
ABSTRACT

This study aims at examining the role of shopping value in green image 
and store loyalty relationship. Convenience sampling using quota 
sampling was used to collect data of a sample of 565 consumers.  Using 
structural equation modeling, it was found that shopping value mediates 
the relationship between green image of retailers and store loyalty. The 
result provides valuable insights to researchers and practitioners, and 
implications for future research directions and management of the retail 
industry are discussed.
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INTRODUCTION

In view of the intense competition in retailing industry, the implementation 
of new ways of doing business is often required. Whilst, store image 
based on functional attributes of the store has become a common strategy 
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among retailers, they continue to seek for a new strategy for a point of 
differentiation. A differentiation strategy that began to gain popularity 
among retailers is the environmental issue.

While there is unrelenting interest on the green environment aspect 
in both academician and practitioners, there has been little attention 
directed toward understanding this concept that relates with store loyalty 

role of shopping value with regards to the green image and its effect on 

subsequently testing the structural relationships among the three constructs 
in the conceptual framework, this study is intended to achieve the following 

store on shopping value, (2) to investigate the effects of green image on 

(4) to investigate the role of shopping value in the green image and store 
loyalty relationship.

LITERATURE REVIEW AND STUDY FRAMEWORK

Figure 1 illustrates the proposed hypothetical causal model for the 
current study.  Previous studies reveal that factors like satisfaction, image 

causal relationships between green image of retailers, shopping value and 
store loyalty. 
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Figure 1: Proposed Hypothetical Model

1. Green Image
 Stem from the increase in green consumerism and also regulations 

by the government, retailers are encouraged to incorporate the 
environmental agenda in their strategy. It is found that organizations 
that embrace the concept of green product and packaging can increase 
their sales as well as their differentiation advantages of their products 
(Chen, 2008).  Similarly, green image of retailers was found to 

2. Shopping value
 Past research has shown that shopping value was derived from 

(Levy, 1959). Consumers seek two types of shopping value within their 

Moore, Fairhurst, 2005).  Hedonic is referred to as the value that is 

In contrast, utilitarian is referred to as the value, which is derived from 

found that both of these shopping value play equal roles in predicting 
consumer behavioral outcome such as satisfaction, word-of-mouth 
and re-patronage intention (Jones, Reynold, Arnold, 2006).

3. Store loyalty
 Loyalty has been broadly studied in the marketing literature and is 

an important concept in strategic marketing.  Many researchers have 
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accepted the notion that loyalty or loyal customers are the lifeblood 
of an organization regardless of its scale and business scope (Chen 
& Quester, 2006). Keeping loyal customers is critical for business to 

shopping value

on store loyalty

with store loyalty.

RESEARCH METHODOLOGY AND DATA ANALYSIS

The data were collected using a survey methodology with 
questionnaires distributed to consumers of apparel of over 18 years old.  
Adult consumers of over 18 years old represent an appropriate frame for 
this study because it is often the target group by retailers.  Furthermore, it is 

and some are already in the workforce.

700 questionnaires were distributed based on the quota sampling of the 
shopping population of four major cities in the Klang Valley.  Gender, age 
and ethnicity were used as the controlled variables for the quota sampling. 
For a period of over four months, 598 questionnaires were collected and 

actual data analysis.

Data Analysis

A two-phase approach was used in data analysis of the current study.   
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and a factor loading of 0.5 was used as the benchmark to include items 
in a factor.  EFA has generated four factors with eigenvalue above 1.0 

Subsequently, the second phase involves a two-stage structural 

iterations of the CFA were performed for an acceptable measurement model. 

high residual value, the second part, which is the structural model, was 
performed.

The scale was also tested for its reliability and validity.  Alpha 

is acceptable and deemed to be adequate for reliability test (Nunnally & 
Bernstein, 1994).  Validity of the scale was measured on convergent and 
discriminant.  Convergent validity is measured using the AVE value and 
has to be greater than 0.5 (Bagozzi and Yi, 1988).  Additionally, validity 
was measured with discriminant validity is established when the estimated 
correlations between factors is below 0.85 (Kline, 2005).

