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ABSTRACT 
The purpose of this study is to identify key retail store 

attributes that impact customer satisfaction. The conceptual 

model is developed with the help of extant literature and expert 

opinion. The study analyzes the relationship among the store 

attributes, customer satisfaction, advocacy, and repurchase 

intention to provide operational insights to retail store 

managers concerning key store attributes. In particular, 

jewellery stores in India are selected for this research 

investigation. The data from jewellery stores and customers 

located in the Gwalior district is collected using the convenience 

sampling. The partial least squares-structural equation 

modeling (PLS-SEM) method is used for model validation and 

data analysis. The results reveal that the store-related 

attributes, product-related attributes, and service quality-

related attributes have a positive influence over customer 

satisfaction. In these three attribute categories, the most sought 

factors by consumers were store layout & ambience, product 

durability, and overall assistance, respectively. Further, the 

customer satisfaction is found to affect advocacy and 

repurchase intention. The study suggests that jewellery store 

managers should focus on managing the select store attributes 

identified in this study to improve customer satisfaction, 

advocacy, and repurchase intentions. Though the study is 

conducted in the context of Indian jewellery stores, the insights 

are equally useful and explorable in other retail stores situated 

at diverse locations.  
 

Keywords: retail, retail operations, quality, customer satisfaction, 

store attributes, advocacy, jewellery stores” 

1. INTRODUCTION 
Retail is generally defined as the activities which 

include selling of goods or services directly to the end 

consumer or the final customer for their personal use through 

shops, personal selling, door-to-door selling, markets, over 

the internet etc. Indian retail market is recognized as one of 

the biggest and fast-growing markets in the world. The 

increased urbanization and higher income levels have 

increased consumer demand substantially, which makes the 

Indian market as quite attractive. With the growth in the 

Indian economy, consumers’ behavior is also changing, as 

their spending is taking modern style influenced by 

psychological variables. Therefore, it is becoming essential 

for retailers and store managers to understand key store 

attributes and factors, which may influence customer 

satisfaction and loyalty. Some of the significant factors 

which consumers look for are — service and product quality, 

experience, convenience, and value-added services etc. 

The Indian Gems and Jewellery sector is one of the 

crucial industries contributing to the Indian economy. The 

Jewellery industry contribution accounts for around 7% of 

the country’s GDP and 15% of India’s total merchandise 

exports (ibef.org). The Jewellery industry employs 4.64 

million workers. The Indian gems and jewellery sector 

contribute 29% to global jewellery consumption. It is a home 

for more than 300,000 players, with the majority being small 

players. Due to the adoption of the western lifestyle, the 

gems and jewellery sector is witnessing drastic changes in 

customer preferences (Maheswari and Balaji, 2017). 

Customers are becoming more and more demanding and 

aware. They are seeking more and more designs and 

varieties. These evolving customer needs are well catered by 

the branded Jewellers when compared to the local 

unorganized jewelers. Moreover, jewellery is seen as an 

investment and status symbol in India. The increase in the 

per capita income has led to an increase in jewellery sales. 

Also, awareness regarding the hallmark gold jewellery is 

increasing in Indian customers. Recently, the Indian 

government has announced to make the hallmarking of gold 

jewellery and artifacts mandatory across the country, starting 

https://scholar.google.co.in/citations?view_op=view_org&hl=en&org=1236290838369901786
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from January 2021. The hallmarking is supposed to ensure 

quality and prevent the malpractices in the industry.  

The growth in this industry is contributed mainly to the 

entry and development of the brands and large retailers, 

which are guiding the local players towards organized 

retailing and growth opportunities (Krishnan, 2019). The 

organized and branded jewellery stores can satisfy the 

evolving consumer needs by providing a vast variety in terms 

of product design, a pleasing shopping experience, and good 

after-sales services. Product variety has potential 

connections with business conditions and market 

competition (Huddiniah and Mahendrawathi, 2019). The 

market competition has increased with the entry of brands 

like Tanishq, Kalyan, PC jewelers, Malabar, Joyallukas, 

Bjewels etc. Branded stores are changing the market while 

providing fierce competition to local jewelers. These brands 

are making tremendous efforts to understand Indian 

consumer to be able to satisfy the needs of the heterogeneous 

customer base. 

