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Chapter I 

INTRODUCTION 

Previous literature on consumer satisfaction has almost 

exclusively been concerned with evaluative responses to the 

usage and consumption of products and services (Bearden and 

Teel, 1983; Wall, et al., 1977; Cardozo, 1965). Very limited 

effort has been devoted to the study of satisfaction and 

dissatisfaction with other aspects of the marketing system, 

notably retailing establishments (Cary and Zylla, 1981; 

Westbrook, 1981; Swan, 1977). The scant attention which 

store satisfaction studies received is particularly surpris-

ing for two reasons. First, the conceptual domain of con-

sumer satisfaction is not limited to product usage experi-

ences. Second, retailers require knowledge not only of 

consumer satisfaction and dissatisfaction with the products 

their outlets offer, but also with other facets of shopping, 

buying, and interacting with the outlet itself (Westbrook, 

1981). 

Some of the nonproduct satisfactions offered by retail 

outlets may be as significant as, if not even more signifi-

cant than, product-related satisfactions in determining 

customer patronage (Tauber, 1972). People's motives for 

shopping are a function of many variables, some of which are 

1 
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unrelated to the actual buying of products. Thus, a person 

may shop for many reasons other than the need for products 

or services. In this connection, people involved in retail-

ing must understand the attributes or store features that 

are most critical in their effect on patronage patterns. 

These are the characteristics around which a sound marketing 

strategy must be developed (Bearden, 1977). 

The extent to which competing retailers are able to main-

tain their market positions depends upon several factors 

One of these is the degree to which retai 1 management can 

creatively adapt their operations to changing consumer atti-

tudes toward patronage shopping patterns. Retail and other 

consumer service institutions are continually compelled to 

make decisions directed toward meeting the varying demands 

of prospective customers. The more nearly a store's product 

and service offerings meet customers expectations, or the 

more the store image is most congruent to the customer 

self-image, the more likely the store will induce customers 

to become regular patrons (Bearden, 1977; Martineau, 1958). 

Store image is made up of many different things, some 

tangible, some intangible, some significant, some insignifi-

cant (May, 1973). This is the store personality which is 

defined in the shopper's mind, partly by its functional 

qualities and partly by an aura of psychological attributes 
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(Martineau, 1958). However, a knowledge of overall store 

image does not necessarily reveal consumer evaluations of 

specific store attributes (Bearden, 1977). It is essential 

to establish which attributes are important in the selection 

of a store and which give the .most satisfaction to the cus-

tomers. A customer may be dissatisfied with an attribute at 

a particular store but continue to shop in that store be-

cause that attribute is not important (Cary and Zylla, 

1981). All in all, there appears to be a gap in the litera-

ture regarding customer satisfaction based on the store's 

specific attributes. 

BACKGROUND FOR FACTORY OUTLETS 

Basically, factory outlets are places where the consumer 

can buy directly from the manufacturer at prices lower than 

retail. The lower prices are due to low rent overhead, low 

distribution costs, minimal shipping or delivery costs (for 

a multiplant system), cash only policy, and minimal decorat-

ing or service costs. Many manufacturers overproduce orders 

to insure that their major customers receive only top quali-

ty goods. At times, however, a customer will refuse deliv-

ery of a shipment because it is late or because it does not 

meet his specifications ( Bird, 1982). Moreover, the big 

spur from the manufacturer's standpoint is that each season, 
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from five to ten percent of its output will not sell through 

regular channels of distribution. On top of these, because 

of quality control, seconds and irregulars are added to the 

manufacturer's growing inventories. In these instances, 

with inventories he could not sell to his customers, he may 

open his own factory outlet which is generally located right 

at the factory or warehouse. Thus, closeouts, discontinued 

items, rejects, overcuts, and other surplus merchandise are 

made available for sale to the public in the factory outlet 

(Bird, 1982; Peterson, 1983). 

The earlier outlet store was operated in an unused room 

or in a corner of a manufacturer's plant. This has changed 

radically. Factory outlets are becoming anchor stores in 

business centers and there is a rising incidence of factory 

outlet centers with 10 to 20 units in operation (Barmash, 

1982). Factory outlet shopping centers present the retail 

industry with not only an opportunity to continue growing, 

but also with a chance to change some of its aspects such 

as, management and marketing techniques, aesthetics, and 

store amenities (Peterson, 1983). 

The factory outlet is a vibrant part of the larger off-

price branded apparel movement in the retailing industry. 

It is growing and this could be attributed to the change in 

the nature and quality of the interactions between marketing 
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management and consumers as a result of the major changes in 

the economic environment (Hinerfeld, 1982; Rudnitsky, 1982; 

Shama, 1978). 

Shama (1978) pointed out that changes in the economic en-

vironment such as shortages, inflation, recession, and vari-

ous types of stagflation affect both marketing management 

and consumers. As a result of such influences, marketing 

management develops new strategies and tactics to cope with 

the new economic climate, so do consumers. The net result 

of such adjustments is a net change in the relationships 

between them in terms of prices, products, product assort-

ment, credit conditions, promotional appeals, and places of 

selling and purchasing. For one, there has been an increas-

ing number of manufacturer-owned outlets as retailers and 

manufacturers attempt to spread inventory costs and gain 

greater control in product marketing (McKenna, 1983). 

While stagflation affects most consumers negatively, its 

drastic psychological impact on the middle class consumer 

triggered down-scaling and voluntary simplicity pehaviors 

(Shama, 1981). Although consumers have steadily become more 

sophisticated in their demand for quality merchandise, in-

flation and rising prices will also motivate them to seek 

less expensive merchandise (Discount Merchandiser, 1982 and 

1983b). A recent research report presented at an off-price 
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retailing conference, revealed that the average off-price 

customer is 34 years of age, with an annual household income 

of $36,000. Two-thirds of the sample were working women and 

spending over $1,200 a year for work and lei sure clothing 

(Discount Merchandiser, 1983a). 

Rudnitsky and Gissen (1982) stated that although off-

price retailers account for a mere six percent of the total 

apparel and shoe markets, the business has more than doubled 

in five years and is expected to double again over the next 

five years. This trend is expected to continue because shop-

pers are after lower prices, manufacturers are in urgent 

need of an additional distribution channel to take up the 

slack in erratic sales, and the apparel industry is always 

overproducing (McQuade, 1982). 

However, in spite of the inroads of the factory outlets 

in the retailing area, there still exist some doubts as to 

the viability of their operations because some of them are 

not strategically located, are not professionally run, and 

are not aimed primarily at satisfying customer needs (Bar-

mash, 1982). There are also questions as to how these stores 

should be run. The literature gap discussed earlier, in the 

case of factory outlet stores, becomes even more acute. It 

appears that how factory outlets are managed in regard to 

customer satisfaction and related specific store attributes 

is not very well known. 
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It was the intent of this study to fill some of the gaps 

given above by evaluating the performance of selected facto-

ry outlet stores. More specifically, to determine the ex-

tent to which factory outlets have been fulfilling the needs 

and wants of customers thereby giving them satisfaction was 

investigated. This was done by measuring customers' percep-

tions of store attributes and the importance they attached 

to these attributes. It is hoped that the findings of the 

study will provide directions, in the future, to the manage-

ment of apparel factory outlet stores in terms of planning 

and decision- making. 



Chapter II 

REVIEW OF LITERATURE 

To develop a construct of customer satisfaction as it re-

lates to an apparel factory outlet store in terms of custom-

er perception of and importance attached to store attri-

butes, several areas of concern were deemed appropriate for 

the review of literature. The areas are: conceptualization 

of consumer satisfaction, measurement of consumer satisfac-

tion, retail store satisfaction, product satisfaction, store 

image, and demographics and life style of customers. These 

areas were chosen for several reasons: 1) to be able to 

draw from the various consumer behavior theories a theoreti-

cal framework relevant to customer satisfaction with apparel 

factory outlets and be able to develop and operationalize a 

construct of consumer satisfaction and its domain of varia-

bles based on the framework drawn, 2) to generate the appro-

priate dimensions or components of the consumer satisfaction 

domain, 3) to determine the most applicable measuring in-

struments that would generate the needed data, and 4) to 

pinpoint customer characteristics that are related to ove-

rall level of satisfaction. 

8 
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CONCEPTUALIZATION OF CONSUMER SATISFACTION 

Consumer psychologists and marketing researchers have ap-

plied some of the theories of consumer behavior to product 

evaluation and the assessment of satisfaction in the consum-

er decision context (Day, 1977). Among the explanatory con-

cepts are perception, attitude, belief, intention, and sa-

tisfaction (Bearden and Teel, 1983; Ajzen and Fishbein, 

1980; Block and Richins, 1983). 

An approach which seems to provide a theoretical link 

between evaluative criteria and the concept of attitude was 

the use of the expectancy-value model which states that a 

person's attitude toward an object is a function of his sa-

lient beliefs that the object has certain attributes and of 

his evaluation of these attributes. Fishbein's attitude 

theory equation explains this as follows (Ajzen and (ish-

bein, 1975): 

n 
A = 1: b. e. 

0 i=l 1 1 

Where: 

A= the attitude toward some object o 

o = an object 

b is the belief about o 

(the subjective probability that o is 

related to attribute i) 

e = the evaluation of attribute i 
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i = attribute 

n number of beliefs 

The description of this relationship is that: 1) an indivi-

dual holds many beliefs about a given object, i.e., the ob-

ject may be seen as related to various attributes, such as 

other objects, characteristics, goals, 2) associated with 

each of the attributes is an evaluative response, i.e., an 

attitude, 3) through conditioning, the evaluative responses 

are associated.with the attitud~ object, 4) the conditioned 

evaluative responses are summated, and thus, 5) on future 

occasions the attitude object will elicit this summated 

evaluative response, i.e.,the overall attitude. 

Rosenberg (1956) could be considered to be the first to 

introduce the expectancy-value model. His theoretical view 

is that when a person has a relatively stable tendency to 

respond to a given object with either positive or negative 

affect, such a tendency is accompanied by a cognitive struc-

ture made up of beliefs about the potentialities of that ob-

ject for attaining or blocking the realization of valued 

states. The sign (positive or negative) and extremity of 

the affect felt toward the object are correlated with the 

content of its associated cognitive structure. Thus, strong 

and stable positive affect toward a given object should be 

associated with beliefs to the effect that the attitude ob-
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ject tends to facilitate the attainment of a number of im-

port ant values, and vice-versa. Algebraically, the model 

could be expressed using the following equation: 

n 
A f(}: I. P.) 

1.=l 1 1 

Where: 

A= attitude toward an object 

I= importance of each value associated 

with the object 

P potency of the object for realizing 

the value 

i each value associated with the object 

The relationship means that the sign and degree of an ove-

rall attitude toward an object is a function of the sum of 

the products of the importance (I) of each value associated 

with the object times the potency (P)' of the object for re-

alizing the value. 

Theorists like Helson (1964) and Howard and Sheth (1969) 

explained consumer behavior on the basis of attitude and sa-

tisfaction, and evaluative response to stimuli in relation 

to an adapted standard, re spec ti vely. Several market re-

searchers have attempted to extend these theories to relate 

more specifically to consumer satisfaction with products or 

to retail establishments. 
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Helson's (1964) adaptation-level theory underlies the 

process of consumer response to purchase outcomes. This 

theory describes the process by which individuals judge new 

stimuli when a baseline for judgment has been previously es-

tablished. This theory helps to explain seemingly counter-

intuitive consumer response to purchase outcomes. His theo-

ry posits that one perceives stimuli only in relation to an 

adapted standard. The standard is a function of perceptions 

of the stimulus itself, the context, and psychological and 

physiological characteristics of the organism. Once creat-

ed, the "adaptation level" serves to sustain subsequent 

evaluations in that positive and negative deviations will 

remain in the general vicinity of one's original position. 

Only large impacts on the adaptation level will change the 

final tone of the subject's evaluation. Oliver (1981) stated 

that the role played by adaptation-level phenomena in satis-

faction processes can be described in terms of the basic 

determinants of consumer satisfaction, namely, the prepur-

chase expectation level and the degree to which the product 

or service performance deviates from that level. In examin-

ing the antecedents and consequences of consumer satisfac-

tion, Bearden and Teel ( 1983) found support for previous 

findings that expectation and disconfirmation are plausible 

determinants of satisfaction. 
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Howard and Sheth (1969) expounded the general theory of 

buyer behavior of which attitude and satisfaction are two of 

its major components. Attitude involves an expectation or 

anticipation of satisfaction from buying a given brand. 

Purchase can indirectly affect attitude through satisfac-

tion. A number of elements determine the amount of the ef-

feet of satisfaction on attitude: its intensity, the rela-

tion between anticipated and actual satisfaction, its 

certainty, its latency, and its periodicity. Satisfaction, 

on the other hand, refers to the degree of congruence bet-

ween the actual consequences from purchase and consumption 

of a brand and what was expected from it by the buyer at the 

time of purchase. It also includes nonevaluative other ex-

periences from purchase of the brand. If the actual out-

comes are adjudged by the buyer to be at least equal to 

those expected, the buyer will feel satisfied, that is, ac-

tual consequences are greater than or equal to expected 

consequences. If, on the other hand, he adjudged the actual 

outcomes to be less than what he expected, the buyer will 

feel dissatisfied, that is, actual consequences are less 

than expected consequences. 

Swan (1977), using an extension of the Howard-Sheth model 

of buyer behavior, found that satisfaction was positively 

related to the fulfillment of expectations, the shopper's 
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confidence in his initial expectations, the level of initial 

expectations, and the purchase of an item during the shop-

ping trip. Customers that had purchased an item during the 

shopping trip were more satisfied than customers that had 

not made a purchase. Since one major objective of shopping 

is to buy items, the results are understandable on a reward 

or reinforcement argument. The purchase of an i tern would 

tend to reinforce the act of shopping. Woodruff, et al. 

(1983) used a model which extends the confirmation/ discon-

firmation paradigm by offering an expanded view of how prior 

experience influences confirmation/disconfirmation. It also 

reconceptualizes the linkage between the cognitive process 

and emotion. Experiences beyond those with the focal brand 

raise the possibility that different kinds of standards can 

be used to evaluate performance. The model also posits that 

brand attitude is influenced directly by prior experience 

through the mediating variables of brand expectations and 

performance norms. 

Even though the concept of consumer satisfaction can be 

found in almost all major statements on the market economy, 

there have been few, if any attempts to give it operational 

content. Some people interpreted it in terms of psychologi-

cal models, e.g., by a cognitive model or by an affective 

model, or even in terms of social-psychological models which 
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describe the effect that communications have on the percep-

tions and attitudes of individuals and groups. Moreover, 

the very notion of consumer satisfaction can be seen at the 

individual level as it pertains to particular consumers, or 

else, at the level of the total economy, if not society. 

Thus, a wide range of possible perspectives can be sketched 

out which can all be applied to giving operational content 

to the concept of consumer satisfaction (Pfaff, 1977) 

The consumer level of concern with satisfaction is rele-

vant because people in their roles as consumers are cons-

tantly evaluating (consciously or unconsciously) the satis-

faction derived and its contribution to their life 

satisfaction. The concerns and questions about consumer sa-

tisfaction at the level of the individual consumer appear to 

be of three kinds: 1) those dealing with the product/service 

itself, 2) those related to consumers' own consumption be-

havior, and 3) those concerned with the relationship between 

the consumer and the system (Czepiel and Rosenberg, 1977). 

