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(ABSTRACT)

The purpose of this research was to test a conceptual model which examines
consumer satisfaction/dissatisfaction (CS/D) with apparel retail stores and to investigate
the moderating effects of shopping orientations and store type on
confirmation/disconfirmation (C/DC) about quick response technologies (QRT) based
attributes and CS/D with a retail store. Shopping orientation included fashion, economic,
and time orientations. Store type included specialty chain, department, discount, and
small independent stores. The conceptual framework for this study was based on retail
strategic planning (Berman & Evans, 1992; Cory, 1988) and consumer satisfaction theory
(Oliver, 1980).

A convenience sample of 200 female apparel consumers was selected from a
southeast city in the United States. The survey design employed a structured
questionnaire with some open-ended questions. A questionnaire was pilot tested for
content validity and instrument reliability. Descriptive statistics (i.e., frequencies,
percentages), multiple regressions, ANOVAs, and ANCOVA were used for data analysis

to test the hypotheses. The response rate was 86.2 % for 200 usable responses.



C/DC (i.e., QRT based, non-QRT based attributes) had significant effects on
CS/D with apparel retail stores. The results supported the disconfirmation of expectation
model (Oliver, 1980). C/DC of QRT based attributes (e.g. reduced stockout, fast
turnaround of goods) have more influence on CS/D than C/DC of non-QRT based
attributes (e.g., location of store, store hours). Results from a preliminary test indicated
that QRT based attributes are improved by implementing QRT.

The orientation of consumers is related to the level of C/DC of QRT based
attributes, which determines CS/D. Fashion orientation, economic orientation, and store
type were significant moderators between C/DC of QRT based attributes and CS/D with
apparel retail stores. The retail QRT information assembled in the review of literature
and the results of the study could help industry tradc“associations adjust their strategy for
potential QRT adopters and promote QR implementation efficiently, and help retailers do

strategic planning when they implement QRT.
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CHAPTER I

Introduction

Statement of Problem

With strategic planning, a firm can efficiently interact with the environment.
Strategic planning addresses the analysis of the environment to maximize corporate
strengths, to minimize corporate weaknesses, and to maintain a competitive edge by
adapting the firm to the environment (Chakravarthy, 1982; Miles & Snow, 1978; Snow &
Hambrick, 1980). Strategic planning affects the adoption of specific strategies (e.g.,
Quick Response) and the performance of the firm. Strategic planning is considered
important in the apparel retailing industry since efficient interaction between a firm and
the environment is necessary in a competitive environment.

In the turbulent business environment, apparel retailers can profit in return by
delivering satisfaction with products and services to consumers. The attainment of
consumer satisfaction (CS) is a key objective in modern retailing. Consumer satisfaction
1s crucial in meeting the various needs of consumers, business and society; therefore, this
subject is an important topic of research for both academicians (e.g., Bitner, 1990;
Czepiel, Soloman, & Surprenant, 1985; Lennon & Davis, 1989; Parasuraman, Zeithaml,
& Berry, 1985) and practitioners (e.g., Bennett, 1990; Koepp, 1987).

CS is considered as an indicator of whether consumers will return to a store
(Dube, Renaghan, & Miller, 1994). An analysis of the elements or attributes of consumer
satisfaction may provide clues regarding what actions an apparel retail store manager
should take to increase the likelihood that consumers will come back. Some estimates
show that it costs as much as six times more to get a new consumer than it does to keep a

current one (Rosenberg & Crepiel, 1984). A consumer's future decisions to buy again



from a store and to give positive word-of-mouth communications to others could affect
the buying decisions of many more people. So, consumer satisfaction with a store is a
critical issue.

Quick Response (QR) is a proposed business strategy in the apparel industry for
providing higher CS. "QR is defined as a new business strategy to optimize the flow of
information and merchandise between channel members to maximize consumer
satisfaction” (Ko, 1993, p.20). This strategy is accomplished by close working
partnerships and new technologies (e.g., electronic data interchange [EDI], bar coding) in
manufacturing, distributing, and retailing. By the definition of QR, CS should be
increased by implementation of QR technologies (QRT).

