" 

and "good own label range" contribute little to customer satisfaction, therefore, if ICA 

want to keep its competitiveness, the problems should be addressed.  

6.3 Suggestions for Future Research  

For the future research, there are four suggestions. Firstly, the study of this thesis was 

conducted in Gävle, which is a small city located in middle region of Sweden with 90 

thousand of population. In the future study, it is advisable to conduct the study in 

Stockholm, Malmo, or other cities. As Stockholm is the biggest city in Sweden with 

over one million population, and Malmo is located in furthest south region of Sweden. 

Therefore, conducting research in the Stockholm or Malmo can differentiate in Gävle 

in terms of different size of city and geographic context. Secondly, Maxi ICA, ICA 

Kvantum and ICA Nära are the store formats belonging to ICA Group. In this study, 

the comparison among ICA and its major competitor, such as Willy:s and Coop, are 

not within research. Therefore, conducting researches on the comparison among ICA 

and its competitors is advisable. Thirdly, Uutitalo (2001) argued that small stores 

always have better personal contacts, better personal customer service and other 

attractive customer attention features. However, our research does not support 

Uutialo’s finding. Therefore, the researchers in the future also can examine the gap 

between our result and Uutialo’s. Lastly, the suggestions to ICA that bring 

e-commerce element to its tradition business operation can arouse readers' interest to 

explore related topic. The rapidly-expanding e-commerce has been posed great 

challenges and opportunities to many traditional industries. Therefore, in the future 

research, it is worthy to concern about the relationship between e-commerce and 

traditional retailing industry.  
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8. Appendix 

 

Research instrument 

We are currently doing research on impacts of customer satisfaction of grocery stores. 

You are kindly requested to take some time and answer these questions to help us get 

data for our research. Your responses will be kept highly confidential.  

Thanks for your time. 

Section A 

Your age  □19-29   □30-39   □40-49   □50-59   □older than 60 

Gender  □Male   □Female 

How often do you visit this 

supermarket 

 □twice per week □once per week □once per two weeks □once per month 

 

Section B 

Please rate how you perceive the attributes in this store. 

Quality:                          1     2     3    4    5 

Quality of products        poor   □       □      □      □     □    excellent  

Assortment: 

Wide range of products        poor   □       □      □      □     □    excellent 

Fresh food service counter        poor   □       □      □      □     □    excellent 
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Good own label range        poor   □       □      □      □     □    excellent 

Customer attention: 

Helpful staff        poor   □       □      □      □     □    excellent 

Opportunity to meet 

friends/neighbors 

       poor   □       □      □      □     □    excellent 

Additional services: 

Convenient car parking         poor   □       □      □      □     □    excellent 

Fast checkouts         poor   □       □      □      □     □    excellent 

Longer opening hours         poor   □       □      □      □     □    excellent 

Customer loyalty cards poor   □       □      □      □     □    excellent 

Store location: 

Location/easy to get to         poor   □       □      □      □     □    excellent 

Reliable bus service         poor   □       □      □      □     □    excellent 

Store atmosphere: 

Clean and tidy shop         poor   □       □      □      □     □    excellent 

Bright and modern shop         poor   □       □      □      □     □    excellent 

Pricing and discounts: 

Attractive prices         poor   □       □      □      □     □    excellent 