Day ( 1977) saw two more or less distinct approaches to 

the conceptualization and measurement of consumer satisfac-

tion in the consumer behavior literature. One approach re-

lates the individual's overall level of satisfaction or dis-

satisfaction to the extent to which he feels that his prior 

expectations·of product performance have been confirmed or 
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disconfirmed in the consumption process. An alternative ap-

proach relates the level of satisfaction or dissatisfaction 

to the psychological distance between the product and the 

individual's ideal product in a multidimensional space in 

which each dimension represents a product attribute. 

Sirgy (1983) argued that consumer satisfaction/dissatis-

faction (CS/D) may be determined by one or more congruity 

states. A congruity was defined as a comparison between a 

perceptual product state and a referent product state. Per-

ceptual and referent product states can take various forms. 

Perceptual (or referent) product states may involve current 

product performance, or desired product performance. Con-

sumer satisfaction/ dissatisfaction was postulated to be 

mainly determined by a congruity between current product 

performance and desired product performance. However, it 

was argued that additional congruity processes may occur and 

moderate the resultant CS/D effect. These are congruities 

involving discrepancies between current product performance 

and past product performance, between ideal product perfor-

mance and expected product performance, and between desired 

product performance and expected product performance. 

In viewing satisfaction as a special kind of attitude 

with feedback capabilities (Czepiel and Rosenberg, 1977; 

Westbrook, 1980) it is believed that the concept is not 



17 

solely a cognitive phenomenon. Rather, it also comprises an 

element of affect (or feeling), in that consumers feel sub-

jectively good in connection with satisfaction and bad in 

respect to dissatisfaction. In addition to the affective 

components, the construct of satisfaction also involves an 

element of conation, in that high levels are associated with 

intentions to repeat the purchase choice if faced again by a 

similar buying situation and low levels with intentions to 

purchase differently (Westbrook, 1980). 

In a simplified manner, the satisfaction process may be 

described as a servomechanistic system · (Howard and Sheth, 

1969) . The individual brings to the purchase/consumption 

situation a set of expectations which are a function of his 

past history as well as of the current situation. The set 

of expectations is not fixed but is modified by active in-

formation search and by selective biases in perception and 

retention. As the individual measures performance, he modi-

fies and updates his prior expectations through processes 

such as dissonance reduction, rationalization or selective 

gathering of information to modify or validate expectations. 

Once an individual's evaluation of performance and his set 

of expectations have interacted, he is likely to feel "sa-

tisfied" if he perceives that the outcome is equal to or su-

perior to the expectation and "dissatisfied" if he perceives 
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that the outcome is less than expected (Miller, 1976b). A 

study by Ross and Kraft (1983) on consumer expectations and 

the degree of satisfaction provided consumers by one catego-

ry of generic products, revealed that positive disconfirma-

tion increased satisfaction ratings, whereas negative dis-

confirmation decreased satisfaction ratings. 

MEASURING CONSUMER SATISFACTION 

The final selection of the measurement instrument depends 

on the measurement scale required by the sophistication of 

the analysis, the theoretical characteristics of the instru-

ment (validity, reliability, and sensitivity), and the very 

practical matter of costs of developing and implementing the 

instruments (Hughes, 1971). 

Whether to use unidimensional or multidimensional scales 

depends on the purpose of the study. Since the construct of 

consumer satisfaction and its domain of variables imply mul-

tivariate formulations, multi-item measures seemed to be the 

most logical technique to use. The multi-attribute models 

treat complex phenomena in a multivariable formulation. 

They attempt to comprehensively capture the nature of the 

marketing problem in the sense that many potentially rele-

vant characteristics are incorporated in the formulation and 

linked to dependent variables believed to be associated with 
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one or more components of the consumer choice process (pre-

ference, behavioral intention). The incorporation of iden-

tifiable components in the models enhance their explanatory 

value and therefore, their diagnostic value (Wildt, et al., 

1981). 

The multi-item measures can diminish the measurement dif-

ficulties of the single-item measures by: 1) averaging out 

the specificity of items; 2) combining items to make fine 

distinctions among people; and 3) increasing number of 

items. The increase in the number of items increases reli-

ability and decreases measurement error (Churchill, 1979; 

Nu~nally, 1967). 

Recognizing that consumers buy to meet social-psychologi-

cal as well as physical needs, marketers have attempted to 

explain buying behavior with measures of consumer attitudes 

and then to develop measures of consumer attitudes based on 

these measures (Hughes, 1971). Many varied types of scaling 

devices have come into use as marketers increasingly attempt 

to measure and quantify consumers' attitudes and opinions 

(Dickson and Albaum, 1977). Of the many multi-item measures 

being used in marketing research, the most popular ones are 

the semantic differential, the multi-attribute, and the mul-

tidimensional scales. 
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The original semantic differential scale consisted of a 

great many bipolar adjectives which were employed to secure 

people's reactions to the objects of interest. When used in 

marketing research, phrases as well as adjectives are used 

to anchor the ends of the scale. The technique allows sub-

jects to express the intensity of their feelings toward a 

company,or a product (Churchill, 1982). Its major advantages 

are: ease in administration, provision of quantifiable data, 

minimal verbal skill requirements, and reasonably high reli-

ability. Responses can be easily quantified by assuming 

certain scaling properties, usually interval, opening a path 

for various data reduction techniques from single averages 

to factor analysis ( McDougall and Fry, 1975; Doyle and Fen-

wick, 1974). 

The multi-attribute model is built upon the work of Ro-

senberg (1956) and Fishbein (1967). The scale assumes that 

only those beliefs that are salient toward particular stores 

are included (James, et al., 1976) It can alleviate many of 

the problems associated with the more traditional semantic 

differential approach to store image like having attributes 

that are unimportant to consumers or people responding to 

characteristics that do not necessarily comprise th~ image 

of the store being studied. It can also provide more useful 

and accurate results through the identification of salient 
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attributes, a quantification of the importance of these at-

tributes as indicated by consumers and the evaluation of 

stores on these attributes. 

Multidimensional scaling, on the other hand, refers to a 

scaling technique. It is a technique that assumes that 

neither the researcher nor the respondent can identify the 

number or nature of dimensions underlying the overall atti-

tude toward the brands or stores on several attitude dimen-

sions(Tull and Hawkins, 1976). It utilizes judgments of si-

milari ty or preference for brands or stores on several 

attitude dimensions. It is a nonmetric scale in the sense 

that the scaling technique simply describes the inequality 

of the relationships, that is, which one is larger or small-

er (Cohen, 1981). 

While interest in consumer satisfaction has grown rapidly 

in recent years (Hunt, 1977; Day, 1977), there is little 

agreement on measurement of consumer satisfaction. There is 

no one universally accepted construct which is used to mea-

sure consumer satisfaction. Empirical studies reflect a 

variety of measures, al though typically neither the reli-

ability nor validity of these measures has been demonstrat-

ed. 

In their search for better measures of consumer satisfac-

tion, Westbrook and Oliver (1980) appraised the suitability 
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of selected measures from other disciplines. The use of a 

simple rating scale and a weighted additive index, suggested 

that selected satisfaction measures derived from parallel 

disciplines may have merit as indicators of the level of 

consumer satisfaction thereby warranting further attention 

by researchers in this area. The results also provided much 

needed evidence as to the validity of satisfaction measures 

for products and services. Of the measurement scales exa-

mined in this study, the Likert, Semantic Differential, and 

verbal measures appeared promising for satisfaction measure-

ment. Their internal consistency was high, they converged 

with other measures, and they succeeded in discriminating 

between unrelated constructs. At the same time, they also 

yielded fairly symmetrical, dispersed distributions of indi-

vidual responses. The most problematic was the Porter Sca-

le, an inferential satisfaction measure based on a summation 

of disparities between product outcomes and those ideally 

desired. It lacked convergence. 

Miller (1976a) explored the relationships between several 

measures of consumer satisfaction: a simple rating scale, a 

weighted additive index, tabulations of complaints and sug-

gestions, reported frequency of dissatisfying inciden.ts, and 

reported patronage behavior. The measures showed consisten-

cy and also seemed to complement each other. In general, 
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the indexes seemed to provide sensitive alternatives to the 

simple scale. 

Aiello, et al. (1977) explored the issue of scale choice 

in consumer satisfaction using the hierarchical model. Of 

primary concern in the research were three issues. The 

first concerned the measurability and viability of the hier-

archical model which postulated that satisfaction could be 

separated into system, enterprise, and product levels. The 

second issue concerned the effect that different scale types 

had on the results. Third was the model issue, whether a 

summed linear or regression model best explained the struc-

ture of the satisfaction attitude. 

Results showed that scale type had a profound effect on 

satisfaction measured. The four scale types ranging from 

the simple overall measure through expectational, mixed, and 

pure effect, varied considerably in average response (mean). 

Each scale type had the effect of either compressing or ex-

panding the relevant range of responses. In comparing mo-

dels, the linear regression model consistently produced 

higher correlation with the criterion variable (whether sim-

ple or expectational) than did the summed linear attribute 

model. Overall, it was felt that the use of belief ~esponse 

category for attribute satisfaction, weighting of responses 

by respondent, and the use of an expectational satisfaction 
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measure as a criterion variable produced findings of doubt-

ful validity and reliability. 

An exploratory study by Maddox (1977) determined proper-

ties of a satisfaction measure which was general enough to 

be used in studies of various kinds of retailers, and yet 

detailed enough to be managerially useful. Results showed 

that the eight factors considered, employees, physical 

plant, hours/days, prestige, complaints, goods, congestion/ 

price, air conditioning, varied widely in their contribution 

to overall satisfaction. Patrons of different sorts of 

stores attached very different importance ratings to the 

factors, e.g., those shopping at the most prestigious store 

gave the greatest weight to prestige, the in- store environ-

ment and the store's personnel while those selecting a su-

permarket, with the least impressive image, only seemed to 

consider the goods in making their appraisals. 

Instrument Reliability and Validity 

An instrument is valid when it measures what it is sup-

posed to measure. The instrument is reliable when it yields 

comparable results when administered on different occasions. 

Validity and reliability refer to specific scales, . not to 

the techniques for building them (Hughes, 1971; Ajzen and 

Fishbein, 1975). Technically, the process of measurement or 
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operationalization involves "rules for assigning numbers to 

objects to represent quantities of attributes 11 (Nunnally, 

1967, p.2). The definition involves two key notions. 

First, it is the attributes of objects that are measured and 

not the objects themselves. Second, the definition does not 

specify the rules by which the numbers are assigned. Howev-

er, the rigor with which they are applied determine whether 

the construct has been captured by the measure (Churchill, 

1979). 

Ajzen and Fishbein(1980) state that a call for rigorous 

attention to the empirical aspects of construct validation 

for most current marketing measures is unnecessary. Most of 

the measures are single items and unreliable, and thus it is 

unnecessary to go any further to investigate their validity. 

The simple fact remains that even with chance, method vari-

ance, and the possibility of measures with different names 

assessing the same construct, few measures used in marketing 

ever explain a substantial portion of the variance in depen-

dent variables of interest. 

Attempts to assess the validity of a measuring instrument 

can take several forms. If an instrument is a valid measure 

of attitude toward some 9bject, it should correlate highly 

with another valid measure of attitude toward the same ob-

ject (convergent validity) (Ajzen and Fishbein, 1975). Mea-



26 

sures of different dimensions will tend to yield different 

results (discriminant validity). A procedure that allows 

simultaneous examination of reliability, convergent validi-

ty, and discriminant validity is the multitrait-multimethod 

matrix. To test for reliability only, coefficient alpha 

could be used (Churchill, 1979, Nunnally, 1978). 

A study conducted by Boote (1981) examined the differenc-

es in levels of reliability attributable to variation of the 

number of scale points and differences in the extent of an-

choring (labeling)scale points. Findings implied that res-

ponses to fully labeled scales tend to be less skewed and, 

therefore, do a better job of discriminating. The test-re-

test done confirmed that reliability is independent of the 

number of scale points when correlation was used, and reli-

ability is related to the number of scale points when the 

proportion of consistent responses is used. 

In terms of measurement validity for the multi-attribute 

attitude models, a study conducted by Bush, et al. ( 1976) 

revealed that the concurrent validity of the multi-attribute 

model varied with the measurement approach used. The re-

sults were more variable when using a cross- sectional ap-

proach versus individual level analysis. 

Regarding satisfaction, market researchers have generally 

used evaluative criteria for customers' attitudes toward a 
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given product or brand. However, there are some problems 

associated with using an attribute satisfaction-importance 

model to assess attitudes toward brands or products. They 

are: 1) the inclusion of importance ratings tends to reduce 

the validity of the attitude score; and 2) although summing 

a person's satisfaction with various attributes of a brand 

can result in a valid attitude score, the validity of such a 

measure cannot be taken for granted. Even when the estimate 

of attitude is based on salient beliefs, it must be validat-

ed by showing that it correlates with an independent measure 

of the same attitude. Unfortunately, this is rarely done in 

marketing research (Ajzen and Fishbein, 1980). 

SATISFACTION WITH RETAIL OUTLETS 

Retail satisfaction should not be viewed as a distinct 

conceptual entity apart from product/service satisfaction. 

The total set of experiences realized in patronizing a re-

tailer is exceptionally diverse. Retail establishments are 

complex organizations comprised of products, people, physi-

cal environments, policies and procedures, among others. 

Consumers in their various interactions with retailing es-

tablishments, engage in~ variety of activities, including 

traveling to and from the store, browsing, shopping, search-

ing for information, bargaining, purchasing, complaining, 



28 

and bill-paying. These varied consumer experiences in con-

nection with retail patronage may be usefully categorized 

into two broad types; 1) experiences related to being in the 

store itself and dealing with the organization, and 2) ex-

periences related to consuming the products and services ob-

tained from the retailer. Some illustrative examples of the 

first category are traveling to the store, interacting with 

store personnel, examining available merchandise, moving 

about in the store, reacting to the store atmosphere, and 

seeing other customers in the store. Examples of the latter 

category are the specific outcomes provided by the products 

and services purchased from the outlet, e.g., the appearance 

and durability of the apparel, and the fashion appeal of ap-

parel (Westbrook, 1981). 

Obviously, consumers will each realize a somewhat diffe-

rent set of in-store and product experiences depending upon 

the particulars of their shopping patterns and products re-

quired. Each of these experiences receives an evaluation 

and/or accompanying emotional reaction from the consumer. 

Thus, consumers derive satisfaction or dissatisfaction from 

individual experiences in the store as well as in the use of 

each product or service purchased from the store (Westbrook, 

1981). 
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Westbrook (1981), in his study of 206 adult females who 

had shopped and purchased merchandise from a large, conven-

tional department store dominating its market area, located 

in Tucson, Arizona, found that consumers themselves somehow 

add up their satisfaction and dissatisfaction with retailer-

related experiences, both in the store and in regard to pro-

ducts and services obtained there, to arrive at feelings of 

satisfaction/dissatisfaction with the retail outlet. Thus, 

high levels of satisfaction from certain sources may compen-

sate for lower levels of satisfaction from others. More-

over, satisfaction from multiple sources serves to raise 

overall store satisfaction, while dissatisfaction from mul-

tiple sources correspondingly lowers it. 