Unfortunately, little empirical research exists related to consumer
satisfaction/dissatisfaction (CS/D) with apparel retail stores (e.g., Baugh & Davis, 1989),
and even less information is available about the relationships of CS/D to QRT. Fiorito
(1993) examined retailers' perceptions and attitudes toward QRT. About 85 % of the
retailers surveyed perceived that QRT improved their customer service; however, the
relationship between QRT and product/service attributes offered by apparel retailers has
not been tested from the consumer perspective.

Testing the actual impact of QRT on CS/D is important. Retailers are making
large capital investments in technologies to implement QR (e.g., Voluntary Interindustry
Communication Standards [VICS], 1989). In this study, QRT based attributes are used as
a proxy for QRT to examine the impact of QRT on CS/D. The impact of QRT on some
product/service attributes (e.g., decreased stockout rate) is evident (e.g., AAMA, 1987);
however, the relationships between QRT and other attributes are not so clearly defined.
Understanding the impact of QRT on CS/D is critical to apparel retailers when they make

a decision to implement QRT. This knowledge would not only provide insight into



satisfaction processes but also help retailers to better understand their consumers and plan

for the future.

p | Objecti

The purpose of this research is to test a conceptual model which examines CS/D
with apparel retail stores and to investigate the moderating- effects of shopping
orientations (i.e., fashion, economic, time orientations) and store type on
confirmation/disconfirmation (C/DC) of store attributes (i.e., QRT based, non-QRT
based) and CS/D with a retail store.

Specific objectives are:

1. To identify QRT and non-QRT based store attributes offered by apparel retail
stores,

2. To examine the relationship of C/DC of QRT based attributes and non-QRT based
attributes to CS/D with a retail store,

3. To examine the moderating effects of shopping orientation (i.e., fashion,
economic, time orientation) on the relationship between C/DC of QRT based attributes
and CS/D with a retail store, and

4. To examine the moderating effects of store type on the relationship between

C/DC of QRT based attributes and CS/D with a retail store.

Delimitati

This study has been delimited through careful selection of variables within the

control of the researcher. The delimitations are enumerated below:



1. CS/D with apparel retail stores was measured by adapting the expectancy
disconfirmation model. The study was delimited to measure disconfirmation and CS/D.
The study is not attempting to determine the effect on other constructs such as purchase
intention and performance.

2. Subjects are female apparel shoppers in Virginia.

Limitati

The study may be limited because of the imposed delimitations and other
extraneous variables. The results must be generalized cautiously for other regions
because subjects were selected from a certain part of the U.S. (i.e., Virginia) and with
purposive sampling. All situations involved apparel products, and the results may not
apply to all products. This study is initial research in apparel retailing; so, it should be

replicated with additional samples from additional service settings.

Contributions of the Study

CS/D is critical to apparel retail stores, because it serves as an influential variable

for future buying behavior and word of mouth advertising. This study is designed:

1. To assist retailers in adjusting and improving their strategies for their target
market in a changing environment,

2. To assist consultants and academicians in better understanding retailers’
competitive strategies,

3. To assist industry trade associations in adjusting strategies to promote QRT

adoption by apparel retailers,



4. To help apparel retailers do strategic planning and evaluate the adoption of QRT,
and

S. To provide additional understanding of CS/D in the apparel industry.

C  Definiti

The definitions of the terms used in this study are based on the literature.

n i i rmati
Confirmation/Disconfirmation (C/DC) is the user's perception that the
performance of the product/service was better or worse than expected (Swan & Trawick,
1981). Confirmation/disconfirmation refers to the outcome of a situation in which the
expectations of the consumer are met or not. Confirmation/disconfirmation may be either

positive or negative.

Con Satisfaction/Dissatisfaction (CS/D)
CS is "the summary psychological state resulting when the emotion surrounding
confirmed/disconfirmed expectations is coupled with the consumer's prior feelings about

the consumption experience" (Oliver, 1981, p.27).