Studies show that Indian consumers are starting to 

prefer large retail stores as compared to small and local 

stores, because of the factors like brand image, cleanliness, 

promotional offers, etc. (Rai and Gopal, 2017). Customer 

attitudes are positively linked to the convenience of the store, 

store location, staff attitude, and well-trained staff (Yuen et 

al., 2010). The concept of one-stop shopping has also 

attracted many customers. Now customers like all of their 

needs to be fulfilled at a single store. The young population 

and working professionals prefer to visit large brand outlets 

and shopping malls, whereas the elderly population prefers 

to visits shops where they know shop owners from their past 

purchases. We believe that many attributes relevant to other 

retails concepts will also be relevant in the case of jewellery 

stores. Indian customers are price sensitive and want 

maximum value from the products and services they 

consume. They are highly demanding, and it is becoming 

imperative for retailers to identify and understand these 

customers' needs to sustain their business. In the present 

competitive market, each organization is trying to attract 

more and more customers to increase their market share, 

while trying to minimize the risk across different functional 

divisions (Daultani et al., 2019). This has also resulted in the 

increased bargaining power of the customers. In today’s 

scenario, retailers are not limiting themselves to just selling 

the product, but also focusing on after-sales services and 

post-purchase connect with customers. For retaining and 

motivating the customer for future purchases, retailers need 

to understand the unexpressed customer needs, the factors 

influencing those needs, and to create an overall service 

experience through the identified customer touch-points 

(Ghosh et al., 2010; Yuen et al., 2010). For jewellery 

industry, customer relationship management (CRM) is 

crucial. Retailers these days are trying to maintain customer 

relationships through different ways like membership cards, 

festival offers, gifts, coupons etc. (Noronha, 2009). To 

address the aforementioned issues and challenges, this study 

attempts to investigate the relationship between jewellery 

store attributes and customer satisfaction. Also, the effect of 

the extent of customer satisfaction on repurchase intentions 

and advocacy are explored. 

The next section presents the literature review. Section 

3 summarizes the model variables, hypotheses development, 

and presents the conceptual model. Section 4 presents the 

methodology in detail. Analysis and results are discussed in 

section 5. The last section concludes the work and presents 

managerial insights along with future research directions. 

2. LITERATURE REVIEW 
The store image is one of the most critical determinants 

of the retail patronage behavior of the consumers. The more 

favorable is store image, the more chances are there that 

consumers will buy and shop from that store (Bloemer & 

Ruyter, 1998). The store attributes affect the choice of the 

customer for selecting the store for shopping. Based on the 

store attributes, the store image is developed in the mind of 

the customer, which helps them to choose the store (Thomas, 

2013). The store attributes affect customer behavior at every 

shopping stage:  pre-purchase, during purchasing, and post 

purchasing. The store attributes add value to the product or 

service offered by the retailer. The store attributes impact 

customer satisfaction, which leads to retail patronage 

behavior of the customers. The store attributes vary with 

different types of retail store formats and also with the 

products or merchandise they are selling. A store attribute 

important for a grocery store may not be that important for 

an apparel store. A retail store in a shopping complex or 

shopping mall may have different store attributes as 

compared to a retail store located in the main street of the 

city. Also, the importance of the store attributes varies from 

customer to customer. Broadly, the literature analysis of four 

areas is presented below namely, customer satisfaction, store 

attributes, advocacy, and repurchase intention. 

 

2.1 Customer Satisfaction 
Customer satisfaction can be defined as the positive 

feeling or effect, which is based on the comparison between 

the customers' perceived level of offering or outcomes and 

the expected level of offerings or outcomes. Nair (2018) 

explored the relationship between patronage intentions and 

store attributes while considering customer satisfaction as a 

mediator. The study concluded that lifestyle does not qualify 

as a moderator for these relationships. In the case of 

activewear specialty stores, Chang et al. (2015) found store 

attributes atmosphere and sales employees to have a positive 

influence on consumer satisfaction. Yi and La (2004) 

conducted a study to differentiate between low-loyalty and 

high-loyalty customers with reference to the effect of 

customer satisfaction on repurchase intention. Sivadas and 

Baker‐Prewitt (2000) conducted a study to find out the 

relationship between service quality, customer satisfaction, 

and store attributes for a retail department store. Service 

quality was found out as an important factor that influences 

consumer satisfaction; however, no evidence on consumer 

loyalty was established in their study. Also, service quality 

should be seen from the perspective of customers 

(Venkatesh, 2015; Uvet, 2020). 