RESULTS

With two demographic variables used as the control variables of quota 
sampling, results show that majority of the respondents are in the 20-29 
years of age category. The major ethnic groups of the respondents were the 
Malays and Chinese with 49% and 36% of the total population respectively. 
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In terms of marital status, the result shows that the respondents were mainly 

Bachelor’s Degree.  These two education levels represent the major group 
of the respondents.  In terms of income level, 31.9% were having an income 

– RM2000.  It consists of 16% of the respondents.

as suggested by Sharma (1996).  In addition, Bartlett’s test of sphericity 

Two iterations of the CFA were performed to qualify for acceptable 

relatively large sample size (Bagozzi & Yi, 1988).  To improve the model, 

& Sorbum, 1988).  As a result, three items of the green image and two items 

satisfactory and hence qualify for structural model assessment.
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Validity

The assessment of reliability using Cronbach alpha and the composite 
reliability has achieved a benchmark of 0.7, which indicates good internal 
consistency and reliability (Hair et al., 1998).  Additionally, average 

level of 0.50, which indicates the convergent validity is achieved. Table 
1 summarizes the result of the measurement model.  The reliability of the 
variables were also achieved when AVE value is greater than the threshold 
value of 0.5 (Anderson & Gerbing, 1988), composite reliability value 
greater than the threshold value of 0.6 (Bagozzi & Yi, 1988) and Cronbach 
alpha greater than the cut-off value of 0.7 (Anderson & Gerbing, 1988). To 

0.8, a cut-off point for discriminant validity (Yanamandram & White, 2006), 
which in this measurement model it implies that discriminant validity was 
established. In conclusion, it is reasonable to claim that all the measures 
used in this study possess adequate psychometric properties.  The measures 
of the proposed constructs have achieved satisfactory reliability, convergent, 
and discriminant validity.

Table 1: Summary of Result of Measurement Model

Variables Shopping 
Value

Green 
Image

Loyalty AVE Composite 
Reliability

Cronbach 
alpha

Shopping Value 1 0.67 0.93 0.86
Green Image 0.60 1 0.86 0.92 0.92
Loyalty 0.64 0.67 1 0.75 0.96 0.87

The structural model was tested to assess the hypothesized structural 
relationships of the three (3) constructs (Refer to Figure 1).  The results 

hypothesized model.  Based on the suggestion by Hair et al. (1998), reliance 
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= 0.07, GFI = 0.94, NFI = 0.95, and CFI = 0.97), it was unveiled that the 

model was accepted, and the hypothesis tests were interpreted.  Figure 1 
illustrates in detail the results of the hypothesized model.

Hypothesis Test

in the hypothesized direction.  The relationship between green image and 

t-value 8.91, p=0.001) and thus supporting H1. However, H2, which link 

estimate = 0.03, t-value = 0.74, p=0.5).  This result thus does not provide 
support for H3.  Likewise, H2, which is the relationship between shopping 
value and store loyalty was also supported (standardized estimate = 0.80, 
t-value = 11.43, p=0.001).

Table 2: Results of the Tested Hypotheses

Hypotheses No. and 
Hypothesized Paths

Standardized Critical 
Ratio    

(t-value)

Results

H1 Green Image  Shopping 
Value

0.46 8.91 Supported

H2 Green Image  Store Loyalty 0.03 0.74 Not 
Supported

H3 Shopping Value  Store 
Loyalty

0.8 11.43 Supported

DISCUSSION AND CONCLUSION

by the data.  The hypothesis test results indicated that green image has no 
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that shopping value has the effect that mediates the relationship between 

and store loyalty relationship when integrated with shopping value.  When 

Musa, and Rahman (2011) where green image was found to have a link 
with store loyalty. Therefore, in the current study, shopping value must be 
present to mediate green image and store loyalty relationship.

The relationship between shopping value with store loyalty has also 
been tested. The hypothesis that links between shopping value and store 

value of customers of the retail store is an important construct in consumer 
behavior.

green image strategy in the retailing industry. Firstly, despite the emphasis 
by many retailers on the green image initiatives, the shopping value of 
customers or shoppers cannot be undervalued.  Whilst, green image of 

have to provide the shopping environment that could enhance customers’ 

create their green images by attaching unique associations to the quality 
of their service, their in-store atmosphere, and merchandising. These 
aspects are important to the retailers as they have the ability to create rich 

develop store loyalty. Therefore, in order to develop store loyalty, retailers 
must gain some comprehension of consumers especially with regards to 
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LIMITATIONS AND FUTURE RESEARCH

for this study, which solicited respondents who reside and work in the Klang 
Valley.  It may not be a representative of all markets. Therefore, in order to 

model with other samples of data through different target sample.

Similarly, factors other than those investigated in this study for other 
constructs would also need to be considered.  In retailing or marketing 

types consumer or shopper behaviors, which have been advanced in prior 

convenience goods or food and beverages, which could show a different 
result.  Therefore, future studies involving additional products or multiple 
product categories to replicate to different segments between products 
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