Overall, his findings pointed out that consumers were 

readily able to express sentiments of satisfaction with the 

retail outlet as a whole. This was arrived at through con-

sumers' evaluative responses to their experiences in the 

store and with the goods and services purchased there. 

The relationship between satisfaction and patronage was 

discussed by Miller (1976a). Although in this study satis-

faction was not measured through the use of the pre-posttri-

al methodology, the results indicated a very strong associ-

ation between high levels of satisfaction and very regular 

patronage. Although this relationship appeared intuitively 
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obvious, Miller made the interesting suggestion that patro-

nage may cause satisfaction as much as satisfaction causes 

patronage. 

A study of how type of a specific product relates to per-

ceived importance of store attributes during the process of 

shopping and how shopper beliefs about store attributes re-

late to type of product was conducted in four department 

stores by Darden and Erdem (1981), using two product catego-

ries, clothing items and kitchen appliances. The data sug-

gested that consumers attach different importance ratings to 

store attributes, depending on the products they· shop for. 

Likewise, consumers' beliefs about store attributes were 

found to be different for different product categories. For 

example, service and credit are more important when shopping 

for kitchen appliances. Yet other attributes are more im-

portant when shopping for clothing. 

An exploratory study by Cary and Zylla (1981) on consumer 

dissatisfaction with selected in-store attributes for fabric 

specialty stores showed that the following attributes were 

both important and dissatisfying to the respondents: sales-

person's helpfulness, variety of fabrics, quality of fa-

brics, salesperson's product knowledge, and fabric price. 

Consumer dissatisfaction with the salesperson's helpfulness 

included poor service such as the salesperson not spending 
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enough time with the customer and difficulty in obtaining 

sales help. 

Approaches and measurement criteria which were used in 

the foregoing review is summarized in Table 1. 

PRODUCT SATISFACTION 

Consumers are constantly trying to obtain value and sa-

tisfaction from their purchases. They will alter their buy-

ing patterns when it appears that greater value can be ob-

tained from a different product, even when there is only a 

remote chance of doing so. From communications and shopping 

experiences, they build up certain expectations about each 

market offering and their perceptions of the actual product 

or service are compared to these expectations (Holloway, et 

al., 1971). 

Consumers who have ample experience with a product or 

service can be expected to have well-formed expectations 

about the item which have been learned over time. They de-

velop attitudes which influence their expectations as the 

result of advertising and personal influences (Day, 1977). 

Consumer satisfaction with a product refers to the favor-

ability of the indi victual' s subjective evaluation of the 

various outcomes and experiences associated with using or 

consuming it (Hunt, 1977). Westbrook (1980), in his study 
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TABLE 1 

Selected Approaches Used in the Study of Store Satisfaction 

Approaches 

Store Patronage 

Store attributes 

In-store/product-
related experiences 

Measurement Criteria 

Purchasing frequency 
Value of expenditures 

Store image perception 
Importance attached to 

store attributes 

Activities in the store 
before, during, and after 
the purchase of a product(s) 
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of affective influences on product satisfaction, found that 

product satisfaction is partly a function of broader affec-

tive influences within the consumer, in addition to pur-

chase-specific cognitive factors, such as the extent to 

which product outcomes meet or exceed expectations. Howev-

er, the findings also indicated that this phenomenon may 

vary by product category. 

Manufacturers, wholesalers, and retailers assume that the 

consumer will look for and buy garments having features 

which have proved satisfactory in the past, and avoid gar-

ments with characteristics which have proven unsatisfactory. 

Some of the uncertainties of the apparel market will be eli-

minated if the knowledge about what the consumer has consid-

ered satisfactory are heeded (Ryan, 1966). 

An investigation by Wall ( 1974) of the relationship of 

clothing performance satisfaction to clothing performance 

problems yielded highly significant negative correlations 

between satisfaction and each of the 18 problems which were 

rated by consumers. Hence, the more problems a consumer ex-

perienced, the less satisfied she was with clothing perfor-

mance. The occurrences of shrinkage, stretching, bagging or 

sagging, ravelling or splitting of seams or hems, fraying 

along folds or edges, stains and dirt hard to remove, and 

fabric becoming limp and losing body were most closely re-

lated to decreased satisfaction. 
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STORE IMAGE 

Stores project a "personality" to consumers through their 

design features, employees, and merchandising strategy. 

This personality or image is conveyed through the functional 

characteristics of the store as well as through psychologi-

cal properties (Kasulis and Lusch, 1981; Martineau, 1958). 

What makes up an image is a group of dimensions whose pres-

ence and importance differ from store to store. How these 

dimensions are put together to form the composite image of a 

particular store, and the relative importance of each dimen-

sion, depend on the store itself, and on the consumers who 

shop there (May, 1973). 

The way consumers perceive a thing is a function of their 

environment and their frame of reference, their feelings, 

attitudes, value system, and culture (Birdwell, 1968). Ev-

eryone views the same environment· in a somewhat different 

way, thus, perception tends to differ among consumers (Wal-

ters, 1974). Distinct store images are created and consumers 

do react favorably or unfavorably upon such images (Robert-

son, 1970). 

To be able to determine what image a store projects, its 

salient attributes must be identified. The techniques used 

to identify such attributes may be unstructured, which in-

clude depth interviews and projective techniques, and struc-
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tured which include more sophisticated statistical routines 

(Hughes, 1971). 

James, et al. ( 1976) conducted a study dealing with a 

men's clothing store. They listed six attributes which were 

mentioned a significantly greater number of times by a sub-

group of the population (69 students) as assortment, person-

nel, atmosphere, service, quality, and price. Mark's (1976) 

study on a specialty clothing store showed the following va-

riables with high positive loadings: style, quality, value, 

variety, brand names, interesting, neat, attractive, pro-

gressive, exciting, and modern, which were interpreted as 

being related to an overall dimension of "fashionability." 

The other dimensions were: advertising, convenience, outside 

attractiveness, salesmanship, and service. 

Berry (1969) reported that, in his study of the compo-

nents of department store image, about 99 percent of the 

3,737 image responses coded were reflected in the twelve hy-

pothesized image-component categories which were: price of 

merchandise, quality of merchandise, sales personnel, loca-

tion convenience, other convenience factors, services, sales 

promotion, advertising, store atmosphere, and reputation on 

adjustments. Jain and Etgar (1977) had the following evoked 

words most frequently mentioned from their store image study 

which used ad-lib descriptions of various department stores: 
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quality of merchandise, range of merchandise, and store 

price policy. 

Measuring Store Image 

Typically, retail image studies employ the semantic dif-

ferential scale with customers being asked to rate many in-

dividual characteristics of a store. With a large number of 

items, the question arises of how many are viewed as inter-

related in consumers' minds and how many items are salient 

(important) to the customer (Kasulis and Lusch, 1981). 

Chern (1981) assessed the factors which were more salient 

in predicting the consumers' attitudes toward a particular 

store. Although the sampled stores were all men's clothing 

stores, her results suggested that consumers' attitude dif-

fered by store. The differences were in terms of degree for 

the same attribute image and different attribute emphasis. 

When Kasulis and Lush (1981) examined the role of linear 

compensatory multi-attribute retail image models in the 

prediction of patronage attitude and behavior across a var-

iety of different types of retail outlets, some of the find-

ings showed that the multi-attribute models of store image 

can predict both attitudes and patronage behavior. Theim-

portance weights did not increase the validity levels of the 

models, and the concurrent validity of the store image con-
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struct demonstrated across a variety of retail stores in a 

single city. 

DEMOGRAPHICS AND LIFE STYLE 

Consumer satisfaction reflects the interaction of market-

ing activities, needs and wants, and market structure. Each 

factor, socioeconomic, psychographic and demographic, influ-

ences the level of satisfaction (Ingene, 1983). Demographic 

variables have also been shown to be related to unsatisfac-

tory buying experiences and complaining behavior ( Bearden 

and Mason, 1983). 

In their study of the socioeconomic and social-psycholo-

gical determinants of homemakers' satisfaction with their 

clothing, Lowe and Dunsing (1981) found that a homemaker was 

more satisfied with her clothing if she: 1) was more satis-

fied with her material well-being, 2) ranked herself higher 

in the proportion of the family's annual clothing expendi-

tures spent for her, 3) perceived her clothing income to be 

adequate, 4) never felt restricted in what she wore, 5) 

spent fewer hours per week doing volunteer work, 6) bought 

fashions sooner than those with whom she came in contact, 

and 7) had someone other than herself alone decide what 

styles of clothing were to be bought for her. 
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Lumpkin and Greenberg (1982) studied the apparel shopping 

patterns of elderly consumers. They found that even though 

they shop less frequently than younger consumers do, it does 

not seem to be because of problems in transportation or mo-

bility. The elderly rated store location and shopping ease 

of lesser importance than other age groups did. 

Wall, et al. (1977), in predicting and profiling consumer 

satisfaction and propensity to complain, found that satis-

faction with clothing performance and communication of 

clothing ~omplaints were observed to be multi faceted phe-

nomena. They are influenced by the same types of environ-

mental factors (such as income and social class) and inter-

nal influences (such as stored knowledge and personal 

characteristics) as can potentially influence all other 

stages of the consumer decision-making process. 

The model which Granzin and Painter (1980) used in their 

study showed personal characteristics, as measured by demo-

graphics, to influence both the shoppers' information-seek-

ing and the self-confidence with which they approach the 

shopping task. The information to which they have been ex-

posed serves to affect their perceived risk of not meeting 

their characteristic ~hopping goals, as does their abilities 

to make the proper purchase decisions. Both the character-

istics and the perceived risks then affect the nature of the 

benefits expected to be received. 



39 

The concept of life style has become widely diffused in 

the marketing literature and among marketing practitioners 

even though its use was not common until about 1969 or 1970. 

It can be defined as the patterns in which people live and 

spend time and money. To some degree, the term life style 

is an outgrowth of the concept known as personality. Life 

style can be considered a derivative concept combining the 

influences of personality and social values that have been 

internalized by an individual. 

Life style deals with everyday, behaviorally oriented fa-

cets of people as we! 1 as their feelings, attitudes, and 

opinions. Life style patterns provide a broader, more 

three-dimensional view of customers, so that one can think 

about them more intelligently in terms of the most relevant 

product positioning, communication, media, and promotion 

(Plummer, 1977). Understanding the market through the analy-

sis of life styles has many applications to the development 

of product and communication strategies and the development 

of an integrated marketing strategy and program (Engel and 

Blackwell, 1982). However, of all the approaches for char-

acterizing new product target markets, life style analysis 

is the most broad. I~ considers a wider range of dimensions 

compared to previous segmentation approaches. A case in 

point is the use of activities, interests, and opinions in 
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life style analysis. This approach does not guarantee that 

multiple facets of a new product target market will be ana-

lyzed in an organized manner. Thus, while it is nearly im-

possible to study the whole system, substantial portions 

could be studied (Bushman, 1982), e.g., where people shop is 

a component of life style. Shopping for clothes is one 

class of behavior that is part of an overall life pattern, 

it reflects attitudes toward stores and fashion as well as 

broader values and interests, such as aesthetics and materi-

alism (Tatzel, 1982). 

Gutman and Mills (1982) integrative analysis of the rela-

tionship between fashion life style, self-concept, and demo-

graphics, as these relate to store patronage and shopping 

behavior, showed how each fashion life style segment tries 

to achieve its desired fashion life style through the shop-

ping process. The study revealed seven key segments which 

spanned the fashion spectrum: Leaders, Followers, Indepen-

dents, Neutrals, Uninvolveds, Negatives, and Rejectors. 

While demographic differences between the fashion life style 

segments were not great, there were significant differences 

in self-concept among these groups. The Leaders and Inde-

pendents, for example, saw themselves as more sophisticated, 

modern, different, chance-taking, confident, and sociable, 

and as standing out in a crowd and having a more complicated 
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life style than the other segments. Clear and significant 

differences between fashion segments were revealed with re-

spect to the store at which they reported shopping most of-

ten. 

Using discriminant analysis, Wall (1974), in her study on 

clothing performance satisfaction of 543 female consumers 

from Columbus, Ohio, found that the group of satisfied con-

sumers were likely to perceive themselves as: 

1. not prone to having clothing performance problems; 

2. slightly lower in social class standing; 

3. informed about fabrics and their care; 

4. satisfied with permanent press and not prone to hav-

ing problems with it; 

5. a competent home sewer; 

6. generally older; and 

7. not experiencing the problem of having to frequently 

repair new clothes. 

The reverse of this description would typify the persons in 

the group who were not satisfied. 

Life style and shopping orientations vividly contrasted 

the heavy- and light-user of wearing apparel in the study of 

Lumpkin, et al., ( 198i). Heavy-users were characterized as 

being more often fashion innovators and fashion opinion 

leaders. They were more active in social organizations, vo-
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lunteer work, and community projects. They tended to exer-

cise regularly, diet more, and were more active in sports. 

In addition, they were optimistic financially, less cons-

cious of the amount of energy they used and organized their 

time better than most people. 

SUMMARY 

Research undertaken on consumer satisfaction has been 

triggered by the growing interest in changing consumer be-

havior. However, many investigators are still of the opin-

ion that many theoretical, measurement, and other issues re-

main unresolved (Day, 1979; LaTour and Peat, 1979; Westbrook 

and Cote, 1980; Ajzen and Fishbein, 1980). First, studies 

seeking to explain consumer satisfaction in particular have 

provided mostly descriptive information about satisfaction 

with various products and services. Second, operationaliz-

ing the construct of consumer satisfaction presents diffi-

culty. Satisfaction itself does not mean the same thing to 

everyone (Day, 1979). The concept of consumer satisfaction 

can be interpreted in many different ways and at different 

levels using several approaches. Third, theoretically-o-

riented experimental_ research and the few theoretically-

based surveys have been rather narrow in scope, assuming 

that the primary determinants of consumer satisfaction are 
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expectations, typically neglecting influences other than 

those pertaining to the confirmation and disconfirrnation of 

these expectancies (LaTour and Peat, 1979). 

Market researchers suggested approaches to dealing with 

consumer satisfaction at the level of the individual, parti-

cularly on the basis of product/service usage, behavior pat-

terns, and the market system. One central notion seemed to 

emerge. As an individual's evaluation of performance and 

one's set of expectations have interacted, one is likely to 

be "satisfied" if the perceived outcome is equal to or supe-

rior to the expectation, and "dissatisfied" if it is less 

than expected. 

