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Abstract
Using Stimulus–Organism–Response (S-O-R) framework, this study examines Stimulus–
Response relationships of fresh vegetable consumers’ behavior in Klang Valley, Malaysia. In 
particular, the study focused on how loyalty drivers affect retail formats choice by the fresh 
vegetable (FV) consumers. The Stimuli that pertain to loyalty drivers include promotional 
activities, perceived price and social interaction and the Response is the retail format choice. 
Three hypotheses were developed and tested with the data collected from a survey using 
simple random sampling technique. Structural Equation Model (SEM) was used in analyzing 
the data. Results of the study revealed that Stimuli (loyalty drivers) influence Response (retail 
format choice) for the different FV markets in Malaysia. Based on the finding of the research, 
Malaysian retailers have different marketing strategies to be considered with regards to loyalty 
drivers.

1.  Introduction

The Malaysian retail sector began with traditional 
neighborhood sundry shops, mini markets, night 
markets, wet markets and later convenience stores. 
The emergence of super and hyper retailers in 
1990s has somewhat imposed pressure on small 
retailers. Shamsudin (2005) revealed that Malaysian 
has experienced tremendous growth of modern 
retail formats which are dominating over local or 
traditional retail outlets. To differentiate traditional 
retail formats from modern ones, the traditional 
market outlets have little control or organization, 
lack of refrigeration facilities, agglomeration of small 
vendors, where each vendor specializes in one fresh 
food line (either meat, fish, fruits or vegetables) or in 
a sub line of fruits and vegetables. Night market is one 
of the traditional markets and becomes entrenched 
in the Malaysian shopping scene. It is  based on the 
concept of open-air shopping (Ishak et al., 2012), 
where street hawkers occupy a designated part of the 
street or parking lots to set up their stalls. Like others 
traditional markets, it allows customers to enjoy wide 
varieties and choices of fresh fruits and vegetables 
and non -agricultural products at affordable prices. 
In terms of operation time, it usually operates ones 
or twice in a week from 3 pm till 10 pm in the night. 
The sizes of markets depend on the number of the 
stalls. Large night markets would have between 400 

to 700 stall lots, medium night markets between 
241 to 399 stall lots while the small night markets 
could have between less than 50 to 240 stall lots. A 
farmers market is another type of traditional format 
in which farmers, growers from a local area are 
present in persons to sell their own product directly 
to the public. However in developing countries like 
Malaysia, the established farmers’ markets are mostly 
mixed markets. In terms of product mix, farmers 
markets are normally dominated by fresh agricultural 
products including fishes. In contrast with night and 
farmers markets, wet market normally comprises 
stalls housed in fixed structure or a building with 
providing lots. House-liked structure with covered 
building and operates on daily basis between 6.30 
am to lunch period. The traders generally focus on 
fish and sea foods, together with the local products 
providing a full range of fresh produce.

The modern retail outlets comprising 
supermarkets, hypermarkets, convenience or 
departmental stores have emerged in Malaysia in 
early 1990s (Worsley et al., 2010). Modern retail 
stores are self service offerings, space of the formats, 
product mix, and location of the formats are among 
the characteristics of the modern retail outlets. 
Retailing research council Asia Keith et al. (2006) 
differentiates between hypermarkets, supermarkets 
and convenience stores in terms of space and product 
mix. Hypermarkets having over 30.000 square feet 
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and approximately 25.000 items while 5.000 to 
30.000 square feet and 15.000 items for supermarkets 
and less than 3.000 square feet and fewer than 5.000 
items for convenience stores.