Quick Response (OR)

QR is "a new business strategy to optimize the flow of information and
merchandise between channel members to maximize consumer satisfaction. This strategy
is accomplished by close working partnerships and new technologies (e.g., EDI, bar

coding) in manufacturing, distributing, and retailing" (Ko, 1993, p. 20).



R n-ORT ri

In this study, QRT/non-QRT based attributes are defined as a set of features
which, when aggregated, describe an apparel retail store. These attributes can be
described from the retailers' perspective and from consumers' perspective. QRT based
attributes are one set of store attributes, which is related to QRT, while non-QRT based
attributes are the other set of attributes, which is not related to QRT. For example, QRT
based attributes include reduced stockout, faster checkout time, and variety of assortment,
and non-QRT based attributes include location of store, display, and sales promotion

program.



CHAPTER II

Literature Review

The review of literature will include four sections: (a) overview of the U.S.
apparel retailing industry (i.e., definition, types of operations, important issues in
retailing), (b) strategic retail planning, which explains retailers' courses of action, (c) store
attributes, (d) technology management, (¢) QR (i.e., concept, QR technologies, QRT and
store attributes), (f) consumer satisfaction theory as a theoretical framework (i.e.,
overview, definition, CS process model, the expectation of the disconfirmation model),

and (g) apparel purchase behavior.

Definition

Lewison (1991) defined retailing as the business activity of selling goods or
services to the final consumer. Retailers buy fashion merchandise from manufacturers all
over the world and sell it to consumers (Frings, 1994). Retailers are responsible for
moving products from manufacturers and wholesalers to a location that is convenient for
consumers (i.e., place utility), making products and services available when consumers
want them (i.e., time utility), and assuming risk through ownership and financing of
inventories (i.e., possession utility) (Anderson, 1993). Among the two million retail
firms in the U.S., 135,000 retailers specialize in fashion apparel and accessories and
70,000 include apparel and accessories among other merchandise (Frings, 1994).
Successful retailers focus on identifying the characteristics, needs, and wants of specified

consumer groups in order to offer products and services that will satisfy them.



Types of Operations

Many types of retail operations exist to meet consumer needs in the apparel
retailing industry, but categories are not mutually exclusive, and even retail experts do
not agree on how to categorize stores. By the variety and assortment of their
merchandise, retailers are often classified as: specialty chain stores, department stores,
and mass merchants or discount stores (Frings, 1994; Kotler, 1984; Mason & Mayer,
1987). Kotler (1984) included a small section of other chains and individual operations
in the retail classification. Apparel retailers are often very small and individually
operationalized in a regional area. The category of small independent stores is also
included in the study. Small individual stores carry very limited merchandise but provide
convenience of location and friendly personnel to keep customer loyalty.

Specialty chain stores provide a narrow focus of unique merchandise for specific
tastes. Specialty chain stores carry either just one category of merchandise or some
related categories of merchandise. Department stores provide many different kinds of

-merchandise, each in a separate section of the store. Apparel and accessories for men,
women, and children are sold along with household goods such as furniture, home
furnishings, kitchenware, and electronics. Sales assistance is expected, dressing rooms
are generally readily accessible, and multiple payment methods are often accepted. Mass
merchants or discount stores are the largest stores that sell commodity merchandise (e.g.
standard basics) in a department store format. Mass merchants have masses of stores and
mass-oriented, budget-to-moderate prices (Frings, 1994).

Kincade and Cassill (1993) used the retail classification by Kotler (1984) for their
study on the effects of retail type on QR adoption among U.S. apparel manufacturers.
Retail type was categorized as department, limited line, mass merchants, and others.
They found that QR adoption among apparel manufacturers was significantly related to

retail type of their customers. Shim and Kotsiopulos (1992) categorized retail store types



as discount, specialty, department, and catalogue stores for examining the relationships
between patronage behavior and shopping orientation, store attributes, information
sources, and personal characteristics of consumers. They found that all these four
variables were predictive of consumers' patronage among different types. Store type has
been expected as a determinant on innovation adoption and strategy development

(Berman & Evans, 1992).