The Ajzen and Fishbein (1980) approach suggested that the 

assessment of satisfaction with, or attitudes toward, a giv-

en brand or product, is determined by salient beliefs about 

that brand or product. Salient beliefs can be generated 

from a list of characteristics, qualities, and attributes of 

the brand or product under consideration. In market re-

search, identifying evaluative criteria that discriminate 

between buyers of different brands within a given product 

class has been the focus. These evaluative criteria are be-

ing used as a basis for measuring satisfaction with, or at-

titude toward, a given product or brand. The approach also 

suggests that to predict and understand consumer behavior, 
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it is necessary to consider attitudes toward the act of buy-

ing or using a product rather than attitudes toward the pro-

duct itself. 

Customer satisfaction with retail establishments has not 

been as well researched as satisfaction with products and 

services. One of the major drawbacks could be the complexi-

ty of the retail system. The system is not solely composed 

of products and services. It is a dynamic interacting sys-

tem of people, environment, and products/services. Thus, 

the study of retail satisfaction should not only be a func-

tion of store image or product satisfaction but also of a 

host of other variables. 

Consumer satisfaction reflects the interaction of market-

ing activities, needs and wants, and market structure. Each 

factor, socioeconomic, psychographic, and demographic, in-

fluences the level of satisfaction. 

Several studies were conducted to develop better measures 

of consumer satisfaction. While some measurement scales 

were found to be satisfactory in terms of consistency and in 

their merits as indicators of the level of consumer satis-

faction, others showed lack of sensitivity and validity. 

Scale type, measurement approach used, customer type, and 

store type among others were found to influence the kind of 

data generated. 
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Because of the dearth of information on customer satis-

faction with retail establishments, further study was sug-

gested. Specifically, there was a felt need for a definite 

theoretical foundation on which to base retail store custom-

er satisfaction investigations. The differences in the con-

ceptualization of consumer satisfaction construct(s) have 

to be resolved. There was also an apparent need for more 

for sensitive, valid, and reliable measures of consumer sa-

tisfaction. 



Chapter III 

STATEMENT OF THE PROBLEM 

The purpose of the study was to determine the sources of 

customer satisfaction with apparel factory outlet stores. 

Personal characteristics, perceptions of and importance at-

tached to store attributes were investigated in relation to 

satisfaction. The statement of the research_problem is pre-

sented in the following order: theoretical framework, ob-

jectives, null hypotheses, scope and limitations, and defi-

nition of terms. 

THEORETICAL FRAMEWORK 

The review of literature presented different approaches 

to the conceptualization of the consumer satisfaction con-

struct. Although the review has given basic notions about 

the construct, a need was seen for giving a theory-based 

perspective of customer satisfaction as used in this study. 

Customer satisfaction , as operationally defined in this 

study, is the expressed sentiment of the customer on the 

different store attributes realized as a result of the in-

teraction process between the person and the store (West-

brook, 1981). 

46 
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The theoretical framework underlying the above process of 

interaction involves customers' 

parel factory outlets. This 

evaluative responses to ap-

encompasses three basic 

aspects: 1) customers' perceptions of the store attributes 

based on their self-image, information, and previous experi-

ences, 2) the importance which the customers attach to each 

of the attributes, in relation to other types of clothing 

stores, and 3) the relationship(s) between the personal 

characteristics of customers and their overall level of sa-

tisfaction with the apparel factory outlet store. 

The individual's response to a stimulus is affected by 

the way he perceives that stimulus object. While outwardly 

many stores may appear similar because of some common basic 

features, distinct store images are often created and cus-

tomers do react favorably or unfavorably upon such images 

( Robertson, 1970) . These images are brought about by the 

manner in which customers see the store attributes in terms 

of location, store service, physical facilities, promotion, 

merchandise, and store atmosphere. These dimensions have 

several components which serve as reference points for the 

creation of the store image or profile to enable customers 

to compare and differentiate one store from another. 

How well customers' perceptions of the store match their 

self-image and how important the store attributes are to 
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them will determine the extent of their overall satisfac-

tion. Likewise, their personal characteristics, which in-

clude demographics, buying behavior patterns, and fashion 

interests, are directly related to their overall level of 

satisfaction. Diagrammatically, the relationships between 

customer satisfaction (dependent variable) and the combina-

tion of perception of and importance attached to store at-

tributes, and personal characteristics (independent varia-

bles) are shown in Figure 1. 

OBJECTIVES 

The general objective of the study was to determine the 

sources of customer satisfaction with apparel factory out-

lets. 

Specifically, the objectives of the study were: 

1. To determine customers' perception (store image) of 

apparel factory outlet stores based on the dimensions 

of physical facilities, location, store service, mer-

chandise, store atmosphere, and promotion. 

2. To determine the importance that customers attach to 

apparel stores' attributes. 

3. To determine how the combination of perceptions of 

and importance attached to store attributes affect 

the overall level of customer satisfaction. 
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INDEPENDENT VARIABLES 

Customer perception of the store 
in terms of: 

Physical facilities 
Location 
Store service 
Merchandise 
Store atmosphere 
Promotion 

Importance attached by customers 
to the following: 

Physical facilities 
Location 
Store service 
Merchandise 
Store atmosphere 
Promotion 

Customer characteristics 

Demographic 
Buying patterns 
Fashion interest 

DEPENDENT VARIABLE 

-
Customer satisfaction 

Figure 1: Customer Satisfaction Model Adapted from 
Rosenberg (1956) :nd Fishbein (1975) Models. 
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4. To determine the relationship ( s) between customers' 

personal characteristics and their overall level of 

satisfaction. 

NULL HYPOTHESES 

1. Customers do not perceive apparel factory outlets 

differently from one another in terms of physical fa-

cilities, location, store service, merchandise, store 

atmosphere, and promotion. 

2. The importance attached to store attributes does not 

differ among the customers of the five factory outlet 

stores. 

3. Overall customer satisfaction is not related to the 

combination of perception of and importance attached 

to store attributes. 

4. Customers' personal characteristics are not signifi-

cantly related to their overall level of satisfac-

tion. 

SCOPE AND LIMITATIONS 

The survey was conducted in one centrally located area, 

the Burlington Manufacturers Outlet Center in North Caroli-

na. Only female shoppers were selected as respondents for 

the study. The stores selected were five apparel factory 

outlets that carried women's clothing. 
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The selection of female shoppers confined the 

applicability of results to one sex group. Furthermore, the 

results may be generalizable only to stores similar to those 

that were investigated, not to all apparel factory outlets. 

These could be attributed to the method of sampling used. 

DEFINITION OF TERMS 

The following terms are defined with specific 

implications for the study: 

Factory Outlet- is a manufacturer-owned retail store 

which carries its own overstocks, 

irregulars, seconds, closeouts, and 

samples. In some cases, it may carry 

also other manufacturers' products to 

provide depth and breadth to its 

assortment (Bird, 1982). 

Customer 

Satisfaction 

Attitude 

is a current purchaser who buys an item 

from a store not necessarily for self-

consumption but also for the consumption 

of others. 

refers to the expressed sentiment on the 

the store attributes realized from the 

interaction process between the person 

and the store (Westbrook, 1981). 

refers to customers' favorable or 



Perception 

Fashion 

interest 
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unfavorable inclination towards a 

store based on perception of the 

store attributes and evaluation of 

how important the store attributes 

are (Ajzen and Fishbein, 1980). 

is the process by which a customer sees 

and interprets store attributes to form 

a store image (Robertson, 1970). 

refers to the fashion inclination of 

customers as indicated by the number 

of fashion publications they read and 

the frequency which they discuss 

fashion trends with friends. 



Chapter IV 

METHODOLOGY 

The research was designed to determine the sources of 

customer satisfaction with apparel factory outlet stores. 

Factors that were investigated were perception of and impor-

tance attached to store attributes, level of customer satis-

faction, and customer personal characteristics. The re-

collection search instrument, the sample, the data 

procedure, and the statistical analysis of data are present-

ed in this chapter. 

RESEARCH INSTRUMENT 

The instrument consisted of four parts. The first part 

measured perception of store attributes of individual appar-

el factory outlet stores. Customer perceptions were soli-

cited on six store dimensions. Each dimension was defined 

by several component factors or attributes which were mea-

sured on a seven-point semantic differential scale using bi-

polar adjectives/phrases. 

The second part measured the importance of the component 

factors or attributes in reference to other clothing stores 

where the respondent shopped. On a one-to-five multi-attri-

bute scale, respondents were asked to rate each attribute in 

terms of its importance to them. 
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The third part measured aggregate and overall 

satisfaction levels of the respondents. Respondents were 

asked to rate the six store dimensions in relation to their 

experiences in the store and their general feeling about the 

store. A five-point Likert-type scale was used for this. 

The final part asked for information regarding respon-

dents' backgrounds, shopping behavior patterns, and fashion 

interests. (Appendix A). 

Part I- Store Attributes 

Understanding consumers' perceptions is only one of the 

two key facets of building the attribute set. The other is 

the translation of consumer wants into store attributes 

(Fennell ~1980). Consumers can and do express reactions to 

store attributes. Thus, to be able to measure a customer's 

overall perception of a store, the attributes that are con-

sidered during the decision process must be identified. 

Based on the literature reviewed about store image, store 

attribute categories and components were generated. They 

were selected on the basis of attribute representativeness 

and relevance to apparel store image (Table 2). 

For each dimension given, criterion variables, in terms 

of bipolar adjectives, were used to anchor the ends of a 

seven-point semantic differential scale. Many of the adjec-

tives/phrases used came from previous studies (Berry, 1969; 
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TABLE 2 

Store Attribute Categories Used in the Present Study 

Store Attribute 

Physical facilities 

Location 

Store service 

Merchandise 

Store atmosphere 

Promotion 

Component 

Checkout 
Dressing rooms 
Ease of finding items 
Spaciousness of shopping 

Location 
Parking 

Store hours 
Acceptance of credit cards 

Quality 
Color 
Selection 
Fashionableness 
Size 
Price 
Fabric 
Style 

Friendly 
Pleasant 

Advertisement 
Promotional sales 
Display 
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Marks, 1976; James, et al.,1976; Lindquist, 1975; Kelly and 

Stephenson, 1967; Dickson and Albaum, 1977). Some of the 

words used were changed to more aptly describe apparel fac-

tory outlet stores. Additional words or phrases were origi-

nated by the researcher. Individual items were then grouped 

to form an item set which described a major dimension of the 

store. To avoid response-set bias, positive and negative 

words or phrases were placed on alternating sides of the 

scale. 

The respondent was asked to read each set of bipolar 

words or phrases and to check the space that best described 

her feelings toward the attribute. Verbal cues were speci-

fied for each space of the scale. The end positions of the 

scale were defined as extremely descriptive of the attri-

bute, the intermediate positions as quite and slightly de-

scriptive, and the middle position as neutral. 

Part II- Importance of Store Attributes 

Based on the item sets developed in Part I, the multi-at-

tribute scale was constructed for Part I I. In some cases, 

the formulation of the II important-not important II scale re-

quired slight changes in phrasing of the i terns to provide 

clarity and parallel construction. The scale used a one-to-

five point format. 
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Part III- Satisfaction Level 

The six store dimensions and their corresponding compo-

nents were used in generating the i terns for the aggregate 

satisfaction scale. The i terns were in the form of state-

ments related to customers' store experiences. The respon-

dents were asked to express the degree of their satisfaction 

for each i tern. For the measurement of the overall satis-

faction, a separate question was asked of the respondents. 

A Likert-type scale was used. 

Part IV- Personal Characteristics 

The final portion of the questionnaire dealt with the 

respondents' background data. The solicited information in-

cluded demographics, buying behavior patterns, and fashion 

interests. The demographics included age, income, occupa-

tion, education, household membership, and marital status. 

Shopping behavior patterns included frequency of store pa-

tronage and amount of clothing bought from factory outlets 

and the store. Fashion interests included number of fashion 

publications read and the frequency that fashion trends were 

discussed with friends. 
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Pretest 

A preliminary survey was conducted from December 16 to 

31, 1983 to pretest the questionnaire. Forty (40) customers 

who patronized the Fashion Outlet, an apparel outlet store 

in Christiansburg, Virginia, composed the respondents. 

Questionnaires were distributed and collected by the re-

searcher. 

Feedback regarding questionnaire format and structure was 

considered. Response patterns, including response rate, 

completion time, how respondents treated the questionnaire 

were noted. 

Data generated were analyzed following the statistical 

analysis planned for the study. Instrument reliability was 

tested using coefficient alpha (Nunnally, 1978). 

Coefficient alpha was used to test for the reliability of 

the store image scale. The rationale was, although the re-

test method provides useful information about the stability 

of measures, it has to be supplemented with internal consis-

tency estimates. These estimates are to deal with the prob-

lems of time gap between measurements, a change in the phe-

nomenon, and retest correlation. Besides, alpha is a 

general formula and many 

computational forms will 

1979) . 

other approaches with different 

yield the same results (Peter, 
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Estimates of reliability were calculated from the i tern 

and dimension variances for Part I. The six coefficients 

ranged from -.319 to .743 (Table 3). Nunnally (1967) sug-

gests that in the early stages of research, modest reliabil-

ity in the range of .5 to .6 will suffice. Of the six di-

mensions tested, three gave modest reliability coefficients. 

Two had lower reliability coefficients, and one, had a nega-

tive ~oefficient. The negative coefficient may probably be 

related to the fact that one of the promotion components, 

window display, was nonexistent in the store surveyed. Am-

biguity of the items might have contributed also to the ne-

gative value calculated. 

Using the above information, changes were made in the 

questionnaire to increase the reliability of the i terns to 

acceptable levels. Directions for filling in the question-

naire were improved in terms of clarity and simplicity. Am-

biguous terms were restructured. An i tern which was found 

redundant in the "merchandise" dimension was deleted and 

three i terns in the "physical facilities" dimension were 

either changed or deleted. An item relevant to the dimen-

sion of "promotion" was added. 

When coefficient alpha was recalculated for the actual 

survey data on store image, definite improvements on the re-

liability of the instrument were noted in most of the dimen-
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TABLE 3 

Estimated Reliability Coefficients for Store Image Measure 

Dimension 

Physical facilities 
Location 
Store service 
Merchandise 
Store atmosphere 
Promotion 

No.of 
Components 

Pretest Actual 

5 
2 
3 
9 
2 
3 

4 
2 
2 
8 
2 
3 

Coefficient 
Alpha 

Pretest Actual 

.452 

.556 

. 369 

.743 

.722 
-.319 

.521 

.391 

.713 

.709 

.868 

.519 
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sions. A substantial lowering of the "location" reliability 

coefficient was noted. This might be attributed to the var-

iation in the interpretation of the convenient/ inconvenient 

location of the store. Some respondents might have inter-

preted it in terms of distance from their homes or some in 

terms of location of the store in relation to the other 

stores in the area. 

SAMPLE 

The area of study was the Burlington Manufacturers Outlet 

Center in Burlington, North Carolina. The choice of the 

area was governed by several factors: 1) accessibility of 

the different stores, 2) presence of a good number of appar-

el factory outlet stores from which the sample could be 

drawn, 3) good daily customer traffic, and 4) costs of data 

collection. 