Traditional markets constitute a place not only 
for purchasing perishable goods but also providing 
a place for meeting acquaintance (Chamhuri and 
Batt, 2009). Relationships are built between vendors 
and customers, and between customers. These  
relationships built between retailers and consumers 
have developed trust between  both groups and it 
ensured customer loyalty to purchase from such 
retailers (Abu and Roslin, 2008). Chamhuri and 
Batt (2009) also showed the importance of social 
interaction at retail markets, stating that it provides 
a leisurely experience for consumers. Competitive 
price was mentioned as another reason for consumers 
to buy their FV from an outlet. In marketing, price 
is a powerful and convincing tool of attracting 
consumers to purchase at a particular retail outlet. 
There are different opinions of researchers on who 
offer lower prices to customers for FV purchase 
among retail formats. Farhangmehr and Silva 
(2000); Arshad and Darham (2012) have the opinion 
that modern retail outlets offer lower prices of FV 
than traditional markets. In Malaysia, focus group 
discussants believed that modern retail outlets sold 
FV at a much cheaper price compared to traditional 
retail outlets (Chamhuri and Batt, 2009). However, 
some researchers suggest that prices for FV are 
much cheaper in the traditional market. Goldman 
et al. (1999) mentioned that in Hong Kong, FV was 
perceived to be cheaper in most traditional markets. 
Berdegué et al. ( 2005) found that the prices of 
FV in modern retail outlets were 15–60% above 
that of traditional markets. Generally, retail outlets 
offering good quality products at lower price will 
attract consumers and will expect to be loyal to such 
retail outlets. Retailers are constantly engaged in 
promotional efforts that include “incentives” such 
as sales and discounts to attract consumers to their 
stores. Promotion helps to create public awareness 
of the activities of the retail outlets and increase 
the likelihood of patronage (Chze Lin and Lin 
Boon 2003). Promotion exposes consumers to the 
offering of stores, prime them with knowledge of the 
availability of the products that could cater to their 
future need and encourage their repeat visits and 
hence to be loyal to it.

According to Chen et al. (2012) on the research 
of automobile, presented the salient loyalty drivers 
including product type, sales personnel experience 
and service experience. Their argument is how to 
separate the few important loyalty drivers from the 

trivial once. Without understanding and identifying 
strong loyalty drivers, managers may apt to waste 
resources by improving on the loyalty drivers that 
contribute very little. In the field of marketing, 
loyalty is a commitment to repurchase a particular 
product/service and it is considered to be the highest 
level of relational bonding and maintains a long 
term relationship between customer and retailers  
(Chandrashekaran et al., 2007; Seggie et al., 2007; Li 
et al., 2009; Qi et al., 2009). Previous studies indicate 
the effect of shoppers’ store choice behavior and 
found a positive impact on store choice and loyalty 
drivers and are critical determinants of successful 
retailing strategy (Bloemer and de Ruyter, 1998). 
Dick and Basu (1994) conceptualized loyalty as the 
relationships between relative attitude towards an 
entity (brand/services/store vendor) and patronage 
behavior of the consumers. Consumers become 
loyal to certain vendors/retailers from whom they 
expect good quality products and prices (Zinkhan 
et al., 1999). The important of personal interaction 
between vendors and customers with warm and 
friendly services eventually develops customer 
loyalty (Abu and Roslin, 2008). Research shows 
that the promotional practice on fresh produce can 
increase sales by 75 percent on average (McLaughlin, 
2004). People who are more interested in price of 
food are likely to respond in quite different ways 
to fruit and vegetable promotions than those who 
are more interested in product quality. Ghosh et 
al. (2010) recommendations to the retailers  on the 
various strategies that would meet the expectations 
of FV shoppers and thus motivate them towards 
store patronage decision indicated that promotional 
strategy is more important than other marketing 
strategies used by the retailers. Brennan and Lundsten 
(2000) analyzed the impact of large discount stores 
on small US towns found that consumers shop at 
discounters for low prices. Mittal and Mittal (2008) 
suggests that the retailers in marketing strategies have 
to take into account the attributes of loyalty drivers 
in order to attend an optimal retention and visitation 
of the customer to the retail outlets. Based on the 
above discussion, a positive relationship is expected 
between promotional activities, social interactions 
and retail format choice for FV purchases. However, 
a negative relationship is expected between perceived 
price and retail format choice and hence the model 
and hypotheses developed for this study is presented 
in Figure 1.
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Hypotheses

H1: Consumers choice toward FV retail format 
is influenced by social interaction obtained at a 
particular   format.

