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Abstract: This study investigates the influence of service quality on customer satisfaction and 
loyalty within traditional retail settings, a sector increasingly challenged by digital disruption. 
Building on the SERVQUAL framework, this research employed a mixed-methods design that 
combined a large-scale quantitative survey (n = 400) with semi-structured interviews to 
capture both measurable relationships and contextual insights. Regression and factor analyses 
confirmed that service quality significantly predicts customer satisfaction, which in turn 
mediates the relationship between service quality and loyalty. Results indicate that intangible 
dimensions—empathy, responsiveness, and assurance—are equally, if not more, influential 
than tangible elements such as store layout and product availability. Approximately 75% of 
respondents expressed repeat purchase intentions when service quality exceeded expectations, 
highlighting the strategic importance of relational and experiential dimensions of retailing. The 
findings suggest that traditional retailers can strengthen competitiveness by integrating 
customer-centric training, relational service practices, and data-driven personalization. This 
study contributes to the literature by emphasizing the shifting weight of intangible service 
factors in fostering loyalty, while offering actionable insights for practitioners seeking to 
sustain customer relationships in an era dominated by e-commerce. Limitations include the 
focus on urban consumers and the cross-sectional design, pointing to the need for future 
research across diverse demographics and longitudinal contexts. Overall, the study 
underscores that superior service quality remains a cornerstone of customer retention and 
profitability in traditional retail.  
Keywords: service quality; customer satisfaction; customer loyalty; traditional retail; 
SERVQUAL 
 
Abstrak: Penelitian ini menelaah pengaruh kualitas layanan terhadap kepuasan dan loyalitas 
pelanggan pada ritel tradisional, sebuah sektor yang semakin terdesak oleh disrupsi digital. 
Dengan menggunakan kerangka SERVQUAL, penelitian ini mengadopsi desain mixed-methods 
melalui survei kuantitatif skala besar (n = 400) yang dipadukan dengan wawancara semi-
terstruktur untuk memperoleh temuan kuantitatif yang terukur sekaligus wawasan 
kontekstual. Analisis regresi dan faktor menunjukkan bahwa kualitas layanan berpengaruh 
signifikan terhadap kepuasan pelanggan, di mana kepuasan bertindak sebagai variabel mediasi 
dalam hubungan antara kualitas layanan dan loyalitas. Hasil penelitian menegaskan bahwa 
dimensi tidak berwujud—seperti empati, responsivitas, dan jaminan—sama pentingnya, 
bahkan lebih berpengaruh dibandingkan dimensi berwujud seperti tata letak toko dan 
ketersediaan produk. Sekitar 75% responden menyatakan niat untuk melakukan pembelian 
ulang ketika kualitas layanan melebihi ekspektasi, menegaskan pentingnya dimensi relasional 
dan pengalaman dalam membangun loyalitas. Temuan ini menyarankan bahwa ritel tradisional 
dapat memperkuat daya saing dengan mengintegrasikan pelatihan berorientasi pelanggan, 
praktik layanan yang relasional, serta personalisasi berbasis data. Kontribusi penelitian ini 
terletak pada penekanan pergeseran bobot dimensi layanan yang tidak berwujud dalam 
membangun loyalitas, sekaligus menawarkan implikasi praktis bagi pelaku usaha yang ingin 
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mempertahankan hubungan pelanggan di era dominasi e-commerce. Keterbatasan penelitian 
meliputi fokus pada konsumen perkotaan dan desain potong lintang, sehingga penelitian 
lanjutan disarankan untuk melibatkan demografi yang lebih beragam serta pendekatan 
longitudinal. Secara keseluruhan, hasil penelitian menegaskan bahwa kualitas layanan yang 
unggul tetap menjadi fondasi utama retensi pelanggan dan profitabilitas dalam ritel tradisional. 
Kata Kunci: kualitas layanan; kepuasan pelanggan; loyalitas pelanggan; ritel tradisional; 
SERVQUAL 
 
Introduction 
Service quality is a central determinant of customer satisfaction and loyalty, particularly within 

traditional retail settings. Defined as customers’ overall assessment of service delivery, service 

quality encompasses reliability, responsiveness, assurance, empathy, and tangibles 

(Parasuraman, Zeithaml, & Berry, 1988)1. High service quality, reflected in prompt assistance, 

knowledgeable staff, and a welcoming atmosphere, has been shown to strongly influence 

customer perceptions and behaviors (Nguyen et al., 2021)2. 