Systematic procedures were followed as closely as possi-

ble to minimize bias in the selection of the stores and the 

respondents. A visit to the mall was made well in advance 

of the actual survey period. Two professors from the De-

partment of Clothing and Textiles at Virginia Polytechnic 

Institute and State University and the investigator formed 

the screening group to select the stores for the study. All 

apparel stores carrying women's clothing were visited and 
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listed. Using the information gathered from the brochures 

and pamphlets distributed by the mall's information office, 

and based on the criteria set for store selection, five ap-

parel factory outlet stores were chosen. The criteria were 

as follows: carry similar types of merchandise, approxi-

mately in the same price range, a good variety of merchan-

dise, situated in different locations in the mall, and offer 

products manufactured by own factories. 

After the mall visit, telephone calls were made to the 

Burlington Police Department and to the Burlington Manufac-

turers Outlet Center Office in Greensboro, North Carolina to 

clarify procedures regarding surveys for academic purposes. 

A follow-up letter was then sent to the owner of mall re-

questing permission to conduct the survey (Appendix B). 

DATA COLLECTION 

The mall intercept survey method was used in gathering 

the data for the study. This was chosen for cost and con-

trol reasons. Gates and Solomon (1982) and Sudman (1980) 

enumerated some negative aspects of the mall intercept sur-

vey such as, slightly over 44 percent refusals, sample not a 

true cross section of the population, and traffic differenc-

es at different time periods. To reduce, if not totally el-

iminate the foregoing negative aspects, several steps were 
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taken. First, cooperation of the store managers was soli-

cited to enable the reseacher to move freely, in and out of 

the stores, in approaching customers. This was done by writ-

ing to the store managers before the actual survey (Appendix 

C), and then talking to them personally on the first day of 

the survey to explain briefly what the research was all 

about. Second, prospective respondents were approached with 

utmost courtesy and the purpose of the survey explained as 

simply and as briefly as possible to persuade them to coop-

erate. Third, the self-administered questionnaire was hand-

ed only to those who were willing to participate. Respon-

dents were not interviewed,thus the effects of the presence 

of friends, children, and other shoppers were neutralized. 

Respondents were selected by convenience sampling. Those 

who were willing to participate were made the respondents 

for the study. Prospective respondents were approached in-

side and outside of the store. A standard format for ap-

proaching prospective respondents was followed by the people 

involved in the conduct of the survey (Appendix D). 

Store managers cooperated with the investigator during 

the survey. Store personnel helped in handing out question-

naires to the respondents when the investigator was not in 

the store. Because of inclement weather, most of the ques-

tionnaires were completed in the store. 
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The actual survey was conducted in March, 1984. Data 

were collected on six weekdays to avoid bias that could re-

sult from possible atypical customer traffic during week-

ends. Moreover, it was found that most of the customers 

were on a tight shopping schedule on Saturday. Many came by 

bus and had to finish their shopping before the bus depart-

ed. A schedule was followed by the investigator to be at 

the different stores at different time periods during the 

day. 

Forty respondents were obtained from each of the stores. 

Thus, a 200 respondents composed the sample for the study. 

STATISTICAL ANALYSIS 

For purposes of analysis, data from Parts I , II, and III 

were treated as interval data. Each space in the semantic 

differential scale was assigned a weight from 1 to 7, with 

1 representing the least favorable and 7 as the most favora-

ble rating. For the multi-attribute scale in Part II, the 

weights were from 1 to 5, with 1 as the least favorable rat-

ing and 5 as the most favorable rating. The ratings for the 

satisfaction scale (Part III) were likewise treated as in-

terval data with 1 as a "dissatisfied" rating and 5 as a 

"completely satisfied" rating. 
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The perception rating for each store attribute was multi-

plied by the importance rating of that attribute for each 

respondent (Part I scale items times the corresponding Part 

II scale items). The resulting value represented the cus-

tomer attitude towards the store. The following equation was 

used to arrive at the attitude values in the fashion of 

Fishbein (1975) and Rosenberg (1956), and as revised by Bass 

and Talarzyk (1972) and Miller (1977): 

n 
X = l: P I i=l i i 

Where: 

X = the attitude toward a 

particular store 

P = the perception rating of 

attribute i for a particular 

store 

I= the importance rating of 

attribute i 

i an individual attribute 

n = number of attributes 

A one-way analysis of variance (ANOVA) was employed to 

determine the variability of responses within stores and 

between stores (Spence, et al., 1983) in the perception of 

apparel factory outlet store attributes. The analysis of 
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variance isolated significant differences among computed 

group means. The Duncan's Multiple Range Test ( DMRT) was 

then used to explicate findings from the ANOVA by determin-

ing the significant differences among the groups' means. 

Two satisfaction scores were obtained from the data col-

lected in Part III of the questionnaire. The first score 

was the mean satisfaction rating for the store attribute-

related experiences of the customers. The second was the 

response to the question, "In general, how satisfied are you 

with the store?" The first.one is referred to in subsequent 

discussions as the aggregate satisfaction score and the sec-

ond one as the overall satisfaction score. The aggregate 

satisfaction score was intended to measure the relative lev-

el of customer satisfaction, while the overall satisfaction 

score was intended to measure the absolute level of customer 

satisfaction. Multiple correlations were employed to estab-

lish significant relationship(s) between the perception/im-

portance combinations and aggregate satisfaction. Multiple 

regression, using backward elimination, was used to deter-

mine which of the perception/importance combinations contri-

buted most to overall satisfaction. 

Frequency counts and percentages were calculated for each 

of the questions in Part IV. Correlation, ANOVA, and t-test 

were employed to determine the extent to which personal 
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characteristic variables were related to customer's overall 

satisfaction level. Chi-square test was employed on select-

ed personal characteristics of customers to determine the 

relationship(s) between two specific variables and establish 

a trend for customer grouping. Only those that were found 

to be significantly related were discussed in the succeeding 

chapter. The categories of the variables used in the test 

were collapsed to reduce data manipulation toat manageable 

levels. Cramer's V, a value ranging from Oto +l, was used 

to determine the strength of the significant chi-square va-

lue, or how strongly two variables were related (Nie, et 

al., 1975). A Cramer's V less than 0.40 was considered a 

weak relationship, 0.40 to 0.69, a moderately strong one, 

and 0.70 and above, a strong association (Alderson, 1980). 

Level of significance for this study was set at . 05. 

This level was selected because of the nature of the study. 

The implications of rejecting a true hypothesis would not be 

as severe as it would be in a study involving the use of 

certain drugs or medicines. The probability of rejecting a 

true hypothesis is equivalent to five percent. 
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RESULTS AND DISCUSSION 

The purpose of the study was to determine the sources of 

customer satisfaction with apparel factory outlet stores. 

Personal characteristics, perceptions of and importance at-

tached to store attributes were investigated in relation to 

satisfaction. 

This chapter presents the findings of the study. They 

are presented as follows: 1) description of the sample, 2) 

findings concerning the hypotheses, and 3) discussion of the 

findings. 

DESCRIPTION OF THE SAMPLE 

The study was conducted at the Burlington Manufacturers 

Outlet Center, Burlington, North Carolina. Fifty stores are 

located in the mall. Of these, almost half, 46 percent, are 

apparel stores. Those that fell in the category of factory 

outlet were ten stores (Outlet and Discount Guide, 1984). 

Five of the outlet stores were chosen for the study based on 

the criteria set for the study. Purposive sampling was used 

in the selection of the stores. Four of the stores carry 

women's apparel only, while one carries men's and children's 

clothing, and accessories in addition to women's apparel. 
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Two hundred female customers completed the questionnaire. 

Of the 344 customers approached, 42 percent declined to par-

ticipate in the study. 'T'' . _ne reasons given were, "No time, " 

"I have to get back to work," or "I'm from out-of-town." 

Customer Profile 

To obtain a profile of the customers, the respondents 

were asked questions that indicated their demographic char-

acteristics, buying behavior patterns, and fashion inter-

est. Table 4 shows the distribution of the respondents by 

demographic characteristics. 

Age 

The age distribution showed a clustering of the majority, 

51.0 percent, of the respondents in the 51 to 60 and over 61 

age brackets. Only 3. 0 percent were in the under 21 age 

bracket (Table 4). 

Education 

In terms of years spent in school, almost half, 47.2 per-

cent, of the respondents had 13 to 16 years, equivalent to 

some college or graduated from college. A good number, 33.7 

percent, had 9 to 12 years equivalent to some high school or 

graduated from high school. About a fifth, 18. 6 percent, 
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TABLE 4 

Distribution of Respondents by Personal Characteristics 

Characteristic Frequency Percent 

Age 
Under 21 6 3.0 
21 - 30 30 15.2 
31 40 24 12.1 
41 - 50 37 18.7 
51 - 60 51 25.8 
61 and over 50 25.2 
Total 198* 100.0 

Education 

0 - 8 1 0.5 
9 - 12 67 33.7 

13 - 16 94 47.2 
17 and over 37 18.6 
Total 199* 100.0 

Marital Status 

Single 61 30.7 
Married 138 69.3 
Total 199* 100.0 

Occupation 

Professional 19 10.1 
Semiprofessional/ 

technical 23 12.3 
Clerical/sales 22 11.8 
Labor/service 25 13.4 
Retired 25 13.4 
Not employed 73 39.0 
Total 187* 100.0 



TABLE 4 

Characteristic 

Income 

Less than $10,000 
$10,000 - 19,999 
$20,000 - 29,999 
$30,000 - 39,999 
$40,000 - 49,999 
$50,000 - 59,999 
$60,000 and over 
Total 

Household Members 

Adult Members 
1 
2 
3 
4 
5 
6 
Total 

Children 
0 
1 
2 
3 
4 
Total 

71 

continued 

Frequency Percent 

26 
40 
36 
31 
21 
15 
13 

182* 

48 
42 
71 
25 
13 

1 
200 

147 
31 
15 

6 
1 

200 

14.3 
22.0 
19.8 
17.0 
11. 5 

8.2 
7.1 

99.9 

24.0 
21. 0 
35.5 
12.5 

6.5 
0.5 

100.0 

73.5 
15.5 

7.5 
3.0 
0.5 

100.0 

*Not all respondents answered the question. 
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had 17 years and over. These findings suggested a high ove-

rall level of education among the respondents (Table 4). 

Marital Status 

The majority, 69.3 percent, of the respondents were mar-

ried while 30.7 percent were single. The ''single" category 

included the divorced, widowed, separated, and the never 

married women. (Table 4). 

Occupation 

Of the 187 respondents who completed the question on oc-

cupation, 47.6 percent were gainfully employed, 13.4 percent 

were retired, and 39.0 percent were not employed. The occu-

pations of the employed were broken down into professional, 

semiprofessional/technical, clerical/sales, and labor/ser-

vice. The distribution of the respondents among these cate-

gories was almost the same, 19 to 25 percent. The "not em-

ployed'' category included students and housewives (Table 4). 

Income 

More than a fifth, 22.0 percent, of the respondents were 

in the $10,000 to $19,999 income bracket, and 17.0 percent 

in $30,000 to $39,999. Only 7.1 percent were in the $60,000 

and over bracket (Table 4). 
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Household Members 

Household members were categorized into two groups, 

adults and children. Adults were members who were aged 18 

and above, and children, below 18. 

that there were more adult members 

It appeared in general 

in the households than 

children (Table 4). The mean household membership was cal-

culated to be 2.9. This is higher than the average of 2.73 

persons per household reported in 1980 (U.S. Department of 

Commerce Bureau of the Census, 1983). 

Buying Behavior Patterns 

Table 5 shows buying behavior patterns of respondents re-

lated to distance traveled to shop the store, the frequency 

of shopping the store, mode of payment for purchases made, 

the amount of personal clothing bought from factory outlets, 

and the amount of clothing bought from the store. It was 

noted that less than half, 43.5 percent, of the respondents 

had to travel less than 25 miles to shop at the outlet cen-

ter. However, it was also noted that a good number of them, 

43. 0 percent, had to travel 51 to more than 100 miles to 

shop at the outlet center. 

The rnaj ori ty, 59. 5 percent, of the respondents shopped 

the store three to four times a year or less often. Only 

7. 5 percent shopped once a week. When i terns of clothing 
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TABLE 5 

Buying Behavior Patterns of Respondents 

Behavior Pattern 

Distance Traveled 

25 miles or less 
26 - 50 miles 
51 - 100 miles 
More than 100 miles 
Total 

Frequency of Shopping 

Once a week 
Twice a month 
Once a month 
Once every 2 months 
3 to 4 times a year 

or less often 
Total 

Frequency 

87 
27 
32 
54 

200 

15 
22 
23 
21 

119 
200 

Mode of Payment for Purchases Made 

Did not purchase 
Cash or check 
Credit card 
Total 

31 
134 

35 
200 

Percent 

43.5 
13.5 
16.0 
27.0 

100.0 

7.5 
11. O 
11. 5 
10.5 

59.5 
100.0 

15.5 
67.0 
17.5 

100.0 

Amount of Clothing Bought from Factory Outlets 

None 
Very little 
Less than half 
About half 
More than half 
Almost all 
Total 

2 
59 
35 
60 
25 
19 

200 

1.0 
29.5 
17.5 
30.0 
12.5 

9.5 
100.0 
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TABLE 5 continued 

Behavior Pattern Frequency Percent 

Amount of Clothing Bought from the Store 

None 
Very little 
Less than half 
About half 
More than half 
Almost all 
Total 

32 
92 
36 
24 
10 

6 
200 

16.0 
46.0 
18.0 
12.0 

5.0 
3.0 

100.0 
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were bought, the most common way of paying was by cash or 

check (67 percent)(Table 5). 

When queried about the amount of personal clothing bought 

from factory outlets, 30.0 percent indicated they had bought 

almost half of their clothing from factory outlets. Con-

cerning the particular store where they were contacted, 46.0 

percent of the respondents answered they had bought very 

little from this store and 16.0 percent, none at all (Table 

5 ) . 

Fashion Interest 

Table 6 shows the number of fashion publications read and 

the frequency that fashion trends were discussed by respon-

dents with their friends. The number of fashion publica-

tions read ranged from zero to five. Sixty-six percent of 

the respondents reported having read at least one fashion 

magazine or the fashion sections of the newspapers once a 

month. Fashion trends were discussed by 51.8 percent with 

their friends at least once a week, and 34. 7 percent at 

least once a month. 
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TABLE 6 

Fashion Interest of Respondents 

Fashion Interest Frequency Percent 

Number of Publications Read 

0 17 8.5 
1 132 66.0 
2 35 17.5 
3 11 5.5 
4 4 2.0 
5 1 0.5 
Total 200 100.0 

Frequency Fashion Trends Discussed 

At least once a week 103 51.8 
At least once a month 69 34.7 
At least once a year 17 8.5 
Never 10 5.0 
Total 199 100.0 
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Relationships Between Selected Background Factors 

When frequency of shopping the store was compared to dis-

tance traveled, frequency of discussing fashion trends, in-

come, and occupation, using chi-square test, only the values 

for the first two indicated significant relationships with 

the frequency of shopping (Table 7). The Cramer's V values 

disclosed a moderately strong association between frequency 

of shopping with distance traveled, but a weak association 

with frequency fashion trends were discussed. Those women 

who shopped most frequently lived a shorter distance from 

the mall and tended to discuss fashion trends with friends 

more often. 