H2: Consumers choice toward FV retail format 
is influenced by perceived price of the products 
at that particular format.

H3: Consumers choice toward FV retail format 
is influenced by promotional activities offers at a 
particular format.

The aim of this study is to examine how loyalty 
drivers affect retail formats choice by the fresh 
vegetable (FV) consumers.

2.   Materials and methods

The study was conducted in Klang Valley area 
of Malaysia, within the period of three months 
from 5th June to 17th September, 2014. The area is 
geographically delineated by Titiwangsa Mountains 
to the north and east and the Strait of Malacca to 
the west. It extends to Rawang in the northwest, 
Semenyih in the southeast, and Klang and Port 
Klang in the southwest. The area was chosen for 
it is the most progressive area in the Peninsular 
Malaysia where businesses are flourishing and 
consumers comprise people from all walks of life 
in terms ethnicity, income level, reflecting different 
purchasing power, and education. The good mix of 
population will provide a good mixture of sample. 
Retail outlets both modern and traditional types are 
operating side by side competing for customers but 
sometimes complementing each other in terms of 
product offering. Cluster sampling technique was 
employed, involving the clustering of the entire 
population in to six clusters. The clusters include 
Kuala Lumpur, Putra Jaya, Petaling District, Klang, 
Gombak and Hulu Langat. In each cluster, one city 

area was randomly selected. The second stage in 
obtaining the sample size is the use of systematic 
random sampling and the main advantage of using 
the method is that it could be used without having 
the list of basic sampling units as in a situation where 
the dwellings were well organized in rows, blocks or 
along a river or main road (Saunders et al., 2009). 
A total of 700 respondents were randomly selected 
as the sample size. A standard questionnaire was 
designed and used as the survey and data gathering 
instrument. In the questionnaire, respondents were 
presented with the list of statements (items) which 
gathered from literatures sought to be the loyalty 
drivers considered by the respondents in makings 
decision to buy FV at retail format. A seven point 
Likert scale was used where respondents were  
required to indicate the extent of their agreement on 
each statement, as ‘1’ was strongly disagree to ‘7’ 
was strongly agree.  Exploratory factor analysis was 
employed by grouping the items into the following 
factors; perceived price of the product, promotional 
activities and social interaction (Gindi et al., 2015) 
of the 16 items adopted from Arshad and Darham 
(2012) used in measuring these three loyalty driver 
variables. Respondents were requested to indicate 
their degree of agreement on each of 16 statements 
in choosing retail format for fresh fruits and 
vegetables purchases. Examples of the statements 
were “I always concerned with the store that provides 
quality products at lower price”, “discount options 
offers influences my decision in choosing store” 
and “friendly staff assistance is the key in my retail 
outlets selections”.   The yielded factors were then 
confirmed by the confirmatory factor analysis and 
structural equation modeling was applied to test the 
proposed hypotheses. Data was analyzed using SPSS 
version 21 Software and Amos graphic software for 
Structural Equation Modeling (SEM)

3.   Results and discussion

3.1 Profile of respondents

The profiles of respondents are depicted in Table 
1. An almost balanced in gender of respondents, 
that is 51% male and 49% female were interviewed. 
The majorities (54%) of the respondents were in the 
age group of between 18 to 35years, followed by 
34 percent within the group between 36 to 50 years 
and only 12 percent were above 50 years of age. 
Most of the respondents were well educated where 
75% were university and college graduates and the 
balance 25% had received secondary and primary 
school education. Although they are educated but 
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Figure 1. Model of retail format choice model
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most of them are relatively young and thus most 
of the respondents are in the middle income class, 
represented by 69.5% of the respondents. 