 

2.2 Store Attributes 
The store attributes can be defined as the factors or the 

environment of the retail store, which affect and influence 

consumer behavior and desire to purchase from a specific 

retail store. The store attributes have been classified in 

different ways by several researchers (Basu et al. 2014, 

Prasad and Aryasri, 2011). Store attributes can also be 

understood as marketing-mix variables, which influence 
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customer buying intentions and patronage behavior. Based 

on the context of the store, store attributes can be broadly 

classified as product-related attributes (Baker et al. 2002, 

Dhar et al. 2001, Akbar, 2014); service quality-related 

attributes (Akbar, 2014, Sinha and Banerjee, 2004, Prasad 

and Aryasri, 2011); and store related attributes (Das, 2014, 

Ali and Amin, 2014, Seock and Bailey, 2009). This study 

utilizes this store attribute classification in three dimensions, 

namely, product-related attributes, service quality-related 

attributes, and store-related attributes, as derived from 

literature and considering expert opinion comprising of top-

level branded jewellery stores managers. 

Shopping Convenience affects customer satisfaction 

the most, followed by other factors like Pricing, Product 

Convenience, and Employee Service (Patel and Desai, 

2013). Customer service, gold's liquidity, television 

advertisement, certification of jewellery are some of the 

major factors which influence the selection of jewellery 

shops (Thomas, 2013). Jhamb and Kiran (2012) indicated 

that modern retail formats are attracting customers due to 

quality, variety, and other factors such as security, parking 

facility, and assistance through trained sales personnel. In the 

case of hypermarket store selection, the main factors driving 

customer preferences are product quality, assortment, store 

space, operating hours, cleanliness, and introduction of new 

products (Aldousari and El-Sayed, 2017). 

 

2.3 Advocacy 
When the existing customers of a firm talk positively 

about the company’s products and services and recommend 

other people to use them is known as advocacy. Generally, 

advocacy leads to the generation of the promoters of the 

brand or company, which influences other people to 

purchase from the same company, brand, or store. The 

customers who are highly satisfied with the products and 

services of the brand/store/company are expected to exhibit 

this behavior. The social media review and service 

operations have a positive and significant impact on 

customer satisfaction (Ramanathan et al., 2017). The two 

components of commitment, namely affective commitment 

& continuance commitment, fully mediate the relationship 

between brand satisfaction and both repurchase intentions 

and advocacy intentions (Fullerton, 2005). 

2.4 Repurchase Intention  
The repurchase intention can be defined as the chance 

of customers revisiting and making repeat purchases from 

the same store in the future. Satisfied customers are more 

likely to revisit, recommend, and repurchase the offerings 

from the same store. Chang et al. (2015) tried to investigate 

these issues in the case of activewear specialty stores. They 

found that sales employees and store atmosphere attributes 

affect consumer satisfaction positively. This, in turn, is 

found to have a direct impact on word of mouth (WOM) and 

repatronage intentions. On similar lines, Nair (2018) also 

found satisfaction to act as a mediator in the relationship 

between store attributes and patronage intention. 

3. MODEL DEVELOPMENT 
Various studies have been conducted to identify 

product, store, and service-related attributes and customer 

satisfaction. The previous studies were done in activewear, 

groceries, food, and fashion industry, but no study has been 

done on jewellery stores in particular. Different sectors, such 

as food industry in particular have diverse challenges such as 

perishability (Prajapati et al., 2020). However, despite the 

sectoral differences, issues that are common to different 

sectors should be investigated for seeking similar solutions 

(Daultani et al., 2016). In the jewellery sector, only customer 

behavior is studied so far, and studies pertaining to customer 

satisfaction are scant. The variables identified in this study 

for store attributes with respect to jewellery stores to 

examine its impact over repurchase intention and advocacy 

are not studied together. To fulfill the above identified 

research gaps, the following variables are identified from 

retail literature for investigation. Further, these variables are 

refined using expert opinion for jewellery stores. The 

relevant literature pertaining to model variables for jewellery 

stores are summarized in Table 1. 

The literature review shows that the link between the 

store attributes, customer satisfaction, advocacy, and 

repurchase intention is needed to be investigated. Various 

studies have been conducted earlier to study these constructs 

independently, but these constructs have not been studied 

together in the context of Jewellery stores. To investigate 

these issues, this study proposed the conceptual model, as 

shown in Figure 1.  
 