When the amount of clothing bought in factory outlets was 

compared to income, occupation, and frequency fashion trends 

were discussed, chi-square values indicated a significant 

relationship with occupation only. Table 8 shows that 44.7 

percent of the customers in the clerical/sales/labor/service 

occupational group bought about half of their clothing from 

the factory outlet stores. The same amount of clothing was 

bought by the 38.1 percent of those who were in the profes-

sional/semiprofessional/technical/ group. However, the 

Cramer's Vindicated that a weak linear association existed 

between these two variables. 
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TABLE 7 

Frequency of Shopping in Relation to Distance Traveled and 
Frequency Fashion Trends Discussed 

Frequency of Shopping 

Once a week Once a 3 to 4X 
Variable to 2X a mo. Month a year 

No. % No. % No. % 

Distance traveled 

25 miles or less 29 78.4 27 61. 4 31 26.1 
26 to 50 miles 8 21. 6 10 22.7 9 7.6 
51 to 100 miles 0 0.0 3 6.8 29 24.4 
More than 100 

miles 0 0.0 4 9.1 50 42.0 
Total 37 100.0 44 100.0 119 100.0 

N = 200 
Chi-square = 68.199 DF = 6 
P = 0.0001 
Cramer's V= 0.413 

Frequency Fashion Trend Discussed 

At least once 
a week 29 78.4 21 47.7 53 44.9 

At least once 
a month 6 16.2 17 36.6 46 39.0 

At least once 
year/never 2 5.4 6 13.6 19 16.1 

Total 37 100.0 44 99.9 118 100.0 

N = 199 
Chi-square = 13.113 DF = 4 
P = 0.0107 
Cramer's V = 0.182 
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TABLE 8 

Amount of Clothing Bought from Factory Outlets in Relation 
to Occupation 

Amount of 
Clothing 
Bought 

Very little 
Less than 

half 
About half 

Professional/ 
Semiprof/ 
Technical 

N % 

6 14.3 

7 16.7 
16 38.l 

More than half 13 30.9 
Total 42 100.0 

N = 187 
Chi-square = 19.086 DF = 
P = 0.0245 
Cramer's V = 0.184 

Occupation 

Clerical/ 
Sales/Labor/ Retired 
Service 
N % N % 

13 27.7 7 28.0 

4 8.5 8 32.0 
21 44.7 4 16.0 

9 19.1 6 24.0 
47 100.0 25 100.0 

9 

Not 
Employed 
N % 

28 38.4 

13 17.8 
17 23.3 
15 20.5 
73 100.0 
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The frequency of discussing fashion trends was compared 

to education, age, and occupation. Results showed signifi-

cant relationships between frequency fashions trends dis-

cussed and education, and occupation. The Cramer's V values 

for the combinations indicated weak relationships. 

lues were 0.195 and 0.193 (Table 9). 

The va-

A good number of those who had 13 to 16 years of educa-

tion tended to discuss fashion trends at least once a month. 

Those who were not employed may have had the time to discuss 

them more often. 

FINDINGS CONCERNING THE HYPOTHESES 

The following section presents the stati-stical analyses 

employed to test the hypotheses set for the study. 

Hypothesis l 
Customers do not perceive apparel factory outlets diffe-

rently from one another in terms of physical facilities, lo-

cation, store service, merchandise, store atmosphere, and 

promotion. 

To determine whether significant differences in customer 

perception of store attributes existed among the five appar-

el factory outlet stores, a one-way analysis of variance 

(ANOVA) was employed. For the six store attribute scores , 
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TABLE 9 

Frequency Fashion Trends Discussed in Relation to Selected 
Demographic Variables 

Frequency Fashion Trends Discussed 

At least At least At least 
Variable once a week once a month. once a year/never 

N % N % N % 

Education 
0 - 12 45 44.1 17 24.6 5 18.5 

13 - 16 42 41.2 40 58.0 12 44.4 
17 and over 15 14.7 12 17.4 10 37.7 

Total 102 100.0 69 100.0 27 99.9 

N = 198 
Chi-square = 15.082 DF = 4 
P = 0.0045 
Cramer's V = 0.195 

Occupation 

Prof/semiprof/ 
technical 17 17.5 17 26.2 8 33.3 

Clerical/sales/ 
labor/service 31 32.0 16 24.6 0 0.0 

Retired 10 10.3 8 12.3 6 25.0 
Not employed 39 40.2 24 36.9 10 41. 7 

Total 97 100.0 65 100.0 24 100.0 

N = 186 
Chi-square = 13.881 DF = 6 
P = 0.0310 
Cramer's V = 0.193 
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differences among the stores were found statistically signi-

ficant "physical facilities" (p= 0.0162), "store service" 

(p= 0.0002), and "store atmosphere" (p= 0.0543) (Table 10). 

The Duncan Multiple Range Test (DMRT) was performed to 

pinpoint which of the stores differed from one another as 

perceived by respondents. The means of the ratings for 

store attribute perception were used in the calculations. 

Table 11 shows the Duncan groupings for the stores. The 

stores with the same letter ratings were not significantly 

different from one another. Store 2 was found different 

from Store 1 and Store 4 in terms of "physical f aci li ties." 

It was perceived to have faster checkout, more adequate 

dressing rooms, more ease in finding items, and more spa-

cious shopping. Concerning "store service", Store 5 was 

perceived to offer less service than the other stores, in 

terms of store hours and acceptance of credit cards. In 

11 store atmosphere, 11 Store 5 was perceived to have a better 

atmosphere than Store 1. Figure 2 shows graphically how 

these differences existed among the stores. 

In view of the above findings, the hypothesis was reject-

ed for three of the six attributes. Differences were found 

to exist among the stores on customer perception of physical 

facilities, store service, and store atmosphere. 
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TABLE 10 

Summary from ANOVA of Customer Perception of Store 
Attributes 

Attribute 

Physical 
facilities 

Location 
Store service 
Merchandise 
Store atmosphere 
Promotion 

E'-value 

3.12 
2.02 
5.76 
1.15 
2.37 
0.84 

For details see Table 17 in Appendix E. 

P-level 

0.0162 
0.0928 
0.0002 
0. 3345 
0.0543 
0.5000 
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TABLE 11 

DMRT on Differences Between Stores on Perception of 
Attributes 

Attribute Mean Duncan Grouping 

Physical Facilities 

Store 2 6.467 A 
Store 5 . 6. 300 A B 
Store 3 6.277 A B 
Store 1 6.004 B 
Store 4 5.988 B 

Store Service 

Store 4 6.688 A 
Store 2 6.615 A 
Store 3 6. 363 A 
Store 1 6.338 A 
Store 5 5.692 B 

Store Atmosphere 

Store 5 6.750 A 
Store 3 6.600 A B 
Store 2 6.588 A B 
Store 4 6.438 A B 
Store 1 6.200 B 
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Legend: 

fast checlc.out 
inadequate dressing rooms 
hard to find items 
crowded shopping 
inconvenient location 
poor oarlcing space 

11;ood quality for price 
few colors available 
large selection 
fashionable ga?"lllents 
few sizes available 
low Price 
attractive styles 
poor fabrics used 
unfriendly atmosphere 
unoleasant store to shop in 
ads infrequently seen/heard 
frequent sales 
poor displays 

Store 1 
Store 2 
Store 3 
Store 4---
Store 5 -· -·-

Figure 2: Store Profile 
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Hypothesis~ 

The importance attached to store attributes does not dif-

fer significantly among the customers of the five apparel 

factory outlet stores. 

A one-way analysis of variance was used to determine 

whether differences existed among customers of the different 

stores in terms of the extent of importance attached to 

store attributes. Table 12 shows no significant differences 

among the five stores. Thus, the hypothesis was not reject-

ed. 

When the mean-ratings for the attributes were ranked from 

the highest to the lowest, "merchandise", "location", and 

"store atmosphere," were deemed to be the most important at-

tributes (Table 13). 

Hypothesis 3 

Overall customer satisfaction is not signifi~antly relat-

ed to the combination of perception of and importance at-

tached to store attributes. 

For each store attribute, a mean perception/importance 

measure was computed. This was derived by multiplying the 

mean of the store attribute components from Part I of the 

questionnaire with the mean of the store attribute compo-

nents from Part II. The mean perception/importance scores 
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TABLE 12 

Summary from ANOVA of Importance Attached to Store 
Attributes 

Attribute 

Physical 
facilities 

Location 
Store service 
Merchandise 
Store atmosphere 
Promotion 

F-Value 

1.27 
0.70 
2.00 
0.18 
0.46 
0.67 

P-level 

0.2823 
0.5905 
0.0964 
0.9495 
0.7671 
0.6159 

For details see Table 18 in Appendix E. 
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TABLE 13 

Ranking of Store Attributes by Mean Rating of Importance 
Attached to Them by Customers 

Attribute 

Merchandise 
Location 
Store atmosphere 
Physical facilities 
Store service 
Promotion 

Rating 

4.74 
4.54 
4.47 
4.45 
4.15 
3.89 

For details see Table 18 in Appendix E. 

Rank 

1 
2 
3 
4 
5 
6 
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were then correlated with the aggregate customer satisfac-

tion score (Part III). This was done to determine the rela-

tion of the relative level of satisfaction to the combina-

tion of perception of and importance attached to store at-

tributes. Coefficients of correlation ranged from 0.403 to 

0.531 which were statistically significant at the .01 level 

(Table 14). 

To determine consistency within the satisfaction scale, 

the score for satisfaction on each attribute was correlated 

with the average for the other five attributes. Results 

showed coefficients of correlation ranging from O. 584 to 

0.759 which were statistically significant at the .01 level 

(Table 19 in Appendix E). The breakdown of mean satisfac-

tion scores by attribute component and store is shown in Ta-

ble 20 in Appendix E. 

When the aggregate satisfaction score was correlated with 

the overall satisfaction score, result showed a high corre-

lation between the two with a correlation coefficient of 

0.618. This indicated overlapping between the two scales 

used to measure satisfaction thereby establishing convergent 

validity. 

All of the six perception/importance scores for store at-

tributes were related to each other as well as to overall 

satisfaction (Table 21 in Appendix E). Thus, each of these 
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TABLE 14 

Correlation Between Perception/Importance Scores for 
Attributes and Aggregate Satisfaction 

Attribute r P-level 

Physical 
facilities 0.468 0.0001 

Location 0.420 0.0001 
Store service 0.509 0.0001 
Merchandise 0.531 0.0001 
Store atmosphere 0.403 0.0001 
Promotion 0.505 0.0001 
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six combinations may be useful individually in predicting 

customer satisfaction. However, when the entire set of com-

binations was used in the regression model, the interrela-

tionships among them led to the conclusion that not all of 

them were needed in the model. In fact, a partial F-test 

showed that once "merchandise" and "promotion" were included 

in the model, the remaining four combinations contributed 

little to the prediction of overall satisfaction. 

When the overall level of customer satisfaction was re-

gressed on the perception/importance combinations of store 

attributes, "merchandise" and "promotion" were found to be 

the best predictors. (Table 15). The coefficient of deter-

mination, R-square, was 0.191937 when all variables were en-

tered in the model. The R-square designates the percentage 

of the variation explained by all the independent variables 

in the multiple regression equation (Nachmias and Nachmias, 

1976). Thus, hypothesis 3 was rejected. 

Hypothesis~ 

Customers' personal characteristics are not significantly 

related to their overall level of satisfaction. 

Correlation analyses were employed to determine whether 

customers' characteristics significantly relate to their 

overall satisfaction level. Results revealed no significant 
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TABLE 15 

Multiple Regression Analysis of Effect of 
Perception/Importance of Attributes on Overall Satisfaction 

Store Attributes F-ratio P-level 

Physical 
facilities 0.004 0.9474 

Location 0.01 0.9183 
Store service 0.00 0.9523 
Store atmosphere 1.87 0.1728 
Promotion 5.13 0.0246 
Merchandise 8.80 0.0034 

R-square = 0.191937 (all variables entered in the model) 
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relationships between the overall level of satisfaction and 

most customer characteristics. However, buying behavior 

patterns of frequency of shopping in the store, amount of 

clothing bought from factory outlets and from the particular 

store, and the distance traveled to shop, were all found to 

be significantly related to overall satisfaction (Table 16). 

Findings showed that frequency of shopping and distance 

traveled were inversely related to overall satisfaction. 

Those who shopped more frequently and traveled less than 25 

miles tended to be more satisfied. Amount of clothing 

bought from factory outlets and from the stores where the 

customers were contacted showed positive relationships, the 

less amount of clothing bought, the lower was satisfaction. 

For examining the relationships between overall satisfac-

tion and the nominally categorized personal characteristic 

variables, analysis of variance and at-test were employed. 

Results showed no significant relationships between occupa-

tion and overall satisfaction (p= 0.8384), or between mari-

tal status and overall satisfaction (p= 0.6857). These 

findings lend additional support to hypothesis four. 
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TABLE 16 

Correlation Between Overall Satisfaction and Customer 
Characteristics 

Characteristic r P-level 

Frequency of shopping -0.220 0.0018 
Amount of clothing bought 

from factory outlets 0.189 0.0075 
Amount of clothing bought 

from the store 0.313 0.0001 
Frequency fashion 

trends discussed -0.049 0.4942 
Number publications 

read 0.091 0.1988 
Distance traveled -0.157 0.0273 
Years of education -0.069 0.3376 
Family size -0.003 0.9698 
Age 0.075 0.2941 
Income 0.017 0.8173 
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DISCUSSION OF THE FINDINGS 

Hypothesis one asserted that customers do not perceive 

apparel factory outlets differently from one another in 

terms of physical facilities, location, store service, mer-

chandise, store atmosphere, and promotion. 

The data used in the analysis did not support the above 

hypothesis for three of the six attributes on which the cus-

tome rs rated the five stores. Significant differences ex-

isted in terms of "physical facilities," "store atmosphere," 

and "store service. " Store 2 was perceived to have better 

physical facilities than Stores 1 and 4. Store 1 needs to 

improve its dressing room facilities, and Store 4, its 

checkout operation. Store 5 had less store service, in 

terms of store hours and acceptance of credit cards than the 

rest of the stores, but was perceived to have a friendlier 

and more pleasant store atmosphere than Store 1. The cus-

tomers in this study perceived no significant differences 

among the five apparel factory outlet stores, in terms of 

"location," "merchandise," and "promotion." However, it was 

perceived that Store 1 did more advertising than the rest of 

the stores. 

These findings pinpointed areas where customers perceived 

the stores to be different. But it has to be kept in mind 

that what may be lacking may not be important to the custom-
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ers, and hence, they may sti 11 continue to patronizethe 

store for other reasons. 

Furthermore, the location of stores in the mall may have 

made the basic difference from other factory outlets located 

in or near factories. Customers may have a different set of 

exp~ctations for them. This was apparent in the fairly high 

scores obtained from the perception scale. Means on most 

items were well above midpoint. 

This brings us to the second hypothesis which stated that 

the importance attached to store attributes does not differ 

among the customers of the five apparel factory outlet 

stores. Interestingly, no significant differences were 

found among the customers in terms of importance which they 

attached to store attributes. 

rejected. 