Table 1. Demographic characteristics of the respondents
Variables Frequency Percent
Gender
Male 356 50.9
Female 344 49.1
Marital Status
Single 352 50.3
Married 348 49.7
Educational Level
Primary 16 2.3
Secondary School 154 22.0
Collage/
University

530 75.7

Income (RM/Month)
Less or equal 
3,000

214 30.6

3001 – 4000 326 46.6
4001 - 7000 160 22.9
Age group (Years)
18-35 378 54.0
36-50 239 34.1
>50 83 11.9
Source, field survey, 2014

Structural equation modeling was developed 
from the measurement models of the retail formats 
based on theoretical interrelationships among latent 
variables. Figure 2 below is the SEM results of 
standardized estimates of night market choice model. 
The focus of the SEM is not to test construct validity 
of the latent variables, rather to examine and test 
relationship between hypothesized exogenous and 
endogenous variables.

Figure 2. SEM result of night market choice model

3.2 Model fit indices of fresh vegetables retail 
format choice models

Model fit indices of the relationships between 
retail format choice for fresh vegetable purchase and 
loyalty drivers are presented in Table 2. Night market 
choice model has the following indices: Chi-square 
(χ2) = 832.902, relative chi-square (χ2/df)= 4.338, 
GFI= 0.904, CFI= 0.933, TLI= 0.920 and RMSEA= 
0.068.  The model fit indices of loyalty drivers for wet 
market choice model, farmers’ market choice model, 
supermarket choice model and hypermarket choice 
model; all the model fit indices meet the requirement 
of acceptable values.

The results of SEM analysis are shown in Table 
3. Perceived price had negative and significant 
effect on night market choice with β= -0.502 and 
significant at 99% confidence level, hence hypothesis 
2 is supported. The loyalty drivers of promotional 
activities, perceived price and social interaction of 
consumers all are statistically significant on fresh 
wet market choice for fresh vegetable purchase 
with following regression weights: β = 0.347, p = 
0.0001; β = -0.121, p = 0.048; and β = 0.143, p = 
0.031 respectively. For loyalty drivers predictors 
of farmers market choice, social interaction of 
consumers is statistically significant and has  positive  
effect on farmers market choice for fresh vegetable 
purchase with regression weights of β= 0.154, and p 
= 0.013. Perceived price has negative and statistical 
effect on supermarket choice (β= -0.415, p= 0.0001), 
hypothesis 2 is supported. As presented in Table 3, 
all the predictors of loyalty drivers have significant 
effect on hypermarket choice for fresh vegetable 
purchase.

4.   Conclusion

Loyalty drivers of promotional activities and 
social interactions are not significant as presented in 
Table 3, but perceived price is negatively significant 
for the night market choice. The summary of results 
of hypotheses testing is presented in table 4. Unlike 
night market choice, wet market choice, all the three 
hypotheses were supported. On the other hand, only 
hypothesis 1 of the farmers market was supported. 
The interpretation of this could be farmers markets 
were established with given priority to freshness of 
the product rather than other marketing strategies 
of loyalty drivers. Almost the same situation was 
found at supermarket where hypotheses 1 and 3 are 
not supported. The explanation could be promotional 
activities for fresh vegetables at supermarkets may 
yield the perception to the vegetable consumers that 
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the product may have stayed for long period in chilled 
storage and retailers want to clear stocks as to reduce 
losses from spoilage and deterioration. 

Loyalty drivers influencing consumer’s retail 
format choice differ between retail formats. For 
the night market, wet market and supermarket 
for example, reduction of the vegetable prices 
by 1 units will influence choices of night market, 
wet market and supermarket by 0.502, 0.121 and 
4.15 units respectively. Reducing FV price will 
make FV customers more patronizing these retail 
formats and consequently become loyal to these 
retail formats. For the hypermarket retailers, more 
emphasis should be given to promotional activities 
as well as improving the social interactions of the 
FV customers and between customers and retailers. 
Unlike other retail formats, farmer’s market retailers 
of the farmer’s formats should put more emphasis on 
other marketing strategies other than loyalty drivers 
for patronizing and retention of their FV customers.  
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