Table 1 Model variables 
Variable Relevant Literature 

Customer Satisfaction Söderlund et al. (2014), Akbar (2014), Shi et al. (2016) 

Repurchase Intention Jani and Han (2014), Das (2014), Ali and Amin (2014), Söderlund et al. (2014), Akbar (2014), 

Fullerton (2005) 

Advocacy Fullerton and Taylor (2002), Fullerton (2005) 

Store Attributes Basu et al. (2014), Prasad and Aryasri (2011) 

Product Quality Baker et al. (2002), Dhar et al. (2001), Akbar (2014) 

Product Variety Dhar et al. (1997), Carpenter and Moore (2006) 

Certification Thomas (2013) 

Price and Offers Desai and Talukdar (2003), Dhar et al. (1997), Akbar (2014), Mittal et al. (2008) 
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Table 1 Model variables (cont’) 
Variable Relevant Literature 

Service Quality Akbar (2014), Sinha and Banerjee (2004), Prasad and Aryasri (2011) 

Staff Attitude Schiffman et al. (2000), Chang et al. (2015), Ranjbari et al. (2015) 

Individual Attention Patel and Desai (2013), Ranjbari et al. (2015) 

Exchange and Buyback Policies Mittal et al. (2008), Thomas (2013) 

Flexibility in Payment Mode Patel and Desai (2013), Aldousari and El-Sayed (2017) 

Store environment / Ambience Das (2014), Ali and Amin (2014), Seock and Bailey (2009), Chang et al. (2015) 

Location Pan and Zinkhan (2006), Sinha and Banerjee (2004), Prasad and Aryasri (2011), Barsing et al. 

(2018) 

Parking Space Patel and Desai (2013), Aldousari and El-Sayed (2017) 

Store Image Das (2014), Koo (2003) 

Word of Mouth Shi et al. (2016) 

 

 

 
Figure 1. The conceptual model 

 

The following hypotheses are formulated for the study. 

 

H1: Customer satisfaction will be positively influenced by 

product-related attributes of a jewellery store.” 

H2:”Customer satisfaction will be positively influenced by 

service quality-related attributes of a jewellery store.” 

H3:”Customer satisfaction will be positively influenced by 

store-related attributes of a jewellery store.” 

H4: Advocacy will be positively influenced by customer 

satisfaction. 

H5: Repurchase Intention will be positively influenced by 

customer satisfaction. 

4. METHODOLOGY  
This study adopts the non-probability sampling 

technique. Convenient sampling technique is used as the 

number of customers purchasing the jewellery are less than 

other daily consumable products. Also, customers in 

jewellery shops try to avoid giving responses to the survey, 

due to the fear of income disclosure. The responses were 

collected through the questionnaire containing 17 questions 

from the customers in the jewellery shops. Data is collected 

from jewellery stores located in Gwalior district which 

covers an area of around 4,500 square kilometers. The data 

is collected through offline and online channels. The 

measurement items were drawn from the previous research 

studies to reflect the context of the study. As suggested by 

experts, some items were adapted and changed to match the 

context of the study. The questionnaire was developed in two 

sections. The first section captured the demographic 

information of the customer like name, gender, marital 

status, age, and contact details. The second section captured 

the responses of the customer for the effect of the different 

store attributes on their satisfaction level, thus on advocacy 

and repurchase intention. All items are rated on 5 points 

Likert scale ranging from 1 (strongly disagree) to 5 (strongly 

agree). The summary of the research approach is as follows. 

 

 

 

      H1 

 H4 

 H2 

 

 H5 

     H3 

 

Service Quality 

Related Attributes 

Repurchase 

Intention 

 

Customer 

Satisfaction 

 

 

Advocacy 

 

Product Related 

Attributes 

 

 

Store Related 

Attributes 
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• Data reliability is checked using SPSS by Cronbach’s 

α. 

• The collected data were analyzed through SPSS for 

basic descriptive statistics. 

• The conceptual framework was developed by the 

partial least square model using SmartPLS 2.0 

software. 

• SmartPLS 2.0 is used for analyzing the measurement 

model and the structural model. The software provides 

structural model estimates, construct validity, the 

statistical significance of factor loadings and path 

coefficients. 