Thus, hypothesis two was not 

Mean ratings for the importance of the attributes ranged 

from 3. 89, which was almost "usually important, " to 4. 7 4, 

which was almost "very important." When the attributes were 

ranked, "merchandise" was found to be the most important 

followed by "location," and "store atmosphere". "Promotion" 

was the least important of the store attributes. 

From the findings for hypothesis one, Store 1 should im-

prove its store atmosphere to be comparable with the other 

stores since customers ranked this attribute third in irnpor-
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tance. It should work on making the store a pleasant place 

to shop in and providing the customers that feeling of 

friendliness. Store 1 is a big store, carries a huge amount 

of merchandise, has less space for customers to move around 

freely, and appears to have a lower store personnel/customer 

ratio. These might have caused respondents to perceive it 

differently from the other stores in relation to store atmo-

sphe,re. The importance ratings, in conjunction with the 

perception ratings are critical for the planning of retail-

ing strategies. Thus, each store attribute should be con-

sidered during the market planning stage. 

Comments both in the perception and importance aspects 

are indicative of customers' attitudes toward the store 

which may either be positive or negative. Myers and Rey-

nolds (1967) referred to the attributes which are considered 

most important by consumers as attitude salience. In this 

particular case, customers tended to answer more on the po-

sitive side of the continuum. All the store attributes were 

revealed to be important to them, although in varying de-

grees. Retailers, therefore, should consider the different 

attributes along with the importance attached to them and 

tailor their marketing mix accordingly to meet the expecta-

tions of the customers. 
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Hypothesis three asserted that customer satisfaction is 

not significantly related to the combination of perception 

and importance attached to store attributes. Based on the 

findings, the hypothesis was rejected. Significant rela-

tionships were found to exist between the measures of cus-

tomer satisfaction and the perception/importance combina-

tion. Therefore, how a customer perceives and attaches 

importance to store attributes relates to satisfaction. 

The implication of this finding is that, for a retailer to 

have more satisfied customers, he should be able to provide 

a high level of those attributes which are important to the 

customers. 

In the regression analysis, "merchandise" and "promotion" 

were the attributes for which the perception/importance com-

bination produced the best predictors of customer satisfac-

tion. This meant that when the relative importance of all 

the perception/importance combinations of each store attri-

bute were compared, it was found that "merchandise" and 

"promotion" contributed more to overall satisfaction than 

the rest of the attributes. Therefore, factory outlet 

stores should emphasize merchandise which included quality 

for price, range of colors, styles, and sizes available, 

fashionableness and attractiveness of styles, prices, and 

quality of fabrics used. Likewise, promotion should be con-
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sidered in terms of advertisements, promotional sales, and 

merchandise displays. 

Hypothesis four stated that customer personal character-

istics, which included demographics, buying behavior pat-

terns, and fashion interest, are not significantly related 

to their overall level of satisfaction. Findings of the 

study supported the hypothesis in two of the three compo-

nents of personal characteristic variables. Customer buying 

behavior patterns were found to be related more to overall 

satisfaction than demographics or fashion interest. This 

was supported by the correlation coefficients obtained from 

the analysis. This could be expected because the frequency 

with which individuals purchase items from a store, the am-

ount of clothing they buy, and the distance they travel to 

shop the store, were indicative of their store loyalty, fa-

vorable attitude toward the store, and in general, satisfac-

tion with the store. 



Chapter VI 

SUMMARY AND RECOMMENDATIONS 

The main purpose of the study was to determine the sourc-

es of customer satisfaction with apparel factory outlet 

stores. Specifically, the study aimed to determine custom-

ers perception (store image) of apparel factory outlet 

stores based on the dimensions of physical facilities, loca-

tion, store service, merchandise, store atmosphere, and pro-

motion; to determine the importance that customers attach to 

the apparel stores' attributes; to determine how the combi-

nation of perceptions of and importance attached to store 

attributes is related to the overall level of customer sa-

tisfaction; and to determine the relationship(s) between 

customers' characteristics and their overall level of satis-

faction. 

Five apparel factory outlet stores, located in the Bur-

lington Manufacturers Outlet Center, Burlington, North Caro-

lina were selected for the study. Criteria used in these-

lection were: the stores carry similar types of merchandise, 

approximately in the same price range, have good selection 

of merchandise, situated in different locations in the mall, 

and offer products manufactured by own factories. 

101 
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The research instrument consisted of four parts. The 

first three were composed of three different scales, a sev-

en-point semantic differential, which was used to measure 

customers' perception of the store; a multi-attribute scale, 

which measured the importance that customers attached to the 

store attributes; and a Likert-type scale which measured 

customer satisfaction with store experiences related to the 

store attributes. The last part consisted of structured 

questions which dealt with background data generating infor-

mation on customer demographic characteristics, buying be-

havior patterns, and fashion interests. The questionnaire 

was pretested to determine its internal consistency, custom-

er reaction to being asked to fill in a questionnaire in a 

mall intercept survey, and the time required to complete it. 

The statistical analyses included analysis of variance 

(ANOVA), Duncan Mu! tiple Range Test (DMRT), correlation, 

multiple regression, t-test, and chi-square test. 

The background data collected showed that the majority of 

the respondents were in their SO's and 60's, retired or not 

employed, married, had more adult members in the household, 

had shopped the store three to four times a year or less of-

ten, read at least one fashion publication a month, and dis-

cussed fashion trends with friends at least once a week. 

Almost half of the respondents had 13 to 16 years of educa-
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tion, equivalent to some college or graduated from college, 

live 25 miles or less £:::-om the store where they shopped. 

For the amount of personal clothing bought in factory out-

lets, 30.0 percent stated "almost half," while 46.0 percent 

stated they had purchased "very little" from the store where 

they were contacted. 

To determine significant relationships between selected 

personal characteristic variables, and to establish a trend 

for market segmentation, chi-square tests were employed. 

Cramer's V was used to determine the strength of association 

between the significant personal characteristic variables. 

Of the variables tested, significant relationships were 

found between frequency of shopping and distance traveled, 

frequency of shopping and frequency fashion trends dis-

cussed, amount of clothing bought from factory outlets and 

occupation, frequency fashion trends discussed and educa-

tion, frequency fashion trends discussed and occupation. 

Strength of association was found to be a weak one for all 

combinations except between frequency of shopping and dis-

tance traveled. Association was found to be moderately 

strong for these two variables. 

Those who more frequently shopped in the stores were the 

ones who lived nearer the area. Those who had to travel 

more than 100 miles shopped the area less frequently. The 
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customers who shopped most frequently tended to discuss 

fashion trends with friends more often. Those who were not 

employed were shown to have more time to discuss fashion 

trends with friends while those who had 13 to 16 years of 

education did not seem to be as interested in fashion as 

those who had lesser years of education. A good number of 

those in the clerical/sales/labor/service and professional/ 

semiprofessional/technical occupational groups were shown to 

have bought about half of their personal clothing from fac-

tory outlets. 

To determine if differences existed among the five stores 

regarding customers' perceptions of the store and the impor-

tance they attached to store attributes, ANOVA was employed. 

Findings showed that significant differences existed for 

three of the six store attributes in terms of customers' 

perceptions. The DMRT pointed out the particular stores 

that were significantly different on the three store attri-

butes. Store 2 was perceived to have better physical facil-

ities than Stores 1 and 4; Store 5 had less store service 

than the rest of the stores, but had better store atmosphere 

than Store 1. From analyzing importance attached to the 

store attributes, results disclosed no significant differ-

ences among the customers of the five stores. However, when 

the attributes were ranked according to importance, from the 
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most to the least important, "merchandise" ranked first, 

followed by "location," and "store atmosphere." "Promotion" 

was last. 

Two different approaches in measuring customer satisfac-

tion were employed in the study. One was the measure of 

overall satisfaction which was intended to measure the abso-

lute level of customer satisfaction with apparel factory 

outlets. The second was the aggregate level of customer sa-

tisfaction which was intended to measure the relative level 

of customer satisfaction based on specific store experienc-

es. Correlation analyses were done between the overall sa-

tisfaction and the perception/importance scores on store at-

tributes, and between aggregate satisfaction and 

perception/importance scores. Highly significant levels of 

correlations were obtained from the analyses establishing 

significant relationships between and among the variables. 

Multiple regression analysis, using backward eliminna-

tion, was performed to determine which of the six store at-

tribute perception/importance combinations could be used to 

effectively predict overall customer satisfaction. When 

all the six combinations were used in the model, "merchan-

dise" and "promotion" were found to be the best predictors. 
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LIMITATIONS OF THE PRESENT STUDY 

The following were construed as the limitations of the 

study. Each needs to be considered when interpreting the 

results of the study. 

1. Conducting the investigation in one centrally located 

area precluded the diversity of conditions existing 

in other factory outlets outside the perimeter of the 

mall. 

2. The use of convenience sampling could have affected 

the representativeness of the sample, and therefore, 

the external validity of the findings. 

3. Some of the respondents found the semantic differen-

tial scale very confusing because of the random as-

signment of the positive and negative items in the 

scale. This was done to eliminate order bias but 

perhaps it tended to increase error rate. In most 

instances however, effort was made to reduce error by 

explaining the procedure involved. But in situations 

where no one was available to explain it, mistakes 

might have been committed. 

4. Due to inclement weather, the majority of the respon-

dents had to fill in the questionnaire inside the 

store. Differences in situational factors might have 

affected the tenor of their responses. 
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5. While four of the stores carried all women's cloth-

ing, one store had men's, women's, and children's 

clothing. This might have influenced the respon-

dents' perceptions of the store attributes. 

6. The modified model which is of the form, A ( atti-

tude) = P (perception) times I (importance) had not 

been used extensively enough to be considered very 

effective. 

RECOMMENDATIONS 

Several implications -for future research have been indi-

cated in the study and the following are recommended: 

1. Research directed across various types of apparel re-

tailers and consumer populations, using the same mea-

suring instruments employed in the study, will lend 

support to the theories related to customer satisfac-

tion with retail establishments. 

2. Path analysis could be employed in determining the 

direct and indirect relationships between perceptions 

of and importance attached to store attributes, and 

customer personal characteristics. 

3. An in-depth investigation of the buying behavior pat-

terns of customers, e.g., frequency of shopping, am-

ount of clothing bought, and value of expenditures 
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among others, may provide greater insights into cus-

tomer satisfaction with factory outlet stores. 

4. A study involving purchasers and nonpurchasers may 

provide more information in understanding sources of 

satisfaction with factory outlet stores. 

5. Since merchandise and promotion were found to be the 

best predictors of overall satisfaction, an in-depth 

study using these store attributes as the independent 

variables may provide further insights into customer 

satisfaction. 

IMPLICATIONS 

The emergence of certain store attributes and customer 

characteristics that are related to overall satisfaction led 

to some important marketing and customer implications. In 

order to satisfy its customers, retailers, particularly the 

factory outlet retailers, must attempt to improve their mer-

chandise offerings and promotional strategies. Emphasis 

should be directed to quality for price, range of colors, 

styles, and sizes available, fashionableness and attractive-

ness of styles, and prices of merchandise. Promotional ac-

tivities should be geared more toward information dissemina-

tion. Promotional sales and types and quality of 

merchandise offered are some of the key areas that may be of 

interest to customers. 
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Some of the stores were perceived to have faster 

checkout, adequate dressing rooms, more ease in finding 

items, more spacious shopping, and better store atmosphere. 

The others were perceived to have less convenient store 

hours and did not readily accept credit cards. These find-

ings suggest other possible areas to be considered in devel-

oping a sound marketing strategy. 

Findings of the study also showed that distance traveled, 

frequency of shopping, amount of clothing bought in factory 

outlets and the stores where the customers were contacted 

were related to overall satisfaction. From these findings, 

it was evident that there is a unique market segment present 

in the apparel factory outlet sector. Using the character-

istics of customers that are unique as a frame of reference, 

the retailers could delineate their marketing strategies and 

be able to cater to the needs of this specific market seg-

ment. 

For the customers, implications of the study are two-

pronged. The study revealed the profile of the factory out-

let stores in a specific mall. It illustrated graphically 

what the stores could of fer in terms of store attributes 

providing customers with different options in the buying 

process. Areas of customer satisfaction were pinpointed 

which could provide the feedback mechanism for repeat pur-

chase behavior. 



110 

It was indicated in the study that promotional activities 

were inadequate in some stores. Customers could only hope 

that these would be remedied and emphasized in the future, 

and that information dissemination could be facilitated. 

Information is critical in the decision-making process that 

would lead to more satisfying product- or store-related ex-

periences. 
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PA&'T I. I wiould like your opiniou abouc che scon you juac 1hot,ped in. You 
an co puc m lt mark in che place chu base describes your opinion/ 
feeling about cha store. For azample, if J'OQ 119re to rate 
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good puldza1 sp~e 

mltashioaaole ganiauts 
plUADt score to sbop in 

infraquen: salea 
mcay sizes available 

high price 
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dirty 

fast chackouc 
incoavelliant locaci011 
good quality for price 
1.Aldequ.ata druaiDg rooma 

few colors a-.ailabla 
ads intrequantly se&!l/hurd 
wriandly atm0-,ibare 
large salectio11 
incon'Vetliaut score hours 
hard co find itema 
poor parkiD, space 
faabiouable ;azmeuta 
m11lauac store co sbop ill 

frequent sal•• 
few sizes available 
low price 
poor fabrics a.sad 
does aoc accept credit carda 
crawdad sho~ping 
atttactiv. scylu 
DOOT displays 
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PART II. For stores in general, how important are the following things 
to you? Please mark each item. 

u 
u u ID U u a a ""'m Q) a g u ... u ... u .Su 151 u 0 ... ... ... u ... 0 ... ! >-0 a, 0 Q) 0 'ti 0 

... Q, ~! !! ~ G' ;! ID ...t § 
1. fast checkout : . . . . 
2. location of the store : . . . . 
3. quality for price : . : : : . . . 
4. dressing rooms : . . . . 
5. color of garments . : . . . . . 
6. advertisements . . . . . . 
7. store atmosphere . . : . . . . . • 
8. amount of garments available : 
9. store hours . . . . 

10. ease of finding items . . . . . . . . 
11. parking place . . • . . . 
12. fashionableness of garments . . . . . . . . . . 
13. pleasant store surroundings : : 
14. frequency of sales . . . : . . . 
15. sizes available . . : . . 
16. price of garments . : : . . . 
17. quality of fabric used : : . . 
18. acceptance of credit cards . . : . . . . 
19. spaciousness of shopping area . : . . . 
20. style/cut of garments : . . . . . . 
21. displays . . . . . . . . 
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PART III. Now, I would like to know how satisfied. you are wt'Ch the 81:0'r&-
in which you just shopped. Please mark each item. 