Major Objectives in Retaili

The major retail objective is to satisfy consumer needs at a profit. Retailers must
maintain a balance between their ability to meet consumers' needs satisfactorily and their
planning ability to operate a store effectively and efficiently (Lewison, 1991). The
product and service needs of the consumer should be balanced with the operational and
financial needs of the retailer for a successful retail business.

Retailers should respond to consumers' needs not only to satisfy consumers but
also to develop strong relationships that lead to customer loyalty, better market feedback,
and a basis of differentiation. Happy consumers who have been provided satisfaction are
more profitable because they involve: (a) less wasted motion--retailers focus their
resources on providing consumer satisfaction; (b) a greater price advantage--satisfied
consumers are typically willing to pay a little extra for the additional satisfaction; (c)
lower transaction costs--repeat sales are easier and faster than first time sales; and (d)
lower communication costs--satisfied consumers are valuable word-of-mouth promoters

(Lewison, 1991).



Concepts
The basic function of a business requires a product or service to be developed or

acquired, marketed, and financially supported. An ideal manager should be able to
integrate or simultaneously operate these functions. Strategic planning is defined as "a
process of developing and implementing a course of action or direction that an enterprise
should take to achieve its objectives. The strategy is the course of action while plan is the
detailed set of tasks to achieve the objectives” (Cory, 1988, p.209). The strategic
planning process assesses the total business and its product and service today and in the
future.

The strategic planning process affects what products a company develops, and the
way it develops them. This process is usually viewed as an executive management

mechanism.

Steps

The purpose of the strategic planning process is to establish long range direction,
investment allocations, and operating commitments (Cory, 1988). From the literature, a
strategic retail planning model includes five steps: (a) goals, (b) overall retailing strategy,
(c) specific functional strategy, (d) investment analysis, and (¢) feedback (Berman &
Evans, 1992; Cory, 1988) (see Figure 1).

At the first step, the strategic goals are set by top management. The planning
process begins with set targets, perhaps less ambitious than the strategy, and the required
resources. Then the strategies are developed based on the goals. Goals are the long and
short-run goals of a retailer. A firm may be interested in one or more of these objectives:

sales, image positioning, and consumer satisfaction.
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Step I: Goals P I

|

A

Stepll: Overall retailing strategy
l | | StepV:

Feedback

\J

Step llI: Specific functional strategies

'

\

SteplV: Investment analysis

Figure 1 . Strategic retail planning model.

(Berman & Evans, 1992; Cory, 1988)

Retailing strategies provide the direction for marketing objectives. Generally, the
development of retailing strategy is related to allocation of resources to achieve a
company's marketing objectives with emphasis on opportunities, costs, and time (Berman
& Evans, 1992; Lewison, 1991; Stevens et al., 1991). An overall retailing strategy is
formed involving controllable and uncontrollable variables. Controllable variables are
basically related to store service, merchandise, price, and communication with
consumers. Uncontrollable variables are consumers, competition, economic conditions,
and legal restrictions.

Next a retailer has to make and implement specific functional strategies based on
the overall retailing strategy. Specific functional strategies are identified in general

marketing management texts (Kotler, 1988; Pride & Ferrell, 1989), more specialized
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retailing management texts (Berman & Evans, 1992; Mason & Mayer, 1987) and articles
(e.g., Conant, Smart, & Solano-Mendez, 1993; Samiee, 1980; Udell, 1968).

Functional strategies are traditionally categorized into the 6Ps strategies (i.e.,
price, product, place, promotion, people, presentation) (Mason & Mayor, 1987). The six
elements of a retail mix are the 4Ps from the marketing mix and two additional Ps for the
retail mix (Mason & Mayor, 1987). By introducing technology implementation (e.g.,
QRT) into strategic planning, functional strategies can be reclassified into technological
strategies and nontechnological strategies (Cory, 1988). Functional strategies support
and implement overall retailing strategies.