• To check the construct validity, convergent validity, 

and discriminant validity; confirmatory factor analysis 

(CFA) is conducted. 

• The hypothesis testing or the structural model was 

tested using the t-statistic of the paths. 

The questionnaire was circulated to 210 customers 

through both offline and online channel, and a total of 147 

customer responses was received. Out of 147 responses, only 

131 questionnaires were completed filled, and other 

remaining were rejected. This yields a response rate of 

62.3%. The reliability of the questionnaire is checked by 

Cronbach’s α. The value obtained was 0.954, which is above 

0.7 hence acceptable. The basic demographic data such as 

Age, Gender, and Marital status were collected from the 

customer to get better insights regarding the customers. The 

age of the customers was ranged from 18 years to 57 years. 

The Descriptive statistics show that out of 131 respondents, 

82 are male (62.6%), and 49 are female (37.4%). The 67 of 

the total 131 respondents are unmarried, which accounts for 

51.1% of the total, and the remaining 64 are married, which 

accounts for 48.9% of the total sample. 

 

5. ANALYSIS AND RESULTS  

5.1 Measurement Model 
In the first stage, the model is encoded using the 

SmartPLS2.0. This is the measurement model that contains 

the items and the corresponding constructs with latent 

constructs. Figure 2 shows the PLS-SEM model, which 

shows the factor loadings of the items, R2 value, and 

Standardized β Coefficients of the paths. The construct 

validity of the measurement model is tested through the 

convergent validity, and discriminant validity. Further, the 

confirmatory factor analysis (CFA) is conducted. For 

convergent validity, Fornell and Larcker (1981) suggested 

that the value of the outer loadings and AVE (Average 

Variance Extracted) should be greater than 0.5. From Table 

2, we can see that value of AVE ranges from 0.58-1.0. Table 

3 shows that the outer factor loading of the only SRA3 is less 

than 0.5, so this item is less influential while all other items 

are having outer factor loading greater than 0.5. 

The discriminant validity can be checked by the cross-

loading tabulations that check the loadings of the items on 

other constructs. It can be seen from Table 4 that each item 

of a construct has maximum loading to the corresponding 

construct only. Hence, it can be inferred that each item 

measures the effects for which it has been designed for. In 

cross-loadings also, we can see that SRA3 has a loading of 

less than 0.5, but it is greater than the loadings of SRA3 for 

other constructs. For the benefit of the readers, Table 4 also 

presents the brief description of all model variables. 

The internal consistency of the constructs can be 

checked by the Composite Reliability (CR) and Cronbach’s 

α. The values of both should be greater than 0.7. As we can 

see from Table 2, the value of composite reliability ranges 

from 0.84 to 1.0, and the value of Cronbach’s α ranges from 

0.75 to 1.0, hence we can say that there is internal 

consistency in the model. From all the above values 

calculated from the CFA, it is concluded that the model is 

having good construct validity and reliability. 

 

5.2 Structural Model 
In the second stage, hypotheses testing is performed by 

developing an SEM using PLS path models. The path 

analysis checks whether the relationships between the 

different constructs is significant or not. R Square explains 

the percentage of the variance explained by the exogenous 

constructs in endogenous constructs. From Figure 2, we can 

see that Product-Related Attributes, Service Quality-Related 

Attributes, and Store-Related Attributes are exogenous 

constructs for customer satisfaction, and customer 

satisfaction is an exogenous construct for Advocacy and 

Repurchase intention. Customer satisfaction, Advocacy, and 

Repurchase Intention are endogenous constructs in the 

model. The R2 for Customer Satisfaction is found to be 0.72, 

which means 72% of the variance in customer satisfaction is 

explained by the Product-Related Attributes, Service 

Quality-Related Attributes, and Store-Related Attributes. R2 

for advocacy is 0.56, which means 56% of the variance is 

explained by customer satisfaction, and R2 for Repurchase 

Intention is 0.42, which means 42% of the variance in 

Repurchase Intention is explained by the customer 

satisfaction. 
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Figure 2. PLS-SEM model with factor loadings 

 

 

 