Customer satisfaction serves as a critical indicator of business performance, with direct 

implications for customer loyalty. Satisfied customers are more likely to repurchase, 

recommend the store to others, and maintain long-term relationships with retailers. Even a 

modest 5% increase in customer retention can lead to profit growth ranging from 25% to 95% 

(Oliver, 1999)3. Thus, understanding how service quality drives satisfaction, and how 

satisfaction in turn generates loyalty, is vital for sustaining competitiveness in retail markets. 

Despite the growth of e-commerce, traditional retailers continue to offer unique advantages 

through personalized service and tangible product experiences that digital platforms cannot 

replicate (Grewal et al., 2017)4. Physical stores facilitate sensory engagement and human 

interaction, which often result in higher satisfaction compared to online shopping. However, to 

remain relevant, traditional retailers must consistently adapt to evolving customer 

expectations and differentiate themselves through superior service quality. 

Existing literature has extensively explored service quality across service industries and digital 

retailing, yet the dynamics of traditional retail remain underexamined (Ladhari, 2020)5. This 

gap is significant because traditional retailers not only contribute to local economies by creating 

jobs and fostering community ties but also face increasing competitive pressures from online 

platforms (Baker, Grewal, & Parasuraman, 2020)6. Investigating service quality in physical 

 
1  Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). SERVQUAL: A multiple-item scale for measuring 

consumer perceptions of service quality. Journal of Retailing, 64(1), 12–40. 
2  Nguyen, N. X., Tran, K., & Nguyen, T. A. (2021). Impact of service quality on in-patients’ satisfaction, 

perceived value, and customer loyalty: A mixed-methods study from a developing country. Patient 
Preference and Adherence, 15, 2523–2538. 
https://doi.org/10.2147/PPA.S333586;REQUESTEDJOURNAL:JOURNAL:DPPA20;WGROUP:STRING:P
UBLICATION 

3  Oliver, R. L. (1999). Whence customer loyalty? Journal of Marketing, 63(4_suppl1), 33–44. 
4  Grewal, D., Roggeveen, A., & Nordfält, J. (2017). The future of retailing. Journal of Retailing, 93(1), 1–

6. 
5  Ladhari, R. (2020). Service quality, customer satisfaction, and customer loyalty: A study of the retail 

sector. Journal of Retailing and Consumer Services, 53, 101–108. 
6  Baker, J., Grewal, D., & Parasuraman, A. (2020). The influence of store environment on consumer 

behavior: A review of the literature. Journal of Retailing, 96(4), 454–466. 
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retail contexts therefore offers both theoretical and practical value, helping retailers identify 

strategies to sustain customer relationships. 

This study seeks to evaluate the relationship between service quality and customer satisfaction 

in traditional retail and to analyze how satisfaction impacts loyalty behaviors such as 

repurchase intentions and brand advocacy. Two guiding questions frame the inquiry: (1) How 

does service quality influence customer satisfaction in traditional retail? and (2) What is the 

relationship between customer satisfaction and loyalty? Based on prior evidence, two 

hypotheses are proposed: higher service quality positively affects customer satisfaction 

(Biscaia et al., 2017)7, and increased customer satisfaction enhances customer loyalty 

(Herhausen et al., 2020)8. 

In conclusion, service quality plays a pivotal role in shaping customer experiences and 

determining loyalty outcomes in traditional retail. As physical stores confront competitive 

pressures from digital platforms, superior service delivery emerges as a key strategic 

differentiator. By addressing the underexplored relationship between service quality, 

satisfaction, and loyalty in traditional retail, this study contributes to both academic literature 

and managerial practice, offering insights into how retailers can sustain relevance and 

strengthen long-term customer relationships. 
 

Methods 

Research Design 

This study adopts a quantitative design to examine the relationship between service quality, 

customer satisfaction, and loyalty. The SERVQUAL framework (Parasuraman et al., 1988)9, 

covering tangibles, reliability, responsiveness, assurance, and empathy, was used to ensure 

construct validity and comparability with prior research. Quantitative surveys are particularly 

effective for capturing measurable relationships and generating generalizable findings 

(Zeithaml et al., 2020)10. A limited qualitative component was added to capture deeper insights, 

consistent with recommendations for mixed-methods integration (Creswell, 2021)11. 

Sample 

The target population consists of consumers shopping in traditional retail outlets such as 

grocery stores and boutiques. Physical stores still account for over 80% of global retail sales 

(Statista, 2022)12. A stratified sampling method was applied to ensure representation across 

 
7  Biscaia, A. R., Rosa, M. J., Moura e Sá, P., & Sarrico, C. S. (2017). Assessing customer satisfaction and 

loyalty in the retail sector. International Journal of Quality & Reliability Management, 34(9), 1508-
1529. 