An investment analysis of the specific functional strategies is also required. A
financial assessment for analyzing strategic and investment decisions can be made.
When the financial results of the strategic period are measured, the revenue from the
current products and services in the marketplace provide the profit contribution and the
cash flow to fund the investments necessary for tomorrow's products and services.
Through an investment analysis, specific functional strategies should be evaluated and
revised continuously. The last feedback step brings management full circle so that the
updated plan can be used as input to develop new corporate goals for the next strategy
cycle.

In this study, Step 3, specific functional strategies, is the focus. Price strategies
may include carrying lower priced product lines, pricing below competitors, and carrying
higher priced product lines. Product strategies include stocking highly recognized brand
names, carrying a variety of products and lines, having depth of product selection,
stocking private brand names, carrying traditional fashions, carrying high quality
merchandise, stocking unique products, carrying trendy fashions, maintaining high

inventory levels, and using computers to track inventory and sales.
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Place strategies include providing good store location (e.g., easy accessibility),
providing convenient store hours, providing a convenient parking place, providing
dressing facilities, allocating rest space, and providing a convenient shopping
environment (e.g., a restroom). Promotion strategies include advertising, having sales
promotion programs (e.g., coupons), displaying attractively, holding sales, and
advertising by direct mail.

People strategies include providing friendly personnel, having knowledgeable
salespersons, speeding checkout time, providing service after the sale (e.g., gift
wrapping), providing a return policy, and other customer services. Presentation strategies
include marking prices on all items, displaying all items so they can be easily found,
keeping well spaced merchandise, providing good exterior facilities, and providing a

pleasant atmosphere (e.g., better sights and sounds).

Store Attributes

Store attributes are important to consumers when they decide where to shop (Cox,
1970; Dailey, 1978; Hansen, 1977; Scott, 1985). Store attributes are differently provided
and presented by retailers according to their specific functional strategies for satisfying
target consumers. Store attributes are the characteristics which appeal to consumers and
draw them into the store. Certain attributes appeal to one type of consumer while other
attributes appeal to others. It is important that product and service attributes are those
desired by the consumer being targeted.

The challenge to retailers is to determine which store attributes are relatively more
important to consumer satisfaction and to attempt to meet consumers' expectations that
are reasonable and feasible. Maintaining the quality of these products/services is the

hardest task. To thrive in the competitive environment of fashion retailing, retailers must
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implement and maintain appropriate product and service attributes for their target
consumers.

Twenty-seven store attributes have been identified from the literature (Berman &
Evans, 1992; Haynes, Pipkin, Black, & Cloud, 1994; Huddleston, Ford, & Mahoney,
1990; Ji & Rhee, 1995; Mazursky & Jacoby, 1986; Paulins, 1992; Shim & Kotsiopulos,
1992, 1993; Williams, 1990) (see Table 1). Table 2 shows the comparison of different
descriptions and/or presentations of similar store attributes from retailers' 6Ps strategies
and consumers' perspectives. Some store attributes (e.g., better price for the value)

represent several possible retail strategies.

hn n

Technology is an important asset in every company. It plays a significant role in
determining the competitive position and the economic outlook of the company (Porter,
1980, 1982; Tushman & Anderson, 1968). Strategic planning must be considered in the
technological environment. With the assumption that technology is important, some
issues must be addressed by every company thinking about strategi¢ planning. How does
the implementation of technologies provide a competitive advantage to a company?
What technologies do we need for today and tomorrow? How can we utilize new
technologies?

Technology management links engineering, science, and management disciplines
to plan, develop, and carry out technological capabilities to shape and accomplish the
strategic and operational objectives of an organization (Cory, 1988). Technology
management should be integrated with overall business strategies when planning and
developing products or services to form and successfully achieve the strategic and

operational objectives in a company.
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