Table 2 AVE and Cronbach's Alpha 

  AVE Composite Reliability Cronbach’s Alpha 

Advocacy 1.000000 1.000000 1.000000 

Customer Satisfaction 1.000000 1.000000 1.000000 

Product Related Attributes 0.670859 0.924119 0.900948 

Repurchase Intention 1.000000 1.000000 1.000000 

Service Quality Related Attributes 0.710127 0.907233 0.863414 

Store Related Attributes 0.586787 0.844138 0.754320 

 
Table 3 Outer loadings 

  Advocacy 
Customer 

Satisfaction 

Product-Related 

Attributes 

Repurchase 

Intention 

Service Quality-Related 

Attributes 

Store-Related 

Attributes 

AD 1.000000           

CS   1.000000         

PRA1     0.859119       

PRA2     0.862309       

PRA3     0.778509       

PRA4     0.834685       

PRA5     0.851746       
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Table 3 Outer loadings (cont’) 

  Advocacy 
Customer 

Satisfaction 

Product-Related 

Attributes 

Repurchase 

Intention 

Service Quality-Related 

Attributes 

Store-Related 

Attributes 

PRA6     0.717804       

RP       1.000000     

SQA1         0.852289   

SQA2         0.898745   

SQA3         0.811243   

SQA4         0.805144   

SRA1           0.894378 

SRA2           0.787198 

SRA3           0.469424 

SRA4           0.840950 

 
Table 4 Cross loadings 

Model Variable Notation 
Advocacy 

(AD) 

Customer 

Satisfaction 

(CS) 

Product-

Related 

Attributes 

(PRA) 

Repurchase 

Intention 

(RP) 

Service Quality-

Related Attributes 

(SQA) 

Store-

Related 

Attributes 

(SRA) 

Advocacy AD 1 0.746788 0.72475 0.670606 0.730267 0.692604 

Customer Satisfaction CS 0.746788 1 0.801682 0.651877 0.816001 0.775168 

Purity PRA1 0.60508 0.658893 0.859119 0.632486 0.724238 0.652612 

Product durability PRA2 0.6341 0.70904 0.862309 0.594797 0.727363 0.644776 

Variety PRA3 0.537522 0.621792 0.778509 0.513832 0.647416 0.566828 

Certification PRA4 0.596163 0.686888 0.834685 0.671674 0.756802 0.651791 

Pricing PRA5 0.660457 0.705303 0.851746 0.600663 0.799143 0.667815 

Making charges PRA6 0.515195 0.539291 0.717804 0.538302 0.636888 0.601035 

Repurchase Intention RP 0.670606 0.651877 0.72401 1 0.701684 0.795947 

Staff knowledge SQA1 0.574275 0.616176 0.698083 0.618883 0.852289 0.70456 

Overall assistance SQA2 0.670573 0.788867 0.792239 0.595168 0.898745 0.758218 

Buyback & exchange SQA3 0.573691 0.656172 0.729879 0.573076 0.811243 0.689801 

Payments SQA4 0.633779 0.670264 0.724544 0.583777 0.805144 0.651529 

Layout & ambience SRA1 0.602498 0.69999 0.671727 0.718316 0.728564 0.894378 

Store location SRA2 0.461921 0.518717 0.522171 0.578842 0.602589 0.787198 

Parking SRA3 0.311499 0.275738 0.308465 0.275571 0.357691 0.469424 

Goodwill SRA4 0.661705 0.742247 0.742606 0.733064 0.766169 0.84095 

 

Figure 3 shows the PLS-SEM model, which shows 

different paths of the model along with the t-values of the 

associated paths. While Figure 2 shows the value of 

standardized path coefficients (β) of the respective paths, 

Figure 3 shows the t-value for all the relationships. The same 

values are presented in Table 5. The path coefficients are 

significant, or we can say the hypothesis is accepted if the t-

value is greater than 1.96 at a 95 % confidence level. 