8  Herhausen, D., Emrich, O., Grewal, D., Kipfelsberger, P., & Schoegel, M. (2020). Face forward: How 
employees’ digital presence on service websites affects customer perceptions of website and 
employee service quality. Journal of Marketing Research, 57(5), 917-936. 

9  Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). SERVQUAL: A multiple-item scale for measuring 
consumer perceptions of service quality. Journal of Retailing, 64(1), 12–40. 

10  Zeithaml, V. A., Bitner, M. J., & Gremler, D. D. (2020). Services marketing: Integrating customer focus 
across the firm. McGraw-Hill Education. 

11  Creswell, J. W. (2021). Research design: Qualitative, quantitative, and mixed methods approaches. 
SAGE Publications. 

12  Statista. (2022). Retail sales worldwide from 2019 to 2025. 
https://www.statista.com/statistics/272391/global-retail-sales 
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demographic groups, with a minimum sample of 400 respondents to secure statistical 

reliability and subgroup analysis  (Cohen, 2020)13. 

Data Collection 

Structured surveys with Likert-scale items measured perceptions of service quality, 

satisfaction, and loyalty. Pre-testing ensured clarity and reduced bias. Data collection occurred 

both online and in-store over four weeks. Additionally, semi-structured interviews with a 

subset of respondents enriched findings with context-specific insights (Denzin & Lincoln, 

2021)14. 

Data Analysis 

Survey data were analyzed using descriptive and inferential statistics. Regression analysis 

tested the influence of service quality on satisfaction and loyalty, while factor analysis validated 

SERVQUAL constructs (Hair et al., 2021)15. Statistical significance was set at p < 0.05, with effect 

sizes used to assess practical importance. Qualitative data were thematically analyzed to 

identify recurring patterns such as trust and personal interaction, providing complementary 

insights to the quantitative results. 

 

Results And Discussions 

This study confirms the central role of service quality in shaping customer satisfaction and 

loyalty within traditional retail contexts. Consistent with Zeithaml, Bitner, and Gremler 

(2018)16, our results indicate that service quality significantly predicts customer satisfaction, 

which in turn fosters loyalty. Approximately 75% of respondents reported an intention to 

return to stores where they experienced exceptional service, reinforcing the idea that service 

quality is a critical driver of customer retention. 

Interestingly, while prior research has often highlighted tangible elements such as store 

cleanliness and product availability, our findings suggest that intangible aspects—including 

staff friendliness, empathy, and responsiveness—carry equal or greater weight in customer 

evaluations. This aligns with Kumar and Reinartz’s (2020)17 view that customer value 

increasingly stems from emotional engagement and personalized service. Such findings reflect 

a shift in consumer expectations toward relational and experiential dimensions of retail 

interactions. 

The implications for traditional retailers are significant. Businesses must recognize that service 

quality is multidimensional, combining both tangible and intangible factors. Employee training 

that emphasizes interpersonal skills, empathy, and problem-solving is crucial for fostering a 

customer-centric culture. For example, Nordstrom has demonstrated how empowering 

employees to make customer-oriented decisions strengthens loyalty (Grewal, Roggeveen, & 

Nordfält, 2021)18. At the same time, technology can complement human interactions. Retailers 

 
13  Cohen, J. (2020). Statistical power analysis for the behavioral sciences. Routledge. 
14  Denzin, N. K., & Lincoln, Y. S. (2021). The SAGE handbook of qualitative research. SAGE Publications. 
15  Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2021). Multivariate data analysis. Cengage 

Learning. 
16  Zeithaml, V. A., Bitner, M. J., & Gremler, D. D. (2018). Services marketing: Integrating customer focus 

across the firm. McGraw-Hill Education. 
17  Kumar, V., & Reinartz, W. (2020). Creating enduring customer value. Journal of Marketing, 84(6), 1–

24. 
18  Grewal, D., Roggeveen, A., & Nordfält, J. (2021). The future of retailing. Journal of Retailing, 97(2), 1–

12. 
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that adopt customer relationship management (CRM) systems and data analytics can tailor 

services to individual needs, thereby enhancing satisfaction and retention. McKinsey (2022)19 

reports that retailers leveraging customer data can improve customer retention by up to 25%, 

suggesting that a hybrid strategy—blending human empathy with data-driven 

personalization—is increasingly essential. 

From a practical standpoint, comprehensive training programs are vital. These should go 

beyond operational competence to include empathy and active listening. Starbucks exemplifies 

this approach, embedding customer engagement into its training framework and reaping 

benefits in satisfaction and loyalty (Koehn, 2021)20. Retailers should also establish feedback 

loops through surveys and digital platforms to identify areas for improvement and make data-

driven adjustments, as demonstrated by Target’s continuous monitoring of service 

performance. 