"' "' GJ Q) 
>, .... >,'1"4 .... "' "d .... ........ 
GJ Q) Q) 0) Q) CD .... ........ '" .... .... ........ 0 
Q) .... .... cO .... Q) .... c:: >, .... 0) a, ... CII .... «s 
Q.<r4 '" 4,1 CD A, UI CD .-4 s 4,,1 .... ::s CD ~~ GJ A, 
0 CO CII Q) .,.f 0 A, 
U ID CD c:: "' U'O 'O CII 

number of checkouts present and 
how they are operated . : : : . : . . 

location of the store . . . . . . . . 
quality for price : . : : : . 
dressing rooms available . . . . . . . . 
range of colors available . . . : : . . . 
advertising I see/hear . . • . . . 
fri.endly atmosphere of store . . . . . . . . 
amount of garments available : : : • . 
store hours . : : : : : . 
ease of finding items . . . . . . 
parking space available : . . . . . . . . . . 
fashionableness of garments . . : : . . 
store's pleasant surroundings : . : . . . . . . . 
frequency of sales that the store 

runs . . : . . . . . . 
sizes of gaTme~ts available : . . . . . . . . . . . . 
price : : . : . . . 
quality of fabrics used . . . : . . . 
acceptance of credit cards . . . . . . . . 
spaciousness of shopping area : . . . . . . . . 
attractiveness of styles : . . . . 
store displays : . . 

In general, how satisfied are 
you with this store? : . . . . 
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PART IV.  The  following  questions  will  help  us  determine  the  characteristics 
of  the  individuals  responding  to  this  questionnaire. For each  item, 
put  an X mark in the  appropriate  box. 

1.  How often  do  you  shop  at  this  store? 

0 once a week 
0 twice a  month 
Oonce  a  month 

0 once  every  two  months 
0 3 to 4 times  a  year  or  less  of ten 

2. How did  you  pay  for  your  most  recent  purchase  from  this  store? 

0 cash  or  check 
0 credit  card  (Master Card, Visa,  others) 

3.  How much  of  your own personal  clothing  do  you  buy  in  factory 
outlet  stores? 

D very  little 
0 less  than  half 
0 about  half 
0 more  than  half 
Oa1most all 

4. How much of  your own personal  clothing  do  you buy'in !h!! store? 
0 very  little 
0 less  than  half 
0 about  half 
0 more  than half 
0 almost all 

5. How often  do you talk  about  current fashion trends  with your friends? 

0 at  least  once a week 
0 at  least  once  a month 
0 at  least  once  a  year 
Onever 

6. Which of  the  following  do  you  read  at  least  once a month? 

Ovogue 

0Glamour 

0 Seventeen 
0 Fashion  section  of  newspapers 
r::Jothers, with  particular  reference  to  fashion 
(please ~~~~~~~~~~~~~~~
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7. How far is your home from this store? 
0 25 miles or less 
0 26 - 50 miles 
Os1 -100 miles 
Omore than 100 miles 

8. Indicate your occUtJation: ------------9. Indicate number of years of education: 
0 J - 8 
0 .9 - 12 
013 - 16 
017 and over 

10. What is your marital status? 
Osingle 
Omarried 

11. How many adult members, aged 18 and above, are in your 
household? ----

How many children below 18? ---
12. Please indicate your age: 

Ounder 21 
0 21 - 30 
031 - 40 
041 - so 
051 - 60 
0 61 .and over 

13. Please indicate the annual income of your household: 
0 less than $10,000 
0 $10,000 - 19,999 
CJ $20,000 - 29,999 
D $30,000 - 39,999 
0 $40,000 - 49,999 
0 $50,000 - 59,999 
0 $60,000 and over 

THANK YOU VERY MUCH 



Appendix B 

LETTER TO THE MANAGEMENT OF THE BURLINGTON 
MANUFACTURERS OUTLET CENTER 

February 21, 1984 

The Management 
Burlington Manufacturers Outlet Center 
P.O.Box 29168 
Greensboro, North Carolina 

Sir: 

I would like to do a survey of customers of stores in the 
Burlington Manufacturers Outlet Center in March, 1984. This 
is in connection with my doctoral dissertation at Virginia 
Tech. 

The survey involves getting customers to fill out question-
naires as they come out of stores. Rest assured that I will 
not in any way distrupt the flow of customers into the 
stores. I will stand on the common parking area and wait 
for them to finish their shopping. Enclosed is the questi-
onnaire. 

I will be most willing to share with you the results of my 
investigation, if you so desire, which deals with determi-
nants of customer satisfaction with factory outlets. 

Your permission to conduct this survey in the Burlington Ma-
nufacturers Center would be greatly appreciated. 

Very truly yours, 

RUBY S. PANGAN 
Graduate Student in 
Clothing and Textiles 

BARBARA E. DENSMORE 
Professor of Clothing 
and Textiles, Advisor 
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Appendix C 

LETTER TO THE STORE MANAGERS 

March 5, 1984 

The Store Manager 

Sir/Madam: 

This is to inform you that I will be doing a survey of cus-
tomers of stores in the shopping area during the middle part 
of March, 1984. Permission to conduct the survey was grant-
ed on February 29, 1984 by the the owner and developer of 
the BMOC. 

The survey is in connection with my doctoral dissertation at 
Virginia Tech. It involves getting customers to fill out a 
questionnaire as they come out of stores. Rest assured that 
I will not in any way disrupt the flow of customers into 
your store. I wi 11 stand on the common parking area and 
wait for them to finish their shopping. 

I will be most willing to share with you the results of my 
investigation, if you so desire, which deals with the deter-
minants of customer satisfaction with factory outlet stores. 
If you are interested in the study findings, please sign the 
space below and send this letter back to me. 

Very truly yours, 

RUBY S. PANGAN 
Graduate Student in 
Clothing and Textiles 

BARBARA E. DENSMORE 
Professor of Clothing 
and Textiles 

Yes, I am interested in the study results. 

Ruby S. Pangan 
Department of Clothing and Textiles 
Virginia Tech 
Blacksburg, Virginia 24060 
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Appendix D 

FORMAT FOR APPROACHING PROSPECTIVE RESPONDENTS 

Hello ! ! ! ! I'm We are doing a survey of this 
store to know what your source(s) of satisfaction are with 
the store. This survey is conducted in connection with the 
doctoral dissertation of a graduate student at Virginia 
Tech. 

Would you be willing to fill out a questionnaire for her on 
your way out? It will take you only five to ten minutes to 
complete the questionnaire. (If prospective respondent re-
fused, thank her just the same.) 

(For those who agree to participate and hand in the questi-
onnaire as they come out of the store) . Thank you very 
much. You've been a great help. 

127 



Appendix E 

SUPPORTING TABLES 

128 



129 

TABLE 17 

Mean Perception Scores for the Different Attributes by Store 

Mean Perception Score 

Attribute Store 1 Store 2 Store 3 Store 4 Store 5 

Physical Facilities 
checkout 6.114 6.428 6.058 5.034 6.333 
dressing room 5.628 6.324 6.515 6.121 6.322 
ease of finding 

items 5.897 6.550 6.150 6.250 6.100 
spaciousness 

of shopping 6.275 6.512 6.589 6.300 6.461 
Mean 6.004 6.467 6.277 5.988 6.300 

Location 
location 6.550 6.564 5.925 6.315 6.000 
parking 6.575 6.974 6.750 6.700 6.775 

Mean 6.563 6.775 6.338 6.525 6.388 
Store Service 

store hours 6.184 6.615 6.333 6.641 5.394 
credit 6.406 6.482 6.575 6.757 6.058 

Mean 6.338 6.615 6.363 6.688 5.692 
Merchandise 

quality 5.775 6.000 6.111 5.564 6.230 
color 6.250 6.575 6.333 6.500 6.075 
selection 6.282 5.820 5.473 6.307 5.375 
fashionableness 6.179 6.175 5.948 6.300 5.717 
size 6.025 6.256 5.825 6.256 5.736 
price 3.675 4.625 4.000 5.230 3.526 
fabric 6.105 6.300 6.282 6.205 6.512 
style 5.789 5.825 6.135 5.615 6.205 

Mean 5.738 5.942 5.730 5.987 5.704 
Store Atmosphere 

friendly 6.275 6.513 6.575 6.450 6.825 
pleasant 6.236 6.631 6.625 6.425 6.666 

Mean 6.200 6.588 6.600 6.438 6.750 
Promotion 

advertisement 5.060 4.281 4.968 3.968 3.214 
sales 4.870 5.413 5.257 5.258 4.814 
display 6.275 6.512 6.475 6.350 6.400 

Mean 5.521 5.588 5.629 5.342 5.233 
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TABLE 18 

Mean Importance Scores for the Different Attributes by Store 

Mean Importance Score 

Attribute Store 1 Store 2 Store 3 Store 4 Store 5 

Physical Facilities 
checkout 4.775 4.538 4. 589 4.500 4.450 
dressing room 4.450 4.375 4.325 4.225 4.075 
ease of finding 

items 4.675 4.575 4.625 4.631 4.600 
spaciousness of 

shopping 4.525 4.325 4.175 4.300 4.225 
Mean 4.606 4.456 4.423 4.415 4.338 

Location 
location 4.700 4.512 4.333 4.500 4.650 
parking 4.625 4.525 4.500 4.625 4.425 

Mean 4.663 4.525 4.425 4.563 4.538 
Store Service 

store hours 4.650 4.358 4.125 4.475 4.179 
credit 4.162 3.805 3.605 3.921 4.025 

Mean 4.425 4.115 3.900 4.175 4.113 
Merchandise 

quality 4.900 4.900 4.875 4.700 4.775 
color 4.641 4.700 4.650 4.538 · 4.435 
selection 4.743 4.461 4.650 4.769 4.575 
fashionableness 4.700 4.700 4.641 4.675 4.675 
size 4.850 4.769 4.800 4.871 4.775 
price 4.900 4.825 4.800 4.800 4.820 
fabric 4.794 4.875 4.825 4.800 4.825 
style 4.675 4.625 4.600 4.750 4.775 

Mean 4.777 4.733 4.730 4.739 4.719 
Store Atmosphere 

friendly 4.421 4.425 4.450 4.625 4.300 
pleasant 4.435 4.512 4.475 4.525 4.475 

Mean 4.438 4.475 4.463 4.575 4.388 
Promotion 

advertisement 3.615 3.428 3.500 3.705 3.564 
sales 4.289 4.026 4.179 4.416 4.026 
display 4.179 4.000 3.775 3.825 3.750 

Mean 4.046 3.867 3.817 3.950 3.758 
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TABLE 19 

Correlation of Attribute Satisfaction Scores with Total 
Score for Remaining Attributes 

Attribute r P-level 

Physical facilities 0.753 0.0001 
Location 0.668 0.0001 
Store service 0.584 0.0001 
Merchandise 0.759 0.0001 
Store atmosphere 0.637 0.0001 
Promotion 0.626 0.0001 
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TABLE 20 

Mean Satisfaction Scores for the Different Attributes by 
Store 

Mean Satisfaction Score 

Attribute Store 1 Store 2 Store 3 Store 4 Store 5 

Physical Facilities 
checkout 4.461 4.540 4.275 4. 324 4.487 
dressing room 4.175 4.525 4.538 4.210 4.447 
ease of finding 

items 4.050 4.525 4.450 4.410 4.425 
spaciousness 

of shopping 4.307 4.400 4.500 4.358 4.375 
Mean 4.250 4.496 4.444 4.319 4.427 

Location 
location 4.450 4.564 4.525 4.512 4.487 
parking 4.500 4.575 4.589 4.600 4.550 

Mean 4.475 4.575 4.550 4.563 4.525 
Store Service 

store hours 4.230 4.564 4.461 4.375 4.051 
credit 4.305 4.000 4. 342 4. 243 4.131 

Mean 4.288 4. 308 4.400 4. 300 4.123 
Merchandise 

quality 4.200 4.475 4. 350 4.400 4.275 
color 4.400 4.550 4. 375 4.450 4.200 
selection 4.333 4.461 4.400 4.525 4.025 
fashionableness 4.450 4.475 4.550 4.450 4.350 
size 4.230 4.410 4.150 4.325 3.875 
price 4.051 4. 307 4.025 4.421 4.128 
fabric 4. 358 4.487 4.525 4.425 4. 384 
style 4.333 4.325 4.550 4.400 4.325 

Mean 4. 305 4.434 4.366 4.423 4.197 
Store Atmosphere 

friendly 4.250 4.550 4.425 4.400 4.675 
pleasant 4.358 4.650 4.605 4.487 4.450 

Mean 4.313 4.600 4.500 4.450 4.563 
Promotion 

advertisement 3.742 3.696 3.657 3.400 3.685 
sales 3.702 4.083 3.947 3.722 3.600 
display 4.025 4.450 4.358 4.307 4.050 

Mean 3.833 4.104 4.017 3.855 3.792 
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TABLE 21 

Intercorrelation of Perception/Importance Scores with 
Overall Satisfaction Scores 

Loe StServ Merch StAtmp Promo OverSat 

PhyFac 0.64124 0.62705 0.50072 0.54171 0.47421 0.27378 
.0001 0.0001 0.0001 0.0001 0.0001 0.0001 

200 197 200 200 200 199 

Loe 0.50403 0.49499 0.48277 0.38034 0.25318 
0.0001 0.0001 0.0001 0.0001 0.0003 

197 200 200 200 199 

StServ 0.43510 0.40661 0.45210 0.23104 
0.0001 0.0001 0.0001 0.0011 

197 197 197 196 

Merch 0.48765 0.47111 0.39761 
0.0001 0.0001 0.0001 

200 200 199 

AtAtmp 0.45224 0.32212 
0.0001 0.0001 

200 197 

Promo 0.35300 
0.0001 

199 
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DETERMINANTS OF CUSTOMER SATISFACTION WITH 

APPAREL FACTORY OUTLET STORES 

by 

Ruby S. Pangan 

Committee Chairman: Barbara E. Densmore 

Clothing and Textiles 

(ABSTRACT) 

The purpose of the research was to determine the sources 

of customer satisfaction with apparel factory outlet stores. 

Six store attributes consisting of physical facilities, lo-

cation, store service, merchandise, store atmosphere, and 

promotion were investigated. 

Data were collected through a mall intercept survey using 

a self-administered questionnaire. A total of 200 respon-

dents participated in the study. The rate of refusal was 

estimated to be 42 percent. 

One-way analysis of variance was used to test for differ-

ences in customers' perception of stores on six attributes. 

Differences were found to exist among the stores on three 

attributes, specifically, "physical facilities," "store ser-

vice," and "store atmosphere." 

ANOVA results for importance attached to store attributes 

showed no significant differences among the customers of the 

five stores. 



Correlation analyses showed high correlations between and 

among perception/importance combinations for each store at-

tribute and overall satisfaction. Multiple regression gave 

"merchandise" and "promotion" as the best predictors of ove-

rall satisfaction. 

Correlations, ANOVA, and t-test were used to establish 

relationship ( s) between customer personal characteri sties 

and overall satisfaction. No relationships were found bet-

ween demographic characteristics or fashion interest, and 

overall satisfaction. However, buying behavior patterns 

were found to be related to overall satisfaction. 

Chi-square tests were used to determine significant rela-

tionship(s) between selected personal characteristic varia-

bles. Cramer's Vindicated the strength of association bet-

ween variables. Association was found to be moderately 

strong only between frequency of shopping and distance trav-

eled. Those who more frequently shopped at the store lived 

nearer the area. 
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