Table 5 indicates that Product-Related Attributes 

(β=0.327; t-value=2.460), Service Quality-Related 

Attributes (β=0.306; t-value=2.297) and Store-Related 

Attributes (β=0.268; t-value=2.190) have positive and 

significant effect on Customer Satisfaction. Thus, hypothesis 

H1, H2, and H3 are supported. The path Customer 

Satisfaction and Advocacy (β=0.747; t-value=13.653) is 

significant, and customer satisfaction has a positive effect on 

advocacy. The hypothesis H4 is supported. The path 

Customer Satisfaction and Repurchase Intention (β=0.651; t-

value=6.483) is significant, and customer satisfaction has a 

positive effect on repurchase intention. The hypothesis H5 is 

supported. Hence, it is inferred that product-related, service 

quality-related, and store related attributes positively affect 

customer satisfaction, and customer satisfaction in turn 

positively leads to advocacy and repurchase intention.
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Figure 3. PLS-SEM significance 

 
Table 5 Structural model estimates (95% confidence level)  

PATH  β Coefficients T Statistics  Result  

H1: Product-Related Attributes → Customer Satisfaction 0.326895 2.460473 Yes 

H2: Service Quality-Related Attributes → Customer Satisfaction 0.306255 2.297330 Yes 

H3: Store Related Attributes → Customer Satisfaction 0.268172 2.190151 Yes 

H4: Customer Satisfaction → Advocacy 0.746788 13.653273 Yes 

H5: Customer Satisfaction → Repurchase Intention 0.651877 6.483307 Yes 

 

6. CONCLUSIONS AND FUTURE 

RESEARCH DIRECTIONS  
This study is conducted to examine the relationships 

between store attributes, customer satisfaction, advocacy, 

and repurchase intention simultaneously in the context of 

Jewellery stores in India. The data from jewellery stores and 

customers located in the Gwalior district (India) is collected 

using the convenience sampling. The partial least squares-

structural equation modeling (PLS-SEM) method is used for 

model validation and data analysis. The results reveal that 

the store-related attributes, product-related attributes, and 

service quality-related attributes have a positive influence 

over customer satisfaction. This is opposed to the findings by 

Chang et al. (2015) in the case of activewear specialty stores, 

where the impact of store-related attributes on customer 

satisfaction was found insignificant. Results also confirm 

that the positive customer satisfaction will lead to advocacy 

and repurchase intention for jewellery stores, which was not 

established in the jewellery stores literature so far. 

These findings can help the jewellery store owners and 

store managers to learn and apply the outcomes of this study 

to meet the expectation levels of their customers and satisfy 

them. In the case of product-related attributes, more 

importance should be given to the purity of jewellery, its 

durability, and the gold rates charged by the jeweller. The 

purity of the jewellery is one essential quality criteria, which 

is determined by other factors like the gold rate, buyback 

policy, and the value of the jewellery. The durability of the 

jewellery leads to its functional use, and the gold rate charges 

have a direct impact over the price charged to the customer. 

In the case of service quality-related attributes, it is found 

that sales staff dressing, product knowledge, skill-set, and 

attitude should be given extreme importance. In jewellery 

stores, the customer and sales personnel interaction play a 
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vital role. The salesperson should be able to understand 

customer needs and should be willing to help them. They 

should have proper skill-sets and product knowledge to assist 

the customer in the buying process. This study found that for 

store-related attributes, attractive shopping experience and 

positive store image are essential for customer satisfaction. 

In contrast, the availability of parking space is least 

important for the Indian customer. The jeweller should 

engage the customer in the buying process and should create 

an engaging shopping experience for the customer, which 

will lead to customer satisfaction. The store image which can 

also be interpreted as goodwill and the reputation of the store 

plays an important role increasing the customer satisfaction, 

as in case of jewellery store customer prefers to visit the store 

with good store image. Results also confirm that positive 

customer satisfaction leads to advocacy and repurchase 

intention. When the customers are satisfied with a store, they 

advocate the store and also spread positive WOM. Satisfied 

customers also patronize the store and visit the same store for 

their future purchases. These days with the influence of ICT 

and social media, the electronic word of mouth (e-WOM) is 

becoming more influential. These results are quite crucial for 

existing as well as MNCs, who are looking for entering in 

jewellery market in India after relaxed foreign direct 

investment (FDI) rules. 

Though the study is conducted in the context of Indian 

jewellery stores, the insights are equally useful and 

explorable in other retail stores situated at diverse locations. 

Future researchers can take few other factors into 

consideration, such as brand loyalty, image, service 

innovation (Truong et al., 2020) and service recovery 

(Kandulapati and Bellamkonda, 2020) in case they need to 

revisit the findings in the context of international brand 

stores. Customer preferences change with different 

geographical areas; therefore, a study including new 

geographical areas, may reveal new insights. The moderation 

effect of different demographic factors might also be 

explored to gain new insights into customer expectations and 

behavior. 
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