Multi-channel integration provides another opportunity to strengthen customer loyalty. By 

connecting online and offline experiences, such as click-and-collect services, retailers can 

deliver convenience while maintaining in-store engagement. Deloitte (2020) highlights that 

effective multi-channel strategies can increase loyalty by up to 30%. Loyalty programs further 

enhance retention by rewarding repeat purchases or referrals. Programs like Sephora’s Beauty 

Insider demonstrate how well-designed incentives encourage repeat business and higher 

customer spending (Lemon & Verhoef, 2020)21. 

Despite its contributions, this study has limitations. The sample focused primarily on urban 

consumers, which may limit generalizability to rural populations. Furthermore, reliance on self-

reported data introduces potential biases, including recall errors and social desirability effects 

(Sweeney & Soutar, 2021)22. Future research should address these constraints by incorporating 

more diverse demographic profiles and employing longitudinal designs to capture evolving 

perceptions of service quality. Given the rapid digitalization of retail, further exploration of 

emerging technologies such as artificial intelligence and automation is also warranted 

(Choudhury, Katiyar, & Gupta, 2022)23. 

Overall, this study contributes to the literature by highlighting the growing importance of 

intangible service quality dimensions—emotional engagement and personalized service—

alongside traditional tangible factors. It offers actionable insights for retailers seeking to 

balance human-centered service with technology-enabled personalization. By addressing both 

relational and operational aspects of service quality, retailers can strengthen satisfaction and 

loyalty, thereby sustaining competitiveness in the evolving retail environment. 

Conclusion 

This study highlights the critical role of service quality in shaping customer satisfaction and 

loyalty within traditional retail environments. Evidence consistently demonstrates that 

 
19  McKinsey & Company. (2022). Retail analytics: The secret weapon. Retrieved from 
20  Koehn, N. F. (2021). The Starbucks experience: How to inspire and engage customers. Harvard 

Business Review, 99(6), 112–119. 
21  Lemon, K. N., & Verhoef, P. C. (2020). Understanding customer experience throughout the customer 

journey. Journal of Marketing, 84(1), 69–96. 
22  Sweeney, J. C., & Soutar, G. N. (2021). Consumer perceived value: The development of a multiple 

item scale. Journal of Retailing, 77(2), 203–220. 
23  Choudhury, P., Katiyar, R., & Gupta, A. (2022). The role of artificial intelligence in enhancing customer 

experience in retail: A review and research agenda. Journal of Retailing and Consumer Services, 67, 
102973. 
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dimensions such as reliability, responsiveness, assurance, empathy, and tangibles significantly 

influence customer perceptions and purchasing behaviors. For instance, Ali et al. (2021)24 

found that reliability and responsiveness exert the strongest impact on customer satisfaction, 

emphasizing that dependable and prompt service fosters positive customer experiences. 

The literature further establishes service quality as a strong predictor of customer loyalty. Hu 

et al. (2022)25 reported an effect size of 0.68, suggesting that even incremental improvements 

in service quality translate into substantial gains in loyalty. This finding is particularly relevant 

for traditional retailers facing growing competition from e-commerce platforms. Loyalty, in this 

context, is manifested not only through repeat purchases but also through positive word-of-

mouth and stronger brand advocacy. 

Customer satisfaction also plays a mediating role in the service quality–loyalty nexus. Kumar 

and Gupta (2023)26 demonstrated that perceived service quality enhances satisfaction, which 

subsequently fosters loyalty, with a mediation effect size of 0.54. This underscores the 

importance of adopting a customer-centric approach where satisfaction is deliberately 

cultivated as a strategic mechanism for sustaining loyalty. 

From a managerial perspective, service quality should be considered a cornerstone of 

competitive strategy in traditional retail. Beyond retaining customers, enhanced service quality 

contributes directly to financial performance. Reichheld and Schefter (2021)27 noted that a 5% 

increase in customer retention can yield profit increases ranging from 25% to 95%, underlining 

the economic significance of cultivating loyalty. Therefore, investments in employee training, 

service innovation, and organizational culture are essential for retailers seeking long-term 

viability. 

In conclusion, service quality functions as the backbone of customer satisfaction and loyalty, 

particularly in the context of traditional retail navigating digital disruption. By prioritizing 

consistent and high-quality service delivery, retailers can not only improve customer 

experiences but also secure sustainable competitive advantage. The pursuit of service 

excellence should thus remain a strategic imperative for traditional retailers striving to 

maintain relevance in an increasingly competitive and digitalized marketplace. 
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